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Ground rules

This webinar will take around 30 minutes, followed by questions

You can submit questions at any time via the “Questions” box

= Questions L)

-

[Enter a question for staff]

£

Please give us your feedback!

Right after the webinar a short satisfaction survey will be launched. We would love to
know your opinion!

The webinar will be recorded and made available after the
session. We will send you an email with the details
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l‘ /\CRO S S EVIDENCE-BASED CUSTOMER-CENTRIC INSIGHTS & STRATEGY

HEALTH IMPACT-DRIVEN EXECUTION

a precision value & health team

Insight Innovation Intelligent Impact
strategy execution

* Understand & validate + Customer journey definition * Programme management, * Real-time 360° dashboard

» Brand strategic imperatives + Channel/content/context/media selection coaching & change management solutions

, Treatment flow, leverage points and prioritization ¢ Content creation management ¢ Tracking of engagement KPIs

. Customer/stakeholder segmentation * Campaign strategy & programme planning * Opt-in strategy * Predictive analytics
¢ Channel/content/media insights * Business case calculation ¢ Campaign orchestration & * Pre/per/post KPI & ROI analysis
* Benchmarking * KPI framework development automation * Continuous recommendations
+ Company digital maturity & resources * Workshops & capability building * Self-service “execution at scale” for optimization

package for affiliates

FRAMEWORKS
& SERVICES
Maturity assessment Digital transformation strategy Omnichannel campaign execution Impact measurement
(MaturometerTM) Omnichannel customer-centric strategy Dashboards
Omnichannel Launch Excellence Predictive analytics
% Navigator365™ Core g Navigator365” Planner 65 Navigator365™ Tracker
% Scala365" Learning m Scala365" Game @ Scala365" Manual
PRODUCTS

A ACROSS
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Biopharma need to re-think the GTM model; COVID-19 has significantly
disrupted the traditional business model

PRE COVID-19 T POST COVID-19 Post-COVID, HCPs want and expect
DIGITAL to receive pharma content via
2 DIGITAL digital/mix of channels?
SR F2F CONGRESS &
S MEETINGS DIGITAL
O .
©  F2FMsls ONLY OC Promo OC Education
& preference preference
<
ar

v © Across Health

TIME

F2F REP/KAMs

Digital adoption is set to further accelerate post COVID-19.
This represents an important opportunity for biopharma companies to deliver
against HCPs' strong demand for omnichannel engagement

Source: Across Health Navigator™ 365 (Q4’ 20 EUS specialists — N=2780)
" ACROSS
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COVID-19 has created a unique opportunity for stronger sales & marketing
collaboration with 84% of EUS specialists open for digital compensation

© Across Health

Percentage
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Digital compensation for reduced Rep/AM engagements
69%

s 15%

No Yes, some Yes, digital can replace
(almost all) lost in-person rep
contacts

Source: Across Health Navigator™ 365 (Q4’ 20 EUS specialists — N= 2498)
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s the death of the fieldforce being overestimated?

Arthur Miller’s
Death of a Salesman
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F2F is not decreasing in impact, but reach & impact of digital is
increasing significantly in 1 year

CHANNEL PERFORMANCE EVOLUTION 2019Q4 VS 2020Q4 - EUS5 SPECIALISTS

80%
70%

60% eCME

email rep/AM
50% pharma webcast
0

pharma eNewsletter

T rep/AM

S 0% o email MsL

o

harma website
pharma call p
% O—>» local scientific meeting
30%
remote rep/AM MSL

20% (/

10%

0%
4,5 5,0 5,5 6,0 6,5 7,0 7,5 8,0
IMPACT

Source: Across Health Navigator™ 365
(Q4’ 20 vs Q4’ 19 EUS specialists — 2020 N= 2780 |2019 N = 4104)
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Beware of the ‘SWAN-effect’ in your customer data!

Customer-level channel preference dynamics will be more than ever important in the future !

Number of HCPs

No Interaction
Digital
Face-to-face

. Mix

150 -

-

o

o
'

o
(=}
'

0~

'In terms of pharma educational/medical activities, which option do you prefer?'

Communication preference: medical

No nteractio”

Digital

face-to-fac®

L L}
June 2020 Nov/Dec 2020

Pulmo EU4 + UK, HCPs wave 1 (June 2020) and wave 2 (Nov/Dec 2020); N = 162

o1

]
010101
01

@ 1 " 01giens

Source: Navigator365™ Core




The answer can't be just about pumping up the “digital” volume

Biggest challenges for B2B tech marketers in 2021

# 1. Balancing quantity
and quality (48%)

/pahdemic efforts”
% FIERCE

4 Pharma
February 1, 2021

# 2. Digital fatigue (41%)

“Promotional models
are obsolete”
Source: FINITE & 93x

tinyurl.com/hbyo1flw (Igvia 2021) ’\ ACROSS
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Is pharma moving?
Let’s first look at this through rose-coloured glasses
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Despite a significant uptake in budget spent on digital over the past years,
satisfaction levels didn’t evolve at the same pace

Evolution since 2015 of digital budget and internal/external
satisfaction with digital

Industry satisfaction
41% with digital

—@— HCP satisfaction
with digital

Digital budget

0% —

2015 2016 2017 2018 2019 2020 2021

Source: Across Health / Maturometer™ - 2021
72 ACROSS
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Focus areas for driving the change

10%
Strong digital/MC team
with board support
5%
0%

Staff well-trained in digital

hange since 2018

Robust process Good view of HCP
for channel mix  channel acceptance

Tracking

Integrated customer Db
across channels

40% 45%

EU biopharma 2021 n=135

© Across Health

ultiyear strategy for
digital transformation

55% 60%
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65%

EU biopharma 2018 n=202

Strong vision for
digital transformation

70% 75% 80%

2021 Maturity level (= fully agree + somewhat agree)

85%
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Shouldn't we have a 360 view on our customers?

Current reality shows a different picture...

Adoption of a Holistic Customer 360 and Channel Acceptance View in Biopharma

Integrated 360° HCP database

I Completely agree Somewhat agree ] Somewhat disagree [l Completely disagree

ROSS

HEALTH

Source: Across Health Maturometer 2020
3 A\C
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The new commercial model in pharma




Building an integrated marketing & sales engine for B2B, old vs new model

OLD

Marketing

+ Companies find
customers

* Mostly mass,
outbound marketing,
such as ads and
trade shows

Sales

» Customers require
education and high
touch

+ Direct-sales team is
needed to provide
information, influence
product evaluation,
and close sale

Post-sale support

» Customer purchase
ends sales motion

» Focus is on reactive
support but not
proactive customer
success

© Across Health

Research

Evaluation

Demo

Purchase

Retention
upselling

NEW

Marketing

* Customers find
companies

* Mostly inbound
marketing, such as
search and websites,
along iwth targeted
outbound

Marketing

Sales

* Customers self-
educate and require
low touch

» Data-driven sales
team is needed to
focus on solutions
and closing sale

Direct Sales

Post-sale support

* Customer purchase
starts long-term
relationship

« A proactive focus on
customer success,
e.g., retention and
expansion

Customer
Support

Source: BCG
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Purchase

Retention
upselling

Marketing

Data-driven
sales

Customer
success
management
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Success stories in situations with
restricted access

439 ACROSS
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Case study 1

Omnichannel campaign to substitute F2F interaction for mature brands

Situation

¢ Discontinuation of GP salesforce in selected segments for 2
mature brands, one asthma and one pain brand in Germany

® A good level of opt-ins was available, as well as a detailed
overview of the previous fieldforce activity at the HCP level
(CRM database)

Key challenges

® 70k rep visits had been lost and needed to be replaced by
non-personal channels to reach a similar MCQ (weighted
multichannel interactions)

® Focus on 10k GP prescribers as well as the long-tail of
no-see HCPs

® No marketing automation tool available

Objectives

® Across Health's objective was to minimize loss of Share of
Voice, by designing, executing and measuring an insight-led
omnichannel campaign based on the Navigator Multichannel
Equivalence (MCQ) concept

® Proof of principle: replace 70,000 representative visits per year
through an omnichannel strategy based on the MCQ approach

® Maximize sales in the targeted GP population

© Across Health

Evolutionof total MCQ over time -
target reached!

100
12-month target -

Top Level Results

PRODUCT 1 PRODUCT 2

N

The Across campaign
increased sales of product 1
20% over expected sales

The Across campaign
increased sales of product 2
13% over expected sales

7% better than F2F-only group 0.6% better than F2F-only group

4 ACROSS
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Case study 2

Multichannel engagement as growth accelerator and referral predictor for innovative, cardio procedure

SITUATION MC approach Lead profiling approach Finetune through predictive analytics
e Global player developed innovative treatment option for treatment of Multichannel campaign Campaign responsiveness, field force visit recency & frequency,
highly prevalent heart condition. + Scoring algorithm congress & meeting attendance and frequency

Patient procedure through referral and intervention.
Limited awareness around alternative treatment
Limited supporting staff in focus markets.

= Next best visit

RESULTS:

Referral uptake (+%) by type of promotion

m MCM only

m MCM +REP

W REP only

0% 5% 10% 15% 20% 25% 30% 35%
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“Never let a good crisis
go to waste”

Winston Churchill




‘/ =
A
4
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SNAP BACK STEP CHANGE
TO OLD NORMAL LOCKONTO
‘MEMORY’ ‘NEW NORMAL’
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Navigator 365 helps at a crucial step — translating your strategic
imperatives into a high-impact customer engagement strategy

Brand or medical vy Navigator365™ Core
strategic imperatives . . e
8 P Power your OCE strategy with truly actionable insights
Competitor
landscape
PART 3 PART 4
Customer journey/
leverage points
: : ; Competitor
Market performance ' Right ara  Benchmark
and —dynamics party media
Right content
Right context

. Right channel
Right frequency
Right customer

£8% : ™
9 Navigator365™ Planner %39 Navigator365" Tracker

Plan your OC campaigns in a robust, Get visibility on the impact of your
methodological way OC campaign performance

www.across.health/offering/navigator

Channel mix and
orchestration

Content/service/
asset optimization

Impact tracking &
optimization

83%

of clients
find Navigator365

(much) better than
competition™

* Maturometer 2021

4 ACROSS
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http://www.across.health/offering/navigator

Scala365™ Covering the full cone of learning

-
------------
- -~ -
- -
-
-~

Doing
the Real Thing
70%
of what we
say & write

Simulating
the Real
Experience

Participating
in a Discussion

Watching
a Demonstration

Watching

a Movie of what we

see

Confucius Looking
at Pictures 20% i"
“I hear and | forget. of what we /S
| see and | remember. H‘sg: ;“Sg Qﬁ{?
| do and | understand.”
Reading

Information
Retention Rate

Scala365™

© Across Health

The CONE
OF LEARNING

|

() scala3s5 Game

Hone your OCE skills in a gamified test drive

% Scala365™ Learning

Boost your omnichannel capabilities

(5) 5cala365 Manual

Stay ahead with the ultimate OCE guide
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Scala365™ Learning

Boost your omnichannel capabilities

Full Course Catalogue —
3 - Glossary
= . Welcome to & Scala365" Learning TR -
. Your self se learning portal for omnichannel excellence = J

P A.l. Coach

CL P R =

I i S e L
PP LB IETE
[SA3EEEE._]
| r | |
Interactive Modules CHAANCL Checklists Playbooks
e % ‘ m Erei . - “ Case Studies
o A — == o= &z
ST BN ASTES —|= - S L AR N -
SR e N e
A8 P LA WIS ' - FEE=sSn —
A
- REZN =

From Multi-channel
Ecosystem to
al Strategy
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° . )
*.. ¢, Reserve your seat NOW!
- .A“. v y | . .‘ )

Join our tomorrow’s webinar: “Navigator365™ & Scala365™ Demo”
Oct. 27th 16h CET
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Your feedback is very important to us! Thank you for
taking a moment to complete our post-webinar survey!

Jan Keuppens

SVP global accounts ( e SVP global accounts
+32478 64 28 46 i +3249555 1557
beverly.smet@a-cross.com 1 S jan.keuppens@a-cross.com
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