BOARDROOM BRIEF
Strong Launches Don’'t Guarantee Growth. Belief Does.

Commercial Growth Framework
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Most launches don't fail because the product is weak.
They fail because the market never changed.

Growth doesn’t improve with time. It improves when belief shifts.

Key Takeaways

Better products The inflection point isn’t Time doesn’t reduce
fail all the time. reached. It’s built. resistance. Belief does.
Better doesn’t win. Growth accelerates only after the Building belief is commercial

Belief does. market crosses the belief threshold. strategy, not an entitlement.




corindus developed one of the first 1ODOU! c-ass'lsted gystems for coronary and
peripheral mtervent'lons. The px*omise wWas compemng: remove physicians from
padiation exposSure while impromng prooedural precis‘lon.

On papers the value proposit‘xon was clearl: lntefventlonal cardiologists are
poutinely exposed to radiation, and the apility WO operate pemotely offered poth

n padiation eXpos Regulators clear he syst vestors vahdated
the oppor unity, © nating cori g $l 1 billion quisition N gjemens
Heal’omneers

ar, and sufﬁoient. While the penefits of feduoed
padiation exXposure were acknowledged, they wWere nob enough to outweigh ghe

within four years, giemens discont‘mued the oax‘diovascular probobiCS program

million write-

gnpuLiod




Discussion Questions
Use these prompts to stress-test your next launch plan.
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Which of the five belief conditions
—problem urgency, status quo
instability, risk recalibration,
stakeholder alignment, narrative
momentum—are weakest in
our market right nowe
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Is the current standard
inadequate—or just imperfect?

2

If resistance resets at every
account, what will cause
it fo decline?

If the market hasn't been conditioned to see the status
quo as unacceptable, more evidence won't move it.

Book a Launch Readiness
Session and we’ll show you
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Grey Matter Marketing

Do what matters.




