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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 ]
[Enter a question for staff]) J
=

* 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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Poll 1: Omnichannel today in Pharma: what’s the issue?

Too high HCP expectations

Too high industry ambition

Industry skills on Omnichannel are low
All of the above
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Omnichannel customer engagement is becoming the next normal...

So what’s the issue?

HIGH
HCP expectations

57% of
EU5+US specialists
are neutral or not

satisfied with
biopharma'’s current
digital efforts.

Only 10% observed a
significant
improvement in
2023*

*Source: Navigator365™ EU5 and US SPEC (Cardio, Derma, Endocrino, Hemato, Onco, Neuro, Pulmo, Rheum),

2023 Q3,n=5,613
**Source: Maturometer™, preliminary results 2024, n=132

Reimagine
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HIGH
industry ambitions

Industry ambitions
for omnichannel
customer
engagement
excellence are
accelerating
rapidly

13/06/2024 © Across Health
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LOW
industry skills

Only 5% of pharma
staff fully agree
with the statement
“staff are well
trained in the use
of digital”

... Another 27%
somewhat agree™”
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Pre-Covid, digital demand was already rising steadily

J U
[ @ How important are Pharma’s digital channels?

40%

35%

30%

25%

20%

15%

10% 8%
5%
0%

Very
unimportant
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41%

18% I

Slightly Neutral Slightly
unimportant important
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54%

13%

Very Source: Navigator365™ Core,
important (Entii Slgic)\allsts Q4 2019
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Today, a large majority of HCPs say digital channels from pharma are important

Reflecting the ubiquitous adoption of digital services in everyday life

(o)
. e ,
m (?) How important are Pharma’s digital channels: 45, 64 /O

23%
19%
13%
8%
: .
Very Slightly Neutral Slightly Very Source: Navigator365™ Core,
unimportant unimportant important important EUS Specialists Q3 2023

(n=4,031)
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In 2019, only 1 in 3 HCPs were satisfied with pharma’s digital offerings

U U (?) How satisfied are you with Pharma'’s digital offerings?
40%
(o)
(2) 33%
30% 2%
24%
o
0, 1
20% -
15%
10%
5%
4%
- =
o Source: Navigator365™ Core,
- ) 0% FU5 Specialists Q4 2019
%@ Navigator365™ Core 0 1 2 3 4 5 (n=4,104)
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Significant improvements have been achieved: can we be satisfied?

(?) How satisfied are you with Pharma’s digital offerings?

U U
2023 40%

35%
30%
25%
20%
15%
10%

5%

0%
a Navigator365™ Core
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16%

3%
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38%

45%

7%

Source: Navigator365™ Core,
EUS5 Specialists Q3 2023
(n=4,031)

TN ACROS:

8



Reimagine
customer
engagement

Global Digital Director Oncology at Sanofi
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Bram Van Leeuwen
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Was there a need for upskilling
iIn omnichannel strategy and
omnichannel implementation?

Reimagine 106/2024 ¢
L‘l:lsll](;lgl:ltll" ‘ 13/06/2024 © Across Health ’\ /\CBECA)LSTSH
engagement

CJ Webinars Proprietary and confidential information

10



Poll 2: What proportion of total pharma marketing budget is spent on digital?

Less than 10%
Between 10 and 25%
Between 25% and 50%
More than 50%

wn

A ACRQ;
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Positive long-term digital spend trend, though stagnating at pre-Covid level

PERCENTAGE OF DIGITAL SPEND

32%

DIGITAL SPEND

23%

14%

Higher investment = Better outputs
Right?

2015 2016 2017 2018 2019 2020 2021 2022 2023 2024

/ Maturometer™ 2024 n=90 (preliminary results)
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Are we mastering these 4 components of an omnichannel foundation?

Develop relevant and
inspiring content
that informs and engages

Understand who the
customers are

Effective use
and optimization of
engagement channels

Effective use of data to
develop insights that lead to
specific, informed actions

_—
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Is it possible for performance to improve if staff are not well trained?

U U >
= T
<
[l
2024 =
@]
@)
5
w =
)
O 3
w0
% > Cross funct O
< ©© teams Technology
> . Board support
o Innovation culture
8 .I Channthangemgmt Custorner;ourney
PEI ; Cx program @ .acceptance o—6o 360° HCP
a 0 . ontent W Il database
trained
Channel
MEDIUM HIGH

IMPORTANCE FOR MY COMPANY

/ Maturometer™ 2024 n=132 (preliminary results)
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Poll 3: Do you feel that you have sufficient knowledge of all opportunities offered by digital for your
business activities?

Totally insufficient
Insufficient

Between insufficient and sufficient
Sufficient
Totally sufficient

_
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50% of staff feel they do not have enough knowledge to leverage omnichannel opportunities

® Do you feel that you have sufficient knowledge of all opportunities offered by
digital for your business activities?*

36%

[ More than sufficient Between sufficient and insufficient B Totally insufficient
| Sufficient [ Insufficient

d Maturometer™2024 n=132 (preliminary results)

Reinie
telmaging 13/06/2024 © Across Health 43 \CROSS
chgascil 3 Webinars Proprietary and confidential information 16



Big gaps in staff capability remain... even after all these years

(» Do you agree with the statement:
“Staff are well-trained in the use of digital”?

60%
50%
40%
30%

20%

10%

12%

7% 8%

5% 4% 5%

2015 MTM 2019 MTM 2020 Covid 2021 MTM 2022 MTM 2023 MTM 2024 MTM*

0%

m Fully agree ™ Somewhat agree “Preliminary results
./ Maturometer”2015-2023

—
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Omnichannel capability building is a core component for successful change

The OC Maturity Index

Our variation on the Gleicher formula™ states there are four key dimensions for
successful change, and they ALL need to be present to ensure robust change.

Successful
change Slow start Laqk of. Frustration Laclf of
coordination action
* * 2 = *
(_Zoncrete Concrete Concrete Concrete
first steps first steps first steps first steps
+ + +

Capability Capability

to change to change

Clear vision
& goals

+

Need
for change

Capability
to change
+

Clear vision

Capability
to change

& goals

+

Need Need Need
for change for change for change

* Inspired by Dannemiller’s variation of the Gleicher formula (Source: Dannemiller and Jacobs, Changing the way organizations
change. A revolution of common sense. Journal of Applied Behavioural Science (1992))

Reimagine
customer
engagement 2 Webinars
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OMNICHANNEL
MATURITY

Across Health Maturometer™
2024 survey reveals

performance on ‘capability’
related drivers is considered
one of the weakest dimensions

OC Maturity score

165/400

Concrete first steps

Capability to change

Clear vision & goals

Need for change BWikel73

"How is my company doing in this area”

PERFORMANCE, EU Biopharma, 2024, Interim analysis (n=132)



What were your objectives for an
upskilling program?
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OMNITOPIA™ combines knowledge, skills and mindset development
with a superior retention rate

90%
of what we

Doin
the real t%ﬂng

Simulating
the real
experience

_Participating
in a discussion

Watching \ . hearandsee
a demonstration

Watching

30%

Confucius a movie of whotwe
‘I hear and | forget. Looking e
t pict % b
| see and | remember. atpictures L% RN ."’0:
n .- N - %
I do and I understand. Hearing RS VEO e
words 'QT o=
R 08,
Reading e °f
Bt .:
s @) @ (%),
* s
v 1eGA0
Information oy G G G
Retention Rate T 66 &
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Serious simulation game
5 rounds, each round starts from scratch

* Discover digital in an omnichannel commercial context
Round 1 * Build an impactful OCE plan on top of an existing, traditional one
* Learn about customer segments, channels and training resources

* Build an impactful OCE plan on top of an existing, traditional one
Round 2 * Learn about the |m.pact & reac'h of channels (MCQs)
* Learn about analytics on past investments

» Plan according to customer preferences around 6 personas

)nquer the t
IN the orn

OMINIIT G I

Round 3 * Right content, channel and interaction preference
» Discover the insights provided by dashboards

by &% ACROSS

* Go omnichannel
Round 4 » Learn about data-driven planning

Round 5 * Learn about agile planning

"L‘l:::t‘(‘;ﬁ:'c‘l? 13/06/2024 © Across Health
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Building strong customer experience for various personas

{83 Menu

Personas

Name

Dr Smith

Prescription potential
gold

Group size

263

Description

Dr. Frank Smith is 3 45 year old
cosmogist. He runs a private clinic in
the capital of Omnitopia.

Digital affinity

Prefers a mix of wraditional and digital
channels

Interaction preference

Looks forward to interactions with
pharma companies

Promo content affinity
Receptive to promotional pharma

( content

Target Dr Smith

Prescription potential
gold

Dr Clarino

Group size

175

Description

Dr. Sofia Clarino is & 33 year. She graduated as

a cosmogist after clinical trial results of
Immunocosmins were released.

ital affinity

Prefers digital communication

Interaction preference

Is neutral towards interactions with pharma
companies

Promo content affinity

Interested in education content

Target Dr Clarino

Name

Dr johnson

Prescription potential

silver

Group size

262

Description

Dr. Martin Johnson is a 50 year old
cosmogist. He works at the university
hospital in the capital of Omnitopia.
Digital affinity

Prefers wraditional non-digital
communication

Interaction preference

Is neutral towards interactions with pharma
companies

Promo content affinity
Interested in education content

Target Dr Johnson

Name

Dr Abraham

Prescription potential

silver

Group size

315

Description

Dr. Julie Abraham is a 47 year old. She is
head of the Cosmogy department in a
hospital in Omnitopia.

Digital affinity

Prefers a mix of traditional and digital
channels

Interaction preference

Looks forward to interactions with
pharma companies

Promo content affinity

Receptive to promotional pharma
content

Target Dr Abraham

Name

Dr Robertson

Prescription potential

bronze

Group size

665

Description

Dr. Eric Robertson is a 40 year old
cosmogist. He practices from the second
largest city in Omnitopia.

Digital affinity

Prefers a mix of traditional and digital
channels

Interaction preference

Is neutral towards interactions with
pharma companies

Promo content affinity
Interested in education content

Target Dr Robertson

2N 10,821
Leaderboard Budget

30% \ 10,447
Market Share Z exp. MCQ

»

o>

Name

Dr Gregorio

Prescription potential

bronze

Group size

385

Description

Dr. Victor Gregorio is a 62 year old. He was one

of the first cosmogists to start treating his
patients with Intercosmin B.

Digital affinity
Prefers a mix of traditional and digital channels

Interaction preference

Looks forward to interactions with pharma
companies

Promo content affinity

Receptive to promotional pharma content

Target Dr Gregorio

3 Webinars
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Interactive actionable data to drive customer experience

Digital affinity Content affinity Interaction preference

Too few Too much Too few Too much

Frequency Satisfaction

Research shows that the optimal amount of contact points (in MCQ) is around 7.

Your previous round's average amount of MCQs per HCP per year was 8

Reimagine

customer 13/06/2024 © Across Health
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Too few

Too much
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Was your focus on Global or Local?
Or both?

l
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Key learnings from the simulation game

@ What are your key learnings from this training experience?

Approaching the right customers through the right
channel, with the right content at the right frequency is
fundamental.

Customers have specific needs and expectations that |
can address better through omnichannel than with
traditional approaches

57 %

It helped me improving my knowledge and skills on 57%
omnichannel engagement

I will spend more time on strategy before moving to 45%
tactics and channels

Teamwork is leading to a better understanding of each 44%
other roles and will lead to better outcomes

| now better understand why omnichannel planning will 43%
help me to better engage my customers

Agile and data driven planning and priotisation is 37%
essential to come to superior results

| have more options now to interact with my customers
Other 1%

0% 10% 20% 30% 40% 50% 60% 70% 80%
OMNITOPI/"  Post-game survey, n=583
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To what extent are the game concepts applicable to participants’ daily jobs?

@ To what extent are the concepts that you learnt applicable to your daily jobs

50%
40%
30%

20%

OMNITOPI/"  Post-game survey, n=583

Reimagine 106/7 3
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HOW ATHLETES CAN BUILD INFLUENCE,

MONETIZE THEIR BRAND, AND

CREATE A LEGACY
MALCOLM LEMMONS




How are you ensuring
implementation of the key learnings
from Omnitopia?

13/06/2024 © Across Health
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Example of OMNITOPIA™ project process and internal communication

A

Month

Month 2

Participants final list for both sessions
and teams creation

Internal communication plan validation

Overview of the project, invitation to
watch replays of related webinars

Link to register « first come first served »

) o

Overview of the project, including

Sanity check on things |

>: Sanity check on things

key stakholders
Reimagine
customer
engagement J Webinars

A 4

i

to optimize 1 1 to optimize
____________ 1 e e e e e e e e e e e
Round 1 for
group A
| Round 2 for
I ___ -| eroupA
Replay f
Replay for non 2::!";;;;""
Round 1 for > Round 2 for >
group B group B
T T
i Round 1 for i Round 2 for
| D | R —— -
Replay for non Replay for non
attendees attendees
13/06/2024 © Across Health
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Round 3 for
group A

Replay for non
attendees

A\ 4

Round 3 for

Replay for non
attendees

v

Company wide
Internal

Internal Communication
with pictures and
outcomes of the

sessions™

Pri .
teams during a Global
meeting”
Various prizes given to
different teams e.g. Best
score, best evolution
throughout the game*

“prepared by the Across Health team

TN ACKOSS
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Example of a game action plan template

Reimagine
customer
engagemen

Omnichannel Day - Learnings & Application

What learnings will we apply in our brand team?

OCE Team

Brand team

What is holding us back to apply these learnings in our brand team?

On each of the axes, mark where your brand team is with regards to each OCE pillar and explain why

J Webinars
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RIGHT CUSTOMER >
Not sure  Stakeholders Stakeholders Full segmentation
being identified identified + in CRM in place
RIGHT CONTENT >
Not sure  Assume the content we  Hear the content we Know the content we
deliver is appreciated deliver is appreciated deliver is spot-on
RIGHT CHANNEL >
Not sure  Channels used Assume the channels Know that we use the
are not right ones used are appreciated  preferred channels
RIGHT FREQUENCY — — —
Not sure  Don't think we interact  Think we interact at Know we interact at
at the right frequency the right frequency right frequency

Why?

=N

4 A\CR
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Strategy is useless without execution

imagine
customer S
engagement s Webinars

“VISION WITHOUT EXECUTION
IS HALLUCINATION.”

&
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Poll 4: How would you upskill reps on omnichannel?

Educate on how Omnichannel may improve customers satisfaction
Train reps only on the use of some digital channels

|dentify early ambassadors and train them first

No training. Let them focus on their face-to-face activities

_
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s there a plan to implement it at the
level of the salesforce?

icimagine ) )
L‘l:ls (‘)lin"cr ‘ 13/06/2024 © Across Health
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[ Webinars Proprietary and confidential information

HHHHHH
33



A specific game for the fieldforce

* Build an impactful engagement plan for your region
* Manage call capacity and plan according to HCP restrictions
Round 1 * Discover information and resources that will allow you to orchestrate your
plans through several actionable channels
¢ Learn about the impact & reach of channels (MCQs)

* Plan according to customer preferences around 6 personas
Round 2 * Discover new information and resources
* Right content, channel and interaction preference

* Learn about data driven planning
Round 3 + Go rep-omnichannel

Reimagine P
c‘usl()mc; ‘ 13/06/2024 © Across Health
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Congquer the hearts of customers
in the omnichannel age

OMINITORIA

FIELD COMMERCIAL

JS GAME

by 4% ACROSS



Change management is a long process... Start with ambassadors

Reimagine i
zusloﬁlcr ‘ 13/06/2024 © Across Health
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And ensure your fieldforce delivers added value - it is expected today

Most valuable contribution of rep/am for practice
Cardiologist , Neurologist , Dermatologist , Oncologist , Rheumatologist , Endocrinologist , Hematologist ,
Pulmonologist - United Kingdom , France , Germany , Italy , Spain | N=4031

Get access to relevant
medical-scientific information

Offer deep product expertise

Facilitate contacts with my
colleagues - (online) peer-to-peer...

Help me get access to relevant
people in his/ her company...

Help me support and better
empower my patients

Be more flexible and
customer-oriented when engaging

with me...
Other

HCPs were asked to distribute 100 points to no more than 3 options

Score = sum of points averaged among HCPs

engagement

Reimagine
customer
3 Webinars

N
-
w

Importance of content quality attributes
Cardiologist , Neurologist , Dermatologist , Oncologist , Rheumatologist , Endocrinologist, Hematologist ,
Pulmonologist - United Kingdom , France , Germany , Italy , Spain | N=4031

28.41

Relevant to my practice 294

Trustworthy/ balanced _ 29
C|ear and conCise _ 224

Fresh/ new 12.8

5

- I

Engaging/ interactive

© Across Health 2023 HCPs were asked to distribute 100 points to no more than 3 options © Across Health 2023

Score = sum of points averaged among HCPs

Source: Navigator365™ Core, EU5 Specialists Q3 2023 (n= 4,031) )

4 ACROSS
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Strong correlation between omnichannel performance & customer experience

OMNICHANNEL EXCELLENCE / CX PERFORMANCE CORRELATION - 2022-2023

A Brand 1 Brand 2 [l Brand 3 (launch brand) @) Brand 4
100%

g

Y 80%

g

é ACountry A

g Country C

5 ‘ Country F Country B

e [ |

o Country G ntry . Country D

2 60% A Country G

S 6

.g Country C . Country E

& . Country F

‘-E Country E

9]

5 Country B . .CountryC

% . Country A

> 40%
O Country F

Country D
Country G CX performance = 0.033 + 0.91 x OC performance
R? = 0.88, correlation = 0.94
Country A
20%
40% 60% 80% 100%

Omnichannel Performance (%)

Source: Navigator365™ Cx Benchmark, specialty redacted, 2023 (n=301)

Reimagine
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Strong correlation between customer exprience & NPS

CX PERFORMANCE / NPS CORRELATION - 2022-2023

A Brand 1 Brand 2 M Brand 3 (launch brand)
80%
60%
Country A AA Country B
& Country D
Z 40%
Country C . Country G
A Country F
Country E Country EC v D
20% CountryA—i} ountry Country C
u [l Country F Country G
NPS = -28 + 90 x CX performance
C try B
ountry R? = 0.62, correlation = 0.78
[ |
40% 60% 80%

100%
Customer Experience Performance (%)
Source: Navigator365™ Cx Benchmark, specialty redacted, 2023 (n=301)

reil
prtmrpet:’ 13/06/2024 © Across Health 4 ACROSS
J Webinars

engagement Proprietary and confidential information 38



Strong correlation between NPS & market share evolution

NPS / MARKET SHARE EVOLUTION CORRELATION - 2022-2023
A Brand 1 Brand 2 M Brand 3 (launch brand)

6%

5%

ACountry B

4% Cotntry A /
Country A [l /
Country C
3% Country E Comitle .
Country CA A ountry

Country G A Country D A
2% ﬂml

V Countrye M ColntryF A
1%

. Country F

1-Year market share evolution 07/2022 - 07/2023

0%

NPS

Source: Navigator365™ Cx Benchmark (n=301) and client data, 2022-2023

_—
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Conclusions

* Omnichannel capability building is a fundamental enabler of change

* Participating in the Omnitopia Omnichannel Olympics was a fantastic experience, demonstrating you can
learn while having fun, and increase teamwork and collaboration while competing

* Omnichannel requires this collaboration between departments, to ensure the right content is
communicated at the right pace through the right mix of channels to each of your customer
segments/personas

engagement
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Reach out to find out more about our special offer
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Question time!

Jean-Sébastien Struyf

Senior Strategy Consultant
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Want to know more? Join us on our upcoming webinar

Reimagi customer
Nengagement

(] The webinar series

UPCOMING

*  Omnichannel transformation:

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

/ Maturometer™ 2024 N ACROSS
EU-Biopharma report L= . J To Sigﬂ up:

across.health/2024-webinars

13/06/2024 © Across Health Proprietary and confidential information 43


https://across.health/2024-webinars

Please give us your feedback!

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

Ra(l:lslt)gﬁ:lclf Q 13/06/2024 © Across Health
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a precision value & health team

Discover how our strategic
consulting services can help you
develop a dynamic and executable
omnichannel customer engagement
strategy that puts the customer at
the centre of every interaction.

Our interactive and engaging
workshops offer a hands-on
approach, bringing our proprietary
data to life and offering unique
insights and actionable strategies
tailored to your brand's specific
challenges and opportunities.

B
Bk

across.health/omnichannel-consultancv-service

Co-create your own
transformative journey
with the support of our
expert guidance and
exclusive data insights.

engagement Q [ Webinars

Capability building as part of our end-to-end omnichannel consulting services - built on a robust evidence base

o

Insight

Understand & validate:

o brand strategic imperatives

o treatment flow, leverage points

o customer/stakeholder segmentation

Channel/content/media insights

Benchmarking

Company digital maturity & resources

FRAMEWORKS &
SERVICES

Maturity assessment
(Maturometer™)

PRODUCTS

~» Navigator365™ Cx Benchmark

Innovation
strategy

Customer journey definition
Channel/content/context/media selection
and prioritization

Campaign strategy & programme planning

Business case calculation

KPI framework development

Workshops & capability building

Digital transformation strategy
Omnichannel customer-centric strategy
Omnichannel Launch Excellence

Navigator

Navigator365™ Core
Navigator365™ Payer

>

e

Intelligent
execution
Programme management, coaching
& change management
Content creation management
Opt-in strategy

Campaign orchestration &
automation

Self-service “execution at scale”
package for affiliates

Omnichannel campaign execution

365™

Navigator365” Planner

Impact

Real-time 360° dashboard solutions
Tracking of engagement KPls
Predictive analytics

Pre/peri/post KPI & ROl analysis

Continuous recommendations for
optimization

Impact measurement
Dashboards
Predictive analytics

Navigator365™ Tracker ——

Omnitopia™

More info

13/06/2024 ~© Across Health
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https://www.across.health/omnichannel-consultancy-services
https://www.across.health/omnitopia

’\ /\C S a precision value & health team
EALTH

https://www.across.health



