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ail early and fail often. No, that's not a motto for Losers Anonymous.

It's a philosophy that Globus Medical has developed to become one of

: the fastest-growing spinal implant companies in the US. It refers to their

\ ’1 unique product development process that ensures early identification
i

and elimination of problems in product designs.

David Paul, CEO But before we delve further into the ‘fail in order to win' approach, let's get a view
Globus Medical, Inc. of the corporate landscape.

Globus, founded in early 2003, has burst onto the spine scene with innovation,
investment in people, research and equipment, and a hard-to-match focus on
spine surgery and the spine surgeon.

elizabeth@ryortho.com According to Dave Demski, CFO, Globus came out of the gate running. "In July
2003, we got our first product, a line of spacers, out the door. That same year,
we had revenues of $1.3 million and hit our break even point by September."

suzanne@ryortho.com

More on the numbers later.

So, what are they doing at Globus that results in such growth? CEO and vision-

ary David Paul: "Globus is only focused on the spine. We don't get distracted by
robin@ryortho.com thinking about or working on trauma, maxillofacial, joints, or ancillary products.
This focus has enabled us to develop a depth in non-fusion technology in a very
short time. We have invested a significant amount of money, energy and intel-
lectual capital into designing and building in-house research capabilities to study
spinal kinematics and kinetics that is unmatched in the industry."”
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This Week, please visit our Demski also says it's speed that has helped Globus pull away from the pack.

web site at www.ryortho.com "This company is able to quickly develop products that are clinically successful
because we invest in people and equipment. We have a state-of-the-art proto-
type shop where master craftsmen-machinists-can review and modify a product
in 24 hours. This is rare. Most companies ship their prototypes out for machin-
ing and may not see them again for a month. By that time you've lost focus and
have to re-orient yourself. Our philosophy is to marry machinists and engineers
on project teams. We would much rather find out what is wrong with a product
early in the process than after we've got six months invested in it." Thus, Globus
thrives on the "fail early, fail often" approach.
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Speaking of products, let's see what's coming out of the
Globus lab. "Our products fall into two categories, fusion
and non-fusion," says Demski. "We have a broad portfo-
lio of fusion products, including: four different spacer
footprints in both PEEK and titanium; a lumbar pedicle
screw system that includes our
unique AccuFlex flexible rod and a
deformity module; an anterior cer-
vical plating system; a revolution-
ary expandable cage, and a poste-
rior cervical fixation system. In the
non-fusion arena, we're working on
multiple projects, one of which is
currently in US IDE clinical trials

(the Secure-C Cervical Artificial XPand
Disc), with 4 more planned over = Corpectomy
the next 12 months. Overall, we're Spacer

getting close to having a product
portfolio that rivals that of the
major players."

David Paul highlights another interesting Globus effort:
"We are spending major resources in the internal devel-
opment of biomaterials. This includes projects creating
bone graft substitutes, nucleus replacement and annular
replacement devices."

Globus believes surgeons are the key to the clinical suc-
cess of their products. "We put a lot of energy into
ensuring that surgeons participate in the design, testing
and evaluation of our products,” states Demski. "And,
given our in-house capabilities, we can customize instru-
ments for surgeons in a fraction of the time it takes our
larger competitors."

As for this fast-growing entity, several significant mile-
stones have already been met. CFO Demski comments:
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"In the summer of 2003
we got our first product
through FDA approval in
54 days. This was made
possible because David
Paul and the rest of our
team are prepared and
poised to respond quick-
ly to any issues or ques-
tions that may arise
during this process. The following summer we launched
the pedicle screw system and the cervical plate and then
this summer we launched the expandable cage, posteri-
or cervical system, and the IDE on the cervical disc.”

ASSURE ™ Anterior
Cervical Plate System

The company is also expanding across the U.S. with both
direct sales and exclusive distributorships. We want dis-
tributors who know the spine business and who are will-
ing to be exclusive. We wake up every morning thinking
only about 'Globus'—and we want our representatives to
do the same."

Mr. Paul's final comment: "I think the fact that Globus is
more than 80% employee-owned makes it particularly
special. There exists a 'get it done' mindset that infuses
everyone from the machinists to the secretaries. People
just get down to business and get the job done. There is
a real feeling of teamwork at this company. I'm glad to
be a part of that."

At first glance, one might think that management per-
sonnel using the word ‘failure’ with a smile had, well, a
screw loose. But, boasting $15.6 million in revenues in
2004 and a projected $40 million for 2005, Globus knows
only success.
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