
 

 

If there is one constant in business, it’s that the 

competitive landscape of your industry is al-

ways changing. The catalyst of change (e.g., a 

new market entrant, a change in government 

policy, a merger) doesn’t really matter; what 

does matter is how your company prepares for, 

and reacts to changes. Through wargaming, 

companies have the opportunity to prepare for 

change, and thus reduce uncertainty in their 

competitive landscape. 

During wargaming, participants evaluate the 

competitive landscape, typically in the context 

of a likely upcoming market event, and explore 

potential short-term and/or long-term strategies 

– both your company’s strategy as well as com-

petitors’. In order to ensure a holistic explora-

tion, participants should represent a multi-

disciplinary cross-section of your company 

(e.g., marketing, sales), and there should be 

adequate time for both full-group discussion 

and small-group breakouts where participants 

are assigned to role-play as either your compa-

ny or a competitor.  

Ultimately, the goal of wargaming is to formu-

late (or at least inform) an optimal strategy, as 

well as consider counter strategies that may be 

needed as your company, or competitors, im-

plement strategies. Additionally, wargaming can 

help build consensus about the upcoming mar-

ket event (e.g., “Are we prepared?”, “How im-

pactful will it be?”), and identify triggers to 

watch in the market that will tell you how to 

optimize your strategy over time.  

 - Alex Castello, MBA, Research Manager 
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Business is War, So Let’s Wargame 

Join us March 23rd at 12pm EST for our next 

webinar—Healthcare Reform Update, Part 2. 

In our last healthcare reform update, we 

examined the new administration’s seven 

campaign planks and the expectations for 

each in 2017. We also discussed general 

reform trends, and it was clear that things were 

in flux! This webinar will provide current 

updates relative to those planks, focusing on 

the repeal/replace discussion and timing 

thereof. This is intended to provide high level 

expected impacts related to commercial and 

clinical research for the pharmaceutical, 

medical device, and insurance markets.  

Register today to reserve your seat. 

Monthly Insight  
 

84% of Americans said it was 
important for federal support for 
Medicaid expansion 
to remain in place 
accordingly to a 
recent Kaiser Family 
Foundation Poll. 

"In war the only sure defense is 

offense, and the efficiency of the 

offense depends on the warlike 

souls of those conducting it."  

-General George S. Patton 

http://kjtgroup.com/post_detail.asp?id=109
https://kjtgroup.adobeconnect.com/e1oo4vr7cf1/event/registration.html
http://www.reuters.com/article/us-usa-healthcare-poll-idUSKBN163208
http://www.reuters.com/article/us-usa-healthcare-poll-idUSKBN163208
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What is Power Analysis? 

Power analysis is an analytical framework 

usable both before you conduct your study (a 

priori), and after you complete your analysis 

(ex post). Before collecting your data, it tells 

you what sample size you need to get signifi-

cant results. After collecting your data, it tells 

you whether the statistically significant results 

you got are reliable. Last month, I discussed a 

priori power analysis, which you can revisit 

here. This month, I’ll focus on ex post power 

analysis.  

Recall that power is the probability of getting a 

statistically significant result from sample data, 

given that there is a statistically significant 

result in the population. A power of 0.80 tells 

you there’s an 80% chance that the statistical-

ly significant result you got would reliably turn 

up if you did the study again and again. Statis-

ticians recommend at least 0.80 or 0.90 for a 

reliable power. 

 

Why You Need It 

In a more perfect world, we’d replicate each 

study several times with different samples to 

verify our results. With ex post power analysis, 

we can infer what would happen if we had the 

luxury of those replications. Power is for a 

statistically significant result what confidence 

level is for a non-significant result. In fact, 

confidence level tells you very little about the 

strength of a statistically significant result. 

Power answers the question “is this result 

reliable?” without costly replications. For trend-

ed studies, it estimates whether future chang-

es in significance are real shifts or sampling 

error. For results that aren’t statistically signifi-

cant, power analysis can calculate how big of 

a difference (or sample size) was necessary to 

get a significant result. In a trended study, you 

can do this concretely by comparing your cur-

rent results to previous ones. 

Hopefully it’s clear that a priori and ex post 

power analysis are worthwhile for any quanti-

tative study. KJT Group is always willing to 

conduct power analysis to improve research 

outcomes. 

- Jonny Davis, MA, Sr. Research Associate 
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Taking Cues from Healthcare Marketing  

As healthcare market researchers, it is im-

portant to keep an eye on trends - not only in 

research, but in healthcare marketing as well. 

We need to keep these trends in mind in de-

veloping our deliverables and recommenda-

tions to make them most useful for you, our 

clients, and your marketing teams.  

Social media and technology continue to 

shape and form marketing strategies. Looking 

ahead in 2017, top healthcare marketing 

trends include: 

¶ Video – especially real-time authentic 

experiences to instill brand trust. 

¶ Social media – apps, platforms, and 

shareworthy content.  

¶ Mobile – optimization is key. 

¶ Personalization – today’s marketing 

methods identify user interests and deliv-

er personalized and relevant content on 

an individual basis. 

¶ Convenience! Patients and HCPs are 

consumers as well, and the consumer 

world is driven by convenience. Consum-

ers are now more convenience-loyal than 

brand-loyal, and they want an experience 

more than a product. 

At KJT Group, we recognize and apply these 

trends to the way we operate. We strive to 

give our respondents and our clients an enjoy-

able experience. Some examples of this in-

clude: 

¶ Producing animated/video reports to 

quickly convey your results in an engag-

ing manner 

¶ Utilizing online video in our research 

through webcam interviews enabling a 

more personal conversation, or bringing 

different types of respondents together 

¶ Social media mining and recruiting for 

targeted patient types 

¶ Mobile-enabled qualitative and quantita-

tive – this is a must! 

¶ Customization and easy participation 

through programming capabilities or extra 

prep time for moderators, make the re-

spondent feel the research is all about 

them (because it is!) 

The broader picture is that healthcare market-

ing is about the one-to-one conversation be-

tween the healthcare provider and the individ-

ual prospective patient. And today, more than 

in the past, marketing is about a dialogue, a 

conversation, and a relationship. 

 - Michelle Soto, MS, Sr. Vice President, Re-

search 

http://www.callboxinc.com/b2b-marketing-and-

strategy/top-healthcare-marketing-trends-to-expect-

in-2017/ 

http://www.healthcaresuccess.com/blog/advertising/

healthcare-marketing-trends-in-2017.html 

In April’s Issue: 

¶ Hiring for Market Research 

¶ Leveraging Mobile Data 
Collection for Richer Insights  

http://kjtgroup.com/documents/files/February2017_final.pdf
http://www.callboxinc.com/b2b-marketing-and-strategy/top-healthcare-marketing-trends-to-expect-in-2017/
http://www.callboxinc.com/b2b-marketing-and-strategy/top-healthcare-marketing-trends-to-expect-in-2017/
http://www.callboxinc.com/b2b-marketing-and-strategy/top-healthcare-marketing-trends-to-expect-in-2017/
http://www.healthcaresuccess.com/blog/advertising/healthcare-marketing-trends-in-2017.html
http://www.healthcaresuccess.com/blog/advertising/healthcare-marketing-trends-in-2017.html

