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War Games 2.0

Competitive simulations can help pharma adjust to
market changes by identifying effective action steps

any pharmaceutical profession-

als are aware that the industry in

the US and Europe has evolved
into the mature or competitive stage of
its life cycle. This transition explains most
of the key industry changes over the last
decade, including fewer new products,
stagnant markets, pricing pressures, and
greater brand and generics competition.
But despite recognizing this new era,
many professionals continue to rely on an
outdated business tool, such as the tradi-
tional business war games wherein brand
teams divide up to test their own market-
ing elements against the tactics of their
competitors. In today’s market, this busi-
ness tool requires a complete upgrade.

Live, qualitative competitive simula-
tions are the new and improved version of
business war games. These “War Games
2.0” hold several advantages for pharma
professionals over the traditional version.
For one, competitive simulations offer
new approaches and capabilities to help
fix many of the shortcomings associated
with war games. For example, unlike
war games, competitive simulations are
specifically designed to identify action
steps that help companies and products
win in the market place.

Secondly, competitive simulations re-
flect the new era that the pharmaceutical
industry has entered. While traditional
war games focus primarily on physician
detailing and messaging, competitive
simulations take a holistic approach to
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competing, incorporating multiple dis-
ciplines and functions, various stake-
holders, emerging market factors, and
different types of competitors and com-
petitive threats. In fact, performing old
war games in the new pharmaceutical
environment may actually lead to the

While traditional war games focus on
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2. Comprehensive Approach to Winning
Competitive simulation consultants un-
derstand that companies need to take
a comprehensive approach that goes
beyond simply marketing and sales
strategies and tactics. Consequently,
competitive simulations involve multiple
perspectives from within the company as
well as ideas from external sources. For
example, simulations may reveal com-
petitive advantages in functions such as
clinical research, manufacturing, and
distribution, or in disciplines like man-
aged care, legal, or communications.

physician detailing and messaging,
competitive simulations take a holistic
approach to competition

wrong competitive and market conclu-
sions, placing a company at competitive
risk and disadvantage. The following is
a list of important upgrades offered in
competitive simulations.

1. Customization of the Competitive
Simulation Exercise

Traditional war game vendors typically
use standard frameworks and templates,
and simply plug in the names of products
and competitors when conducting a war
game. In contrast, consultants conduct-
ing competitive simulations recognize
that every product, market, and com-
petitive landscape is unique, and there-
fore each simulation must be designed
de novo based on the client’s specific
objectives. Nearly every aspect of a com-
petitive simulation can be customized,
including critical issues or topics, com-
petitive companies and products, market
assumptions and timing, key stakehold-
ers, the number of exercises and work-
shop duration, and many other factors.
Customization ensures that the simula-
tion reflects the brand team’s competitive
rcality and offers useful insights.

3. Incorporation of Key Stakeholders

In the old pharmaceutical world, it made
sense for war games to include role-play-
ing or actual physicians as the decision
makers. However, competitive simula-
tions reflect the new reality, incorporat-
ing multiple stakeholders as influencers
and decision makers. For example, a
typical global simulation may have ei-
ther internal corporate professionals or
external stakeholders playing the roles
of managed care or government payers,
an FDA regulator, a professional medi-
cal society representative, a patient, a
key opinion leader, or other roles. The
inclusion of these stakeholders enhances
real-world perspectives, insights, and, ul-
timately, the simulation results.

4. Specific Action Steps

The biggest complaint following most
war games is the lack of follow-up. In
contrast, competitive simulations are
specifically designed to identify imple-
mentable action steps to help clients go
to market. And competitive simulations
are often integrated directly into a com-
pany’s brand planning process.
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5. Senior Executive Participation

Unlike war games, senior executives par-
ticipate in competitive simulations for
the benefit of both the simulation and
the executive. Typically playing the role
of judges, executives provide necessary
sponsorship, guidance, and marching
orders. Participating throughout a one-

to two-day exercise, executives gain a
greater understanding of the brand team’s
market, competitors, and issues. This ex-
perience enables executives to drive key
action steps following the simulation.

6. Engaging Themes
Unlike the basic battle themes of war
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games, competitive simulations use en-
tertaining themes such as a sporting
event, a popular movie, or a reality show
that reflects the feeling of the brand
team’s actual market competition. The
more engaged the participants, the more
productive the exercise.

7. Applications Beyond Products
Competitive simulations can be used not
just for single brands but also for fran-
chises, portfolios, and companies—an
important application because today
pharma competes on all of these levels.
For example, oncology products often
have multiple indications across differ-
ent types of cancer and are typically used
in combination regimens. Therefore, it
makes sense to conduct oncology fran-
chise simulations. Similarly, companies
with large portfolios of products such as
cardiovasculars or vaccines should con-
sider conducting portfolio simulations.

8. Greater Frequency
Traditionally, war games were conduct-
ed during the launch of a company’s or
competitor’s product. Pharma compa-
nies now recognize that brand teams
need to practice—ijust like sports teams
and music groups—much more often
to be at the top of their game. In fact,
there are pharmaceutical companies
that conduct competitive simulations
every quarter for their major products.
Appropriate times for competitive simu-
lations include the annual marketing or
brand planning process; a company’s or
a competitor’s new product launch; new
data, labeling, or indications; when ex-
ploring a new strategy or product repo-
sitioning; a competitors’ transformation
of their strategy or tactics; and signifi-
cant changes in customers, stakehold-
ers, or other market factors.
Competitive simulations are more re-
alistic, customized, engaging, and pro-
ductive than traditional war games. By
delivering specific competitive insights
and action steps, simulations have been
shown to dramatically enhance success
in the real world. @



