BOARDROOM BRIEF
The Belief-Engineering Sequence

Four

stages that
deftermine
whether
growth
accelerates
or flattens

Otherwise...
switching risk stays

high and adoption Otherwise...

is anemic. you're treated as .
an alternative, not a Otherwise...
necessity, and growth the field tells different .
remains incremental. stories, buyers hesitate, Otherwise...
and forecasts become the decision never shifts from
unreliable. debated to demanded, selling
remains a constant push,
and every deal must be won
independently.
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Adoption does not accelerate
because something is better. It
accelerates when the status quo
becomes harder to defend.

If switching still feels optional,

\_ growth rates will not improve.
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Resistance declines
before growth improves.
If resistance resets
deal by deal, scale will
amplify friction—not
eliminate it.
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Scale does not fix belief
gaps. It exposes them.
If belief has not shifted

before commercialization,

growth remains effort
dependent.
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Assumed acceleration
creates forecast fragility.
If stakeholders are not
compelled to change,
modeled growth rates
will not hold.
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Leadership Alignment Check: Growth Assumptions

Your rate of adoption changes valuation trajectory.
Before assuming growth willimprove over time,
leadership teams should be able to answer:

ACCELERATION ASSUMPTION A
What would have to change in the market
for our growth rate to improve after launch?

STATUS QUO RISK A
Why would a rational stakeholder feel
compelled to change from the

current standard? )

EVALUATION CRITERIA SHIFT A
Have we changed how the market evaluates
solutions—or are we assuming our product
features will speak for themselves?

FORECAST RISK )
If growth is projected to accelerate, what
specifically will cause it to do so?
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If these questions cannot be answered with
evidence, increasing commercial spend will not
produce the acceleration modeled in your forecast.

ii[a] Request a Pivotal Commercial Design

L] Review (PCDR). Pressure-test whether
belief is strong enough to support sustained
commercial growth before capital is scaled.
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Grey Matter Marketing

Do what matters.
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