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What are “Insights”?

How can they drive business growth?

How can they transform organizations?
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Two Case Studies

Mid-Market Big Pharma
$100M $22B

Challenger Dominant Incumbent

Strategic Pivot Strategic Pivot

Organizational Obstacles Organizational Obstacles
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The overriding belief in the organization:

ALIGNERS ARE JUST
AS GOOD AS BRACES!
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Product Development Strategy

Line Extensions to Fix Small Problems & Capture Incremental Opportunities
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MetAnalysis™ Barrier: The product! = Clinical Outcomes, Clinical
Scope & Value not delivering vs. braces

Concept Analysis ———> Improvements to Product Efficacy > Line Extensions

Research — Doctors ——>  Delivering Clinical Outcomes > Clear Esthetics

Research - Consumers —» Emotional Drivers > Clear Esthetics
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1. New product innovation strategy
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2011

Invisalign®*

SmartForce

2012

Invisalign®*

SmartForce

2013
Invisalign©4
Enhancements

g
3¢ invisalign';7

SmartTrack

2014

InvisalignG5

SmartForce

2015

Invisalign -~ ©

SmartStage

l

Movement d’une
seule dent

l

Mouvements multi-

plan, multi-dents
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1. New product innovation strategy

2. New professional positioning strategy

Power Ridge for Lingual Root Torque
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The Confidence of a
Great Smile
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Inspiring Change
1. Senior leadership commitment

2. Best practices for documenting & disseminating

Positioning Strategy Brief OGSM Strategic Planning Document

: M 2010 Strategic Plan
(e’ AT — ;

Obpective 1

Target Audveaces

wreemy - BlUrred to Protect Client Confidentialty

Opjectve 2

Goals
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Inspiring Change
1. Senior leadership commitment
2. Best practices for documenting & disseminating

3. Internal marketing using customer insights
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Internal marketing using customer insights
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800 Ib. Gorillas

Ciir ¢ !

N 4 e

Blurred to Protect Client Confidential

-

-

- e

“Think like a customer” “The customer defines our problems”
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Inspiring Change

1. Senior leadership commitment

Best practices for documenting & disseminating

2
3. Internal marketing using customer insights
4

Rewards systems
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Invisalign NA Shipments

2009 2010 2011 2012
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2007 - 2009 2010 - 2014 '
- Slight decline * 14% avg. annual growth Source: Align Technology 10K reports
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HCV Sales ($B)

9.1

For one course of therapy
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MAVYRET: FOR CHRONIC HCY.

— i TREAT ALL GENOTYP :

MAVYRET :——= HOME ABOUT MAVYRET - TOOLS & RESOURCES - SUPPORT & SA 3

glecaprevir/pibrentasvir e y
RaSoRRgLAL ™ oo OVERA

glecaprevir/pibrentasvir

100 ma/40 matablets

OVERALL DISCONTINUATION RATE
OF MAVYRET

SIMPLE, ONCE-DAILY DOSING

TREAT AL S
N FOR R
“m IME * NO ribaviria [:ﬁ'/ 6T1-6  TREATMENT-NAM NON-CRFHOT
THE 0"%%&2:1 '?ﬁ'f?f cmmmnc PATIENTS' N0ttt et .
6T 1-6T ) ; g :‘"'h" '""“:":"“‘"":W'd o TREATMENT-NANE  COMPENSATED CRRBOTIC
Em e 3 ; NO dose agjustmest for renal impairment’
PR ONC HCV '

CHRON . | A
# nssmsn NN : o =

A T g For one course of therapy

*Cure = sustained virologic response (SVR12); HCV RNA <LLOQ at 12
end of treatment.
'Excludes liver or kidney transplant recipients.

\ *IQVIA data includes NPA week ending 1/19/18-8/10/18; WSP and LRx
1/19/18-8/3/18.*

Test all patients for evidence of current or prics hrp) itis B vires (HBV) infection before initiating treatment with MAVYRET. HBV
reactivation has been reported in HCWHBV coinfect " <l ® ad completed treatment with HCV direct.
acting aativirals and were nst receiving HEV ant ia fefminant hepatites, hegatic failure, and
death. Moaitor HOWHBY coinfected patiests for hepatitis flare or HEY ¢ du V treatment and post-treatment follow.
up. Initiate appeopriate patient management for HBV isfection as clisic ! ¢ ated ¥

£K ENDING 1n9n1g-8/10118"

VA N - omesommmeeonss  MAVYRET =

Virus reactivation, on M!nlmx;pa[r glecaprevir/pibrentasvir

Please see fell Pre

Majority is defined as 9 out of 12 national plans cover MAVYRET.
"As of March 9, 2018
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HCV Sales ($B)

9.1

Chronic hepatitis C virus (HCV) product sales, which consist of Epclusa® (sofosbuvir 400 mg/velpatasvir
100 mg), Harvoni® (ledipasvir 90 mg/sofosbuvir 400 mg), Vosevi® (sofosbuvir 400 mg/velpatasvir 100 mg/
voxilaprevir 100 mg) and Sovaldi® (sofosbuvir 400 mg), were $738 million for the fourth quarter of 2018
compared to $1.5 billion for the same period in 2017. For 2018, HCV product sales were $3.7 billion compared
to $9.1 billion in 2017. The declines were primarily due to lower average net selling price and lower sales volume
of Harvoni and Epclusa across all major markets as a result of increased competition and lower patient starts.

3.7

-$5 billion! (60%)
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MetAnalysis™

1. Still talking about category benefits, not differentiating benefits

TREAT WITH CONFIDENCE. TREAT WITH POWER.
TREAT WITH EPCLUSA. TREAT WITH EPCLUSA.
HIGH CURE RATES ACROSS ALL GENOTYPES HAVE BEEN

PANFIBROTIC EFFICACY IN ALL GENOTYPES—INCLUDING THE
PROVEN IN THE REAL WORLD** MOST COMMON GT 1™*

OVERALLCURE  OVERALL CURE
' OVERALL “‘ﬂk‘l RATE, GT ¥
OVERALL |

CURE RATE OVERALL

CURE RATE % 100%
IN GT 1-6 EREERATE \ NeAwics =

NC AND CC pRor -4 - SUBJECTS™*

PATIENTS* EADENTS*

' F3 99% 99%
\ 0NNOSS.
(*303/90%. ASTRALA -2.-5)
(n=232723% Pugla study, (TT) e $SVRT RATES RANGED
WCV-TARGET)

Tec o ot 110 F4
o (Y2616
REAL-WORLD UNITED STATES STUDY POPULATION

S REFLECT
HE PATIENTS YOU TREAT IN YOUR PRACTICE

LARGE REAL-WORLD STUDY OUTSIDE THE US O

CURE IN NEARLY EVERY PATIENT

IMPORTANT SAFETY INFORMATION

WARNINGS AND PRECAUTIONS (continued)

«Risk of Reduced Therapeutic Effect Due 1o Concomit IHPOBTANY sArz*rv INFORMATION
with P ers and/or Mod ccn

DRUG INTERACTIONS

WARNINGS AND PRECAUTIONS
S

- @EPCLUSA ., _ @&\ epcLusa

SO csbu' /velpatasvir
@ mo
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MetAnalysis
1. Still talking about category benefits, not differentiating benefits

2. Internally dismissing importance of Mavyret’s 8 week duration

WE FOUND THE CURE TO HCV!
WE’RE THE MARKET LEADERS!
OUR DRUGS ARE THE BEST!
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MetAnalysis

1.

2
3.
4

www.seidewitzgroup.com

Still talking about category benefits, not differentiating benefits
Internally dismissing importance of Mavyret’s 8 week duration
Differentiators they did identify not seen as important by doctors

Doctors have STRONG negative emotions about Gilead’s pricing
policies
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Strategies

1. Don’t talk about pricing; fix it

—> Authorized generics

2. Internal positioning workshop + lterative research w/ doctors

- New differentiating positioning strategy
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has been reported, in some cases resulting in
fulminant hepatitis, hepatic fallure, and death.

Please see additional Important Safety Information, Q
Including BOXED WARNING on Hepatitis B

reactivation on page 12 EPCLUSA
Please see accompanying full Prescribing o r vir
Information for EPCLUSA in back pocket. t t

1 CV EATMENT
1 ¥ NSATED CIRRHOSIS
INDICATION
WARNING: RISK OF HEPATITIS B VIRUS " M -
REACTIVATION IN PATIENTS COINFECTED WITH
HCV AND HBV: Hepatitis B virus (HBV) reactivation

&\ EPCLUSA

M
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Strategies
1. Don’t talk about prici “ “‘
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Inspiring Change

www.seidewitzgroup.com

Senior leadership commitment

Best practices for documenting & disseminating

Internal marketing using customer insights

— Goal of gaining belief and commitment of sales, not just education
— Sales education/marketing materials

— Research quotes & clips at sales meeting & training

— Evangelists at regional sales meetings and ride-alongs
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Inspiring Change
1. Senior leadership commitment
2. Best practices for documenting & disseminating
3. Internal marketing using customer insights

4. Rewards systems
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Patient Starts (in thousands)

New strategies
implemented

Q318

B Europe

Source: Gilead earnings report presentations

"
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Lessons 1 — The Problems

1. People are emotionally vested in the old way of doing things
(especially if they’ve worked in the past)

People ignore information right in front of their eyes when it
challenges existing paradigms

As a result, change isn’t easy!
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Lessons 2 — The Solutions (how to bring about change)

Consistent public commitment from senior leaders
Document and disseminate decisions using best practices
Build change into reward systems

Use customer insights to inform and inspire change
— Qutside voice of authority

— Non-threatening

— Something altruistic and inspiring about putting the customer first
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Lessons 3 — How to Use Customer Insights to Inform and
Inspire Change

1. Create a strong message and make sure everyone is on it

Fix the Gorillas)

Use patient challenges
to differentiate!
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Lessons 3 — How to Use Customer Insights to Inform and
Inspire Change

Create a strong message and make sure everyone is on it
Combine informing with inspiring
Use good marketing internally

Use evangelists
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Thank You!

Contact Information:

The Seidewitz Group

333 Greenwich Street
New York, NY 10013
212-477-7722

info@seidewitzgroup.com
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