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Proven Performance Across Workstreams
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Therapeutic Experience

Trusted By Over 50 Pharmaceutical Companies
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Providing Recommendations to Support
the Reach and Impact of Medical Affairs

o Scientific %' and Development
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o Platforms Abstracts, Posters,
Manuscripts
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and Reviews
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MSL Training
Support

Congress Support

Symposia, Competitive
Intelligence, HCP Events,
Internal Meetings



Our Approach to Publications



Optimizing Data Communications

Latozinemab in FTD: — o I's ::Abl‘»cam:‘:ndcongess
Scientific Platform ' % 8 Strategic Plan

Scientific Platform Publication Plan Congress Activity Manuscripts Publication Extenders
> Works in conjunction with > Distributes your messaging > Includes congress > Primary manuscripts, > Non-traditional tactics
a publication plan to by audience and time planning and development secondary manuscripts, intended to extend the

ensure consistent,

; > Provides a framework to of abstracts, posters, and and review articles reach and engagement of
accurate, and timely

coordinate abstracts, RIRRESSnEons > Includes literature reviews the target audience

Information posters, manuscripts and gap analyses to > Includes graphical

) Sletsfup your pubgcatlon > Includes clinical trial timing, |d§g’;!fy rﬁ?ds tfor abstract§, pIalntrI]anggO?ge
plan for success by congress and journal additional literature summaries, author videos,
mapping statements to recommendations, and a infographics, etc

individual planned tactics
to address scientific
objectives

map of data dissemination



Our Value in Proactive Publication Management

Budget
Management

» SOW drafting
» Budget tracking

» Invoicing

Project Status e Author

Process Updating -alrtgf [P g Collaboration
Standardized review » Status reports » Congress and » Author invitations at
process journal research project initiation

» Weekly or biweekly

Timeline update meetings » Guideline » Query response and

development , E-mail updates adherence data review calls

Reviewer follow-up » Deadline » Follow-up for
considerations feedback

Submission
Preparation

Mock submission

Author and company
disclosure

Gathering required
supporting material
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Difference — A Comprehensive Approach

Strategic Planning

» Supporting publications from

preclinical to post-marketing studies

>

» Collaboration with authors/experts )

nnnnnn

Scientific Expertise
» Data analysis and interpretation

» Scientific message mapping

Accountability

>75% of team are ISMPP CMPP™
certified

ICMJE and GPP compliant

Publication Management
Technology

» In-house project management platforms

» Collaboration and licenses with PubStrat
and iEnvision

)
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Our Approach to Medical Affairs
Programming
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KOL ldentification and Engagement Planning:
Identifying and Engaging the Right HCPs in the Right Way to Ensure a Lasting Impact

» Identification

»  Segmentation

»  Profiling

» Plan Development

»  Engagement Tracking

m © = » 2




Advisory and Insight Gathering:
Engaging Appropriate Advisors at the Right Time

Overview of Story Flow Workshop

» Strategic Support

C to be utilized ; = et 5{““" di ‘: = ‘\bi

y Advisor Recruitment and " L L
: == : SR

Management —— - T | s B S |

o
= Q&x“\q

» Content Development = Des 0D B0 —
»  Workshop Development ’ | '
» Moderation Services

» Slide Rehearsal Facilitation

» Logistics Support (Virtual and Live)
» Post Meeting Executive Summary

» Timeline Management
» Financial Management
» Onsite Execution




Content Development:
Scientific Storytelling that Engages Your Audience

ACTIVE LUPUS
NEPHRITIS

» Content Strategy
» Medical Writing & Editing
» Expert Validation
» Regulatory Review Support
» Graphic Design "5
» Timeline Management

» Various Formats B
Slide Presentations

PATIENT 81 PATIENT 82 PATIENT 83
l“
ﬂ g fos ) ESE GUIDELINES
U \-/

Practical Guidance for the
Management of Adrenal Incidentalomas

Uveitis Is a Major Cause of Ocular Morbidity and Vi

Common sight-threatening group Prevalence: 13
of disorders characterized by

O inflammation of the uveal tract of

o MOD/MOA Videos & Animations m—

o Journal Supplements » dermatoio

o Congress Materials The Decade of AD:

o Training Modules Applying Learnings . | | ,

o Sales Materials From Psoriasis to AD Pot converto o s aciv Moty n Skl sl

o Videos & On-Demand Modules *_ - ..

o Case Materials Ny T . }
, “m:w BrandName (DrugName)
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Situation

Empowering
MSLs Through
Immersive
Campaign
Experience

Client Medical Affairs team:

»  Better access to top endocrinologists vs commercial
counterparts

»  Strong desire to conduct educational programs

Solution
»  Medical Affairs educational initiative: CASCADE
@
Ay,

Proactive Execution Challenge Recognized

Required comprehensive MSL training:

»  Content and messaging behind CASCADE

»  Comfort with the scheduling/recruiting process for
appropriate audiences

Support:

p-value aligned with client’s training team for live,

print, and digital assets

> Modular content housed in a content repository
integrated with MSL portal

»  Series of required On-Demand trainings

»  MSL Q&A calls

»  Expert faculty remote training

The OQutcome

»  33% increase in programs over 12 months
» Initiative became a “go-to” in their HCP response strategy
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CASCADE

A~r"ﬁ 51'0(‘1’
C',i 'Jn tv.'t-db Edeceton

Overview

3. CNY DIOQIT OeSQred 10 MSe AWareness on e role of

Ofabioration with and will De Drese
t CASCADI prorgrama cam

e Important Reminders

When avanging 2 program, request an hoer with the insatuson to allow for
APPIGEAIIE BAcUIAON

SCADE is - P Nding on the
wmmmmnmwuwhmwm

As 3 Corcept sponsored program. & sign-in sheet and Corcopt attendee will be required

Toe all programs Be sure 10 review thess Wah each " the
beginning of the program Mmm-mmmmml
a mesl s being provided.

Upen of & peog remind there is coment and
reciest & follow up prograem|

The planning process
e CASCADE Planning Process pousiie | Corcapt
CASCADE Progeam
awnig Frocens
e

Portal overview/how to submit a program

— |
o CASCADE Portal User Guide
-

Compliance requirements
* CASCADE Compliance Overview * HC 30-005.01 Scientific Exchange

Program Guidelines

Pr—— -
o ®———
Registering attendees/utilizing eSign-in = =
¢ CASCADE eSign Online Registration Guide =
=
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Scientific Exchange Engagements:
Providing MSLs Opportunities to Connect With HCPs

Program Planning
Audience Recruitment
Logistical Management
Content Development
HCP Payments CORTISO!

: | MaATTERS conlll
Execution

o Broadcasts

o Webinars

o Symposia and Conference Presence
o MSL-Delivered Educational Programs
O
O

hypercortisoli

On-Demand Education _»
POdC&StS | : ‘,‘ ) Learning Modules
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Conference Management and Planning:
Growing Your Congress Footprint With Opportunities for Unigue HCP Engagements
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Strategic Planning ’qg s,

Advertising |

Symposia / Non-CME events N ts2

Competitive Intelligence =

Scientific Posters ‘-"‘,3 - irtnce*g 125+
Expert Engagements o e - Product Theaters
Booth Development | Executed”
Onsite Execution - g e 4

Portable Booth

Website

SESSIONS OF INTEREST

*Annual average based on national and global support.

1,700+

Expert Encounters
Managed*




Empowering MSLs Through
- - = Immersive Campaign Experience

Situation:;

Client Medical Affairs team:
» Rheumatology clinical trial enroliment was suboptimal
» HCPs were unaware of the enrollment or referral process

Solution:
Increase awareness through
_ | Step 1.
» Creative booth to differentiate client Medical Affairs
“I dldn teven kI”IOW a Medical Affairs booth * Provide pipeline and appropriate patient type for trials
could look like this!” » Conduct interactive surveys to assess knowledge
— Company Employee + Assign MSLs to engage HCPs

‘.;F"‘?“g* - * Provide QR code to collect interested HCPs for follow-up
Step 2:

* Host evening forum on clinical trial process/enroliment

* Invite engaged booth HCPs + broad conference recruitment

** Note, client is restricted in using external HCP faculty

Outcome:

» 5X increase in booth engagement: tMSL booth staffing

» Real-time leads to new enrollment sites

% - » High MSL & Compliance satisfaction rates

Pipeline Explorer BUIld -A-Patient Clinical Trial HCP » Prepared enduring assets to keep momentum
Database/Survey » 100+ attendees at forum led by internal presenters

17



Providing the p-

Attention to Detail
and Enhanced
Concierge Support

Unsurpassed service level

Organized; timeline driven

Prioritization of client and
HCP needs

Personalized experience

“You are great partners and it's been good working with you. We don’t say that lightly either” — BMS Marketer

18

Difference
Consistent and Proactive

Trusted Partnership

Understanding of company
policies, SOPs, and
internal platforms

Efficiencies among internal
team workstreams

Collaboration with other
agencies/3rd parties

Same team members to
ensure consistency

and Accessible

Available to clients
and HCPs 24/7

Quick response times

Flexible working style

Proactive vs reactive
style; provide ideas and
solutions before issues
arise

0

=7

Strategic Thinking

Deliver strategic insights
and recommendations

Help evolve strategy to fit
brand and market needs

Provide solutions how to
further differentiate the
brand

L0

Scientific and
Creative Content

Develop and refresh
content to address brand
objectives and feature
latest data

Increased engagement
via interactive

content and program
enhancements

Innovative approaches to
post-program brand and
message reinforcement

p,



Experience

Partnership

Scientific Acumen

Elevated
Service



Contact Information

Jessica Saunders
EVP, Client Relations and Growth

cell: (973) 975-9894
email: jsaunders@pvaluegroup.com
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