BOARDROOM BRIEF

The Product Adoption Lie: Why Better Doesn’t Win
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Readiness State

Primed for Pull
“The market has been
asking for this.”

Internal Mirage
“Once we launch,
the value will be obvious.”

Launch Fragility
“This is inevitable—
we just need fo execute.”

Alignment Gap
“We can't agree on what
to lead with."”

Key Takeaways
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Next Move

You've built belief before launch; the
market already measures success by
your definition.

Conviction is strong internally, but
the market hasn't caught up—you're
funding confidence, not readiness.

You're scaling before belief is built—
activity rises, adoption doesn’t.

Smart people, different assumptions;
internal drift confuses the market.
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Markets buy what Belief alignment Readiness is a market condition,
they already believe. predicts adoption. not a marketing task.
Better technology doesn'’t Internal conviction must match Testing belief is commercial due
N guarantee adoption; belief does. ) L external readiness before scale. ) L diligence, not creative polish.
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Discussion Questions:

Use these prompts to stress-test
your next launch plan.

What belief about our
market have we stopped
questioning?

Are we funding conviction
or conditioninge

How will we know when
belief-not awareness—is

taking hold?

Forward this to your leadership team
and board before your next GTM
review. It could save you millions.

Product Adoption
Lie Diagnostic

Do what matters.
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