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Meet Ruud Kooi '

SVP " % 4

NATIONALITY: DUTCH
LANGUAGE(S): DUTCH, ENGLISH, GERMAN o

@ Ruud started his career in pharma in 1995, working for Janssen (J&J) as part
of the first digital and e-business teams. As co-founder of Across Health,
Ruud leads a multiple award-winning account team and is responsible for

leading global accounts. Ruud specializes in creating company-wide digital
and omnichannel strategy roadmaps, translating global blueprint models
into country-specific campaign implementation successes, as well as the
company-wide upskilling required to make these successes sustainable.

.4 PROFESSIONAL EXPERIENCE (EXTRACTS) # CORE SKILLS
Company-wide omnichannel strategy: definition of global * Omnichannel strategy for commercial & medical
omnichannel strategies including local tailoring of omnichannel « Company wide upskilling & change management

programmes & roadmaps for leading pharma companies.

. . . - L *  New commercial models
Multi-country strategy implementation: Guiding organizations and

local brand teams into the first omnichannel implementation * Risk share digital campaigns
successes, aiming to create local sustainable self-steering
implementation teams.

New commercial models: Designing and testing new commercial % EDUCATION

go-to-market models including digital first components. ; ; ) )
* MSc Industrial Engineering & Management Science

Publication: Co-author of “Evidence-based Multichannel: - TU/e (Netherlands)
delighting pharma customers in the omnichannel age.”
* Project Management Professional (PMP)
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Meet Luisa Schirm . \ 1
b

Senior strategy consultant ,

NATIONALITY: GERMAN
LANGUAGE(S): GERMAN, ENGLISH, SPANISH

@ Luisa joined Across Health in 2015 and is one of our Senior Strategy
Consultants. She brings with her extensive experience in the set-up and
implementation of global omnichannel engagement programmes

across multiple TAs. As a part of the capability building, she has
facilitated 80+ omnichannel strategy & training workshops for both
the commercial and medical fields on almost every continent. She
relies on a broad knowledge of project and change management.

.4 PROFESSIONAL EXPERIENCE (EXTRACTS) # CORE SKILLS
OCE strategy formulation: Supporting pharma companies in their * Omnichannel engagement strategy & execution
OIEE siitegyy e | Rl ime (B e s e, * Education on OCE brand strategy & market insights

OCE strategy execution: Helping pharma companies in managing « Digital transformation
worldwide engaging and impactful execution programs.

OCE capability building for commercial and medical teams: * Project management
Setting up workshop sessions and managing throughout all

stages, from preparation to facilitation onsite and output % EDUCATION

generation. ¢ MA Business Consulting (DE, EN) —

OCE implementation guides: Developing brand-specific playbooks University of Applied Science Harz (Germany)

to educate and help local teams on OCE implementation and * BA International Business Management (EN, ES) —
execution. Berlin School of Economics (Germany)
Universidad de Zaragoza (Spain)
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Ground rules

This webinar will take around 45 minutes, followed by questions - Questions (3

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

* Please give us your feedback! Ty -
Right after the webinar a short satisfaction survey will be
launched. We would love to know your opinion! (Send

*  The webinar will be recorded and made available after the
session. We will send you an email with the details

© Across Health Proprietary and Confidential Information 30/11/2021
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Launch trajectory in the first 6-12 month is predictive for peak sales

65%

of launches that

of launches that
exceeded forecast in
year 1, continued
to do soin the
second year

lagged forecast in
year 1, continued
to do soin the
second year

7

Source: EvaluatePharma/McKinsey analysis
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‘Like launching a rocket -
there is only one chance
to get it right’

#\ ACROSS

© Across Health Proprietary and Confidential Information 30/11/2021



Top launches show a higher share of digital engagement but also
more sustained digital activities throughout critical launch period

Key findings

Average digital share (%) of promo volume

International top launches have

a higher share of digital engagement
throughout the critical first year of launch
across all key countries.

20 - f 64% higher
. _\f/‘digital share

Launch-excellent biopharmaceutical
companies tend to have a more sustained
approach towards digital, committed to the
conviction that augmented digital engagement
improves launch performance.

Ql Q2 Q3 Q4
Top Launches === All Other

Share of launches (%) with sustained digital efforts
93
Top launches leveraging a richer mix of

digital channels (3 or more) during the
first year after launch.

64 62 63 :
0T 2T T T ——- - g ok W
33
23 23 I Channels are empty vessels unless you

73 76

put really good, engaging and relevant
content for your target audience

France Germany Italy Spain UK us Japan

Top Launches [l All Other Source: IQVIA analysis of 755 launches during 2012-2017

Reimagine ‘
customer
engagement k ) Webinars " /\C L{EQLST SH
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Biopharma industry needs to reimagine customer engagement for the post-
C19 world — with the customer in mind

PRE COVID-19 COVID-19 POST COVID-19

DIGITAL

DIGITAL
F2F CONGRESS &

MEETINGS

DIGITAL

F2F MSLs ON LY

F2F REP/KAMs

PHARMA CONTACTS

TIME

v © Across Health

“Pump up the digital volume” without
customer focus is a dangerous strategy”

(Across Health 2021)

“Doctors disappointed in pharma’s “Promotional models
digital pandemic efforts” are obsolete”
(Fiercepharma 2021) (Igvia 2021)

I{vin:agine
customer
RS\ S N ACROSS
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COVID has accelerated customers’ preference for digital as a key part
of the communication mix, for promo and especially for education

2019 (n=4104) 2021 (n=4333)

60

“How do you prefer

Percentage
B
o

to interact with the

pharma industry?” 3%

EU4+UK Specialists I 20
| . "

(—
Digital No Interaction Digital Face-to-face Mix No Interaction
® Promo ® Promo
60 60
49%
46%
@ o
=) =)
= it
s =
g 0 o g 0
& &
29%
20
14%
- = -
/] —
0o
Digital Face-to-face Mix No Interaction Face-to-face Mix No Interaction

® Educational @ Educational

Source: Across Health Navigator365™, specialists in EU4 + UK

engagement

[h-inlmginc ‘
customes N =4.104in 2019, n =4.333in 2021
k CJWebinars n " n " /\C !;(EQL

-
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Select your ideal launch channels using Navigator365™ insights

Add brand objectives, launch type and digital maturity to the selection criteria

J0
30
30
70
Bharma
Minewsletter
o
50
journal ad
=]
50
40 pharma call
|
30 banners
@
vad

20 u
10

0

0.2 0.4

Reimagine
customer

Channel equivalence map

Demorologist | Futuropia | n=100

search medical
engine journal treatment
® B guidelines
professional
association
sample website
|
online
ician
email gnaerv'v"salener PhYeeian  online
rep/AM medica
P journal
. pharma hospital gglar:g'ﬁw
i scientit i
et eblewsietter scientiic 8"
[} i websil
wikipedia| pyrse colleague
pharmacist MSLocal
conference | h fentifi
booth i Rebcast patient M mecing CME
email MSL b professional ePrescribing
1 association §
online
medical patient congress
patient education support @  international
remote, association emedical programme scientific
fepiam @ website | education ™ meeting
health '
insurance  9overment ® emote MsL b national
H o KOL international
| congress congress
pharfa app phase IV
linkedin a patient
. association
! fer
|
P ° Channel Launch of a complex, innovative product witha Launch of a new product with a well-known Mature, well-known brand
0.6 0.8 1 1.2 1.4 high unmet need MOA
Multichannel Equivalence (MCQ) 3rd-party medical websites (example: Medscape) 54 53
Colleague 5.6 48
International conference 118 )
Journal (online or paper-based)
KOL 39 42
@® Owned Promo - Online B Owned Promo - Offline i ) o
® paid - Online W paid - Offline Other 0.1 03
® Owned medserv - Online M Owned medserv - Offline Pharma e-newsletter 2.3 3
earned - Online earned - Offline Pharma local scientific meeting 69 6.2
Pharma website 32 54
Rep
Search engine 24 24 4
Webinar 115 135 128 o
HCPs were asked to distribute 100 points among their top 3 choices N=101
Score = sum of points averaged among HCPs

engagement kl S

© Across Health
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Run a Customer Excellence analysis at brand level

Map the full landscape, find opportunities and know “what does good look like”

brand A

(N =86) e

brand B
(N=79)

CONSIDERING YOUR COMPLETE EXPERIENCE WITH THE BRAND, HOW LIKELY
WOULD YOU RECOMMEND IT TO A COLLEAGUE?

NPS DISTRIBUTION - DEMO DATA

‘@ DEMO DATA

NPSscale

W 0-2(detractor)

B 3-4(detractor)
5-6 (detractor)
7-8 (passive)

M 9-10 (promoter)

% NPS =66

o e H NPS =39

brand C
(N =83)

Only HCPs who have pre:

PERCENTAGE DEVIATION OF BRAND A’'S CHANNEL SATISFACTION SCORES
VERSUS THE AVERAGE CHANNEL-LEVEL SATISFACTION SCORES ACROSS ALL
BRANDS

=

BRAND-LEVEL CHANNEL SATISFACTION VS. AVERAGE ACROSS ALL BRANDS - DEMO
DATA

BRAND A
(]

OO

e satisfaction score (Brand A) deviation
@ rooveoverase
@ bovoere

channel category

marketing
) medical
o patient

s 0 s
%deviation from average

i 4N ACRQS3

FOR EACH CHANNEL YOU HAVE ENGAGED WITH, PLEASE GIVE AN APPROPRIATE SCORE ON A
10 POINT SCALE - WITH 0 BEING EXTREMELY DISSATISFIED AND 10 BEING EXTREMELY SATISFIED.

BRAND-LEVEL CHANNEL SATISFACTION - DEMO DATA

@ ‘ DEMO DATA

score
7 8 9

A
A
A
Ae
Ao
e e
-~
e A

channelcategery 17 53}

brand @

Reimagine
customer
engagement ) Webinars

© Across Health

PHYSICIANS ARE ASKED TO RATE THE IMPORTANCE OF CHANNEL ATTRIBUTES FOR PHARMA
COMMUNICATION IN GENERAL, AND TO SELECT THE ATTRIBUTE THAT A BRAND PERFORMS BEST IN
FOR EACH CHANNEL THAT THEY ENGAGE WITH WITH THE BRAND.

Content

ity Crestty
Rert
time t by all responde
mmunication in general.
‘ Atrribute description
4 Accessibility: the channel is easy to acc ’
russworthiness il
Trustworth [/ meamrer  Content quality: the of the channel i y
i Creativity: the channel rates creativity in its UX/UI design
7 Problem resolution speed: the channel offer way for use
e questions and problem: ddressed/resolved
/ Relevance: the channel is relevant to the need
Accessiity / etevance
Right frequency: th | red t he
Jency
Senvico
iy / Right time: the is offered to user
3 Service quality: the chan t vic
auaity S

Trustworthiness: t

%% Navigator"365 43 ACROSS
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Reduce the time during launch to critical reach and frequency, by
increasing quality SOV and Cx

Assumption: 100 HCPs per rep/KAM
7 F2F engagements within 12 months (5 calls per day, 170 WD)
adding 0,5 MCQ per HCP per month

MCQs
800 -
700 J | ! » Shorten time to critical frequency to meet 6—
i : 12 months critical launch window.
o001 | E * Increase reach of customer facing roles by
500 E E augmented digital interactions.
| ! * Increase time HCPs spend to understand the
400 4 ! E product value proposition and its position in
300 - i ! their armamentarium to drive adoption and
! Time to critical E patient access to medicine.
200 1 E frequency | * Capture behavioural data across channels
00 E _ ! faster and continuously optimize engagements
! ! for higher impact.
0 ! i

M1 M2 M3 M4 M5 M6 M7 M8 MS M10 M1l M12

Months after launch

Reimagine ‘
customer
engagement k O Webinars " /\C RO S S

HEALTH
Source: Across Health
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Well ok, digital is important,
but is digital omnichannel?

Reimagine
customer ACROSS
engagement g ) Webinars HEALTH
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Omnichannel includes content...

“Omnichannel engagement strategy
addresses the messages based on the customers’ perspective.

We don’t “just” publish our content, we walk into your audience’s shoes
and try to create a message based on
their views and interests”

Reimagine

customer ‘ - .
engagement ‘k ) Webinars ’\ /\L !‘{L(A)LST§
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..and channels

MULTICHANNEL

All touchpoints are available, but not coordinated and
one-way; campaigns are brand/company-centric
Subpar customer experience & engagement

AN

[%M

© B &

Events webcast

o [ <
Rep eDetail . RTE Website MSL Remote MSL
Remote Detail email
5 ) f L0
Congresses (e)Journals Peer-to-peer

{ )
had
Display 3rd Party Search Social
Email/website

Reimagine
customer
engagement g ) Webinars

© Across Health

OMNICHANNEL “NORTH STAR”

All touchpoints are available, coordinated across
channels (“closed-loop” and “two-way”);
customer-centric/personalized approach

Superior customer experience & engagement
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Omnichannel and resulting personalization results into individual
journeys through all potential touchpoints

G <) 0

o
G

O OLE)

All potential touchpoints

* L]

...0

I:L-inlmginc ‘
customer
engagement k ) Webinars ’\ /\C !‘I{E(A)LST§
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When should | start my OCE
launch preparations?

Reimagine
customer ACROSS
engagement g Nebinars HEALTH
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“Every battle is won
before it is fought”

Sun Tzu

) Webinars " /\C !SL(A)LS;%
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Launch success is prepared pre-launch

PRE-LAUNCH

Anything OCE campaign
starting at LAUNCH is
simply too late

At minimum T-12
months PRE-LAUNCH

But even better start already at T-60 months with your
PRE-LAUNCH

Reimagine
customer
engagement ) Webinars

LAUNCH

6-12 months

LAUNCH

4 ACRQOSS
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About 50% do not start digital efforts before launch, missing the
important opportunity of getting a head start in the market

Significantly ahead of launch (e.g
When does your 10-18 months prior) to shape the
company normally market and increase awareness for

start with digita/ disease/new treatment category
activities to support
the launch of a

, At commercial launch of the product
product?

Several months post launch } W

Depends — digital is not part of our
standard launch excellence approach

Source: Across Health Maturometer, Q2 2021

leimagine ‘ . .
customer EU Biopharma n=135 LATAM Biopharma n=13 ACROSS
c"g"g“"cmk 3 Webinars US Biopharma n=13 APAC Biopharma n=12 ’\ HEALTH

© Across Health
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Launch success is prepared pre-launch

PRE-LAUNCH LAUNCH

1. Plan & build the medical knowledge levels &
2. Create an optimal launch scenario by knowing who to
visit first (work with identified leads!)

Maintain medical

knowledge building

Disease state Commercial launch

awareness messaging

I{cintwgine
customer
SR\ S 7\ ACROSS
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Integrated marketing and sales B2B, old vs new model

oLD )

» Companies find * Customers find

customers companies
* Mostly mass, * Mostly inbound

outbound marketing, . marketing, such as

such as ads and Marketing search and websites,

trade shows along with targeted

outbound
ales

+ Customers require

education and high * Customers self-

touch Evaluation educate and require
* Direct-sales team is @ low touch

needed to provide Direct Sales * Data-driven sales

information, influence team is needed to

product evaluation, Demo focus on solutions Demo

and close sale and closing sale

Data-driven
sales
Purchase Post-sale support Purchase

Post-sale support
« Customer purchase Retention | Customer ’ Custorlner SIS Retention Sll:sct:gfsnser

ends sales motion upselling SHpRot rsggttiin?sﬁ; o upselling management
* Focus is on reactive + A proactive focus on

sl zely but not customer success,

proactive customer e.g., retention and

SHECE = expansion

Source: BCG
Reimagine
customer
engagement ) Webinars ’\ /\C L{EQLST %
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Use your pre-launch (medical) interactions for lead identification

100%

Reimagine
customer ACROSS
engagement D Webinars HEALTH
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Basic lead scoring — profiling approach

< =5 &

Reading an email Read a webpage Call accepted
+0,2 +0,4 +0,2
—-— @ -
Watch video Act upon DM Watch webinar
+1,1 +0,7 +1,2

Omnichannel campaign + Scoring algorithm — |dentified lead
ciﬁgl;;i‘l?l:l:gﬂk‘g Webinars " /\C !;{EQLY !

26 © Across Health Proprietary and Confidential Information
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More advanced — RFM Lead Scoring

Weighing relevance through recency, frequency & monetary value or potential

Lead profiling

+1.2
Each channel engagement gets a amoeos " oruees
score of x MCQs +3.3 +0.8
= & Monetary value
Email open: +0.2
eDetail access: +1.2 f?

Webinar access: +1.1

LEAD SCORE
Get ranked scores of HCPs based on their SaMER
behavior and tailor for future interactions,
be it digitally or face 2 face

ACROSS

Lead score based on RFM: T

4 2
0BIY0DDEGHRQAL e van der Codlen Gobsd
0BIY0D0NEGMNEQAT  Crvistaphe Brock {elit] 4 6
F re! ] uenc Y ODIVONISGARQAL  Bena Murrriz Ganad
OD30Y0DODKIQNQAL  Bestriz Otera Gobd 3 B
0BIYODIEGMNVQAL  Dieter Scheyvaets Goba
QIR Tamara Tien Gena
< 11 6

Channel Action Lead

c c
- -
score/MCQ 3 3
Lead score Details
Activity Date . ContactiD First name Lastname Countr 2
24072017 OBIVOONIGARQAL e v O Coden  Gobad
E mal | O p en 0’ 2 / ODBIYONISGARQAL  Jele van de Coden  Gaal 5
ODIVONEGHRQAL  Jele van O Coden  Gonad
OBIVOMNEGARQAL  Jelle ven O Coden  Gabdl 3
. . ODIVONIEGARQAL e ven O Coden  Gadl
Web'nar LOgln/ACCeSS 1,2 ODIYONIEGARQAL  Jele van der Coslen  Giobal -
ODIVOMSGARQAL Jelle ven O Coden  Goal 3
ODIVODNSGARQAL  elle ven O Coden  Gobal

ODIVOIEGARQAL  Jele ven O Coden  Gobal
H H ODBIY0INBGMRQAL  Jelle van 0 Coden  Gobal
E_Deta |I LOg' n/ACCGSS 1[ 1 OI30Y0000IGARQAL x-.\: ::ww: Gobal
OI30Y000DISGARQAT el van der Cosen Qo
O30Y000DISGARQAT  dele van der Coden Gobsd
OBIY0DDIEGAMRQAT  Jele van d& Coslen Gobsd
R 0I30Y0000ISGINRQAT  Jele van dar Coslen Gobad
N OI30Y0000ISGINRQAT  Jelle van d& Coslen Gobs )€
ecency: ODIVONISGARQAL  Jele van 0 Coden Gl )
S . OIBIYODDEGARQAL  Jelle van da Coslen Gobad 0
d b d d I OI30Y00DDISGINRQAT  Jele van der Coslen Gobad L ag 0
CO re ecay ase On ays Slnce aSt OI30Y0DDIEGINRQAT  Jele van der Coslen Guobal Page 3: . a0 .4
. . ODIVOIDEGARQAL  Jele v O Coden  Gobal el Page 39: Credits 5 a a0 00 1 1
Interaction: ODIYONNSGARQAL  elle van der Coden  Giobal eDetal Page 39: Credits 1 a a0 200 15
ODIYONSGARQAL  elle ven O Coden  Gobal el Page 33: The MEDAL program - stuly ds... | 5 a a0 00 1
OIBIYOODEGHRQAL  Jelle van der Cosen Gobs el Page 37: The MEDAL program - study des... 3 a a0 3300 15

. < 30 days: 100% of the score
. < 60 days: 90% of the score
. < 90 days: 80% of the score
. Older: 70% of the score

Reimagine
customer ACROSS
engagement ) Webinars HEALTH
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3" party media helps to drive traffic to the top of your funnel

But despite high spend levels, satisfaction with 37 party media is relatively low

Are you satisfied with the budget you typically spend on 3" party media?

EU 20% 55% 22%

us 43% 29%
LATAM 17% 83%
APAC 33% 33% 33%
= Very satisfied Satisfied Neutral Dissatisfied m \/ery dissatisfied

Source: Across Health Maturometer, Q2 2021

imagine EU Biopharma n=135 LATAM Biopharma n=13
(f,‘,:‘,g:',',’,‘:mk  ebians US Biopharma n=13 APAC Biopharma n=12 I\ ACROSS

HEAL T
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Optimize your media buying by selecting the right partners

Look at reach, impact, frequency, costs & willingness to partner

3rd-party media eNewsletter performance map
Demorologist | Futuropia | n=100
60
50 Diabetes UK Enews (DUE)
Medscape Nesslener (M)
40
Univadis Newsletter (U) al L
® 3rd-party eNewsletter frequency
. N Demorologist | Futuropia | n=100
30 British Medical J
GP Online Email Bulletins Email... 60% 36
(GOEB)
]
Doctors.net.uk Newsletter Sermo Newsletter (S)
[ TR )
50% ! 30
20 L [ ® :
British Medical Pubmed Alert (PA)
Association... QToDate N 10% 2
o (UTD) -
10 Medthority/EPGonline a8
Newsletter (ME) ® - <
3
[2) Royal College 8fGeneraL., § 30% i 18 2
Pulse Newsletter (P) & H 5
o [ z 3
0 / 5
4.75 5 5.25 5.5 5.75 6 6.25 6.5 6.75 7 7.2 20% 4 12
Impact $
10% * 6
o ool P : B
- (N N = - = | .
Diab... Med... Univ... GPn... Briti GP Sermo Doct... Pub... Briti... UpT... Drug Medt... Royal Pulse
UK New.. News.. New. Medic..Onli... News . News. . Ale.. Medic.. New and News... Coll... News
Enews (M) (V) (G) Journ...Email (S) (Dnu) (PA) Assoc...(UT...Thera... (ME) of P)
(DUE) Email Bull Newsl Bulle Gene
Alert (GOE (BMA) Alerts Prac
(BMJE (DTBA) eNew
(RCG
N=100
@ Daily Weekly Monthly @ Less than monthly -® Frequency interval

Reimagine

customer ‘
cngagcmcntk ) Webinars " /\C !359\. TSH
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What is my Ioart in omnichannel
launch excell

ence?

Reimagine
customer /\C RO S S
engagement g ) Webinars HEA

LTH
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Global to local

R

AN
I 55 .r' ‘ 3

IR,
v

Reimagine
customer
e CJWebinars

engagement
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The disconnect between HQ and local is from all times...

0 of local marketers use
13 A) over 50% of HQ launch
content

o of them find HQ launch
43 A) support very relevant to

their local efforts

Reimagine Maturometer Snapshot 2019 Multichannel

“ustomer — MaturometerS - .
oo 4N ian-s | Mg 3 ACROSS

- HEALTH
Local n =23 )

© Across Health Proprietary and Confidential Information 30/11/2021




How to maximize alignment between local & HQ?

So, what is the preferred HQ-local engagement mode for launch??

1. Co-create blueprint campaigns and assets (47%)

2. Second option: central blueprint + local WS afterwards (26%)

To maximize buy-in and success, the following parameters are key:

1. Start EARLY —i.e., way before the first markets need to get ready for their local launch —to minimize parallel
efforts

2. Use LOCAL data on reach, impact, frequency, content, media, competition, not AVERAGES

3.  Ensure LOCAL DIGITAL MATURITY AND F2F PLAN is known to ensure a pragmatic mix and go-to-market model
can be proposed...

4. Runlocal and HQ-local VIRTUAL & F2F SESSIONS frequently

customer
engagement

Reimagine ‘ 1. Across Health Multichannel Snapshot — launch 2019
k ) Webinars ’\ ACL{EQLS‘I'é

30/11/2021
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Follow the 6 step omnichannel launch excellence model

. J - 3 - J <« ] s ] ¢

STRATEGIC SEGMENTATION, RECOMMENDED TOUCHPOINT JOURNEY DEPLOYMENT &
IMPERATIVES OBJECTIVES EoR CHANNELS MEASUREMENT
& MESSAGES
AN
=
@ ;
Starting at your brand plan, Define the suggested The storylines and content The recommended The touchpoint journey Closing with the KPI
the defined business message journeys or will be tailored per message omnichannel mix is based includes the intended approach to measure
priorities and strategic medical knowledge ladder per attitudinal segment on brand needs, digital channel orchestration, rules campaign implementation,
imperatives progression based on and maturity and the best-in- of engagement and market conversion success and
tailored to attitudinal, class channels identified via presence quantification improvement opportunities
behavioral, to digital navigator365

segmentation to current
treatment behavior
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Be ambitious, but realistic. Tailor your OCE launch strategy
in line with the OCE maturity of your organisation

Level 7:
Holistic
optimization
high 1 Level 6: e <§>
Predictive
Level 5:
. @
Customer-
| centric O
- COMPANY-/PRODUCT-CENTRIC -
o :
D Sales force
|<_l: orchestrated
= Level 3: + Mkt
— q
les f touchpoints
I<—E Level 2: SEIES I
= orchestrated °
O Level 1: Centrally-led
a Level 0: Digital cross—char.mel
Third party mono- campaigns
media buy channel o

pilots o

[
SOV Qov

low high
DATA & TECHNOLOGY

OCE=0Omnichannel Customer Engagement

Reimagine )
customer ‘ Source: Across Health AC S
engagement ) Webinars HEALTH
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The global team defines the strategy blueprint, the playing field
Covering 10 key strategy deliverables

Insight

Targeting & segmentation (tiers & attitudinal)

Medical topics & commercial messages

Problem statements & campaign objectives
OCE Content planning

strategy

Channel selection & touchpoint journey

Business cases; quantification of SOV in MCQs

KPls; strategy, identification & performance review cycle

OLE strategy playbook
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Countries define their local launch campaign, the game plan

Including a locally optimized touchpoint journey & content strategy

/ Time (often 6 months).

(if RTE not opened then send eNewsleters & ads
CE) Action Triggers

the Channels g
. . Oct 2021 Nov 2021 Dec 2021 Jan 2022 Feb 2022 Mar 202
(F2F, RTE, CE, Website,...) ‘\. Channels /time L
Rep cal ) 2 - the Frequency of engagement
Remote Rep call o !f' T l—p’!‘J/ |n these Channe|S
~ X e.g.: 4 F2F per year, 12 CE, 12
the Sequence Rep email (RTE) 2 %] ] E) ./ q./ ./ (RTgE ) pery
of engagement in channel and 62 2 &
content Direct mail 1 a \\‘,r!
(e.g. CE invitations before e ' .
congress) - T C " i3 MCQ sc?narlo impact
eep Engagement Activities 111 | ¥ ‘—> I CalCU|at|0ns
ML call (weighted normalized impact)
Remote MSL call ;?{
and the Condltlor_1al — a LA L»%g—
rules and dependencie =
31 party websites @ _{,—_] E
=) ] =] E

48]
[

Content plan
/ planning requirements

4 ACRQOSS
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How do | get my team ready?

Reimagine ‘
customer - .
engagement ‘k ) Webinars ’\ /\L !'{L(A)LbTé
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From limited by technology to not knowing how to leverage the technology

“We have flipped the situation from our customer
engagement model being limited by technology to
having ‘too modern’ technology and not knowing how
to best leverage it. Now it is about organizational
change, vision, strategy, and roadmap.” , ,

Affiliate Commercial Excellence Lead, Mid-sized Pharma

Source: Strategy& (2021)
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Team readiness is mostly about change management, capability
building and supporting the first steps

1 2 3 2,

Need for change P14 Clea;;/;sllson = X X — S[::fqze:gszu'

Reimagine
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With digital having a more prominent role, the pain of not having
enough internal knowledge was felt

Please allocate 100 points over these potential bottlenecks for digital in your organization

Z21%

Not enough internal knowledge

19%

Regulatory / Legal / Healthcare compliance issues

No clear digital strategy 18%

12%

ROI questions

10%

No headcount to support this

8%

Customers are not ready

No budget 4%

4%

No senior management support

No expert agencies with omnichannel pharma
background available

4%

Heimagine
customer
cng"agcmcntQQWebinars EU biopharma n=135 ’\ ACL{E(A)LSTSH
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Knowledge comes from knowing,
wisdom comes from doing. ,

Anthony Douglas Williams

Reimagine ‘
customer ~ ~ o
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it Scala365™ Game

Scala365" Game

SER?OUS
GAME 11 Scala365" Game Medical

CONQUER THE HEART OF CUSTOMERS IN THE OMNICHANNEL AGE

IOMNITORPI/N"

o 4% ACROSS Conquer the hearts of customers
in the omnichannel age

SMNITORIMA"

A SERIOUS GAME

by #% ACROSS

HHHHHH

Reimagine ‘
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Navigator365™

An integrated product suite

Navigator365™

5 Navigator365™ Core

Power your OCE strategy with truly actionable insights

Q Navigator365™ Planner

Translate your OCE strategy into a robust plan

63 Navigator365™ Tracker

Track your OCE campaign for high impact

Reimagine
customer
engagement () Webinars

HCP Insights

2
OCE Planning

Campaign impact tracking

4 ACRQSS
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Navigator365™ Core
HCP actionable insights

5 Navigator365” Core

Power your OCE strategy with truly actionable insights

Up to 200 pages of highly
<) | ' - actionable insights in PDF
B - = " and PPT format

e Individual specialty and
“WNCROSS  #% Navigator365” Core - -
| ' = market level

Navigator full report
GP, August 2021

éi:é United Kingdom

m () w— ] But there is
o - much more
il I . ’ ' to Navigator365™!

Reimagine

customer ‘
engagement ) Webinars

© Across Health
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Navigator365™ Planner
Rebuilt for the future — aligned with our proven strategic approach

o Parameters e Segmentation e Key messages o Channel mix 9 Planning G Summary

New: define your

Navigator365™ Planner . Logout
& campaign key
Channel Frequency & planning MCQ  Total size Touch points  Total MCQ messages/topics
AM J | A S O
Pharma webcast o o 136 128 62.72 85.30 60,000.00 956.63 60,000.00 703.41 -
Vastly increased
National congress 000000 195 110,08 21576 400,000.00 413372 45504000 2,109.04
performance
May . 32 1376 26.97 50,000 MCQ plan versus target
- 0 » e s A . M-
o
Costs Add key messages.
Fixed cost Cost per touch point Ky mewags bresiudows; .
50000 00 Keymessage Planned " of touchpoints Panneamce Panned udgetsllocated Support for reglonal p| ans
(prena)
Include  Audience size Reach Touch points. McQ
campaign ampltuce
Segment 1 @ o s % 430 843
segment 2 @ - 8 % 086 1.69
e @ =» P 860 1686 Define, assign and filter
2 1376 %97 your plans based on key
campaign topics
June . 32 1376 26.97 50,000
uly L 2 137 297 50000 o ' ) S i
July o) 32 1376 2697 50000 campaign planning - total
- oemngiseey M3 Tesn STeetpst Moty oniom owr e
s
0000:00 | s | Consolidated reports
0o 0 00 o | o ‘
o ] 2 19000 300 | ‘
o now | wssoco —
Campaign planning - Segment 1
e et 0 Tl Tedvows TGO et G Toulon
s
SEdisoes | ‘ Powered by
0000000 =  wx  wm o | s w0 s | Navigator365 Core
° ° | |
wow | s p—

Heimagine
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Navigator365™ Tracker

Track your campaign performance — out of the box

MCQ Unique sent Unique opens Unique clicks
MCQ Cost/MCQ # Channels used so far

6,078 €13.49 7 413 3,000 700 193

Owned/Paid/Earned share of impact

MCQ performance vs plan

_ = - 2%

® Owned Paid Earned 400
3043MCQs  2295MCQs 740 MCQs
300
H ’
High level KPI's
200
L]
100 /
0
| N
Cumulative MCQ evolution over time = Switch views s feb Har e May Jun s A =R ek o Pec
7k Absolute — Pharma eNewsletter MCQ Plan
Cum
6k
/

Channel level

. / dashboards

7 Pharma eNewsletter performance

3k
Month 4§ Emailname § Uniquesent § Uniqueopens § Open-rate § Uniqueclicks 4 CTOR § TargetMCQ § ActualMCQ 4 DiffinMCQ

2k
/I/I I Feb Email 1 1,000 200 20% 50 25% 179 118 -61

May Email 2 1,000 200 20% 34 17% 179 118 -61

Oct Email 3 1,000 300 30% 109 36% 179 177 E2!
— Target (plan) @ Owned Paid Earned MCQ evolution

Reimagine
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How to measure my launch
excellence success?

N

w D
-

-
¥ Ly
: l ’

4

|
S
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Measure SOV & its impact using the 4 KPI quadrants

Direct, Channel effects Indirect, Brand effects

Qualitative & ENGAGEMENT CONVERSION
communication (does the HCP like it?) (do we influence the prescriber?)
effects

**

Quantitative & REACH & ADVOCACY EFFECTIVENESS
behavioral effects (do we connect?) (does it show in sales?)

LEADING LAGGING

cime IEIIIC

(usl()mcx ’\ ACROS
engagement g T_]Weh[mrs HEALTFH
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And build your internal business cases
Vaccine's growth brand, GP, France, 2019

Hybrid (F2F + MC) increases significantly Product market share compared to F2F alone with a maximum of 6-7 interactions

+23 pts +8 pts +3 pts +8 pts +6 pts +9 pts
0
80% 60% 62% 66%
57%
0,
o 70% PR o <59,
2 60% 1 significant ! ‘
(7] ! |
0 43% 1
0 e @
=3
0
c;u 40% @ 54% 53% 56% 57%
30%
[hedd 43%
© %
g 20% o
& 10% 24%
0%

Not Visited 1lint. F2F 2-3int. F2F 4-5int. F2F 6-7 int. F2F 8-9int. F2F >10 int. F2F

. F2F + MC F2F alone MC alone . No interaction

ltvinlmginc ‘
customer
cngugcmcntk O Webinars " /\C &QLS_ré
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a precision value & health team

FEEL INSPIRED?

Want to find out more about
omnichannel launch excellence and

our offerings? 'i‘
Get in touch and will happily discuss

::. [

your specific needs and ambitions.
Looking forward to it!

X i..:!:

or visit www.across.health

Get in touch and we will figure it out!
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Your feedback is very important to us! Thank you for
taking a moment to complete our post-webinar survey!

N
7 v | > N
A* 2 x*»x :

i
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