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NEW PRODUCT LAUNCH - CLEAVE

O

COMPANY
Strategy
& Ambition

@

Key
ENABLERS

2024 BIRBBELEIFTCIR

- Launch road map
- Launch readiness checklist
- Brand plan

& PROFILE and DIFFERENTIATION

MARKET Opportunity COMPETITION anticipation
- Disease insights - Competitor benchmarking

- Market characteristics - Competitor modeling and

- Target group counteraction plan

CUSTOMER Insights
Patient treatment flow
. Customer needs, behavior,
and attitudes
- Physician and patient segmentation

PRODUCT positioning and branding

- Positioning and messaging

- Brand identity

- Phase IV design and life cycle management

(=) ACCESS and MOMENTUM
Market ACCESS Strategy PRICING and STAKEHOLDER
Market access scenarios Reimbursement Engagement

. Payer and HTA agency
engagement

- Market access strategy frame

- Regulatory management

- Submission planning

- Value proposition

- Pricing frame and policy

- Innovative pricing

- Therapy and disease
management

- Launch sequencing

-~ Stakeholder mapping
- Engagement strategies
- Advocacy

Launch Planning, Budgeting, and Tracking

Launch dashboard
- Reporting

- Long-term financial forecasts -
- Budget allocation
- Launch KPlIs

- Mobilization
- Operational strategy
- Knowledge transfer

7 B8 BH
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@ MOBILIZATION and
ROLLOUT

RESOURCE Planning and Mix
- Marketing and channel mix

- Field force resource plan

- Functional resource plan

- Resource ramp-up plan

- Partnering

MOBILIZATION and Activation @

of Stakeholders

- Field force activity plan

- Stakeholder prioritization and
targeting

- Quality of interaction assessment

- Public relations and communications
plan

- Medical & scientific information plan

Post-launch
marketing

SUPPLY Management

- Supply strategy

- Sales and demand forecasts
- Production planning

- Distribution and packaging

Launch ORGANIZATION and TALENT

- Talent planning

- Incentive system

- Skill assessment and training

EMPOWER THE FUTURE OF MARKETING
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Value-based Pricing




Alter the price sensitivity curve to our advantage is
the best pricing strategy

2024 BIRBBELEIFTCIR

Value-added Services

Value Proposition

- 7
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Pricing
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Market-access-based Pricing
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Regulatory Environment in China

o]
Current Situation

* HIB* RDL threshold in recent negotiations

v' Reference to the global lowest price

v' Less impact on the medical insurance total fund

(ERER)
v More than 60+% price cut

* More products/categories are covered in VBP

* CFDA approval of new products and new

indications has been accelerated

* HIB; Health Insurance Bureau

2024 BIRBBELEIFTCIR
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Consideration for Pricing Model Setting

@ Range of test price: wider

@ Launch price setting: Leave enough room for
RDL price cut

@ Other pricing factors before entering RDL:
PAP can be an alternative way to boost both physicians’

Rx experience & patients’ usage

EMPOWER THE FUTURE OF MARKETING



\ 4 \ 4 S V

a7

EFY

i
GHE

HRGFRY
% SRR

5
ENS

i
GHE

BUFRY
rdkAEs




][ 2 B3 B
ILLUMINERA

BEARLEINES
aeNLSSIRIS

Patient-centric Business
Model Innovation
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“Diamond Cut” of Unmet Needs

Treatment Experience
Incurable regimen Long-distance medical treatment
Annoying side effects Endless queuing o
Poor quality of life Frequent hospital visit
Information Emotion
Less communication with HCP Stigma
Lack of disease knowledge Lonely and Helpless

Lack of drug knowledge

Cost

Limited NRDL coverage
Family financial burden
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Key KPIs

®

Post-launch
Marketing

Other KPIs

@ SALES RESULT
TRACKING

Sales Volume & Revenue

- By region

- By city tier

- By channel

- By hospital type

- By key hospital(top 10 sales
contributors)

- By department

Sales Growth Rate
. Business source

CUSTOMER AFFINITY

2024 BIRBBELEIFTCIR

@ EXECUTION EXCELLENCE

Sales Force Effectiveness

- Sales reps coverage, frequency, detailing visits and
social visits, etc.

- Message recall

- Sales visiting impact on future prescription

- Sales rep satisfaction & performance evaluation

Promotional Activities Effectiveness

- Marketing activity participation and frequency
- Activity satisfaction & performance evaluation
- Key message recall

- Preferred marketing activities and forms

@ MARKET ACCESS EXCELLENCE

In-hospital Prescription and Usage
- Hospital listing progress
- Hospital coverage and feasibility of in-hospital usage

COMPETITION ANALYSIS

@ MARKET MONITORING

PATIENT Classification &
TREATMENT Behavior

- Patient flow & classification

- Therapy choice and brand choice
- Duration of treatment

DISEASE Understanding &

TREATMENT Belief
Disease knowledge

- Treatment goal

. Disease satisfaction level and unmet
needs

- Treatment philosophy

- Key prescription criteria on therapy
choice (onset speed, efficacy, sustained
efficacy, etc.)

- Key prescription criteria on brand choice

- Perception towards categories & brand

TREATMENT Trend
- Policy impact ( RDL listing, VBP etc.) on
treatment model and channels
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@ BRAND

FOOTPRINT

Brand KPIs
Market access
- Brand awareness
- Brand TOM (top-of-mind)
- Brand ever usage
- Brand PIM (past-|-month)
usage

Brand Business Source
- Physician type

- Patient type

- Rx source

. Etc.

Brand Perception

- Performance on key
factors

- Brand satisfaction

EMPOWER THE FUTURE OF MARKETING
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