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When we are no longer able to
change the SITUATION, we are
challenged to change OURSELVE



Current context related concerns raised at all layers of the

marketing process ...
Frequently Asked Questions

How to properly engage HCPs?

What is best action sequence?

Are HCPs ready for a full digital connection?

How to engage with the HCPs that opted out?

Will they turn back to F2F once out of the current limits?

How to shift team towards digital?

How to adapt their speech/ anchors?
PATIENTS Sales Reps How to keep them engage?

What KPIs should we put in place?

What platforms to use? Is phone call sufficient?

How to cope with changing behavior (patients/
consumer and HCPs)?

How can we optimize the marketing sales processes?
What will be the future of our SalesRep teams?

How to set up tools and how to find the best value from
your existing tools?

Organizations

IQVIA Confidential — Not to be used without IQVIA’s express written consent
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... drive changes to the solution of the HCPs engagement
Ways forward in managing the crisis

Organizations Sales Reps

Challenging the status quo Salespeople are social creatures HCPs are shifting priorities
* Generate and communicate adapted » Take care of the team’s wellbeing » Serve by providing guidance and clarity
messages to both HCPs and Reps « Ensure the right tools are in place and then sell
» Understand changes behavior of both (policies, procedures, KPIs, tools and » Pause "cold" discussions/ email initiatives,
HCPs and patients techniques) staying tuned to social changes, but don’t
« Review product development, launches « Train the Sales Reps on how to adjust leave long "on pause”
and portfolio to properly structure their messaging and outreach from a » Rework and reframe your messaging
SalesReps teams virtual setting « Be ready as people adjust to the new
reality

IQVIA Confidential — Not to be used without IQVIA’s express written consent
Source: IQVIA
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With the epidemic in full swing, patients suffering from other

disease are postponing treatments
Patients behavior

Up to 1700%
Increased
acceptance of
TELEMEDICINE
visits?

Up to 65% patients
proactively

cancelled/postponed
non-essential visits?)

IQVIA US Primary Intelligence N=1071 HCPs 17-23 March 2020 " "Have your patients proactively cancelled/postponed office visits because of COVID-197"
US data taken from Kaiser Health Network - Telemedicine Surges, Fueled By Coronavirus Fears And Shift In Payment Rules (March 27, 2020)

) IQVIA Hubei Province Primary Intelligence online interviews N=1377, February 2020

IQVIA Hubei Province Primary Intelligence online interviews N=1377, February 2020

==

1
2
3
4

Volume of patients compared with a normal peried®

Q Inpatient Q Outpatient
32% volume ﬁ]@% volume

Between 21% - 33%
workload in COVID-19
related departments

Between and for physicians
6%-12% in chronic

SN diseases?
was registered for non

Covid-19 related

specialties?
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Remote interaction increased as F2F promotion was drastically

affected

HCPs behavior

HCPs growing interest in online connection
with PharmaCos?

Preferred channel
==80% Mail

D 30% Phone call

% 24% WhatsApp

£ 12% Video call (eg. Skype)

25 11% PharmaCo chat

80%2 of HCP the wishes to SE10% Vid Il (with HCP
maintain an online/ remote 10% Video call (wi S)

contact with Pharma Cos @ 4% Others

Preffered time for engagement?)

0/, Evening 0/, Weekdays
31 A) (4:00 PM- 8:00 PM) 36 /0 (Monday- Friday)
0/, Morning 0 .
28 A) (9:00 AM- 12:00 PM) 31 /0 Anytime
0/, Afternoon 0/, Weekends
24 /0 (12:00 PM- 4:00 PM) 16 A) (Saturday - Sunday)
10% No preference 18% Undecided

IQVIA Italy Primary Intelligence N=1095 physicians, 14-18 March 2020, The information herein is provided "AS IS" and without warranty of any kind, express or implied.

1)
2) IQVIA ChannelDynamics, Romania, HCP’s perceived number of interactions
3) IQVIA India Primary Intelligence N=500+ doctors across 16 specialties

IQVIA Confidential — Not to be used without IQVIA’s express written consent

Change in promotional activity? , Mar’20 vs Mar’19

' Remote .' F2F

+ 539/, detailing

In this context of need and struggle,
HCPs appreciate PharmaCos which
are present, available with sensitive

Information
and
services
that HCP
seek during
CoOVID-19
phase

reps and provide supportd

+é% @)

Information Needs/ Service
Scientific update on new * Gloves and masks
drugs + Digital means to manage
Information on safety profile patients remote (online info)
Clinical trial data * Drug home delivery

=|QVIA
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COVID crisis is requiring PharmaCos to rapidly adapt go to
market models to secure the relationship with Physicians

Short term

Mid term

Restrictions to F2F contacts (detailing and meetings) has led to a shift to remote
interactions. Reduction in HCP contacts has freed up Sales Force capacity for
value adding back office activities.

Focus areas in a short-term perspective

=) Remote contacts and increased digital experience

B

Shorter call duration, higher flexibility

)b-))

Shift of communication from product to disease/ customer

D)

Call related activities

Back office
activities

Full availability and support through proactive listening

Online trainings (Mainly technical trainings)

Targeting & Call Planning review

Support in Services deployment

IQVIA Confidential — Not to be used without IQVIA’s express written consent
Source: IQVIA

Maturity of MCM need to be increased to ensure go to market models will be fit
for a future where daily remote interactions will be the "new normal” and needs
will emerge from HCPs

Focus areas in a mid term perspective

Remote interactions becoming the new normal?

;@ * Need to scale up from "Digital experience" to a Multichannel approach
integrated with F2F

» FF training on soft skills for an effective multichannel customer

Full MCM engagement as a priority

approach

» HCPs requiring support in patient management with an increase
in eHealth solutions (e.g. e/tele-health patients visits, remote
monitoring of adherence, virtual clinical trials).

* HCP communication focused on different drivers (e.g. drug
administration, pathology focus, HCP triggered contents)

* New stakeholder focus and changes in patient treatment, drug
Iy delivery and purchase path:

» Change in reimbursement policies and focus on sustainability
Post-COVID - Different treatment settings, shift of hospital drug dispensation to

Healthcare other channels
system Focus on services like home delivery and multidisciplinary virtual
teams

=|QVIA




The current context gives each company the opportunity to focus
on designing or revamping its MCM strategy

Multi-Channel Marketing components

Strategy Organization &

« Definition of the company goals R Com P etences
+ Change management IO\P\IQ\ » Multi-Channel training to develop

+ Consent strategy capabilities

I » Sales force support
Processes
 Definition of the brand planning
» Content calendar

Channel 2, ...
. ? + Digital profiling
¢ Marketing %
Measurement & KPIs , Tools & Technologies
* Monitor and control

* Channel mix
+ Tailored content management

g » Technology selection and set up
* Success tracking *+ MCM data management
\ / * Nexxus Marketing implementation

« Campaign design & execution support

IQVIA Confidential — Not to be used without IQVIA’s express written consent
Source: IQVIA
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Digital segmentation
WHY?
HOW?
WHAT?
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DIGITAL SEGMENTATION — THE WHY?

Digital segmentation offers detailed info on HCP level as well as
overall specialty summary providing required info for MCM
Digital segmentation

Goal Key benefits
Assess digital potential and preferences on HCP level

I (providing detailed HCP info and overall summary) Info both on HCP and

specialty level
Content
Specialty characteristics

Overall digital readiness and attitude and potential

Inputs for proper MCM
strategy development

HCPs’ archetypes

Split among different digital profiles of HCPs Fast unified and cost-

efficient solution
Content and channel preferences

Actual digital preferences of every HCP

Inputs for personalized

HCPs’ digital potential : .
communication

Impact and influence assessment of digital communication

SISICIE)

SINOIE)

IQVIA Confidential — Not to be used without IQVIA’s express written consent
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DIGITAL SEGMENTATION — THE WHY?

Each physician is different — personalized approach to individual
customer is needed

Why do we segment?

Physician X

v
« SegmentA

» Higher # of visits

» Support discussion with quick
tablet presentation

IQVIA Confidential — Not to be used without IQVIA’s express written consent

Source: IQVIA

450
Medium
Digital
Bucharest
Young HCP
High level

Specialist

Information
Needs
(Content)

Characteristics

Number of patients
Adoption
Channel preferences
Location
Influence
Content

Specialty

D@ R

Media Communication
Preferences Needs
(Channel) (Time & Freq.)

10

High

F2F
Bucharest
Head of Dep.
Very detailed

GP

||I|1

Customer
Potential
(Priority)

Physician Y

.

* Segment KOL
e Low # of visits

* Discuss last conference event,
show casuistic

=|QVIA
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DIGITAL SEGMENTATION — THE WHY?

Thanks to segmentation we can tailor our communication
strategies to different specialty segments
Segment impact on content delivered and channel

Archetype

i

INNOVATORS

OPPORTUNIST

8

RESISTANT

ILLUSTRATIVE

(©

CONSERVATIVE

What message Clinical trials Experience from colleagues Clinical trials Clinical trials
to deliver Info from foreign congresses Clinical trials Info from foreign congresses  Experience from colleagues
I Safety and side effects Safety and side effects Safety and side effects Case studies
: o : - : - : -
Seminars -l' Seminars -l' Seminars -l' Seminars -l'
Journals = Journals | = | Journals = Journals | = |
How to engage ==
() PharmaCo o Professional
Sales rep P8 website (& Sales rep P8 website @
- - — Professional Sales rep ®
Mobile app Email — 8 website :‘?L (dlgltaD -

IQVIA Confidential — Not to be used without IQVIA’s express written consent
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DIGITAL SEGMENTATION — THE HOW?

The initiative outcome relies on modeling various sources of data
that needs to be fully aligned to the end objective of project

Typical project approach overview

1 2 3 4 5

: : Analysis and Run predictive Segmentation and
Project set-up Data collection S )
validation model targeting strategy
* Confirm goals and + Collect all available « Validate all collected « Test initial assumption * Definition of the targeted
expectations information information and and prepare data for segments
« Validate info * Run interviews and aggregate and HCP modeling « Key takeaways
availability collect outcomes level - Test correlations
« Define dimensions « Validate and « Build the premises for between input
and criteria for consolidate the dataon ~ the extrapolation variables and select
segmentation HCP level model and select the model inputs
« Design questionnaires impact variable * Segment the HCP
and define PMR universe based on
selection criteria selected data

» Check modeling
accuracy and readjust
IQVIA Confidential — Not to be used without IQVIA’s express written consent

Source: IQVIA
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DIGITAL SEGMENTATION - THE HOW?

Using various data sources, IQVIA leverages advanced analytics
models to segment the whole universe of HCPs

High-level approach to multi-dimensional segmentation

ILLUSTRATIVE
« N IQVIA proprietary data <
IQVIA PMR OneKey & Sell-in Client data (Optional)

IQVIA
Advanced
Analytics

Model

Physician universe

7 v v
High potential Medium potential Low potential

IQVIA Confidential — Not to be used without IQVIA’s express written

Source: IQVIA

=|QVIA

15



DIGITAL SEGMENTATION — THE HOW?

Digital segments and their segmenting criteria are discussed and
mutually agreed at the beginning of the project

Digital segmentation criteria

Digital Adoption Digital Preferences Digital Content Digital Potential
No emails on « Newsletter * Healthcare news + Patient number/
. : smartphone and , . . , Prescription
Traditionalist not open to digital « Email support Medical info APAth'mallcl:c:‘S nev:s ow potential
icati igi ' . « Medical Information .
communication Digital basic Phar_rpa ] « Email on smart
specific we phone
* PharmaCos web .
Emails on « Medical education : Sopn?nmnuensiiatgodr:gltal
. smartphone but not Medical
Conservative | 0, 1o digital . E-cases education * Digital content
communication . E-learning average
Digitally Medium  Digital channels
_ maturing , , average
No emails on * Interaction with
. smartphone but Interaction peers
Digitally open open to digital with peers
communication
» E-detailing
Both il " Apps Events invites
oth emails on L : _
St smartphone and Digital nomad * E-conferences Event High
open to digital information

communication

IQVIA Confidential — Not to be used without IQVIA’s express written consent
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DIGITAL SEGMENTATION — THE HOW?

The segmentation will result in a series of analysis to uncover
market insights about the HCP population

Analysis outcome of the digital profiling

SEGMENTS OVERVIEW DIGITAL SEGMENTATION — THE WHAT?
These 4 segments have the below main demographic characteristics, The ultimate outcome will be thorough analysis of the specialty as
Digitalist segment consists of 54% of doctors with age bellow 55 years well as HCP-level digital segmentation

Physician segmenis overview — Demographics Mustrative deliverable

Traditionalist

Digitally open
o 14% i Physician e Digital Digital Digital Digital
Physicians in the | Report in ppt -] Do Adoption |Preferences| Content | Petential
gent
. Mmdmgy OTER A o x Traationalisl Maturing Medical Low
+ Specialty digital potential overview
N . BORSE a Eres x Diguralsts Nowmad Evenrs Laow
Segments characteristics — detail of most
preferred channelsfinfo
Summary of key results
= = & 0019 o o x Congervative Basics News Rdedim
—
£ — -
= B Gaography R e l l l l i FI0TE I) xxx ¥ Tradvtianatist Maturing Intaraction Pedivm
B 2w = ; -
E 1% 0% o ogw TR s e 2P % o = 2% 0w HER S TR .
& : I e e T T P || e P | e . _ax x| 5 y
Sa vama Pinak Safa- Fleen Sum Scha Phoedi Vama Stawa Sola-Blagiew- 8cfa Vama Piredk Phwn Sofa-Pazads | Sola Yama PlovivPazandiSoha-Blacos- || Sala Vama Pl E | Gotoe E xoex x Digiralsts Nomad Armbuvaiesnt Low
e Redin s | o Fagora Regn grea || - Regin s o e || ok { = s
R wiarkplace Werkplaca Werkpiaca Werkgiace
1010 F B X ervative Madcal
o o o Cans:
S 0t e o i I i e 2 | i i |
Wefical Pl Puble Local Others  Medtdl  Prioie  Publie  Pimam Wedical Pt Puslc  Prmo Ve e P Wedical
G med Hozaha e [ T R m mem How o i el He | cmon

ILLUSTRATIVE
EXAMPLES

/GMENTATION —~ THE WHAT?

(ing at decile analyses, it gives you nice information on digital
2ntial
snits and potential

DIGITAL SEGMENTATION ~ THE WHAT?
Market is relatively concentrated — 30% of physicians covers 619
of patient potential

Potential detail

atients [# of patients] Decile analysis of pneumologists [# of patients]

5,000

Concentration curve [Total # of patients]

48,100

Segment split Number of
HCPs

% of potarsial

100

Top 30% of physicians S
a0 - cover 61% of potential Top 30% physiclans 75
a0

| Average JCCY

Next 40% of physicians =

60 cover 30% of potential 2 Median 300
3 Next 40% physicians 101
n Last 30% of physicians e

30 cover 9% of potential M
20 .

10 Low Last 30% physicians 78

0 % af Physicians Minimum™ 0

0 10 20 30 40 50 8 70 80 90 100 M Tracwonakst B Conservatve Il Digtaly open I Degitaiist

Hom: TradBsestus — HCFS e wnal on sncrphon, s Spes = 90l conmriaics, Cosscrrab - HOPS w eaal se saarghces, ol pon® i soreuricaion, Dl spes - HOPS wh enal e cmarpeces, opon ™ dgi s, Dgiais — HCPL ad sral oe sranpaces, opan's dg: sorm.

IQVIA Confidential — Not to be used without IQVIA’s express written consent
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DIGITAL SEGMENTATION — THE WHAT?

We have several specialties ready to deliver, any other specialty is
possible to deliver and tailor to specific needs

Currently available specialties

Specialty Pre-exiting IQVIA digi profiling Exclusive update

General Practitioner v Sample: 6198 HCPs v v
Psychiatry v Sample: 614 HCPs v v
Internal Medicine v Sample: 609 HCPs v v
Neurology v Sample: 369 HCPs Y/ v
Cardiology v Sample: 330 HCPs Y/ v
Intensive Care 4 Sample: 306 HCPs v v
Nutrition v Sample: 299 HCPs v v
General Surgery v Sample: 269 HCPs v v
Nutrition — Assistant v Sample: 260 HCPs v v
Orthopedy v Sample: 178 HCPs v v
Oncology v Sample: 114 HCPs v v
Other specialty 4 Sample: N/A x v

DELIVERY TIME 3

o

ays 2-5 weeks 8-12 weeks

. VIR e IQVIAPMRond|g|talpreference ........... NewtalloredPMRstudy .........................
' HCP responsiveness rates : HCP responses

IQVIA Confidential — Not to be used without IQVIA’s express written consent
Source: IQVIA
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DIGITAL SEGMENTATION - THE WHY?

IQVIA digital segmentation offer multiple benefits over alternative

SEGMENTATION

ALTERNATIVE OPTION

options
Why IQVIA?
=[|QVIA
Cost Savings on HCPs

incentives and field

effectiveness force remuneration

Segmentation done

Time efficiency in ~12 weeks

Various data
information for Al

Data availability
model

Centralized

Central approach segmentation

IQVIA Confidential — Not to be used without IQVIA’s express written consent

Source: IQVIA

PMR done on limited percentage of
HCPs of total universe only (~20)
and then extrapolated

With dedicated team to collect inputs
and extrapolation expertise, the
segmentation can be done within
limited time

With various pieces of information
(sales, web presence, HCPs
demographics the model becomes
more precise)

Centrally aligned segmentation gives
possibility to create unified MCM
approach in CEE with only minor
local adjustments

Collect information on every HCP — time
consuming, hardly feasible driving the total
costs up

Collect information via own sales force —
time consuming and possibly not fully
reflecting the reality — HCPs often
adjusting answers to specific PharmaCo

Collect all data internally — time consuming
and hardly feasible due to limited access
to some types of information (e.qg.
prescription data, call pressure,..)

Run segmentations locally resulting in
varied approaches across CEE and
limiting future possible synergies

=|QVIA
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Seven key success factors for effective remote engagement

Making the most of remote interactions with HCPs requires a focus on both the people delivering
the program, the technology used to support delivery, and the content that makes up the program

Recruitment a Change leadership
e Find individuals and teams with the right listening and ,Q,Q\Q\ e Put a plan in place for change
communications abilities e Engage all departments and team leaders
\/ Skills
IQVIA'S R e Create introductory and ongoing training and
» Keep downloads and deliverables relevant and SEVEN KEY hi | ¢ yt tgd Ig gt
interactive, and ensure that the content keeps SUCCESS coaching p atms orteams to defiver remote
evolving FACTORS FOR engagemen
EFFECTIVE
REMOTE
ENGAGEMENT Performance management

Create and put in place remote engagement-tailored performance measures
Seamless technology

e Keep things seamless for a compliant, effective and ?‘.—c
fully experience for HCPs =

L]
L]
medium- and long-term)
¢ Coach and manage teams to meet performance targets and improve
R (ch outcomes

Create and put in place remote engagement-tailored incentives (short-,

Target audience
 Find the right targets for remote interaction
 Align with field teams as required

IQVIA Confidential — Not to be used without IQVIA’s express written consent
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COVID-19

Multi-channel Marketing Services

Y
E. COVID-19 Company E-MAILING

Notifications

* Notification of temporary closure of local offices
* Notification of cessation of Medical visits

E-MAILING

Promotional information MAILING

and/or Medical information

* Risk Minimization — DHCP Letter / Safety
communications
* Awareness campaigns (one shot or journey approach)

» Patients adherence to treatment

* Provision of educational materials to be given to patients by HCP’s

Teledetailling / Consent Gathering

Patient support program

» Centralized collection of Consents from HCPs for customized remote engagement

* Awareness campaigns (one shot or journey approach)
IQVIA Confidential — Not to be used without IQVIA’s express written consent

WEBINARS

CALL CENTER
E-MAILING

Delivery Model

Mass or personalized
communications

Single or
Multichannel
campaign
management Local and global
2™~ execution through
[{ ,oré\o\ ) centralized project
~ 7 Mmanagement

Service from A /‘ _
to Z through a @ -\

| Del|very \
Engagement /
single point of "= ¢

Global reach
with local

OnekKey

contact JE
\ 1QO expertise
Quantifiable =\ _
results to measure ‘/S\l AS 2 "\"‘/Idsffc service
impact s orvia
+30k +50k
E-mail addresses Phone numbers
CALL CENTER
WEBINARS All medical specialties

=|QVIA
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Consent collection



Consent collection methodology
IQVIA TM follows a structured process to capture consent by phone

HCP Identification Consent Collection Conser_lt data :
: processing and Summary e-mail
and Targeting by phone :
sharing
« HCP target consent pool « Call script  Archive the proof of « E-mail campaign with
consent consent information form

« Match & merge for cross  Voice recorded Consent
reference * List of consented HCPs

» Targeted HCP list

Call center agents can perform Pharmacovigilance

IQVIA Confidential — Not to be used without IQVIA’s express written consent
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Consent collection insights

7, More than

g 50,000 ((( §)) Phone call optin

More than
Phone numbers of healthcare ore tha

professionals 9 O %

More than

2 5 OOO HCP’s targeted in consent collection project
: (last year)

7 Consent collection projects

IQVIA Confidential — Not to be used without IQVIA’s express written consent

Given consents

Between

30-35%

4 Consent management platforms

=|QVIA
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Multichannel Marketing Services campaigns Impact

Last 2 years

¢

More than

+200k

HCPs
Involved

1)
M 37%

E-mail average
Opening Rate

] 3.1%

Average CTR (e-mail)

Avg Market Benchmark for
Clickthrough Rate is 1,2%

30-35% o

Average % Collected Consents

IQVIA Confidential — Not to be used without IQVIA’s express written consent

JALRN
3 O O local projects

Fully Integrated Solutions
Global reach with local market expertise

Quantifiable results to measure impact
Full Service, Single Point of Contact

+500k
=

e-mails sent

+267k

Tele detailing calls

=|QVIA
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HCPs Multi-channel Marketing methodology

IQVIA will be there to fine-tune every step of the campaign

Multi-Channel HCPs Campaign Execute, Measure
Marketing Planning Segmentation Design & Review
UNDERSTAND DESIGN EXECUTE MEASURE

» Define scope, objectives and + Utilize IQVIA’s complete + Key messages content * Right message to the right

customer needs database customer

* Map content to HCP segment
+ Assess channels of + Select customer attributes of : « Measure and review
A ) * Engaging layouts
distribution interest

» Fine-tune where necessary

« Unique capability - Orchestrate smart delivery

Customized Segmentation

Efficiency campaign KPIs

By combining these four activities, IQVIA provides a complete MCM solution allowing organizations to

transform from strategy & marketing to execution

IQVIA Confidential — Not to be used without IQVIA’s express written consent
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OneKey Database insights

Ty More than Continuous validation
50 OOO of all records
y
addresses of healthcare @ Daily updated by a team
professionals of operators
909

More than | | - nearly /O

e-mail addresses with consents for e-mailing of records are updated
30 ! OOO (100% GDPR compliant) over the last 12 months

IQVIA Confidential — Not to be used without IQVIA’s express written consent
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Emailing campaign's outcomes

Monitoring of recipient’s behavior

0 79.37%

‘‘‘‘‘‘

2 94 71%

[ 20.63%

58.73%
18.52%
11.64%
8.99%
1.59%
0.53%

@ 5.29%

84.66%
7.41%
5.29%
1.59%
1.06%

Message retention level
Redesign the content

Opening rate analysis
Rethink the wave pattern

Company/Product adherence
Change the channel mix

IQVIA Confidential — Not to be used without IQVIA’s express written consent
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Remote detailing



The Mehrabian formula — what is the impact of a remote

Interaction

Covid-19 impact

I Your words
I Your body language
I Your tone of voice

IQVIA Confidential — Not to be used without IQVIA’s express written consent

THE MEHRABIAN

FORMULA
According to renowned
professional psychologist,

Albert Mehrabian, three
elements account for our
perception of a person:
words, tone of voice
and body language.

v Successful remote interactions
require different communication
styles.

v' Teams involved in remote
interactions must rely less on body
language, balance listening with
talking, effective use of voice tone
and be confident using technology

=|QVIA
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Technology — Why it is key to use the right tool

High HCPs’ engagement, we need their focused and interactive attention

WE KNOW NOTHING about their technology environment

FULL solution that will seamlessly engage HCP’s

HCP will expect: 10 seconds and 2 clicks to get to the presentation, system guaranteed secured,
non-invasive and 100% compliant

IQVIA Confidential — Not to be used without IQVIA’s express written consent
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IQVIA Remote Detailing’s Key Differentiators

Non-intrusive: Universal: Compliant:
Nothing to know, no preparation, no No Firewall, Proxy, VPN limitations Content centrally managed.
dial-in, no downloads, no installation, Device, OS & browser agnostic Assigned to reps on named basis.

nothing left behind. +1.000.000 calls Pl availability, AE reporting,
10 seconds to log on with ’ ’ Medical Inquiry, PV and

1 URL, 2 clicks. ‘ [6 85 countries [ unlimited tailored forms

Customizable: Insightful: Secure & Mobile:

From URL to look and feel, including Fully tracked with automated Fully secured and encrypted with
landing page disclaimers, privacy data extractions HTTPS, randomly generated

policy statements, terms Unique custom in-call token-baseq Iogqn
100% functional in 3G =

and conditions
" — n Il surv : .
GDPR compliance... ﬂ =l [post el sleE without content alteration

=

IQVIA Confidential — Not to be used without IQVIA’s express written consent




Summary of HCP (Participants) features
Nothing to know, no preparation, no dial-in, no downloads, no installation. 1 URL, 2 clicks.

Th e HCP n eed S. '\( KADR'GE Product PI and any other .

2015 Kadrige SLAs mandatory or promaotional

S , .
. A device with an Sl Diabef) "oimce e STRENGTH IN NUMBERS
) downloaded as PDF

internet conne_ction § o documents Diabetika helps your patients manage diabetes
(whatever device)

Rep’s name and photo and/or

e A web browser g\ ~ live video feed
This can be toggled off by the
(Wh atever Web ‘ rep after a few seconds into
( ' the call, to alloaw for full
b rowse r) 4 - screen display of content. 2-

way video can be enabled if
compliant

Diabetika: heritage in helping your
patients manage their type 2 diabetes

« Proven HbA1c reductions: at least as - " " o p .
ocmeariul a8l e prodkichs Diabetika: best safety and Diabetika: cost-effectively

« Excelient blood gluciose control tolerability profile in the promotes quality of life
* Beneficial efiects on cardiovascular health glitazone family and treatment adherence

Slides invoked
by Rep

y KADRIGE
\

LifeScience

IQVIA Confidential - Not to be used without IQVIA’s express written consent e I Q \/ I /\
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Summary of Host’s Features

All at hand in one place

* Reps & MSLs, like HCPs, access the platform...

- From anywhere, whatever the connection
conditions

- From any device (PC, Mac, Tablet, iPad,...)
- Running whatever operating system (Win XP,
Win 7, Win 8, Android, Linux, Mac OS, iOS...)

- Using whatever web browser (IE8, IE9,
|IE10,Edge, Safari, Firefox, Chrome,
Opera,...)

» They select slides in a click as required by the
conversation.

* The regulatory approved content presented is
locked down in a server and assigned on a
named basis. NOTHING but what is secured
and assigned can be shown to HCPs.

* MSLs only can be allowed to upload and share
own content from private storage space.
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Rep connection & Timer triggered
setup information when HCPs log on

Handy features: turn HCP full
screen, turn pointer over to
Slide HCP, Medical Inquiry, live

displayed video cam, VolP...

Randomly generated,
secured one-time-use
HCP access code

Share by mail

Participants

Share on Wechat

Customer Management

Administration

= Diabetika

Participant(s)

connection & setup

information

@ 1. Manage diabetes

. 2.Quizz

8 3.Cost of diabetes

- 5. Anna

i 6. Steve

@ & 2015 Kadri

Content folders,

u Menu Documents Diabetika

= - Hello Doctor,
1 — :: Today we will talk about controlling your type 2 diabetes patients and the benefits of
i v B -m " Diabetika.

« Proven HbA1c reductions: at least as powerful
as newer DYOdUC(S

« Excellent blood gluclose control

« Beneficial effects on cardiovascular health

Diabetika: heritage in helping your
patients manage their type 2 diabetes

D 1.Manage diabetes

STRENGTH IN NUMBERS

Diabetika helps your patients manage diabetes

Diabetika: best safety and
tolerability profile in the
glitazone family

Diabetika: cost-effectively
promotes quality of life
and treatment adherence

y KADRIGE
,\

LifeScience

|

Rep’s menu:

slides, forms and
target surveys

Slide

thumbnails

Speaker notes for

each slide
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The current context gives each company the opportunity to focus
on designing or revamping its MCM strategy

Multi-Channel Marketing components

Strategy Organization &

« Definition of the company goals R Com P etences
+ Change management IO\P\IQ\ » Multi-Channel training to develop

+ Consent strategy capabilities

I » Sales force support
Processes
 Definition of the brand planning
» Content calendar

Channel 2, ...
. ? + Digital profiling
¢ Marketing %
Measurement & KPIs , Tools & Technologies
* Monitor and control

* Channel mix
+ Tailored content management

g » Technology selection and set up
* Success tracking *+ MCM data management
\ / * Nexxus Marketing implementation

« Campaign design & execution support
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Thank you

Please contact us for more o
RomaniaOffice@igvie



mailto:RomaniaOffice@iqvia.com

