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Ground rules

* This webinar will take around 40 minutes, followed by questions
* You can submit questions at any time via the “Questions” box

= Questions 9
[Enter a question for staff] -
e

* Please give us your feedback!

* Right after the webinar a short satisfaction
survey will be launched. We would love to
know your opinion!
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Why are you here?

40%

40% of worldwide
drug launches
failed to meet
2-year sales
forecasts
(2009-2017)1

80%

80% of all launches
have their long-
term fate
determined during
the first six months
on the market!?

The Next Normal?

65@

65% of Physicians
dissatisfied or
neutral with
digital component
at launch?

How does your launch strategy and execution need to evolve for success?

1. Source: Ready for launch: Reshaping pharma’s strategy in the next normal. McKinsey & Company. 2020
2. Source: Navigator365™ EUS5 Specialists Q3 2022 (n=40100)
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Launches are more important than ever before, as 20+% of the Rx market goes off
patent in the next few years....

...and the first 6 months of launch are critical

65% 78%

of launches that
lagged forecast in
year 1, continued
todosoin the
second year

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

7

Source: EvaluatePharma/McKinsey analysis
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Using only rep interaction usually takes too long for product launches to
“cut through the noise” in time

TIME TO CRITICAL FREQUENCY
TTCF field force only

MCQ*

12
TIME (MONTHS AFTER LAUNCH

*MultiChannel eQuivalent - a standard unit of engagement to compare the relative impact of different channels
Source: Across Health 2022
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An omnichannel approach can potentially reduce time to critical frequency (TTCF)
by 50% to 6 months...

TIME TO CRITICAL FREQUENCY

=@ TTCF omnichannel —@— TTCF field force only

7000

6000

5000

4000

MCQ*

3000

2000

1000

5 6 7
TIME (MONTHS AFTER LAUNCH)

*MultiChannel eQuivalent - a standard unit of engagement to compare the relative impact of different channels

Source: Across Health 2022
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An omnichannel approach works to:

1.
2.

Shorten time to critical frequency

Improve customer experience and
engagement

Capture actionable customer data for
higher impact (lead management and
message/channel personalization)

l\ ACHEALTSH
6
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Still a strong preference for F2F...but mix & digital represent 47%

Q: In terms of engagements with reps in a launch setting, which option do you prefer?

S8 SH8EH8 S
&Eﬁ &E)&Eﬁ éﬂ > 49% mainly in person
SHEEE8SH8 S

Source: Navigator365™ EUS5 Specialists Q3 2022 (n=4010)
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Still a strong preference for F2F...but mix & digital represent 47%

Q: In terms of engagements with reps in a launch setting, which option do you prefer?

S8 SHE8SH8 &
&Eﬁ &E)&Eﬁ éﬂ > 49% mainly in person

47% mix of in-person
and digital or digital only

g e

e fia e
Bo(a(e

Source: Navigator365™ EU5 Specialists Q3 2022 (n= 4010)
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Q. O Webinars

customer
engagement Proprietary and confidential information 9



Still a strong preference for F2F...but mix & digital represent 47%

Q: In terms of engagements with reps in a launch setting, which option do you prefer?

S8 SHE8SH8 &
&Eﬁ &Ez&& éﬂ > 49% mainly in person

8&

8& @] 47% mix of in-person
& & 4gs>  and digital or digital only
85& A

4% No contact

Source: Navigator365™ EU5 Specialists Q3 2022 (n= 4010)
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The unmet need for digital educational content vs. promotional is large

Digital divide edu

ist,Endocrinologist,Hematologist,Neurologist,Oncologist,Pulmo
| France,Germany,ltaly,Spain,United States |
n=4831

100

80

66%

60

20%

HCP preference %

40

20
30%

4%

No Interaction  Face-to-face Digital - Mix

The digital divide is defined as the delta between the % of HCPs preferring
digital or mix and average % reach of the top 3 online educational
channels (‘'ePharma reach’)

Digital
divide:

34%

ePharma reach

Source: Navigator365™ EU4 + US Specialists Q3 2022 (n= 4831)

Reimagine
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Digital divide promo

ist,Endocrinologist,Hematologist,Neurologist,Oncologist,Pulmo
| France,Germany,ltaly,Spain,United States |

n=4831
100
80
R
v 60
£
v 51%
&
4
a
% 14%
O 40
I
20 44%
5%
0
No Interaction  Face-to-face Digital - Mix

The digital divide is defined as the delta between the % of HCPs preferring
digital or mix and average % reach of the top 3 online promotional
channels (‘ePharma reach’)

28/10/2022 © Across Health
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The unmet need for digital educational content vs. promotional is large

Digital divide edu “a| divide promo
ist,Endocrinologist,Hematologist,Neurologist,Oncologist,Pulmo “ist,Neurologist,Oncologist,Pulmo
| France,Germany,ltaly,Spain,United States | A “Spain,United States |
n=4831 1
100
Digital
80 . e .
divide:
R
Y 60 i
g 20% (25% in 2019) 51%
& Digital
g v divide:
& ! 14% 15%
O 40 y
I
46%
20 20 e 37% 36%
31% 2o
30%
& 5%
0 - 0
No Interaction  Face-to-face Digital - Mix ePharma reach No Interaction  Face-to-face Digital - Mix ePharma reach
The digital divide is defined as the delta between the % of HCPs preferring The digital divide is defined as the delta between the % of HCPs preferring

digital or mix and average % reach of the top 3 online educational digital or mix and average % reach of the top 3 online promotional

channels (‘ePharma reach’) channels (‘ePharma reach’)

Source: Navigator365™ EU4 + US Specialists Q3 2022 (n= 4831)
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And HCP satisfaction levels with pharma digital clearly need some work!

Q: Satisfaction with digital during recent product launches? 37%

30%
35%
20 19%
3 4

10
7%
2%
, N
2

0 1

Percentage

Source: Navigator365™ EUS5 Specialists Q3 2022 (n= 4010)
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And HCP satisfaction levels with pharma digital clearly need some work!

Q: Satisfaction with digital during recent product launches? 37%

30%
35%
—_—
10
7%
2%
. e
2 2 4

Percentage

0 1
Source: Navigator365™ EUS5 Specialists Q3 2022 (n= 4010)
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And HCP satisfaction levels with pharma digital clearly need some work!

Q: Satisfaction with digital during recent 37%
product launches?

30%
(y 30
‘ 35%
(V]
(@)}
s
5 20 19%
|-
@
[~
28% N
(o] 7%
2%
, R

0 1 2 B 4 5
Source: Navigator365™ EUS5 Specialists Q3 2022 (n= 4010)
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PART 1

CUSTOMER

CHANNEL, FREQUENCY AND CUSTOMERS
CHANNEL PERFORMANCE
CHANNEL FREQUENCY
MCKINSEY ARCHETYPES
COMMUNICATION PREFERENCES
DIGITAL SATISFACTION
COST ANALYSES

Reimagine
customer
engagement 2 Webinars

Navigator365™ Core

PART 2

PART 3

CONTENT & CONTEXT
OC LAUNCH (NEW)
OCREP
OC MARKETING
OC MEDICAL
PATIENT PROGRAMMES
HEALTH TECHNOLOGY

28/10/2022 © Across Health
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3R0 PARTY MEDIA
REACH, IMPACT &
FREQUENCY OF

8 KEY MEDIATYPES

PART 4

COMPANY

BENCHMARK

COMPETITION
COMPANY BENCHMARK
18 CHANNELS
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>50

Channels
covered

k J Webinars

@® Online

Offline W

eDetail

Email rep/AM
Pharma eNewsletter
Pharma Twitter
Pharma website

Rep/AM remote video

Rep/AM phone call

Pharma DM/newsletter

Rep/AM F2F visit

Sample

Owned Promo

Banners
eCME
ePrescribing
LinkedIn

Scientific eNewsletter

Email MSL
eMedical education

Pharma app

Pharma webcast

Remote MSL

Scientific website

Search engine

Owned Med

ical & services

CME

International scientific meeting

Local scientific meeting Conference booth
Medical education

MSL F2F visit

Journal ad

TV ad

Patient support programme

Pharma service centre

Phase IV

28/10/2022 © Across Health

Proprietary and confidential information

Health authority website
Online congress

Online medical journal

Online physician network
Patient association website
Professional association website

Wikipedia

Earned

Colleague
Government

Health insurance
Hospital

International congress
KOL

Medical journal
National congress
Nurse

Patient

Patient association
Pharmacist

Professional association

Treatment guidelines

l\/\Q
NEALYN
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PERFORMANCE MAP - NEURO UK

“Which channels have you
encountered in the past
3 months?”

REACH

of a channel

v

“To what extent do these
channels influence your clinical
decision making?”

>
<t
-

@
)
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Source: Navigator365™ EUS5 Specialist 2019 (n=4104) 2022 (n=4010)
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70 W\ 2019
60 F2F SALES REP
S
E >0 @ 2022
Z o
2 40 5
T 2020
O 30 —
20
3.5 4.5 5 5.5 6 6.5 7.5
CHANNEL IMPACT
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70

60
S
< 50
(a'd
—
= 40
Z PHARMA OWNED WEBSITE
<
S 30 N—p.
2019 2022
20 !
35 4 45 5 55 6 6.5
CHANNEL IMPACT

Source: Navigator365™ EUS5 Specialist 2019 (n=4104) 2022 (n=4010)
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70

60
- 2022  2021*
5 0«0
= PHARMA OWNED
E 40 | WEBINAR
=
L
O 30 2019

N
20
35 Z 45 5 55 6 65 7 75

CHANNEL IMPACT

Source: Navigator365™ EUS5 Specialist 2019 (n=4104) 2022 (n=4010)

o
castondl 28/10/2022 © Across Health 4 ACR(
J Webinars

engagement Proprietary and confidential information



70

60
N 2019
I
g 50
3 PHARMA
OWNED LOCAL
-1
S 40 EDUCATIONAL @ 2022
2 F2F MEETING ,
I
S 30
2021 @
20
35 4 45 5 55 3 6.5 7 75

CHANNEL IMPACT

Source: Navigator365™ EUS5 Specialist 2019 (n=4104) 2022 (n=4010)
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CHANNEL REACH

70

60

50

40

30

20

REP
TRIGGERED ‘

EMAIL
”

D

3.5

4

Source: Navigator365™ EUS5 Specialist 2019 (n=4104) 2022 (n=4010)
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56% don’t really care after launch; your success is shaped prior to the launch

For new products, how long do you want to actively engage with pharma companies (meetings, reps, MSL,...)?

Duration for active engagement with pharma or new products =

Cardiologist,Dermatologist,Endocrinologist,Hematologist,Neurologist,Oncologist,Pulmonologist,Rheumatologist | France,Germany,ltaly,Spain,United States | n=4831

Unell (close to) patent expiry _ ¢

%
0 Up to 7 years after launch
36%
23%

Around the launch phase

56%
)

0 2 4 6 8 10 12 14 16 18 20 22 24 26 28 30 32 34 36

N=4831
Source: Navigator365™ EU5 + US Specialist 2022 (n=4831)
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Exponential Medical Data

Medical knowledge is expanding faster than our
ability to assimilate and apply it effectively.

The doubling time of medical knowledge in 1960 was
50 years; in 1980: 7 years; and in 2010: 3.5 years.

In 2020, it was
projected to
be just 73 days?

28/10/2022 © Across Health
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Uptake of new ideas - the diffusion of innovation

Adopt new ideas after

seeing evidence that
Already aware of innovation works
the unmet needs Adopt
and comfortable

_ _ innovations as it
in adopting new

Willing to take diffuses through a

risks, want to be deas society

the first to drive Resent Change, and
new innovations, may Coh’Flnue to rely
new therapies @ on traditional

products

24

15% 10%

Early Adopters J=elsVAMEICIfIaAl © 221 =N o]inY Laggards

—
o 28/10/2022 © Across Health ’\ ACROSS

HEALTH
engagement , (3 Webinars Proprietary and confidential information 28



Uptake of new ideas:
The diffusion of innovation

15%

Innovators W=EIIRele]oi=lcM Early Majority | Late Majority Laggards

_—
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Uptake of new ideas:
The diffusion of innovation

15%

Innovators W=EIIRele]oi=lcM Early Majority | Late Majority Laggards

Self identify to MSLs, engage with

PRE-LAUNCH SSP and digital educational channels No proactive or reactive activity

_
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Uptake of new ideas:
The diffusion of innovation

15%

Innovators W=EIIRele]oi=lcM Early Majority | Late Majority Laggards

Self identify to MSLs, engage with

N " . it
PRE-LAUNCH SSP and digital educational channels © proactive or reactive activity

. - Awareness/ Awareness Minimal
LAUNCH Potential Trialists Trialist (Pull) (Push) (Push)

_
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Uptake of new ideas:

The diffusion of innovation

PRE-LAUNCH

LAUNCH

POST LAUNCH

Reimagine
customer
Cngagenicy J Webinars

15%
RI\VEII<I Early Adopters

Self identify to MSLs, engage with
SSP and digital educational channels

Potential Trialists

Advocates/No activity

Early Majority

Awareness/
Trialist (Pull)

Trialist
(Push/Pull)

28/10/2022 © Across Health
Proprietary and confidential information

No proactive or reactive activity

Awareness
(Push)

Aware/Trial
(Push)

Late Majority

Laggards

Minimal
(Push)

Aware
(Push)

#3 ACROSS
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Forxiga DECLARE launches: Early engagement as an indicator for a successful launch

Early pre-launch engagement

[alale)VZ1delcH Early Adopters

Self identify to MSLs, engage with SSP
PRE-LAUNCH and digital educational channels

Source: IQVIA whitepaper; No More Surprises: Understanding Predictors of Launch Success

et
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Forxiga DECLARE launches Pre-launch engagement early indicator to a successful launch

Early pre-launch engagement Successful Launch

Measures of success
* High HCP awareness of DECLARE trial and
9 associated data
* Increasing HCP willingness to recommend and
prescribe the brand
« Strong Net Promoter Score (NPS)
* High channel mix and share of digital channels

[alale)VZ1delcH Early Adopters

Self identify to MSLs, engage with SSP
PRE-LAUNCH and digital educational channels

Source: IQVIA whitepaper; No More Surprises: Understanding Predictors of Launch Success

_—
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The importance of digital at launch is widely recognized...

{» How important is the digital component of your launch brands?

2020

44% 15% 3%
2022 26% e EX
6-20% of total budget M No digital component / Maturometer™ 2022
i 21-30% of total budget Very limited (1-5% of total budget)
Source: Maturometer™ 2022 W Over 30% of total budget

et
prtmrpet:’ 28/10/2022 © Across Health ’\ ACROSS
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Despite the critical importance of prelaunch and the new stakeholder engagement
environment, only 47% will start the digital activities early

Q: When does your company normally start with digital activities to support the launch of a product?

Significantly ahead of launch (e.g 10-18 months
prior) to shape the market and increase awareness
for disease/new treatment category

Around commercial launch of the product

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

Several months post launch

8% _/ Maturometer 2022

Source: Maturometer™ 2022, EU Biopharma, n=127

_—
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Importance of getting it right: now, more than ever before...

2009-17 “Digital PoP”

25 -
20 4
15 4

64% higher
5 1 digital share

Q1 Q2 Q3 Q4
Top Launches == All Other

¢ 40% of 2009-2017 launches
did not meet 2-year forecast
(IQVIA)

* Importance of digital
component proven

Mckinsey 2022: Developing pharmaceutical launch leaders and companywide capabilities at scale & Mckinsey 2021: Ready for launch: Reshaping pharma’s strategy in the next normal

_—
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Importance of getting it right: now, more than ever before...

2009-17 “Digital PoP” 2019-21 “Digital Only”

25 -

) I I In 50 out of the 86

15 4
disrupted launches,
companies lowered their
64% higher .
5 1 digital share expectations by more
than 25%.

Q1 Q2 Q3 Q4

Top Launches == All Other

e 40% of 2009-2017 launches

did not meet 2-year forecast
(IQVIA) # 2 5 O/O

* Importance of digital
component proven

Mckinsey 2022: Developing pharmaceutical launch leaders and companywide capabilities at scale & Mckinsey 2021: Ready for launch: Reshaping pharma’s strategy in the next normal
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Importance of getting it right: now, more than ever before...

2009-17 “Digital PoP” 2019-21 “Digital Only” 2022 - onwards 'Never Normal’

25 -

) I I In 50 out of the 86

15 4
disrupted launches,
companies lowered their
64% higher

s | Skl expectations by more ‘
than 25%.

HCP access down

or launches in new TAs

o

More multi-indication
launches

©

Q1 Q2 Q3 Q4

Top Launches == All Other

e 40% of 2009-2017 launches

did not meet 2-year forecast
(IQVIA) # 2 5 O/O

* Importance of digital
component proven

FTETN Crowded markets

Healthcare data explosion

Patient access issues

Mckinsey 2022: Developing pharmaceutical launch leaders and companywide capabilities at scale & Mckinsey 2021: Ready for launch: Reshaping pharma’s strategy in the next normal

More first-launch companies

Reimagi
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Where can omnichannel efforts boost launch success rates?

2022 - onwards 'Never Normal’ OLE FIT HOW?

Increase touchpoints, reduce time to critical frequency,

@ HCP access down * Kok K increase customer centricity

More first-launch companies * % % Boost data dissemination and disease awareness at
or launches in new TAs prelaunch and prioritize prescribers at launch

Omnichannel mix can be tailored to the engagement needs

Mornclmilidy ey *** for each indication (more/less F2F - more/less digital)

launches
Dynamic targeting and omnichannel personalisation can

Crowded markets *** create a competitive advantage

~
e

Healthcare data explosion Capturing health data is not a standard component of OCE
. i Pavyers at different levels (national, regional, local) have a
Patient access issues ** i . I ) ( g
strong interest in omnichannel engagement
Rc(l:;rt)(‘)lg;::‘s Q 28/10/2022 © Across Health ’\ AC HEALT
engagement 3 Webinars Proprietary and confidential information
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OMNITOPE’s Best in Class Launch: 2" Gen ABC-1 Inhibitor

Tikrenbi: BIC selective & Challenges: mid-size @ Accelerated FDA and

ABC-1 inhibitor, company, small medical EMEA approval based
indicated for the team, first oncology on Phase Il data;
treatment of solid launch within company - coordinated US and
tumors in patients with little awareness of EU4 + UK launch

a ABC-1 gene fusion company throughout

oncology community

coid
prtmrpet:’ 28/10/2022 © Across Health ’\ ACROSS
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| start my race not merely at the
"bang" of the starting pistol, but at .i
the “B” of the Bang
( — Lynford Christie
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Stepwise approach: Proven OLE success

STRATEGIC AUDIENCE COMMUNICATION
OBJECTIVES SEGMENTATION PRIORITIES

@ ®

WHAT is the launch  WHO are the key WHAT do we
objective launch need to
stakeholders? communicate?

CONTENT
ALIGNMENT

(&)

WHAT content is
important to our
different audiences?

Reinial:
customer § 28/10/2022 © Across Health
engagement @ 3 Webinars Proprietary and confidential information

CHANNEL
PRIORITISATION

©

WHAT channels
should we use?

MEASURE
AND ADAPT

WHICH activities
should we start,
stop or continue?



STRATEGIC AUDIENCE COMMUNICATION CONTENT
OBJECTIVES SEGMENTATION PRIORITIES ALIGNMENT

(81) (=) (&)

WHAT is the launch WHO are the key WHAT do we WHAT content is

important to our
different audiences?

objective launch stakeholders? need to
communicate?

What's the problem we are trying to solve?

From the perspective of the HCP or the patient?

* Awareness and understanding of basket trials to deliver robust
clinical evidence in orphan disease/small populations

* Reinforce the role of ABC-1 inhibition across multiple tumor types

* Establish the importance of routine biomarker testing and raise
awareness of testing infrastructure

* Engage with KOLs, societies and patient groups to establish
OMNITOPE in the oncology community

From the perspective of the company?

* Elevate internal expertise and align on an integrated launch
roadmap to ensure operational efficiencies and excellence

Reimagine
customes 28/10/2022 © Across Health
engagement 3 Webinars Proprietary and confidential information

CHANNEL
PRIORITISATION

©

WHAT channels
should we use?

MEASURE
AND ADAPT

WHICH activities
should we start, stop
or continue?



STRATEGIC AUDIENCE COMMUNICATION CONTENT
OBJECTIVES SEGMENTATION PRIORITIES ALIGNMENT

(81) (=) (&)

WHAT is the launch WHO are the key WHAT do we WHAT content is
objective launch stakeholders? need to important to our

communicate?

&)
15%

[alelVZ1iels I Early Adopters

Grow Grow Reach &
Relevance Relevance

KOLS/ BROADER ONCO
INVESTIGATORS /MDT COMMUNITY

Reinial:
customer § 28/10/2022 © Across Health
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different audiences?

CHANNEL
PRIORITISATION

©

WHAT channels
should we use?

MEASURE
AND ADAPT

WHICH activities
should we start, stop
or continue?



STRATEGIC AUDIENCE COMMUNICATION CONTENT
OBJECTIVES SEGMENTATION PRIORITIES ALIGNMENT
o =) &)
WHAT is the launch WHO are the key WHAT do we WHAT content is
objective launch stakeholders? need to important to our

i ? . .
communicate? different audiences?

Increase Relevance and Impact for the
Current Stakeholders

Field-only interactions

FROM supported by static content
v Innovators
TO Enhance existing Field Grow
Medical engagement with Relevance
digital based on persona &
unmet need KOLS/
INVESTIGATORS

Reimagine
customes 28/10/2022 © Across Health
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CHANNEL
PRIORITISATION

©

WHAT channels
should we use?

MEASURE
AND ADAPT

WHICH activities
should we start, stop
or continue?



STRATEGIC AUDIENCE COMMUNICATION CONTENT CHANNEL MEASURE

OBJECTIVES SEGMENTATION PRIORITIES ALIGNMENT PRIORITISATION AND ADAPT
(81) (o) (&) © ()
WHAT is the launch WHO are the key WHAT do we WHAT content is WHAT channels WHICH activities
objective launch stakeholders? need to , important to our should we use? should we start, stop
communicate? different audiences? or continue?

Broaden Ability to Identify and Serve

& » the Needs of NEW Stakeholders
Minimal Medical engagement
15%
Early Adopters
Grow Reach & Data-led scientific exchange with a
Relevance broader, prioritised set of key

healthcare stakeholders, based on
greatest unmet medical need +
local market environment

BROADER ONCO
/MDT COMMUNITY

engagement Proprietary and confidential information 49
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STRATEGIC AUDIENCE COMMUNICATION CONTENT CHANNEL MEASURE
OBJECTIVES SEGMENTATION PRIORITIES ALIGNMENT PRIORITISATION AND ADAPT

WHAT content is
important to our
different audiences?

Bill Gates « 1996

Reimagine
customer
engagement [ Webinars



Scientific Platform sits at the core of all communications content

Compelling, differentiating,

consistent, and accurate story is

@ essential when multiple internal
stakeholders and external agencies

S 1]
@ are involved

Do

o
Tl
o
[

.

et
customel Q 28/10/2022 © Across Health 42 ACROSS
3 Webinars
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Time poor Physicians need easy to consume content

Visuals/illustrations/charts 24.7

20.0

Powerpoint slides

Video interviews _ 6.4
Live online chat/conversations _ 6.3

Preferred digital format (Source: Navigator365™ EU5 Specialists, Q3 2022, n=4010 )
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From

Papers and PPTs

Reimagine
customer
engagemeiy O Webinars

Plain Language Infographic Web content Podcast Video
Summary

To

Easily understood, content blocks aligned to personas
and learning styles
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ORIGINAL ARTICLE (FREE PREVIEW

Trial of Antisense Oligonucleotide Tofersen for SOD1 ALS

<

Abstract
® BACKGROUND  The intrathecally ade

synthesis of the superoide A
&

amyotrophic Literal s

METHODS [0

QUICK TAKE VIDEO SUMMARY
Tofersen for SOD1 ALS

02:18

o) 00:00 / 02:18

QUICK TAKE VIDEO SUMMAR

Tofersen for SO01 ALS

engagement
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ENGOT-EN6/GOG-3031/NSGO-RUBY: A Phase 3, Randomized, Double-Blind, Multicenter Study of Dostarlimab

+ Carboplatin—Paclitaxel Versus Placebo + Carboplatin—Paclitaxel in Recurrent or Primary Advanced Endometrial Cancer

Mansoor R. Mirza," Robert L.

Mordic Society of Gymeecsiogical Oncology - Climcal Triate Unit
Aot s o e s A Gyadhaisgsche Ordelegie ADDL Unives sily Moapie) Behiesmeg Nais lein.
Unirorsiy of Torine Schvo! of Modicine, Candiols Cancor Intiitete, MCCS, Fontarione dol Promonts

? Lars C. Hanker,” Brian S * Giorglo ga,” Ellie Im,* Monica Walker,* Wei Guo,* Matthew Powell”
Resoarch Oymecolegic Oncology, McKesson, The Woodands, TX, USA;
Contos, Minmi, FL, UBA; "Muiticomter Natias Trials o Ovarias cancos (WITOS,
Schost of Modicine in St Lowis, 31 Lowis, MO, USA

of Omcologn.
Campus Lobeeh, Loboch, Gormany) *Sytroster
por FOwewtogia mcmmm-w LA 7 P —

= Envolied patients wil be randomized 1.1 10 Featment ame

. (TSR042) is an anti- doan (PO)1
monocional anibody Bt binds 10 PD-1 and eflectively Socks the inteaction with the
PO-1 igands 1 and 2 (POL1 and PO42)

Pa current of prima
+ Dostartimab has demcnateatod antiumor activiy, wih an objectve fesponse rate of . ST

A%, u—t--\mmm»m

« Pasents wih dsease recunence <€ months afler completing chemomeragy
* 1 dnease recumence

* Prioc Bevapy wih an a06-PO-1, aes-PD-LY, or ant-POL2 agent

+ Concomiant masgrances withn the last 3 years

* Urcontrolied CNS metastases

+ Immunccompromised'sAommane disease

s o

recurrent or
(EC) in the GARNET vial . Safety
[ Randomzed 11 | .
according W Comman
+ RUBY is a rogitrational iral designed 1o evaluate e efficacy and satety of Termeoiogy Creens for
- - pemesy Advense Events (CTCAE) v4.03
oo privy
Chnical Trist Number: NCTOX08 1706
« This vial s part of an intermational collaboration of ENGOT and the GOG Foundation 1
+ Envoliment is cngoing 2
139 paionts have boen rancomized o of My 1, 2020 L=
* Expactod primary reatout & lae 2021 -t
Erdpont Assessment
+ Patients with recusmont o primary advanced EC are elgible ooy vate Gy S oo
All Nsidoges (NCUINgG Carcnosarcoma) are elpble
Inclusion Criteria
"" « Patierts can be ervobed from B fofowing courtries
- Fomaie
v proves EC that is frst primary advances @
(ruo‘..u.u.m) ® e cxeco, {P Desmanpooor €2 Grosepwoosy () ey ety @ Poand ooy A Unraion icezoca) Untes Suses
« Pasiont is able 10 provide & humer sample for MMIR status test sty
« 8000 ee () Bagiem nooc &= Frvans nsco, © Hungary ceecon, & Nemerands 0cos) es-unnm. €F Unted Kingdom g
© Adoquaie cogan function ‘C«wwaom‘.&vn-ym‘ (Z twenel g0y & Noway o) @ Turkey msony
Key Exclusion Criteria Acknowlesgemaents
Pra— ey ~ "
« Paserts prior adprvant or i et
nacadyvart chamctherspy

R e

Marsoor Raza Mrzaglreghonh &

Presented at the Amecic an Society of Clin o Oncology
(ASCO) Congress, May 29-1, 2020.

ONSEOCTY 606
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@ GSK Scientific Congress Presentations

The RUBY trial

« RUBY is 3 regstrations! trial designed 10 evakute e eficacy and safety of
dostarkwad n combination with caoplatm-pacitasel in recument of primary
adhvanced EC compared with carboplatin-paciarel sone

Clrvcal Trial Number: NCTOX981796
* This trial is pat of an istemational collsbontion of ENGOT and the GOG
Foundation
* Envoliment is cngong

139 pationts have boen randomized as of May 1, 2020
* Expected primary readout is late 2021

Patients

* Patients with recurment or primary advanced EC are ebgitie
Al stologres (ndhuding cartinoaascoma) are elgible

Koy Inchusion Criveria.
« Poman
o Aget 258 yours

(P00 whagn 8 o 1 8 Sagonn)

* £CO0 wom ol or |

01 Sumsne recumence
* Pricr Saragy wih a0 a0-PO-4_ ans-POL, or ans-POLE agent
* Concomtant mabgrances wo e s 3 years

* Uncomtrotent ONS wemsatamen

g pANre Ganate.

Trial design

* Envolied patients will be randomied 1:1 50 teatment ams

Enrolling sites ™

Reimagine
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engagement 2 Webinars
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ENGOT-EN6/GOG-3031/NSGO-RUBY: A Phase 3,
Randomized, Double-Blind, Multicenter Study of
Dostarlimab + Carboplatin-Paclitaxel Versus
Placebo + Carboplatin—Paclitaxel in Recurrent or
Primary Advanced Endometrial Cancer

Mansoor R. Mirza," Robert L. Coleman? Lars C. Hanker® Brian

Slomovitz,* Gio;gv'o Valabrega,® Ellie Im,® Monica Walker, Wei Guo,®
Matthew Powell

+ Author information

Copies of this poster obtained through Quick Response (QR) Code are for
personal use only and may not be reproduced without permission from
ASCO® and the author of this poster

For more information on this poster, please contact

Mansoor.Raza.Mirza@regionh.dk

- Download or send
foad or Senc oSS Plain Language Summary

Audio summary of poster

Oops, we couldn’t find that track.
SOUNDCLOUD wilh

Plain Language Summary of ENGOT-EN6/GOG-3031/
NSGO-RUBY: A Phase 3, Randomized, Double-Blind,

Multicenter Study of Dostarlimab + Carboplatin-
Paclitaxel Versus Placebo + Carboplatin-Paclitaxel in
Recurrent or Primary Advanced Endometrial Cancer

Table of Contents

OO0
O3 @—=
= O

0 General information about this study

Full sclentific title:

© ©
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Time poor Physicians need easy to consume content

Visuals/illustrations/charts 24.7

Powerpoint slides

plain text [
Webinars _ 79
Video interviews _
Live online chat/conversations _
L]

Podcasts

Preferred digital format (Source: Navigator365™ EU5 Specialists, Q3 2022, n=4010 )

N
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Reimagine
customer
engagement

STRATEGIC
OBJECTIVES

(s1)

WHAT is the launch
objective

AUDIENCE
SEGMENTATION

WHO are the key
launch stakeholders?

COMMUNICATION CONTENT CHANNEL MEASURE
PRIORITIES ALIGNMENT PRIORITISATION AND ADAPT
WHATddto we WHAT content is WHAT channels WHICH activities
need to

important to our

i ? . .
communicate? different audiences?

Navigator365™

Your compass for omnichannel customer engagement in life sciences

50

Reach (%)

40
30
20

10

&[;] Webinars

[ email MSL

0.9

i
i
i
i
i
i
i
i
i
i
i
i
i
i
i
i
I
i
i
i
1

Multichannel Equivalence (MCQ)

28/10/2022 © Across Health
Proprietary and confidential information

should we use?

emedical remote
education MSL
° ®
.‘;’BS"“‘ patient
- Ssupport
[ ] programme
harma
rvice
centre
1.05 1.1 1.15 1.2 1.25 1.3

should we start, stop
or continue?

|
g%n;iﬁc

meeting

intganatior
dical diats
cstion phaselv  Meeting
]
1.35 1.4 1.45

6 Navigator365™ Core

N\ ACROSS
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MSL Orchestrated Engagement

Efficacy of Larotrectinib in TRK Fuséon—
Positive Cancers in Adults and Children

Channel agnostic content for MSLs
to use for both reactive and
proactive communication

Reimagine
customer
engagement s - 2 Webinars

Channel selection,
time, frequency all
chosen by MSL

Efficacy 1

dependent on HCP’s
preferences and
persona

Safety/QOL

e . .

Post-interac
follow-up

28/10/2022 © Across Health
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STRATEGIC AUDIENCE COMMUNICATION CONTENT CHANNEL MEASURE

OBJECTIVES SEGMENTATION PRIORITIES ALIGNMENT PRIORITISATION AND ADAPT
(81) () A) (&) ()
WHAT is the launch WHO are the key WHAT do we WHAT content is WHAT channels WHICH activities
objective launch stakeholders? need to important to our should we use? should we start, stop

i ? . . i
communicate: different audiences? or continue?

CHANNEL (DIRECT) BRAND (INDIRECT)

CONVERSION

ENGAGEMENT (will it make a

(do they like it?) difference?)

QUALITATIVE

EFFECTIVENESS
(how much of a
difference?)

REACH
(do we connect?)

QUANTITATIVE

_
custorl 28/10/2022 © Across Health
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THE B OF THE BANG: Pre-Launch readiness for KOLS and wider HCPs

More engaged, primed
group of KOL and DOL
advocates

Reimagine
customer
engagement 2 Webinars

I
]

15%

Early Adopters

28/10/2022 © Across Health
Proprietary and confidential information

* Increased opt-in across wide
MDT HCPs

» Appropriate Medical insights to
drive commercial plan:

* Challenges and bottlenecks
which need to be solved at
launch to improve patient
outcomes

* Understanding of HCP
educational needs and
behaviours to formulate
segmentation



THE B OF THE BANG : Pre-Launch readiness for the company

* Global to local roll-out plans to ensure
efficiency

« Commercial and Medical aligned
omnichannel plan

* Clear roles and responsibilities across
channel and content plan

 Medical identified critical issues and
bottlenecks

N

=
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’\ /\CRO S S a precision value & health team

HEALTH

Omnichannel Launch Excellence
common myths and mistakes



GIVE ME SIX HOURS TO CHOP DOWN A TREE AND
| WILL SPEND THE FIRST FOUR SHARPENING THE AXE

- ABRAHAM LINCOLN (

imagine

customer ,\(‘RVL )7.\.\

engagement s




Jactics without
strateqy is the noise

helore deleat

imagine



In gut we trust...

OVERESTIMATED BY INDUSTRY

MSL

In-person local meetings

Rep

474

Virtual local scientific meetings with HCPs
Emedical education
Webcasts/webinars

Remote video detailing

Rep-triggered emal UNDERESTIMATED BY INDUSTRY *

Your own website [
Apps o
Mass email by your company [ )

3rd party media o

|endig

B Impact score industry

Source: Navigator365TM Core, EU Specialists 2021 (n=4661) & Maturometer™ 2022, EU Biopharma (n=127)

Reimagine
customes 28/10/2022 © Across Health
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Impact score HCP






It's not about...
Innovation for
innovation’
sake

Try to avoid the
shiny objects




rics only tell yo

S ——=

OR

CTR/CTOR
Number of delegates/attendees
Time on site

~ —r—

NPS of brand and company
CES

Open rate by HCP persona by subject line/content
type

NPS by persona

Customer satisfaction score by segment and persona
Channel preference by segment

Intent to prescribe/refer/test

Download rate by personas

NPS per sales territory

Application of content to clinical practice by

segment/persona

4 ACROSS
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The biggest risk
is not taking one

(ROI'vs. COI)

HHHHHH



Across H
ealth frame
work: Omnichannel Launch E
xcellence 2.0

r\ ]\C?E T4 LSTSH Home products ¥ Services ¥ Resources ™ Events ¥ About ¥ Careers™ Contact ~
O Omnichanne pxcellence % C h e k
Framework for evidence”! _pased OCE faunch stratesy design C O u t
0 i ac
mnichann ross.health
el-launch-ex
Peter Drucker ce | | ence
Aquote, often attributed to Abraham Lincoln, goes something like this:
«If | only had an hour to chop dow e, | wou uld s spendt the firs t45m minutes sharpen ing my aX€ e’ A similar strategy-ﬁrst approach should cé
bea pphed to the ever more €O mplex artand science ofl chmg a piopharma product.
o O
Excelléllllélé(ihgnne] Launch
2.0 can hel
. . 1p you 50
- OK AN
to get 1t right sooKm EroMoT AL
rstname”
HOW DO you PR\OR\T\ZE I
iness email address™
ob title*

o and

stomer channe! \\\v\ud
search

preferent
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https://www.across.health/omnichannel-launch-excellence

Good luck with your launch!

Want to learn more?
Pick up the phone 4 ACROSS
or drop us an email

Ruud Kooi

SVP global accounts
+31 648 10 20 30

Ruud.kooi@a-cross.com
+31 648 102030

4 ACROSS

Ben.harbour@a-cross.com
+44 7480 373735

Ben Harbour

Senior Consultant
+44 7480 37 37 35
ben.harbour@a-cross.com

b g - “4\7
- L s T
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More to come

Sign up to our upcoming session...

UPCOMING WEBINAR

Want to know the best way

to engage with your
Payer audience?
WEBINAR - WED 16/11

5.Omnichannel for
Payers:

A big opportunity
for pharma

WED 16/11 - 16:00

l The webinars

Reimagine
customer
engagement 2 Webinars

Webinar

Omnichannel for
Payers: A big
opportunity for
pharma

PAST EVENTS

PAST EVENTS & RECORDED WEBINARS

or have a look at our on-demand webinars

Post-C @

vk HC in " Scala 365 3
(rrmtingetly Tosania-Key tresds in the HCP mix i the Never Normal Navigator 165"

_rwne : (B o w0 -

&h ) £
— Ba o— —

Webinar Webinar Webinar Webinar Vebinar Webinar
Omnichannel Post-COVID Tips for your 2023 Looking back & O Launch &
maturity: what's the ] HCP forward: Key trends in Excellence in the Scala365™ Demo
industry up to engagement in planning the HCP mix (2021, Never Normal
(Maturometer 2022)? Romania - key trends 2022 & beyond)

Navigalor36s: Multichannel Omnichannel power,
neoocoe | 6. 3. e 01 i 2 The powerof
Wl it advanced uses. Maturometer ‘21 life sciences P for
ot o the results = AU Hitck ME amnichannel

e Moy e engagement =
-~ - o~ & b S .
) m‘* m‘- m— n._
Webinar Webinar Webinar Webinar Webinar Webinar
Key HCP 365™ 2021 Ol in life O The power of
trends advanced uses sclences? Not a black & sales
&white story f
teams into engagement
‘omnichannel experts

28/10/2022 © Across Health
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https://across.health/2022-webinars
across.health/events

Please give us your feedback!

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

Ii:l:lsll](‘)‘ﬁ::)‘l(‘: Q 28/10/2022 © Across Health
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