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New era of pharmaceutical marketing
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Traditional Marketing

HCP-centric
v

HCP Strategy Dominates
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New Marketing

Patient-centric
v

Patient Strategy from

Nice-to-Have to Must-Have
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Why we scrutinize patient strategy? S

Successful Pharmaceutical Marketing Strategy

Successful HCP Strategy Successful Patient Strategy

v v

v" Rich practical experience ?  Still exploratory

v" Mature methodology ?  Gap exists
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Why patient strategy increasingly matters? LGl

|
\ ) Intuitively, it determines...
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Why patient strategy increasingly matters? LGl

Delving deeper, it is influenced by... IRERHEHISARE, Bl
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& Innovation Awareness
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Why patient strategy increasingly matters?

Delving deeper, it is influenced by...

04.Treatment Goal
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Pitfalls of Current
Patient Strategy
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an IQVIA business
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instead of Clear Value instead of instead of Value
Strategy Proposition Big Picture Agile Design Assessment
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What'’s the Essence of
Patient Strategy
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Via vehicle of PPE

Patient pathway engineering (PPE) is a tool to establish
a holistic view of the healthcare experience for target area
and corresponding product/ service, as well as to explore the
intrinsic interactions under the ecosystem, including both

stakeholder extensionf-8scene extension

Be

EMPOWER THE FUTURE OF MARKETING




EE:U\%?T’Q IE;@ I Eimrza%_ﬂ; """""""""""""

iHEALTH PPE
Thinking & Practices

k
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Business/ Patient
Goal Setting

To set patient strategy
evaluation model

STEP |
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Pathway
Depiction

To depict a
comprehensive patient
pathway

STEP 2
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Stakeholder
Mapping

To identify key
stakeholders with most
influence along the
pathway

STEP 3

ddd

G

Truth
Discovery

To scrutinize triggers
and barriers of each
key stakeholder on
each node

STEP 4
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Future
Planning

To orchestrate the
future desired pathway
and recognize gap
between now and future

STEP 5




STEP | - Business/Patient Goal Setting I e

Improve Acceptance ) . Extend Duration
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Enhance Disease and Enhance Treatment

Treatment Knowledge @ Motivation & Confidence
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» STEP | - Business/Patient Goal Setting
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P) Node

|_Program | Aim | Target | Form | Contenc | Timing | Touchpoint | Executor _

In-hospital

patient

education Al
program

Online
education A

Online Al

consultation

* Education through
literature, live
broadcasts, and
online lectures

Note:  represents that the program contains product information of Product A
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Initiation of IL treatment

* Introduce guideline standard treatment
regimens and new drug info across lines
(incl. Clinical data, side effects)

* Provide patients with in-depth professional
disease knowledge

* Establish reasonable treatment expectations

* Explain the arrangement of medication after
metastasis, and introduce product A in
advance

* Any node

e Official account
(sibcs, oncoRliH,
ioncology, ZLAFEE
BEhE)
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¢ Pharmaceutical
* Online platform
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STEP 2 - Pathway Depiction .
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A good pathway is tailor-made for

Full TA Coverage Full Channel Coverage Objective Alignment
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» STEP 2 - Pathway Depiction
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STEP 3 - Stakeholder Mapping L

Influencing Symptom Begins & e oDkt Treatment Initiation & Purchase & Usage Long Term Disease
Power Seeking Diagnosis Evaluation Management

High
. Patient & Key Treatment Hospital Patient &
Internet (Hospital) Caregiver Dept. & HCP Pharmacy Caregiver
. . Key Treatment Patient & Key Treatment
Social Media Dept. & HCP Caregiver DTP Pharmacy Dept. & HCP
Laboratory/ Patient Patient
CHC Imaging Dept. Organization/ Payer Organization/
& Technician Patient Group Patient Group
Informal
Treatment Nurse Nurse
Retail
Pharmacy Patient
. Internet
Organization/ .
Patient G (Hospital)
Patient & Caregiver atient Group
Low
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» STEP 3 - Stakeholder Mapping
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Symptom Urgent For Not Urgent Traditional Medicati o
Occur & Pregnancy/ Tx / Other Controlled? Yes S < uf)fn Relapse
Diagnosis &by Biologics rop-o
H ® Urgent H ® H
? Discussion On Fertility ®@
Product X Product X Product X Product X Yes Becide To Use
Storage Injection Purchase Initiation
®H
, ®
Re-adopt 6
Follow-up Visit & Rx
P - Product X ® Other Tx
Product X Q
Drop-off Relapse
® Rheumatology @ Gynecology & Obstetrics ® H H

Orthopedics H) Home ®Pharmacy
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» STEP 3 - Stakeholder Mapping
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» STEP 3 - Stakeholder Mapping
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STEP 4 —Truth Discovery

ADN «7W” Framework e 020 Observation
& Sparkle Moment

[ 2 [ )
“TW” Framework Ethnographic Social Listening
witthe — Stakeholder, action & decision,
. wee | place & duration, cost, what
TR they want, satisfaction &
et “resmerre | ynmet needs, emotion

N DIAMOND Design Thinking & —/\s*
V I.C.E. Curve MODEL Nudge

. °
I formation Cost Emotion T Design Thinking Nudge

T , . .
——= |7 RIZQ N
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» STEP 4 - Truth Discovery
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STEP 5 - Future Planning 7w
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Business/ Patient
Goal Setting

To set patient strategy
evaluation model

STEP |

e

Pathway
Depiction

To depicta
comprehensive patient
pathway

>
Stakeholder
Mapping

To identify key
stakeholders with most
influence along the
pathway

e

G

Truth
Discovery

To scrutinize triggers
and barriers of each
key stakeholder on
each node

>
=

Future
Planning

To orchestrate the
future desired pathway
and recognize gap
between now and future

—
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Measurement

* Patient KPI tracking
* Program optimization

STEP 6

)
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Step 6 - Measurement an IQVIA business

Patient Strategy Key Performance Index Dashboard

KY) Treatment unmet needs
B Testin 0 e } Bio treatment G
Testing awareness % Of patients Treatment unsatisfied % Of patients Bio awareness % Of patients
rate
(¢) o
o o
90%  55% 167% 178%
Test A Test B
. o o
. _ o

* Compared with previous wave
Star indicates important changes 13§ Icons indicate statistically significant diff. From previous wave at 95% CI
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One more tip for successful patient strategy iU

& “

Agile Design

Strategy update in roadmap milestone

> > >
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Our strong expertise in patient strategy s

/ A Bimzelx: // cimzZia // // y{giﬁi?_\' /
(bimekizumab-bkzx) _VABYSMO
i
B B DUPIXENT2)) OPDIVO.
) mgmL INJECTION FOR INTRAVEN (dupilumab) "~ (nivolumab)
Diprospan® CSymbicort N
/ Susgensior!]for injection Eiﬁfﬁ%‘%ﬂﬁﬁﬁ%i&%‘fR’LE?&”‘G LAN-]US R.?n /:ela
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Our strategic offerings in patient strategy

13 Patient Strategy — —
iHEALTH CORE COMPETENCE \

Empowered by continuous iteration &
wide experience of PPE, we now offer
a series of studies to surrounding
patient strategy optimization alongside
product life cycle, committing to
create triple-win between the Patient-
Corporate-Ecosystem

- Patient Strategy Landing Study

- Patient Pathway Deep Dive (target focused, channel focused)
- Patient Access & Affordability Study

- Patient Communication Optimization Study

- Target Patient Redefinition

v

/ Pre-launch Patient Pathway & Experience Management Development

»

Target Patient Identification & Engagement Plan

»

Patient Needs & Gap Analysis (NPP)

v

Patient Eco-system Exploration & Shaping Strategy

R0 ] Prefawnch Jtawncn J  Mawre
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