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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
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[Enter a question for staff] -
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* 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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Agenda

1. Why all the stars are aligned for Cx Benchmarking

2. In search of the ultimate KPI for evaluating pharma performance
3. Correlation analysis between Cx Excellence and business outcome (client cases)

4. Navigator Cx Benchmark for providing actionable OCX insights

5. Holistic KPI framework for impact measurement
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Why all the stars are alighed for Cx Benchmarking
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Since the pandemic, digital marketing budgets ramped up significantly

@ Which percentage of your marketing budget is allocated to digital initiatives this year?

32%
28/
27%
TODAY
i (o)
Dot AL SPEND 22% 23%
19% 19%
16%
14%
COVID

2015 2016 2017 2018 2019 2020 2021 2022 2023
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What's the size of the prize ? Should we continue to invest in the new OC GTM model
or revert back to the OLD NORMAL ?

@ What are potential bottlenecks for digital in your organization?

2021 (n=135) 2023 (n=217)
. Regulatory / Legal / Healthcare
0, 0,
Not enough internal knowledge 16% compliance issues 21%
Regulatory / Legal / Healthcare o :

compliance issues 15% ROI questions
No clear digital strategy 14% Not enough internal knowledge
ROI questions 9% No clear digital strategy
No headcount to support this 8% Lack of technology
o No clear reason to change/no
Lack of technology 8% "burning platform”
Lack of internal buy-in/priority 7% No budget

&/ Maturometer ™ 2021-2023, EU Biopharma
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Poll

How important is benchmarking as a driver for Omnichannel and
Cx excellence (OCX) for you ?

We use OCX Benchmarking routinely
We already started an OCX Benchmarking pilot

We are considering a project in 2024
We looked into it, but didn’t find it an effective approach

Totally irrelevant

N .
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Very few respondents are benchmarking routinely, but interest is there
Relatively low satisfaction levels as a result of mainly “internal” benchmarking activities

@ How important is benchmarking as a driver for @ Which omnichannel benchmarking parameters
omnichannel excellence for you? are you tracking/considering?

We use omnichannel

0,
benchmarking routinely 9%

External metrics

® Internal metrics

We already started an
omnichannel
benchmarking pilot

34%

k/ Maturometer ™ 2023, EU Biopharma, n=203*

We are considering a

27% *Respondents that don't consider benchmarking irrelevant
project in 2023

@ How satisfied are you with your current omnichannel
benchmarking activities?

We looked into it, but

did not find an effective 24% 13%
approach .

35% | Satisfied

Neutral
. 6(y . . .
Totally irrelevant 0 m Dissatisfied
52%
\/ Maturometer™ 2023. £u Biopharma, n=217 \/ Maturometer ™ 2023, EU Biopharma,, n=94"*

**Respondents have experience with omnichannel benchmarking
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CUSTOMER
PERCEPTION?

COMPETITORS?

Anticipate
industry trends
and stay ahead

Capitalise on
opportunities

imagine ? 4 ACROSS
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Agenda

1. Why all the stars are aligned for Cx Benchmarking

2. In search of the ultimate KPI for evaluating pharma performance

3. Correlation analysis between Cx Excellence and business outcome (client cases)

4. Navigator Cx Benchmark for providing actionable OCX insights

5. Holistic KPI framework for impact measurement
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Net return on investment

ROI = X 100

Cost of investment
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Measuring ROI: some prickly issues

* How to isolate the revenue impact of digital
activities from F2F activities?

* Over which time period do you calculate the
revenue impact?

* How holistic a view of costs should you take? Clear
set of direct costs - but what about indirect costs?

* How to predict future impact if conditions change?
(new competitor, price/ reimbursement change / Gx

entry / ...

* How do you assess the value of activities for which
ROI cannot be measured (patient outcomes, brand
equity, customer satisfaction, ...)?
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Company-level vs. Brand level KPIs: how do they differentiate?

Example - US oncologists 2023 (Navigator365 Core) and breast-cancer treaters (Navigator365 Cx Benchmark)

Merck

Pfizer

Novartis
AstraZeneca

Bristol Myers Squibb

HILO delta

CSAT = Customer Satisfaction Score
CES = Customer effort Score
NPS = Net Promoter Score

Reimagine
customer
engagemely 0 Webinars

h COMPANY LEVEL" : BRAND LEVEL"*

1st (72%)

3rd (71%)

5th (66%)

4th (68%)

1st (72%)

6%

2nd (48%) 1st (4) 2nd (64%) 1st (37)
2nd (48%) 2nd (2) 3rd (60%) 3rd (7)
1st (50%) 3rd (-2) 3rd (60%) 4th (0)
4th (45%) 4th (-5) 1st (66%) 2nd (24)
5th (44%) 5th (-6) - i

6% 10 6% 37

*Source: Navigator365™ Core, US oncologists, 2023 (n=200)
**Source: Navigator365™ Cx Benchmark, US breast cancer, 2023 (n=101)
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Company-level vs. Brand level KPIs: how do they differentiate?

Example - US oncologists 2023 (Navigator365 Core) and breast-cancer treaters (Navigator365 Cx Benchmark)

(@ ]

Merck

Pfizer

Novartis
AstraZeneca

Bristol Myers Squibb

HILO delta

CSAT = Customer Satisfaction Score

CES = Customer effort Score
NPS = Net Promoter Score

Reimagine )
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h COMPANY LEVEL" E BRAND LEVEL"*

1st (72%)

3rd (71%)

5th (66%)

4th (68%)

1st (72%)

6%

2nd (48%) 1st (4) 2nd (64%)
2nd (48%) 2nd (2) 3rd (60%)
1st (50%) 3rd (-2) 3rd (60%)
4th (45%) 4th (-5) 1st (66%)
5th (44%) 5th (-6) -

6% 10 6%

*Source: Navigator365™ Core, US oncologists, 2023 (n=200)
**Source: Navigator365™ Cx Benchmark, US breast cancer, 2023 (n=101)
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Brand NPS can vary dramatically between indications and treater types

NPS RANGE BY DATASET - EUROPEAN SPECIALISTS, 2022-2023

B Average NPS
N=2,348

-17

-16

21026 Jaj0wo.d 13N

-40

-60
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NPS Definition

@ On a scale from O to 10, how likely are you to recommend this brand to your peer?

S/ / |
5 6

e / \ N\
1 2 3 4 | 7 9 \

/ \ Y
DETRACTORS PASSIVES PROMOTERS

NPS= % OF PROMOTERS — % OF DETRACTORS

© Across Health
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HCPs who are promoters of a brand prescribe 2,5 times more than detractors. So what drives NPS ?

AVERAGE MONTHLY NUMBER OF PATIENTS GIVEN A PRESCRIPTION Bl Detractors [ Promoters

30

Source: Bain & Company disguised client case
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Poll

Which driver is most influential in defining HCP brand preference
(NPS) in majority of specialties and markets ?

1. Brand attributes (e.g. efficacy/ tolerability/ dosing/...)
2. CX attributes (i.e high quality engagements with the brand)
3. Brand attributes and Cx attributes have an equal weight

Reimagine )
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High NPS ratings from ‘promoters’ and ‘passives’ are primarily driven by Cx

90%

80%

70% ot ecn el e
60%
50%
40% n
30%
20%
10%
0%

Percentage of respondents

% OF SPECIALISTS WHOSE NPS RATING WAS DRIVEN BY CX FACTORS
M % Cx-driven for promoters M % Cx-driven for passives I % Cx-driven for detractors

N=1,005
Heart Failure Asthma Cholesterol Cholesterol Prostate Cancer Psoriasis Asthma HIV MS SMA Breast Cancer CML Prostate Cancer HIV
(Cardiologists)  (Allergologists)  (Cardiologists) (Lipidologists) (Oncologists)  (Dermatologists) (Pulmonologists) (Internists) (Neurologists)  (Neurologists) (Oncologists) (Hematologists)  (Urologists) (Infectiologists)

Source: Navigator365™ Cx Benchmark, US specialists, Q4 2022-Q1 2023
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What drives an optimal Cx according to HCPs ?

GLOBAL APAC

Knowledgeable staff 1st 2nd 1st 1st

Easy to contact/engage with 2nd 1st 2nd 2nd

Respects my time 3rd 3rd 3rd 4th

Fast response/feedback 4th 4th 4th 3rd

Knows my professional interests 5th 5th 5th 6th

| can get information & service through any channel 6th 6th 6th 5th
Knows & respects my channel preference 7th 7th 7th 7th

Source: Navigator365™ Cx Benchmark, all specialists, 2023
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Agenda

1. Why all the stars are aligned for Cx Benchmarking

2. In search of the ultimate KPI for evaluating pharma performance

3. Correlation analysis between Cx Excellence and business outcome (client cases)

4. Navigator Cx Benchmark for providing actionable OCX insights

5. Holistic KPI framework for impact measurement
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The ultimate hypothesis we wanted to test

N,

Data extracted from MS evolution data
Navigator Cx Benchmark provided by IQVIA

Rei i )
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[_] The webinar series

Analysis in ‘infectiology’ market with limited # players
based on N = 301 prescribers in / markets

Case study 1

We demonstrated the correlation between
OC, Cx, NPS and MS% evolution
leveraging Navigator CX Benchmark data



Cx is strongly correlated with NPS...can we tie Cx excellence to business outcomes?

NPS DRIVERS - INFECTIOLOGIST

N = 301
M Brand-related Mix M Cx-related
m Brand A (52%) 6% 55%
o
0
el Rl .
i} S i
(9-10) 5
. %)
% Passives S Brand B (40%) 8%
(7-8) A
< 9
= e N - D
0 =
PRI T3 manasaen
(0-6) =
(WH]
a Brand C (29%)

Reimagine
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%

Source: Navigator365™ Cx Benchmark, 2023
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Cx is strongly correlated with NPS...can we tie Cx excellence to business outcomes?

NPS DRIVERS - INFECTIOLOGIST EU5

Detractors should first
be convinced of product
m parity/superiority;

N=250
M Brand-related Mix M Cx-related
m Brand A (52%) 6% 559
S
0
el It
(9-10 2
0 : rk
% Passives 4 Brand B (40%) %
78 B
Sl - 3 @@ -
0 =
POGEt g s e
(0-6) =
(WH]
a Brand C (29%)

Reimagine
customer
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Cx is a distant second

|
3
2
=
w
&

Source: Navigator365™ Cx Benchmark, 2023
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Cx is strongly correlated with NPS...can we tie Cx excellence to business outcomes?

NPS DRIVERS - INFECTIOLOGIST EU5
N=250
M Brand-related Mix M Cx-related

Brand A (52%)

& 6% 55%
% Promot 2
(9-10) z
- B 2
Brand A (40%) 36% % « . ”n
I E How can you delght
. 0 passives through a
9 W Brand B (40% .
% Passives > rand B (40%) 5% 6% superior Cx to
(7-8) ) become promoters?
5 9 Detractors should first
% Detractors 5 Brand B (16%) N » be convinced of product
(0-6) oA parity/superiority;
|_
= . .
a Brand C (29%) Cx is a distant second

|
3
2
=
w
&
2

Source: Navigator365™ Cx Benchmark, 2023
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Omnichannel
OMNICHANNEL EXCELLENCE / CX PERFORMANCE CORRELATION - 2023

A Brand 1 Brand 2 [l Brand 3 (launch brand) @ Brand 4 excel Ie N Ce iS

100% strongly
Infectiology prescriber analysis in 7 markets | t d th

g Cx performance

ot 80%

&

Country A

5 A A

- Country C

&‘j ‘ : Country F Country B

) C A Country D -

ot ountry G ntry ]

€ 60% A Country G

.g Country C [ Country E

Country F

LE Country E .

0]

= Country B - .CountryC

.g . Country A

3 40%

O Country F

Country D
Country G
2 = i =
o Country A R? = 0.88, correlation = 0.94
20%
40% 60% 80% 100%
Omnichannel Performance (%)
Source: Navigator365™ Cx Benchmark, specialty redacted, 2023 (n=301)
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CX PERFORMANCE / NPS CORRELATION - : 2023
A Brand 1 Brand 2 [ Brand 3 (launch brand)

80%

Cx is strongly
correlated
with NPS

Infectiology prescriber analysis in 7 markets

60%

Country A AA Country B

S

% oo Country D
(o]

Country € . Country G

A Country F

Country E Country E .
20% Country A— I} Country D »Country c
. . Country F Country G
C try B
.Oun v R? = 0.62, correlation = 0.78
0
o 60% 80% 100%

Customer Experience Performance (%)
Source: Navigator365™ Cx Benchmark, specialty redacted, 2023 (n=301)
* Net Promoter Score (NPS) is calculated by subtracting the percentage of detractors from the percentage of promoters. Only prescribers are taken into consideration.
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NPS / MARKET SHARE EVOLUTION CORRELATION - 2022-2023

________

~.
S ——m———

--------

A Brand 1 Brand 2 [ Brand 3 (launch brand)

6%
)
N
o
§ 5%
o
N ACountry B
8 /
g 4% Country A A
2 Country A .
o
5 Country C /
Q 3% L
> Country E
(7] Country G
v Country CA A Y
.E: Country G A\ Countty D A\ \
e
g - ﬂtw D .
<
=
§ ;M ——- Contry F 4 d
>_ N\,
- 1%

[l Country F R2 = 0.47, correlation = 0.69
0%
0 10 20 30 40 50

NPS

Source: Naviga*tor365TM Cx Benchmark (n=301) and client data, 2022-2023

* Net Promoter Score (NPS) is calculated by subtracting the percentage of detractors from the percentage of promoters. Only prescribers are taken into consideration.

Reimagine
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[_] The webinar series

Analysis in competitive ‘dermatology’ market with
many brands based on N = 252 prescribers in 5 markets

Case study 2

We demonstrated the correlation between
OC, Cx, NPS and MS% evolution leveraging
Navigator CX Benchmark data



Case study 2

Reimagine
customer
engagement

Cx seems to be a strong driver of NPS

NPS DRIVERS - DERMATOLOGIST EU5

N=252

PROMOTORS

©
B

I
2
o

PASSIVES

DETRACTORS

Q{;} Webinars

Brand F (43%)
Brand C (42%)
Brand A (40%)
Brand D (36%)
Brand E (29%)
Brand G (22%)
Brand B (15%)

Brand F (41%)
Brand C (41%)
Brand A (39%)
Brand D (50%)
Brand E (51%)
Brand G (48%)
Brand B (51%)

Brand F (16%)
Brand C (17%)
Brand A (21%)
Brand D (14%)
Brand E (20%)
Brand G (29%)
Brand B (35%)

M Brand-related Mix M Cx-related

3%

Q

s
{

2

-
&
3
3
%

|
o
a‘?.
&
3
| | “?

|s

7% 40%

e

2%

Source: Navigator365™ Cx Benchmark, 2023
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OMNICHANNEL PERFORMANCE / CX PERFORMANCE CORRELATION - 2023

100 % Brand F Z\

-
|

Q =

(@] -
O /o ol
o
-
-
-
-
-
-
-
-
-
-
-
-
-
-
-
e
-
-
5

0 —

(o]

70%

60 %

Customer Experience Performance (%)

50 %

Correlation = 0.90

40 %
50% 55% 60% 65% 70% 75% 80% 85% 920% ?25% 100%

Omnichannel Performance (%)
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CX PERFORMANCE / NPS CORRELATION - 2023

* Analysis for EU5 Dermatologists

40
30 BrangLE—A
A Brandc .77
‘ BrandD ___.--"""
20 . ,,,,,
Brand A (launch brand) ="
o T
O T <>Brand E
s
o — 1 sl
50% 60%---"~ 70% 80% 90% 100%
"""""" O Brand G
o
—————— Brand B Correlation = 0.80
20
30
Customer Experience Performance (%)
Reimagi
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NPS / MARKET SHARE EVOLUTION CORRELATION - 2023

_______
- ~,

~.
‘‘‘‘‘‘‘

~ -
.......

B Brand A (launch brand)

20 %
NPS
1,5% N
a wel— =T
3 ””””
=< L N e =
I I e T e T T = e Brand F
5 R /\
% Brand¢ =77
0 0:6% (y—————————— ==
o : s
5 10 5 “ 5 10__---- 15 20 25 M 30 35 40
4 BrandB | -7 Brand C
3 0,5 % e
z S ®
s T Brand D
> -
,,,,,,,, 10%
1.5% <> Brand E Correlation = 0.64
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Agenda

1. Why all the stars are aligned for Cx Benchmarking
2. In search of the ultimate KPI for evaluating pharma performance

3. Correlation analysis between Cx Excellence and business outcome (client case)

4. Navigator Cx Benchmark for providing actionable OCX insights

5. Holistic KPI framework for impact measurement
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Use Navigator365™ Cx Benchmark insights to improve your brand OCE leadership & CX

ﬁ’ Navigator365™ Cx Benchmark

e Identify which strategic @ Understand which channel e Discover which CX
channel decisions to make for & content attributes to attributes to improve
improving the competitive address for improving for your brand to drive
position of your brand customer engagement OCE leadership

egujtzm;:t Context of Omnichannel Customer
848 execution engagement Experience
strategy

Market Share

ACROSS HEALTH Strategy Services

Brand success requires effective omnichannel management

>
r
—
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A uniquely actionable wealth of benchmarking insights

ﬁ’ Navigator365™ Cx Benchmark panmers

Pharma content on 3rd-party”

eMedical education

MSL email

Pharma eNewsletter Pharma app

Pharma website (physicians) Pharma podcast
Remote rep/KAM
Rep/KAM email

Self-detail

Pharma webcast

Remote MSL

32 channels,
5 overall brand-level
KPls,
5 content attributes and
4 channel attributes

Social media (physicians)”

COMMERCIAL MEDICAL

Conference booth’ International scientific meeting

Local scientific meeting
MSL F2F visit
MSL F2F visit with tablet
MSL phone call

Journal ad”

Pharma DM/newsletter
Rep/KAM F2F visit

Rep/KAM F2F visit with tablet
Rep/KAM phone call

Pharma service centre

Phase IV

NPS & DRIVERS Sample

CX & DRIVERS
5
BRAND-LEVEL CUSTOMER EFFORT SCORE
KPls

OMNICHANNEL & CHANNEL BREADTH RELEVANT TO PRACTICE

PATIENT CENTRICITY s TRUSTWORTHY/BALANCED

CONTENT CLEAR/CONCISE
ATTRIBUTES
FRESH/NEW

ENGAGING/INTERACTIVE

Reimagine g -
customer ‘ 23/04/2024  © Across Health
3 Webinars
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Pharma website (patients)

Social media (patients)”

Patient support programme

4
CHANNEL

ATTRIBUTES

PATIENT

Patient education brochure

Online

Offline

RIGHT FREQUENCY

RIGHT TIME

EASE OF ACCESS/USE

PERSONALIZED APPROACH

* Paid or 3-party channel
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Agenda

1. Why all the stars are aligned for Cx Benchmarking
2. In search of the ultimate KPI for evaluating pharma performance
3. Correlation analysis between Cx Excellence and business outcome (client case)

4. Navigator Cx Benchmark for providing actionable OCX insights

5. Holistic KPI framework for impact measurement
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Introducing a more holistic framework of measurement

Impact = f (REACH, ENGAGEMENT, CONVERSION, ADVOCACY, RETURN/COST)

Impact = f (NEOCORTEX + LIMBIC)

_—
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A holistic KPI| framework leveraging both INTERNAL and EXTERNAL KPIs for demonstrating business impact

Leading indicators Lagging indicators
Customer experience & engagement Attitudinal conversion
)
P
-+
(C
5
©
S
Channel reach & interaction Behavioural conversion
)
P
)
(C
5=
)
C
(C
S
Reimagine
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SVP Global Accounts
+ 32478 64 28 46
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Question time!

Vanessa Huichard

Senior Strategy Consultant
+33679706253
vanessa.huichard@a-cross.com




Want to know more? Join us on our upcoming webinars

customer

Wengagement

[ ] The webinar series

FEB to OCT 2024

To sign up:

across.health/2024-webinars

Reimagine U )
clusl()mcr k‘ 23/04/2024  © Across Health
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Omnichannel Launch Excellence:
The pivotal role of Medical Affairs
THURSDAY, MAY 23™ 16H CET

Omnichannel upskilling: Transforming customer-
oriented teams into customer engagement experts
THURSDAY, JUNE 13™ 16H CET

Omnichannel transformation:

Where's the industry at? (Maturometer™ 2024)
TUESDAY, OCT 15T 16H CET


https://across.health/2024-webinars

The 2024 survey is now open... (\We need your input!)

Omnichannel transformation
in life sciences: evolution or revolution?™

/ Maturometer™2024 E’g}&

WWW.across.health/maturometer2024

Reimagine o o e ( R( )
clusl()mcr ‘ 23/04/2024  © Across Health l\ /\ HE & LSTSH
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https://across.health/publication/the-multichannel-maturometer-is-back-for-its-16th-edition

Please give us your feedback!

Right after the webinar, a short satisfaction survey will be launched.

We would love to know your opinion!

Reimagine .
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Talk to us about how our strategic consulting services -
fuelled by the latest HCP and industry insights pulled
from our Navigator365™ and Maturometer™ research -
can help accelerate your journey towards delivering an
unparalleled omnichannel customer experience.

23/04/2024  © Across Health
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