ave you noticed that a
few biopharmaceuti-
cal companies and
brand teams consis-
tently launch successful products,
beat analysts’ projections and
effectively counter competitors?
And many other companies and
brand teams—despite offering
good products—often have failed
launches, routinely miss sales pro-
jections and are usually outma-
neuvered by rivals? The bio-
pharma industry has transitioned
from the growth or Commercial
Stage (“Pharma 1.0”) to the
mature or Competitive Stage of it’s
lifecycle. This transition demands
a wholly different approach to
competing called “Pharma 2.0.”
Winning companies have
embraced the highly successful
and leading-edge Pharma 2.0
mindset, strategic framework and
winning actions, while losing
companies cling to outdated, inef-
fectual Pharma 1.0 marketing
toolsets and promotional tactics.
Take the following questionnaire
to determine if your company is
Winning, Competing, Participat-
ing or Spectating in Pharma 2.0.
You can answer these brief
questions from the perspective of
your firm, franchise or brand team.
Focus on your major product(s).
Check each box that applies, then
follow the directions at the end of
the quiz (See page 65). The Pharma
2.0 capabilities are noted in bold
at the beginning of each question.

Pharma 2.0 Competitive
Questionnaire

0 Game Changing: Do each of
your key brand teams identify
and implement a single, overarch-
ing game-changing or market-
shaping strategy to win vs. trying
to win by differentiating your
product?

Commercialization s

Are You Winning or
LosIng In Pharma 2.07?

Answer 12 key questions to determine if your brand team is
leveraging today’s winning competitive strategies and actions

Q Product Launch 2.0: In drug
launches, does your company or
brand team seek to win the Pre-
Launch Years (beginning three or
more years before launch)-with
an election-style strategic com-
munication campaign vs. seeking
to win the Launch Year with a
tactical and promotional mili-
tary-style campaign?

Q Product Counter-Launch 2.0:
Does your company regularly
prepare and conduct counter-
launches early in the Pre-Launch
phase to preempt major compet-
itors’ product launches?

4 Election Campaign Platform
2.0: Do your brand teams pre-
pare and communicate a concise,
consistent “election campaign
platform”—similar to a Presi-
dential campaign approach—for
each major brand?

Q Product Positioning 2.0: Do
the brand teams for your compa-
ny’s major products position their
products with four words or less
and avoid the use of lengthy
“product positioning statements?”
Q Multi-Level Competition: Does
your company require that all
key brand plans include ways to
win not only at the brand level
but also at the franchise, portfo-
lio and corporate levels?

Q Competitive Conference
Management: Do your key brand
teams annually seek to win the
one or two “Super Conferences”
(for example, meetings conducted
by the American Society of Clini-
cal Oncology, American Diabetes
Association, European Commit-

tee for the Treatment and
Research in Multiple Sclerosis,
etc.) in their respective therapeutic
areas by preparing and executing
plans to win during the Pre-, At-,
and Post-Conference Phases.

O Competitive Trial Manage-
ment: Do your major brand/
franchise teams regularly pre-
pare communication plans for
their_and their competitors’ key
clinical studies?

4 War Games 2.0: For your com-
pany’s major products, do brand/
franchise teams conduct at least
twice annually the newer “Com-

]

petitive Simulations,” including
senior corporate management,
and identifying only three to five
winning, executable actions vs.
conducting traditional war games
which exclude top management
and identify either numerous
competitive insights and/or pro-
motional tactics?

Q Braneric Competition: Do
your brand plans prior to launch
include strategies and actions for
competing against generic com-
petitors vs. waiting a few years
before patent expiration to
address generics?

U Payer Competitors: Does your
company or brand team recog-
nize payers as a third-type of
competitor (“Budget Competi-
tors” seeking the same budget
dollars as biopharma companies)
and have specific approaches to
deal with payers not only as cus-
tomers but also as competitors?

Continued on Page 65
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Continued from Page 53

J Competitive Training 2.0:
Does your company provide
basic and advanced Pharma 2.0
competitive training annually
for the non-sales professionals
that are members of extended
brand teams (e.g., marketing,
marketing research, medical
affairs, account management,
marketing research, public
affairs/communications, com-
petitive intelligence, payer pro-
fessionals, public policy, clinical
research, business development,
legal and regulatory profession-
als, etc.)?

Directions: Count the number
of checked boxes. See your com-

10-12 checked boxes: Winning
Pharma 2.0 Company. Congratu-
lations! Your company is leverag-
ing the Pharma 2.0 framework
and is excelling at an extremely
high level of competitive compe-
tence. Focus on developing one
new Pharma 2.0 capability.

7-9 checked boxes: Competitive
Pharma 2.0 Company. Nice job!
Your company outperforms
some of its peers on a regular
basis. See if you can adopt two
or more additional Pharma 2.0
capabilities, such as Competitive
Conference Management or
Competitive Trial Management,
to reach the next competitive
level. Make sure your company
is conducting Competitive Simu-
lations on a regular basis against

Commercialization es

4-6 checked boxes: Participating
Pharma 1.0 Company. Unfortu-
nately, your company needs to
improve dramatically to start win-
ning. Identify two or more areas
where your fimr can readily adopt
winning Pharma 2.0 approaches,
such as Product Launch 2.0, Prod-
uct Counter-Launches or Election
Campaign Platform 2.0. To
enhance your competitiveness,
seek Pharma 2.0 Competitive
Training for your non-sales pro-
fessionals.

1-3 checked boxes: Spectating
Pharma 1.0 Company. Your com-
pany needs to overhaul its corpo-
rate approach to competing.
Senior management and therapeu-
tic leaders need to take the lead by
offering fundamental Pharma 2.0
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