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Why Market 
Activation Fails

A Conversation with Bob Lurie at
The Executive Roundtable
Thursday February 22, 10am ET

http://growth-arc-19923746.hs-sites.com/roundtable-registration-s3e1
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Bob Lurie PhD
Bob Lur ie  is  the  former  V ice  Pres ident ,  
Corporate  St rategy for  Eastman,  a  
pos i t ion  he  recent ly  le f t  and which  he  
he ld  for  for  8  years .

Pr ior  to  jo in ing  Eastman,  he  was  co-
managing  par tner  of  Moni tor  Group.  He  
founded Moni tor 's  market ing  and 
growth  pract ice ,  known as  M2C,  and 
led  i t  through more  than  a  decade of  
i ts  own double-d ig i t  growth.

He was  the  arch i tect  of  the  innovat ive  
approach to  organ ic  growth  that  fue led  
M2C’s  success  and la id  the  groundwork  
for  h is  book The  Organ ic  Growth  
P laybook.  He  has  he lped numerous  
organ izat ions  embed these  ideas  
through la rge-sca le  market ing  
t ransformat ions .

Bob earned h is  PhD in  economics  f rom 
Ya le  Un ivers i ty .

https://smile.amazon.com/Organic-Growth-Playbook-Extraordinary-Association-ebook/dp/B08F1VG8G6/ref=tmm_kin_swatch_0?_encoding=UTF8&qid=1652980066&sr=8-1
https://smile.amazon.com/Organic-Growth-Playbook-Extraordinary-Association-ebook/dp/B08F1VG8G6/ref=tmm_kin_swatch_0?_encoding=UTF8&qid=1652980066&sr=8-1
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PRO CON

UPSTREAM
Behavioral Objective
• Change the test /

Do the new test
• Consult early with vendor to get 

ideas and data
• Ask a friend/parent instead of 

only an online search

• EFFECTIVE
§ Activates purchase 

behavior (direct ROI)
§ Often unbranded
§ Customer appreciates

• FOCUS required
• Feels RISKY

§ Unfamiliar
§ Lots of options
§ Limited budgets

DOWNSTREAM
Outcome/Result
• Buy “X” [from me] instead of “Y”
• Buy/Use more ”X”

• FAMILIAR / INTUITIVE
• Essential for deal 

CAPTURE
§ “ask for the order”

• INNEFFECTIVE
§ Purchase behavior 

pre-determined
§ Customer is wary
§ A LOT of waste

Most Critical Buying Activities Occur Upstream – Out of Sales’ Sight

Ideation

Preliminary Research

Options Formulation

Deep Research

Evaluation

Purchase

NPD / Buying Process
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Precision is Critical to Changing Upstream Behavior and Outflanking Procurement

Ideation

Preliminary Research

Options Formulation

Deep Research

Evaluation

Purchase

Procurement

Marketing

Sales

NPD / Buying Process
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Buy

Consider

Research

Selected 
Prompting 

Vendor
61% 21%

3x

High-yield Behaviors Impact Results Disproportionately
ENSERV – from THE ORGANIC GROWTH PLAYBOOK

Customers FAVORED
THE VENDOR that 

prompted the behavior.

H I G H E S T  
Y I E L D  
‘Behavioral 
Objective’

Convince Facility Managers to 
consult directly with a vendor 
while ideating & confirming interest

Did not Buy

In Play

High-yield

Copyright © 2022 by Robert S. Lurie.  

Customers who did the behavior 
 CONVERTED MORE

than those who didn’t

80% 50%
Identified 
Behavior

Yes No100%

81% 14%

95% 5%

100%

62%38%

51%11%
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Medical Device Example – After a traditional launch failed, 
Resin supplier re-launched with a two-prong marketing campaign
1. ‘Unbranded’ content effort to educate and provide support to buying unit about new test methods 

2. ‘Branded’ sales content focused on specific customer buying units

Team built the needed capabilities 
(and data) to demonstrate and convey 

the unique value proposition

Activated the market through a
multi-pronged communication 

plan
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Relaunch effort generated 5 kMT
of sales by year 2 (37% share) 

within primary, targeted segment 
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Consistent results across Industry & Geography

1.5 – 2X increase in rate of growth

N O R T H  A M E R I C A ,  
E U

S O U T H  A M E R I C A ,  
A F R I C A

A S I A  /  
PA C I F I C

Sector / 
Business

Baseline 
Growth 
Rate

Post 
Playbook 
Rate
3 Yr Avg

Pharma Drug A 10.0% 22.0%

Pharma Drug B 8.5% 14.0%

Medical Devices A 5.0% 11.0%

B2B Software 2.5% 6.0%

Snacks 0.5% 3.0%

Retail Financial 
Services A 4.5% 6.0%

EU Telephony -20.0% -5.0%

Beverages 
Bottled Water

2.0% 3.5%

Disability Insurance 1.0% 12.0%

Sector / 
Business

Baseline 
Growth 
Rate

Post 
Playbook 
Rate
3 Yr Avg

Class 5-7 Trucks 0% 4.5%

Retail Financial 
Services 2.5% 4.0%

Beverages
Soft Drink

1.5% 2.5%

Telephony / ISP 8.0% 11.0%

Pharma Drug C 6.0% 10.0%

Nutraceuticals -2.0% 4.5%

Material / 
Chemical D 1.5% 4.0%

Sector / 
Business

Baseline 
Growth 
Rate

Post 
Playbook 
Rate
3 Yr Avg

Pharma Drug A 4.0% 13.0%

Pharma Drug B 3.0% 8.0%

Medical Devices A 12.0% 20.0%

B2B Software 3.0% 10.0%

Snacks 0.5% 5.0%

Retail Financial 
Services A 5.0% 12.0%

Copyright © 2022 by Robert S. Lurie.  
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Are you seeking Growth?
OFFER:  45 min complimentary conversation

PURPOSE:  
• discuss your organization’s specif ics

Contact  Information

Bob Lurie
bob.bwc@gmail .com

Kendall  Justiniano
kendal l@growth-arc.com

To see our Event Schedule and to Register:

Register for Roundtable Membership

The Executive Roundtable is hosted by

Growth Arc Advisors LLC

mailto:bob.bwc@gmail.com
mailto:kendall@growth-arc.com
http://growth-arc-19923746.hs-sites.com/roundtable-for-materials-growth-registration
http://www.growth-arc.com/

