BOARDROOM BRIEF

Awareness Was Never the Problem

“If people understood our
product, they’d switch.”

Every launch team believes
some version of this.
Physicians would change
how they practice. Payers
would cover. Health systems
would adopt.

Different stakeholders but
the same assumption:
understanding leads to
change.

Understanding something
new doesn't give the
market a reason to question
what it already trusts.

If your goalis to change
the standard of care, that's
where transformation
begins.

Markets don't adopt a new
standard all at once. They
climb toward it. We call
that progression the Market
Belief Ladder.

The first move is Name the
Enemy: create enough
doubt for the market to
question what it has long
accepted as frue.

THE MARKET BELIEF LADDER

Markets climb because beliefs change—
not because products improve

New Default

“Why would
anyone still do
it the old way?”

New Standard Adopted

4.

Rewire
Behavior
Embed as routine

New Standard Preferred

3.

Build Conviction
Shift preference

I Market Belief Threshold |
New Standard Defined

2.

Define the
New Category

Reframe reality

Status Quo Challenged

1.

Name the Enemy
Create doubt

Key Takeaways

“This is how we
practice now.”

“I'd rather
practice this way.”

“That changes
how I think about
the problem.”

“Maybe the
old way isn’t
good enough.”

Markets don’t change when
a better product becomes
available. Understanding a

better alternative isn't enough.
The market first has to believe
the current approach is no
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Until the current standard
feels inadequate, change

remains optional. Awareness

doesn’t create urgency. The

market needs a compelling
reason to question what it

\_ longer sufficient. )

\_ already trusts. )
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The companies that change
markets start by proving
the old way is no longer
defensible. They don'’t

compete against the existing
standard. They change how

\_ fhemarketjudgesit. )




TFor decades, ulatory cardiac MO toring 1argely mean A onito
pecord th peart for o 48 houT d 100k for arrhyb A egative res
functione S gwer ™ pa’ment nhad beent tored Nothing Was found

The field £hil dlo\.ogists a ood th onitor g ghort,
and they d ab orbed the consequ ¢] v ost of 40 g SS mconcluswe
presulls, pepeat MO goring, d patl nts re sy gno one ha

Ahlddenhxmtamo gets Ived once gomeo points ou Atolera,ted limitation
doesn’v The 1 alread; ilt its WO , expectd jONS,
confidence d it. S ackny 1edgin n tation el ery little

education; more effort tO prove their product was petier

The study was i presented simnp); gvidence at Zio det cted TOT! egvents T
dernonstr d somet uch more cons quenty nhort dow coul!
produce aTe g t pecause the ar 1y ha e ocourred yet
That refr he negablv Holte Tt stop dpeing answer d became
uestio there NO a? stop U oking 100 so0Nn? The
asumption pr tect th sting sta;nda;rdh dbeen expose
once that happened, onversat‘xon ch 1t was 1O 1ong JmpLy nether
10 Was & frer tor. 1 be e: HOW do you It d to wa 1 before you can
conﬁden’o\_y rule oub rrnittent arrhyt 2
dian’ st need physman oose 2 Pa eeded P ysmla,ns
o) quesmon whether the MO A dow th d trus ed for decades was 1ong
enough

wyasudt




Discussion Questions

Use these prompts to pressure-test your next commercialization strategy.
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What If physicians, What evidence What behavior
assumption health systems, or would expose would we
protecting payers contfinue a limitation expect to see
today’s believing the the market if the current
standard has current standard has learned to standard were
our market works well enough, tolerate rather becoming
learned fo what reason have than simply prove harder to
accept without we given them to our product defend, and do
S questioning? change? ) U performs better? | Wesee it yet?

Challenging the status quo creates an opening. But an opening doesn't tell the
market what should replace it.

That's the next move on the Market Belief Ladder.

Most launch plans begin by explaining the solution. That work has to happen.
It just can’t come first.

The companies that change the standard of care identify the belief protecting the
existing standard and deliberately make it harder to defend. That's the strategic
work that creates the opening for everything that follows.

Only then is the market ready to consider a different standard.

Request a Pivotal Commercial Design Review (PCDR)

|dentify what your market has learned to tolerate—and what it would take to make
that position indefensible—before commercial execution begins to scale.
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Grey Matter Marketing

Do what matters.



https://bit.ly/4wFb2Nq

