BOARDROOM BRIEF
You Don’'t Wait for Market Readiness. You Build It.

Every leadership team has an explanation for slow adoption,
all built on the same assumption: the market isn’t ready.

But readiness isn’t something the market hands you.
It's the consequence of changing how the market thinks.

You can wait for resistance to fade (it won't). Instead, engineer the conditions
that make it fail and create the commercial inflection point you need.
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Key Takeaways
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The market isn’t unwilling. Markets don’t change because Commercial success is designed long
It's unaddressed. Slow time passes. They change when before launch. The companies that
adoption isn't a verdict on they reach a different conclusion. outperform don’'t simply launch into
your product. It's evidence Readiness isn’t something to a ready market. They deliberately
the market hasn't been wait for. It's the consequence create the conditions that make
given a compelling reason of companies changing what abandoning the current standard
to abandon the current clinicians believe, value, and feel like the right decision before
standard of care. ultimately decide. commercial execution begins.
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CASE gTUDY
cologuard: When the wyyorse” Test Won the Market

Colorectal cancer screen'mg already had & gold s’oanda,rdfa,nd & gettled 1ogic 1o
pack it up: The bettel test wins.

Co\.onoscopy earned thab posmon. 1t detectS polyDS: PEINOVES them during the same
procedure, and jdentifies roughly 9B% of advanced 1esions.

when Exach gciences 'mt,roduced Cologua;c'd in 2014, its stool—DNA test de’oected
only aboub 42% of tnose sarme 1esions and couldn’® remove anything it found- BY
every measure of diagnos’oic accuracys the question was gettled.

Tens of millions of 1igible ricans W ren’t gettmg scT ed 1—nob pecause
they quesmone ghe acc f colon scopYs pecause they gvoided it
The referral nhedul g.The prep the day pefore The gedation that costs &

Colonoscopy rema‘med the best test for pat‘lents who ghowed up. wxach puilt for the

go it cha,nged the questl ob colonose yersus Cco gua,rd,b gecreent g

yersus I cre once ecarm jgion, logu d st pped compe ing
gamst est tes I rarted cO pe g sb pothing Tt cha ged wha
the mar t, Tneasure ccess The outco that mattered was never polyps

Then Exach jd whab ommerclalg 1, require gidn’t wal for the markeb
fo come ou t the €O dition tha oved it & ss ket Belief
Threshold prim ry-car educablo , payer gag , deline & ocacy, &l
adn’ec‘o—to— onsumer pai n ghe tes house 1d name By the ime
the accurd bate a ts course,E t had 1ready n d whab the
debate was apoub.

wxach didn’e win the accuracy argument. It refused to have ib.

The presults sonowed the peframe-. Colo guard has now peen used ore than
o0 million times Na.tiona\_ gu'ldelmes NoW pecognizé it, and co\_orectal cancer

screen‘mg rates ‘mcreased.
Exach didn’t wait for markeb readiness: 1t created it.

T.esson: Markets don’® pecome ready pecause enough ime passes- They pecome
ready pecause enough people decide the old way No 1onger makes gense. The
compames that outperform don’'t wait for that moment. They create jt—long pefore
commeroial execution pegins.
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Discussion Questions

Use these prompts to pressure-test your next commercialization strategy.

2

Where in our commercial plan are we
assuming the market will become ready
on its own—and what would it take to
create that readiness instead?

2

When adoption slows, are we treating it
as rejection—or asking what reason to
change we've failed to create?

2

What is the market actually choosing
between today—and should we
redefine that choice?

Most leaders approach market readiness as a fact to measure.

The best leaders recognize it is a consequence to create.

A stalled market isn’'t a closed door.
It's usually a market that hasn't reached a different conclusion yet.

Identify which stakeholder beliefs, market behaviors, and adoption barriers must
change before commercial execution begins to scale.

Request a Pivotal Commercial Design Review (PCDR)

o
c Grey Matter Marketing

Do what matters.
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