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1. Introduction

Smart Pharma Consulting has carried out a pilot stu dy to back up the concept of
Brand Preference Mix as a means to create superior  customer preference to brands

Study context

The Brand Preference Mix*

® The objective of this study was to understand how the
Brand Preference Mix can be optimized to obtain GPs

Corporate preference on a given brand

reputation ® The following key issues have been addressed:

— What s the weight of each component of the Brand
Preference Mix and how to best leverage them ?

— What are the most important brand attributes ?

— What are the key services pharma companies should
develop?

Brand — What are the most impacting actions to increase
attributes corporate reputation ?

® The study was conducted by phone interviews with 60
GPs in France in April 2010 and focused on 3 therapeutic

areas: diabetes, hypertension and allergy
* Concept developed by Smart Pharma Consulting

Source: Smart Pharma Consulting
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2. Preferred brands in selected therapeutic areas GPs perception

AERIUS, JANUVIA and GLUCOPHAGE come first when GPs are asked to name
brands they preferentially prescribe for diabetes, hypertension and allergy

Preferred brands - Spontaneous awareness

“Could you name one or two brands that you preferentially
prescribe in diabetes, hypertension or allergy?”

Diabetes Hypertension Allergy
Number of quotes Number of quotes Number of quotes
JANUVIA 12 ALTEIS ]
APROVEL | AERIUS
GLUCOPHAGE 11 FLUDEX |
KENZEN
NOVONORM 3 TAREG |
ALDACTONE |
STAGID 3 AMLOR ] XYZALL
DAONIL 2 ATﬁ(C)ADI\(l)I% 1
. PRIMALAN
XELEVIA |l 2 LOPRIL |
LOXEN |
ACTOS i 1 NEBILOX | CLARITYNE
OLMETEC
AMAREL Hi 1 RENITEC ]
BYETTA ] 1 TEMERIT | TELFAST
TENORMINE
EUCREAS i 1 TRIATEC |
RASILEZ | ZYRTEC
VELMETIA | 1 ZANIDIP
1 T T T 1 T T T 1 1 T T T 1
0 5 10 15 20 0 5 10 15 20 0 5 10 15 20
Number of respondents: 31 Number of respondents: 21 Number of respondents: 22

Source: Phone interviews with 60 GPs (April 2010) — Smart Pharma Consulting analyses
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2. Preferred brands in selected therapeutic areas

GPs perception

Only one third of the interviewees is able to link

company, regardless of the therapeutic area

Link between brands and companies

preferred brands to the proper

“What are the companies that commercialize those brands1?”

Diabetes

Correct
" Answer
(29%)
Do not
Do not
(K7n1%2/) (57%)

Number of respondents: 31

Hypertension

Correct
Answer
(43%)

Know ...

Number of respondents: 21

Do not
Know
(64%)

Allergy

Correct
Answer
(36%)

PO

Number of respondents: 22

Source: Phone interviews with 60 GPs (April 2010) — Smart Pharma Consulting analyses

Brand Preference Mix Strategy in Practice - GPs study - May 2010

1 Several answers per respondent, depending on the number of brands named
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3. Criteria driving brand preference GPs perception

Brands attributes appear to be a prerequisite to be prescribed but services and
corporate reputation may play a role to drive prefe rence

Relative importance of the Brand Preference Mix components

“On a 100% basis, what importance do you give to the three components of the
brand preference mix for the preferred brands you quoted?”

= Efficacy/quality of the product (20) &
tolerability (4) seem to be the key
drivers of the brand preference

» 18 respondents are exclusively
sensitive to the brand attributes
“The only thing | care is the drug
efficacy, whatever the company is or
offers” (6)

“The drug attributes are more important
than any other factors” (4)

“The 2 other characteristics are trivial
compared to the drug itself” (1)

= GPs preference for a brand also lays
on GPs experience (8), their habits
(5) and the fact that they can easily
memorize (2) the brand name

Service | ....cceeeininns 8 respondents specifically link their
quality preference for a brand, to the quality
of face-to-face calls and 2 others on
the frequency of those calls

Corporate
reputation

Brands s » GPs seem to pay more attention to a bad
attributes " reputation than to a good one
“The reputation of the company is not a criterion,

Number of respondents: 60 unless it is a bad reputation” (2)

» For 2 respondents only, company reputation or
the size of the company can be a critical factor of
choice

Source: Phone interviews with 60 GPs (April 2010) — Smart Pharma Consulting analyses

(x) : Number of quotes
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3. Criteria driving brand preference GPs perception

When prompted on brand attributes, beyond efficacy & tolerance, GPs seem to pay
more attention on the easiness of use and scientifi Cc proofs

Brand attributes of major importance for GPs

Brands attributes

“Please rank the following brand attributes in terms of importance”
(1 = least important; 6 = most important)

Average rank

Easiness of use
Scientific proofs

Forms and dosages
Mechanism of action
Wideness of indications

Price

Number of respondents: 571

Source: Phone interviews with 60 GPs (April 2010) — Smart Pharma Consulting analyses 3 GPs declared they only pay attention to efficacy and tolerance and then, refused to rank other brand attributes
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3. Criteria driving brand preference GPs perception

Face-to-face calls are viewed as a service by inter viewed GPs, who seem to be quite
sensitive to them, right after medical training

Service quality Importance of service quality
L

“What services proposed by pharmaceutical companies, most
contribute to your preference for a brand'?” (open-ended question)

Number of quotes

Trainin Y T Continuous medical education and post-university tr aining (22), meetings (6) and
9 ] medical team training programs (3)
Calls - 0 T Quiality (12), clarity (2), regularity (2) of calls, relationships with Medical Reps (1) and
i will to keep classical face-to-face calls instead o f telephone or Internet calls (1)
Scientific information - 11 e + Scientific information (7), clinical trials (2), pu blications (1) and brochures (1)
Congress / symposia [ 8+veeeseressesessasesenases + Congresses and symposia (7), as well as video confe  rences (1)
Others 5 cevereeaeeeeee e More services on Internet (2), availability when ne  eded (1), career development (1),
_. samples (1) and financial bonus depending on the nu  mber of packs sold

Patients support l ¢ JECCLLELCLCCERELLEEEREECLCEREEE + Therapeutic education and support (4), and patient leaflets (1)

None | ]9
T T 1

0 20 40 60
Number of respondents: 60

Source: Phone interviews with 60 GPs (April 2010) — Smart Pharma Consulting analyses (x) - Number of quotes -- 1 Several answers possible
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3. Criteria driving brand preference GPs perception

For more than half of respondents, companies do not distinguish from one to
another in terms of quality of services offered

senice quality — Perception of service quality offered by companies (1/2)

[
éls there any company particularly remarkable for the quality of its
services in diabetes, hypertension or allergy?”

T No answer (2%)

Number of respondents: 60

Source: Phone interviews with 60 GPs (April 2010) — Smart Pharma Consulting analyses
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3. Criteria driving brand preference

GPs perception

According to interviewed GPs, Sanofi-Aventis stands
on services offered, primarily on medical training

senice quality — Perception of service quality offered by companies (2/2)

ahead of the other companies

“Which company is particularly remarkable

Number of quotes

for the quality of its services'...?”

= .2 o > w s x oo O B X — x @) ) . o «
RS g g &* £5 ° 3 T 22 a F
E o T D = ;e
... and for what services?”
| Generalservicequality [mmp | 1 || [[2|[ [+ [ [ [ [JC I I J[ J( IC IC J0C J0 J[ J[2]
| Questions management [msp | || [ [ || || [ [ [{ I[ J{+¢[ [ [[ [0 I || J[ [[ |
| Face-tofacecals  [m| [[ 2 [[ ({2 [ [ J{xfJC I J0 J0 JpafC JC 10 J0 10 [ |
| Meetings/weekends [mp |2 || || || J[2][2 ][ [ J{aJ( J{af( (e[ JC JL J J[ J[ |
| Publications e 2 I I N N O N e
l Trainings b [ 5 [[2 (a2 ][ [[af[a][ J[a[af[af{af[ J[ JQaj[af[a]f[2][ |
| Patientssupport  [m | [[ [[ [ || [« f[ ([ JC I I L JC 0 I I I 0 [ |
Number of respondents: 60
Source: Phone interviews with 60 GPs (April 2010) — Smart Pharma Consulting analyses Number of quotes 1 Several answers possible
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3. Criteria driving brand preference

GPs perception

Though 1/3 of respondents has no expectation in ter
training / information are keys for the others inte

Service quality

L
“Would you expect any services to
be developed in order to increase
your interest in marketed drugs?”

Number of respondents: 60

Expectations about services

ms of services, calls and
rviewees

“What services would you expect'?”

Number of quotes

Face-to-face calls

Trainings

Information on Internet

Booklets / publications

Patients support

DTC communication

Others 6

Source: Phone interviews with 60 GPs (April 2010) — Smart Pharma Consulting analyses

Brand Preference Mix Strategy in Practice - GPs study - May 2010

1Several answers possible
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3. Criteria driving brand preference GPs perception

When specifically prompted, 27% of GPs are really s  ensitive to the reputation of
companies, when prescribing a drug

Service quality Importance of corporate reputation

[
&ls corporate reputation important in your preference for specific brands
in diabetes, hypertension or allergy'?”

= Interviewees associate good reputation with quality of drugs...
“Good reputation depends on the quality of manufacturing” (1)
“Good reputation means more safety and more guarantees” (1)

. Yes “We do not know what generics companies put in their drugs” (1)

... awareness...
“| prefer prescribing drugs coming from companies | know” (2)

... communication...

“Companies that make efforts on DTC campaigns deserve to be rewarded
by GPs prescriptions” (1)

“Big companies have more budget to promote their drugs” (1)

... or origin of the company
“If efficacy is identical, | prefer French companies” (1)

» 3 GPs are only sensitive to bad reputation
“l do not prescribe drugs sold by companies with a bad reputation” (2)
“Reputation matters only in case of bad reputation” (1)

Number of respondents: 60

=» Corporate reputation is not yet effectively leverag ed to induce preference to product brands

Source: Phone interviews with 60 GPs (April 2010) — Smart Pharma Consulting analyses (x) : Number of quotes
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3. Criteria driving brand preference GPs perception

MSD, Sanofi-Aventis and, to a lower extent, Novarti s, distinguish by their good
reputation among interviewed GPs, for quite distinc tive reasons

Corporate reputation ——— Perception of corporate reputation
“In your opinion, which companies have a good reputation
ggmber of quotes in diabetes, hypertension or allergy?”
20
10
0
Qo . . . . — — . .
B 2 2 s alsggz e ® & 5 2 ¢ S &8 & =5 @
2 n < > wn % o [ = o g o} o % o) 'é
« ” @ n e 2 - £ 8 < g
o e
Open-ended z e
differentiation factors ff
—~———
| General image jwp | 10 (200 10 M2 df I I I J0 J0 10 J0 I J0 Jtadf 0 10 I |
| Qualityofdrugssold  |wa |2 || || [ [[ J[af[af[ [ J[ f{af J[ J[ [ J[ L J[ [ J[ J(2]
| InvovementinReD  |wmp [ {2 [ [ [ J[ [ J[ J{adf 0 I JL I 0 0 J0 J0 0 I |
| Quality of face-to-facecalls | wap [ [ || [ || [ [[ [ [l [ [ [faf J[ J[ [ [ [ J[ [ [[2]
[Involvementinthe pathology | map | || [[ L [ 2 [[2f[ [[af[ f[ J[af[ [ J [ [ J[ L f[ [l ([ I |
| Internationalpresence  |wap | [ 1 [ 2 || [ J[ J[af[ J[ J[ JL JL JL J[ JL JL JC JL JL JL I |
| longtermpresence  |w | [ [ [ [ [ J[ [ JC JC L JC 0 JC 0 0 0 I J0 0]
Number of respondents: 60
Source: Phone interviews with 60 GPs (April 2010) — Smart Pharma Consulting analyses Number of quotes 1 Several answers possible
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3. Criteria driving brand preference GPs perception

42% of GPs stated that they may consider corporate initiatives (non-directly related to
brand attributes) when choosing to prescribe prefer entially a brand

L e . i
Corporate reputation Initiatives to support corporate reputation
“How would you score the following initiatives “As a conclusion, would you prefer brands commercialized by
out of 10 to establish a good reputation ?” companies that are active in communicating on other subject than
(1 = least important; 6 = most important) the brand itself?”

Average rank

R&D financing 8,0
=mmm Yes ---------
----- (42%)
Therapeutic
education
Initiatives in
developing
countries
Public he_alth
campaigns Number of respondents: 53
Scientific :
sponsoring — : o
4 GPs insisted on the fact that companies reputatio n would
Sport/culture 37 still be a second-line driver of their preference
patronage ' “Companies also need to propose a product of quality” (2)
L B L “Initiatives matter only to chose between two equivalent drugs” (1)
0 2 4 6 8 10 “I could do so if the drug is easy to memaorize” (1)

Number of respondents: 60

Source: Phone interviews with 60 GPs (April 2010) — Smart Pharma Consulting analyses (x) : Number of quotes
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4. Implications for Pharma companies

To create superior Brand Preference, managers must offer their customers positive
experiences that will generate sustainable loyalty and possibly will create advocates

The Brand Preference Mix Strategy

EXTERNAL / Customer Relationship Management Program \
INFLUENCES
Targeted
custgomers Corporate :
c E
Regulators c_:é G Long-term
» Z Z customer
Physicians 3 = engagement
_ é Preference 2 (Active loyalty)
Patients = Mix uEJ
Distributors attributes .
Perceptions
Competitors

\ Functional value Z

“The more your frontline collaborators will be pref erred by your
customers the higher will be your brand preference”

Source: Smart Pharma Consulting 1 Key performance indicators - 2 Activity-based indicators
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4. Implications for Pharma companies

Brand Preference Mix thus needs to be optimized by p
addressing the following key issues

harmaceutical companies by

Key issues to be addressed to optimize the Brand Preference Mix

= How to create a superior

corporate image?

How to build an appealing
corporate identity?

How to maintain a corporate
reputation that induces
preference of customers 1?

How to install a perception of
uniqueness?

How to generate preference
from customers 1 by
highlighting specific product
attributes?

How to leverage corporate
reputation and service
offering?

attributes

Corporate
reputation

e 1 Service quality

How to deliver innovative
services highly valued by
customers 1?

How to ensure a
sustainable excellence in
the execution of services?

How to select and design
services that will lead to
corporate / brand
preference?

How to make sure the
delivered service is
recognized and
memorized as produced
by the company and
related to the brand?

Source: Smart Pharma Consulting

Brand Preference Mix Strategy in Practice - GPs study - May 2010

1 Physicians, patients, pharmacists, nurses, payers, health authorities, etc.
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5. Conclusions

If perceived products attributes are key to be pres  cribed, corporate reputation and
perceived value of delivered services are instrumen  tal to create brand preference

Key learning

= To create superior Brand Preference, managers must offer their customers positive experiences that will generate
sustainable loyalty and possibly advocates

* The intrinsic features of brands, especially efficacy and tolerance, are a prerequisite to be prescribed, but training
and detailing activities appear as most important when creating Brand Preference in physicians’ mind

* The perceived value of services by individual beneficiaries could be a reasonably good proxy to estimate their
ability to raise preference for associated product brands

* Though GPs seem to be more influenced by a bad reputation than a good one, superior corporate reputation
compared to competitors may create product Brand Preference

= GPs are sensitive to corporate communication on R&D, therapeutic education or initiatives in developing countries

* The services (training, scientific information, congress...) associated to a product brand will create value for
pharma companies provided they induced an increased prescribers preference

= Frontline collaborators been instrumental to induce a robust Brand Preference, companies should train them to
build, better than competition, preferred relationship with their customers

Source: Smart Pharma Consulting
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