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Ground rules

* This webinar will take around 45 minutes, followed by questions
*  You can submit questions at any time via the “Questions” box

= Questions S

-

[Enter a question for staff]

| Send

* Please give us your feedback!

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

*  The webinar will be recorded and made available after the
session. We will send you an email with the details
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How do HCPs value the omnichannel
efforts of biopharma since C197




Challenging times...
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Question for you...

Do you think HCP satisfaction levels with pharma digital went
up during COVID-197?

1. Went up significantly
2. Remained stable

3. Went down significantly
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As a result, satisfaction levels with pharma digital offerings are
hardly up vs 2019

EUS5 + US Oncologists digital satisfaction 2020 vs 2019

2020 2019

n= 481 n=630
Oncologists | France, Germany, Italy, Spain, United Kingdom, United States | n=481 Oncologists | France, Germany, Italy, Spain, United Kingdom, United States | n=630
D Dissatisfied
Dissatisfied 229,
22% °
Satisfied
. . /
Satisfied 38%
— 43%
Neutral
35% Neutral
Highcharts.com 40% Highcharts.com

)

Source: Across Health g Navigator365™ Core 2019-2020
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HCPs do not see a lot of improvement in pharma digital offerings
since COVID-19 improvement

Improvement in online vs 12 months ago

Oncologist - France,Germany,ltaly,Spain,United Kingdom,United States
2020 (n=481) | 2019 (n=630)

60
50

44% 2020 @ 2019
40
30

20

Percentage

10 7%

4% 4%

Became worse No change Slight improvement  Strong improvement No opinion

Source: Across Health 6 Navigator365™ Core 2019-2020
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COVID-19 will change future behaviours

Do you think there will be any permanent long-term changes to your engagements with
pharmaceutical companies as a result of the COVID-19 pandemic?

Effect of COVID-19 on future contacts with pharma

Q3’20 vs Q1’21 | Oncologists | France, Germany, Italy, Spain, United Kingdom, United States | n=481

60

50%

50

40

g
£ 30 27%
2 23%
20
10
o
Yes No Not sure Neag]
Source: Across Health 5 Navigator365™ Core 2020-2021
Reimagine
e Gy £y ACROSS
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Percentage

Less face-to-face, more digital

Of HCPs will
permanently reduce

59%

Effect of Covid-19 on future contacts with rep/AM

Oncologist | France,Germany,ltaly,Spain,United Kingdom,United States | n=481

face-to-face by at
least 30%

30
! I
I I
25 24% | 24%
I 23% 1
I |
. |
20 : |
I |
|
15 1 1
| 12% I
I I
10 9%
8% : I
. |
5 1 !
I |
I |
— - _ __ . _ ____ _ |
0
No changes vs  Small change 11-30% fewer 31-50% fewer Fewer than No in-person
before the (up to 10% in-person in—person half of the in- contacts
crisis fewer contacts contacts person anymore
contacts) contacts vs
before the
crisis

Source: Across Health 6
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Percentage

70

60

50

40

30

20

10

Navigator365™ Core 2020-2021

Digital compensation for reduced Rep/AM engagements
Oncologist | France,Germany,ltaly,Spain,United Kingdom,United States | n=441

20%
16%

Yes, some Yes, digital can replace

(almost all) lost in-person rep
contacts

Of HCPs will

compensate

face-to-face
by digital
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The paradigm of pharma readiness




The tipping point has been reached...customers are ready...but can

biopharma scale quickly enough?

30 years Q 1-3 years

Acceleration @ scale
Hi-tech low-touch

RN

Ad-hoc evolution

Low-tech high-touch

l

Innovators Early Early Late Laggards
2.5% Adopters Majority Majority 16 %
135% 34 % 34 %

Reimagine
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100
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Omnichannel capability building is a core component for successful change

Gleicher states there are four key drivers for successful change, AND they all need to be

present to ensure robust change

1

Need for change x CIea;(\)/;sllson &

Need for change

Need for change

Need for change

X X X X

2

Clear vision &
goals

Clear vision &
goals

Clear vision &
goals

7~

X X X X

.

.

3

Capability to
change

Capability to
change

Capability to
change

D

4

Capability to .
x

D Concrete first step

D( Concrete first step

D( Concrete first step

X

S

Successful
change

Variation of the Gleicher’s Formula, Source: Dannemiller, K. D., and Jacobs, R. W. (1992). Changing the way organizations change: A revolution of common sense. The Journal Of Applied Behavioral Science, 28(4), 480-498
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Key bottlenecks

Key bottlenecks

n=110
Not enough internal knowledge
No clear digital strategy
Regulatory/Legal/healthcare compliance issues
ROI Questions
Lack of robust technologies
0% 2% 4% 6% 8% 10% 12% 14% 16%

Source: Across Health / Maturometer™ 2021

Reimagine
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But a big gap remains ... even after all these years
Staff well-trained in the use of digital?

Staff are well trained in digital
50%

45%
40%
35%
30%
25%
20% -
15%
10%

5%

0%

2020 COVID-19 2019 MTM 2015 MT™M

M Fully agree [ Somewhat agree

Source: Across Health J Maturometer™ 2015-2020
Rcintlagine
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A stronger alignment between all customer-“facing” teams (sales, marketing,
medical, ...) is needed to maximize customer experience and impact
OLD NEW

« 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 iwth targeted
outbound
ales
Research Sales
» 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
+ Customer purchase Retention  Customer Castomerprichase Retention | gyccess
ends sales motion upselling Support St?r;t_s Ior;]g-term upselling management
- . relationship
Focusrltsbor: rea;ctwe » A proactive focus on
SHARAUL NG customer success,
proactive customer e.g., retention and
SUccess expansion

engagement

Reimagine
customer Source: BCG ’\ ACROS
I Webinars HEALTH
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A second question for you:

In your organization, are cross-functional teams (sales, medical,
marketing) building customer journeys together?

1. Thisis standard practice
2. Rarely
3. Never
4. ldon’t know
iggié?igitk‘gWebinars ’\ AC]H{E(A)LSTSH
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But the majority is not there vyet...

Sales, Marketing and Medical work as a cross-functional team to design

and execute omnichannel customer journeys
n=110

Don't know
4%

Completely agree Completely disagree
22% 14%

Somewhat disagree
Somewhat agree 29%

31%

Source: Across Health. / Maturometer™ 2021
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If you are not “thinking customer” and just “pump up the volume of digital”...

- MEDICAL SALES

NARKETING

20/04/2021



.this is what you get

Channel performance evolution 2019 Q4 vs 2020 Q4 - US Specialists

60%
eCME
50% email /
rep/AM .
email/
pharma MSL

40% website j i rep/AM
'S ‘Ko pharma
o 30% webcast
& ° pharma ./ remote . MSL

eNewsletter shari rep/AM
20% call
Local
scientific
10% meeting
(o]
O, : : . . . ’
0% 5 5E 6 65 7 7.5
Impact
® 2020 O2019 2020 (n =999) | 2019 (n = 1008)

Source: Across Health 4@ Navigator365™ Core 2019-2020
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Transformative learning is a mix of 3 components

>

1
o
| A

KNOWLEDGE

.

“ N ACROSS
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Learning goes omnichannel, too!

How would you prefer to be trained on omnichannel excellence?
n=100

All training online
18%

All training offline
(traditional F2F
sessions)...

A blend of online
and offline
80%

Source: Across Health \/ Maturometer™ 2021

Reimagine ‘
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Final question...

Which type of online learning do you prefer?

25-minute elLearnings
Serious game
Whitepapers/Textbooks

Case studies

A S o

Quizzes

A ACROSS
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And in terms of online, variety’s the spice of life as well...

Which types of content would you prefer in an online environment?

n=110

Q&A/coaching via chatbot,
4.07% Quizzes, 3.72%
Interactive modules (max 25

min), 17.72%

Whitepaper/textbook, 6.02%

Hands on checklists, 6.26%

Video, 9.72%
Case studies, 16.94%

Microlearning (max 5 min),
10.48%

Live remote sessions, 13.17%

Game, 11.90%

Source: Across Health / Maturometer™ 2021

Reimagine ‘
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Scala365™ Covering the full cone of learning

Doing
the Real Thing

Simulating of what we
the Real say & write
Experience
Participating

in a Discussion

Watching
a Demonstration

Watching

a Movie of what we

see

Looking
” at Pictures 20% i(,
I hear and | forget. of what we /s
| see and | remember. "‘V‘:g:('j’;g Q@
| do and | understand.” 10%
of what we
Reading read

*

Information
Retention Rate

Confucius

© Across Health

The CONE
OF LEARNING

\

w Scala365 Game

Hone your OCE skills in a gamified test drive

e Scala365 Learning

Boost your omnichannel capabilities

(5) scala365 Manual

Stay ahead with the ultimate OCE guide

“ N ACROSS
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e Scala365" Learning

Boost your omnichannel capabilities

= Sca Ia 365TM Search content in the platform n

Welcome to Scala365™ | .

Your self-service learning portal for omnichannel excellence
[

John Doe

B John.doe@companyx.com

MY ACTIVITIES ACCESS PRIVACY POLICY AND PREFERENCES

Scala365 Learning covers a myriad of
unigue content assets, elearnings, case
studies, checklists and tools in the
realm of omnichannel excellence in
biopharma. Start your learning journey
now - and come back regularly!

Discover how omnichannel drives your customers through the funnel

What is your key business objective? Select the most relevant step and explore key tactics - from
channel guides to checklists - and anything in between.

Participate- and see what your peers think!

POLL of the week = -

How important is the digital component of your launch
brands?

Convert your

customer Grow your

customer

Very limited (1-5% of total budget)
6-20% of total budget
Over 20% of total budget

Explore key tactics Explore key tactics Explore key tactics Explore key tactics

Noidea/not involved

* eMedical ® Multichannel rep ® Mobile engagement
¢ * eMail marketing ® Remore engagement o eMedical
¢ Display advertising ® Website © Tablet detailing o Webhsite
® Search ® Webcast o \Website o Patient-centric MC
© Bannering ® Rep eMail engagement
® Scientific platforms » Webcast

© Across Health
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e Scala365" Learning

Boost your omnichannel capabilities

= Scala 365TM Search content in the platform

HOME > TEST SPLITTER AWARENESS

FUNNELSHER.1: AWARENESS
Lear uild-awareness & create interest

The first of the funnel stages is called the
‘awareness” level, because it's where people first
become aware of your product or service.
Channels in focus are :

® Social media

® SEM

* Display advertising
® Search

® Bannering >> E’}‘.ﬁﬂ,‘jé:"

Building awareness
and creating interest

® Scientific platforms , ! :
or resume where
vou left off

See all funnel steps

Browse - and enroll on individual learning assets if you wish - below

AWARENESS learning plan highlights 1/2 >

Time for ACTION!
Tips & assets for next steps

9.Social m3di

Finish Tips & assets

CHANNEL GUIDE Social CHANNEL GUIDE Search CHANNEL GUIDE Social PLAYBOOK Strategy 3.Search engine marketing
media media
ENROLLED ENROLLED ENROLL ENROLL ENROLL ENROLLED ENROLL
‘ * 40 2 *50 | x40 [ En * 5.0 EN * 50 2 En
() E-Learning [ E-Learning [E E-Learning [ E-Learning [E) E-Learning 2 E-Learring [Z) E-Learning

Need further inspiration? Discover all other learning plans available to you Your activity STATUS: quick ¢

© Across Health Proprietary and Confidential Information




e Scala365" Learning

Boost your omnichannel capabilities

Discover featured content & all other learning plans and courses below

Your STATUS: guick overview

Introduction -

| Agile mix'_p'lah'nin

Courses
e 24 Not Started

6 InProgress P
6 Completed Introduction _ F Next steps up the ladder?

Impact mi rel - Plan your moves...
analytics -

To FULL CONTENT OVERVIEW

Shortcut Link
g‘ Navigator365™ Core 6 Navigator365™ Planner & Navigator365™ Tracker
. . _ ‘ wy ' rack ‘ID Scala365 Game
Power your OCE strategy with truly actionable insights Translate your OCE strategy into a robust plan Track your OCE campaign for high impact

Take a shortcut to the Navigator365 product suite ) Hone your OCE skills in a gamified test drive )

© Copyright 2021 Across Health | Privacy Policy | Cookie Policy Powered by ’\ ACBECA)LT§ & precision value & health team
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Proven outcomes




High level of engagement through elLearnings

Main KPIs from a recent 2 months usage of the eLearning modules

Participation Engagement Progress Completion rate

M . il
21.2% 71.6% 59.7% 74.3%

TRAINING TIME CERTIFICATIONS

12Y10M4D 19K+

Reimagine
customer
I Webinars

engagement
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Serious gaming
* Simulation in a safe
environment...
* Diverse teams...
 Same dilemma’s...
* Competition...
. = Winning Strategies!

Reimagine ‘
customer
engagement k . " AC]H{E(A)LST SH

) Webinars
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@ Scala365" Game The experiential learning cycle

Hone your OCE skills in a gamified test drive Do, reflect, analyse, and evaluate in a safe environment

Doing/having an Concrete
experience Experience

in the omnichannel age

SIMINIT IA" | Reflective Reviewing, reflectmg
| ol e e on the experience

Conquer the hearts of customers

Active

Experimentation

by 4% ACRQSS

3

Planning/trying out what
you have learned

Abstract
Conceptualisation

Concluding/learning
from the experience

Source: David Kolb

Reimagine ‘
customer
engagement k () Webinars l‘ ACROS
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Let’s change and become better — change is the only constant

e Our customers are asking for it and we as an
industry are not meeting their needs

*  We need to become better: that will not be
done through old paths

*  We have to create mindset of (radical?)
curiousness to address our customers

changing needs GROWTH MINDSET

*  What happens once you embark the journey of
learning and changing... see next slide!

Source: willmscoaching.de

Reimagine ‘
customer
engagement k l‘ ACROS

) Webinars
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https://www.willmscoaching.de/blog/fixed-vs-growth-mindset/

Proven outcomes through applying and experimenting
>1000 teams, >4000 participants, high satisfaction: NPS > 40

Average Effectiveness Score

OMINITORI A —D

D

70
o
O
n 65 1. ;Recomendarias el OmnichannelChallenge a otros colegas?
(%]
(7p]
Q
[ 60 Totalmente de acuerdo (44) 81%
Q ]
> -
) De acuerdo (7113%
(®] 55 —
Hq—) Y Aoy
G Algo de acuerdo (2) 4%
w s — -

No lo recomendaria (1) 2%
-
45
40
R1 R2 R3 R4 R5

Playing rounds

Reimagine
customer ACROS
engagement g (I Webinars HEALTH
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Our roadmap to Omnichannel Engagement excellence

Level 7:
A Holistic
high optimization
Level 6: °
Predictive
Level 5:
360° e
Customer-
| centric O
> COMPANY-/PRODUCT-CENTRIC
= Level 4:
nD: Sales force
= orchestrated
<§t Level 3: + Mkt
Sales force| touchpoints
= Level 2:
<C orchestrated o
(ZD Level 1: Centrally-led
= Level 0: Digital cross—char'mel
J Third party e campaigns |
2 media AV 0 CUSTOMER-CENTRIC
C‘:D pilots o
o
(@)
[
SOV Qov
low high

Source: Across Health

DATA & TECHNOLOGY

Reimagine
customer

engagement kl ) Webinars

OCE=0Omnichannel Customer Engagement
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EVIDENCE-BASED CUSTOMER-CENTRIC INSIGHTS &
STRATEGY
IMPACT-DRIVEN EXECUTION

faence
vacﬂenc,
% .

S

SELF-SERVICE PRODUCT SUITES
Navigator 365™
5 Navigator365™ Core

Power your OCE strategy with truly actionable insights

g Navigator365™ Planner

Translate your OCE strategy into a robust plan

65 Navigator365™ Tracker

Track your OCE campaign for high impact

engagement

Reimagine
customer
I Webinars

Scala365™
e Scala365" Learning

Boost your omnichannel capabilities

@ Scala365" Game

Hone your OCE skills in a gamified test drive

(5) scala365" Manual

Stay ahead with the ultimate OCE guide

AACROSS
cloud

END-TO-END SERVICES

INSIGHT

Develop actionable insights into the
market, customer objectives, target
audience, and company OCE maturity
& ambitions

Key product catalysts:

+ Navigator365 Core
* In-house Maturometer
 Scala365

IMPACT

Measure & optimize for superior
customer experience & business
results

+ 360°dashboards

* Predictive analytics

+ Test-control and ROI analysis

Key product catalysts:

+ Navigator365 Tracker
* Scala365

Proprietary and Confidential Information

INNOVATION STRATEGY

Create a solid, pragmatic &
measurable omnichannel strategy

» For HCPs, patients & payers
* From launch to maturity
« For marketing, sales & medical

Key product catalysts:

» Navigator365 Planner
* Scala365

INTELLIGENT EXECUTION

Execute the strategy &

monitor for optimal impact
* Programme management
+ Coaching & change mgt
« Campaign orchestration

Key product catalyst:
* Scala365



Want to know more? Sign up for our upcoming webinars

ustomer
ngagement

(] The webinar series

2019-2020: Blip or shift? Key trends in the HCP mix Feb. 25 16h CET

The power of marketing & sales collaboration for Omnichannel engagement Mar. 25" 16h CET
Omnichannel upskilling: transforming customer-facing teams into OCE experts Apr. 201" 16h CET
Measuring ROI in life sciences? Not a black & white story May 11t 16h CET

Maturometer 2021 June 24% 16h CET

Navigator365 advanced uses Sep. 16t 16h CET

N o ovos oo

Omnichannel Launch Excellence in the Never Normal Oct. 215t 16h CET
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