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THE COST OF SILENCE: HOW BIOMEDIX
LOST TO A FASTER COMPETITOR

Abstract: BioMedix believed it had a winning product with QuickCheck, a highly
sensitive diagnostic test for infectious diseases. Yet, when a competitor captured
the market with a faster alternative, BioMedix discovered the cost of working in
silos: critical misalighment between R&D and Marketing had led them to overlook
shifting customer preferences. Faced with this challenge, BioMedix introduced a
gamified program, The Bridge Game, to foster cross-departmental collaboration
and realign its teams. This story illustrates how gamification can break down
organizational silos, prevent costly missteps, and refocus efforts on delivering true
customer value, ultimately driving success in the biotech industry.
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The Cost of Silence: How BioMedix Lost to a Faster Competitor

On a bright Monday morning, BioMedix’s executive team sat around the conference table, grappling with a mystery.
BioMedix had recently launched a revolutionary diagnostic test for infectious diseases called QuickCheck. This
test was everything the market wanted—or so they thought. It was highly sensitive, used only a tiny blood sample,
required no refrigeration, and delivered results in just ten minutes. The entire R&D team was proud. After years of
research, they had achieved what they thought was the ultimate product.

But something was wrong. Sales were dismal, and QuickCheck was failing to capture the market. Then, word came
in about a new competitor’s test. This competitor’s product delivered results in one minute—ten times faster than
QuickCheck, though it required a significantly larger sample. Despite the sample drawback, the new test was flying
off shelves. Field clinics, doctor’s offices, pharmacies, and even non-traditional settings like shopping malls and
community centers were all choosing speed over sensitivity. BioMedix was stunned.

Enter Sarah, the New Marketing Director

Sarah, arecently appointed Marketing Director, was determined to figure out what went wrong. After digging
through market research reports and customer feedback, she called a meeting with Dr. Voss, the head of R&D.

“Dr. Voss, | think we’re missing something crucial here,” she began. “l know QuickCheck is incredibly sensitive, but
I’m seeing trends suggesting our customers care more about speed than sensitivity. They’re using our test for initial
screenings, then confirming results with lab tests. Would it be possible to make QuickCheck faster?”

Dr. Voss looked surprised. “Sarah, sensitivity is what sets us apart. Reducing the test time would mean changing
the entire chemistry of the product. And if we do that, we’d need to go through the FDA approval process again,
which could cost us at least five million dollars and three years.”

Sarah felt her stomach drop. She knew BioMedix didn’t have the resources or time for a full redesign. “Had we
known earlier that speed was the priority,” she said, “we could have balanced sensitivity and speed from the start.
But somehow, Marketing’s insights didn’t reach R&D when this product was in development.”

Dr. Voss nodded, realizing the same thing. “You’re right. This whole situation came from us working in silos. We
focused on making the most sensitive test possible, but we didn’t think to ask what customers truly needed.”

Addressing the Silo Problem

In the days that followed, Sarah and Dr. Voss met with the executive team to discuss how they could prevent this
from happening again. They agreed that BioMedix had fallen into the classic silo trap: departments working in
isolation, with little understanding of one another’s priorities.

“I’'ve been thinking about a way to bridge these gaps,” Sarah suggested during one meeting. “What if we created a
program that forced us out of our silos—a sort of game where we’d simulate the entire product journey? Each team
would face challenges that needed input from R&D, Marketing, Regulatory, and Product Management.”

The executives listened, intrigued. Sarah explained her idea. “We could call it ‘The Bridge Game.’ Teams would work
together on a hypothetical product, navigating R&D hurdles, understanding customer needs, balancing budgets,
and dealing with mock FDA requirements. We’d even introduce leaderboards and rewards for collaboration. The
goal is to create an environment where we learn each other’s roles and priorities firsthand.”

Dr. Voss added, “l like it. It’s a low-stakes way for each department to understand what the others face and how
they contribute. And when we play it out as a team, we’ll realize that success depends on sharing insights early.




The Bridge Game: A New Era of Collaboration

Over the next few weeks, BioMedix launched “The Bridge Game” as a pilot program. Teams from R&D, Marketing,
Regulatory, and Product Management were split into cross-functional groups. Each group was tasked with guiding
a fictional product from conception to launch, facing simulated budget constraints, regulatory hurdles, and
customer feedback loops.

At first, people struggled. Marketing learned the intricacies of regulatory timelines, while R&D gained insight into
customer needs for fast screening. But gradually, teams started to find common ground. Marketing and R&D
developed a new appreciation for each other’s challenges. By the end of the pilot, everyone had a clearer picture of
how their work intersected.

After the first round of The Bridge Game, BioMedix’s team structure changed. Regular cross-departmental check-
ins became standard, with shared dashboards displaying real-time project updates. They created a “Customer
Needs Priority List” that guided both R&D and Marketing, preventing assumptions from overshadowing real
customer data.

A Second Chance

Two years later, BioMedix was ready to launch a new version of QuickCheck. By balancing sensitivity with speed,
the updated product delivered results in just two minutes—without compromising on quality. This time, BioMedix
captured its target market. Field clinics, hospitals, and pharmacies adopted the product widely, and sales surged.

Reflecting on the journey, Dr. Voss admitted that The Bridge Game had been a turning point. “We used to think
each department’s goals were incompatible. Now, we see that our success depends on us working together from
day one,” he said.

Sarah agreed, grateful for the collaborative shift. “The Bridge Game helped us understand that we’re all pieces of
the same puzzle. And when those pieces connect, we get a clearer picture of what our customers need.”

The story of QuickCheck’s revival spread throughout BioMedix, serving as a reminder of the dangers of silos and
the power of cross-functional collaboration. By embracing gamification as a tool for alignment, BioMedix
transformed its culture—and reclaimed its place in the market.

Disclaimer:

This story is a work of fiction. Any resemblance to actual persons, living or dead, or actual events is purely coincidental. The
characters, company, and scenarios presented are entirely fictional and created solely for illustrative purposes to convey a
message about cross-functional collaboration and the impact of organizational silos. This story is hot based on any real-life
company, product, or individuals.




Our Team at Biotech Bridge Media

Biotech Bridge Media offers a comprehensive service package by integrating business consulting, regulatory, and
quality management expertise. In collaboration with Dr. Srilekha Deka (Script Molecular) and Dr. Jaspreet Seth,
QuRA Solutions, we provide end-to-end solutions, including new product development, regulatory compliance,
quality management, and market strategy. Whether you're navigating FDA regulations, implementing ISO
standards, or launching a new diaghostic assay, our combined team ensures seamless integration of business,
regulatory, and quality frameworks.

Krishnan Allampallam, PhD, MBA, Founder/Owner Biotech Bridge Media,

| started BBM with the goal of helping very busy leaders with ad-hoc small projects they want to do but don't have
the resources nor do they have the time to coach a new member. With 25+ years of experience in the biotech
industry with a strong technical and business background, | can start on day one running. | can help with the
following strategic product management, market research in biotechnology, pharma market space, content
development for multi-channel digital marketing branding, product launch planning and execution, sale
enablement, sales collaterals, training, technical training

Take a quick look at our Quick Guides Collection https://biotechbridgemedia.com/quick-guides-download

Srileka Deka, MD, PhD, Chief Scientific Officer at Script Molecular, Regulatory Consultant

Srileka, an experienced healthcare executive and a highly skilled scientist with two decades of experience in the
biotechnology and molecular device industry. Having worked with small start-ups as well as large companies like
Roche, Srilekha has multiple successful submissions to FDA [510(k)] and other regulatory agencies. She led the
teams through successful ISO13485 certification and rapid launch of RUO assays. With a rich background of
clinical medicine and scientific research, she is enthusiastic about leveraging her knowledge for advancement of
diagnostics for improved treatment and disease outcomes in patients.

Jaspreet Seth, PhD. President, QURA Solutions, QMS Consultant

Jaspreet, a dynamic professional with proven experience (20 yrs) in Quality Systems Regulations, Clinical Research
Compliance, College of American Pathologists (CAP) accreditation, Good Clinical Laboratory Practices (GCLP),
Quality Assurance, Quality Control, assay and process validations, and customer support experience.

Call us for a 30-minute consultancy at (773) 456 2126 or email to krishnan@biotechbridgemedia.com




