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The Challenge
Lumen is a metabolic-health wearable company: its device analyzes breath to give people real-time insight into whether they're burning fat or carbs, then turns that into personalized nutrition and activity guidance. By 2025, GLP-1 medications (Wegovy, Zepbound, Ozempic) had become the dominant force in weight management — but manufacturers had a blind spot: patients on GLP-1 therapy lose lean muscle mass along with fat, and no one in the pharma ecosystem had a scalable way to monitor and protect against it. Lumen had never done a pharma partnership before. There was no playbook, no existing relationship, and no proof that a wearable metabolic-tracking company could sell into a market as regulated and cautious as pharma.
What I Did
Identified the gap myself: reframed Lumen's breath-based metabolic data as a solution to a problem Novo Nordisk hadn't yet solved — protecting lean muscle mass during GLP-1-driven weight loss.
Built the commercial case from scratch: structured the partnership model, valuation, and pilot scope with no internal precedent to work from — this was Lumen's first pharma manufacturer deal.
Navigated a multi-stakeholder sales cycle: ran discovery, solution design, and negotiation across Novo Nordisk's commercial, medical, and legal functions simultaneously — a fundamentally different buying process than Lumen's existing telehealth and retail channels.
Closed and personally owned the relationship: negotiated and signed a landmark 7-figure strategic partnership with the GLP-1 category leader.
The Result
Landed Lumen's first-ever pharmaceutical manufacturer partnership — a new revenue and distribution channel that didn't exist before this deal.
Opened the door to a broader GLP-1/pharma commercial motion Lumen continues to build on.
Directly informed Lumen Connect, the company's AI-powered metabolic health coach — the partnership's clinical insight (protecting muscle mass during GLP-1 therapy) shaped product roadmap decisions, not just a sales outcome.
Why It Matters
This is the pattern I repeat: find a real, underserved problem inside a regulated, high-stakes category, build the commercial motion from zero (no playbook, no team, no precedent), and close it myself. I've done this three times now — Outbrain (0-to-$125MM ARR, 200+ person global commercial org), Zebra Medical Vision (AI-diagnostic imaging, 6 FDA clearances, health-system partnerships with Intermountain and Northwell), and now Lumen's pharma channel. It's the same skill set a fractional CRO/CCO engagement needs: someone who can walk into an ambiguous, 0-to-1 commercial problem and build the motion, not just execute an existing one.




