The internet was the first wave of
disruption to the pharma engagement
model, and the industry had years to

I ntrOd UCi ng the N EW General and ;:Z?Ela)li—ts.peciﬁc LLMs,
N a\/'gato r3 5 Sonar pharma’s own chatbots and Al agents

are the second, and few teams can
weigh them against reps, MSLs,
journals and guidelines.

INTERNET WAS THE FIRST WAVE. Al IS THE SECOND -

THE GUESS ON THE LEFT THE GUESS ON THE RIGHT

Still planning traditionally? Or overspending on the next shiny object?

Channel plans built as if the mix of the last five years will hold. Budget committed to Al gadgets ahead of evidence that HCPs

Reach and frequency targets set against an engagement
pattern that is already moving.

use them, trust them, or let them displace anything else.

Both are guesses.

Which LLMs HCPs use for drug and How far HCPs trust them against Whether HCPs still visit the How much rep contact HCPs would
disease questions. journals, guidelines and reps, MSLs source site afterwards. hand to a company Al agent.
and other pharma channels.
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[l . Named Al tools, measured individually
o Omnichannel rep ] 8(2Al)
ChatGPT, Claude, Gemini, Copilot, Perplexity, ...
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. 90 Omnichannel medical | 7
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Total 72

Examp|e: UK | Oncologist | N=75 Source: Navigator365 Sonar - UK, Oncology data

Q. Which of the following have you used for professional reasons in the past 3 months? | How do they impact your clinical decision making?

. Personal channel JIIITIIT Averages for general-purpose (black) or medical-specific (blue) Al tools

. Pharmarep/AM

ChatGPT

REACH %

Claude @
Perplexity

6.0 6.5 | 7.5

IMPACT (mean, 0-10, among users of that source) Navigator365™Sonar

Reach = % of all 75 respondents. Impact = mean 0-10 score among users of that source. Impact axis starts at 5.0. Al tools with n<10 users not plotted. Bubble size is fixed — it carries no third
variable. Dotted crosshairs mark the average reach and impact of the six general-purpose Al tools (dark) and the two medical-specific tools (blue).

Book a 20-minute walkthrough

https:/across.health/
navigator365-sonar/

About Across Health

Across Health puts a unique team of senior, trusted advisors alongside leading
international life sciences companies to tackle their key business questions:
go-to-market models, omnichannel engagement and CX, and resource allocation.
Drawing on more than 300 years of combined biopharma and consulting experience,
our advisors turn proprietary data and deep industry, company and brand knowledge
into recommendations that drive decisions.
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