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Tom Griffiths
Head of PX+CX

[Patient+Customer Experience]

Are you planning to Bl o 4
engage Patients or HCPs &R (‘
in the decisions you make, &% -

and the assets you create?
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Will you be involving them deeply enough,
and regularly enough, to develop effective
content and comms throughout their
shared journey?



PX+CX iNlZlO

Patient Experience + Customer Experience: Strategy, Planning and Design

Imagine a world where the
patient and HCP are integral to
every decision you make, and
Involved in the creation of every
health experience




Imagine a time when...

Congresses / events / creative campaigns are
not just seen as a ‘moment in time’ activity, but
part of a continuous conversation with our
audiences, an integral part of our year-round
content and comms strategy.
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! Imagine a time when...

Knowledge and peer to peer discussion is

accessible for all healthcare professionals, not
just those who are fortunate enough to attend
face-to-face.
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Imagine a time when...

The experience is truly omnichannel; an intelligent,
connected journey for each customer; focusing on
why, when, and where they consume content, and
what they will do next.
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Imagine a time when...

Face-to-face ‘engagement’ or ‘networking’ can be
about real connections; when we can focus on
interesting, useful, funny, heartfelt, passionate,
valuable, human conversations
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Imagine a time when...

You can know that all your efforts,
surrounding each customer (and patient)
connection, are achieving shared goals, and
leading to strategic success.

Imagine s pending more time with your
audiences
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Shared pharma company+HCP challenge ENGAGE

“We have no
- time!”

‘ Our pharma clients: We want
our customers to have

More time with our company (our
brands, our staff, our speakers)

More time with our assets (attention,
engagement, consideration)
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But congresses have their own, specific challenges ENGAGE

Content must meet the needs of our audience,
as well as be adaptive to the
digital space

A need for pharma to differentiate, to stand out
from competitors and digital white-noise

Use of omni-channel, and pre, peri and post
communications has not yet been optimised

bd
e 0o 0
Delegate desire to connect with peers virtually
and have better interactions with pharma
beyond the congress hall

A busy congress agenda with limited time to
interact with pharma

Hybrid is expanding delegate reach and access,
opening up new (and future) audiences which
have not yet been tapped into

Platforms do not deliver a smooth, personalised
journey (particularly when compared to non-HC
digital experiences)

Format fatigue and digital burnout can limit
engagement

EHEIEIS

Ultimately, Congresses are still seen by many across pharma as one-off engagement
opportunities. Why would you start a conversation and not continue it throughout the year?
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How do we measure
experience?
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o o ENGAGE
We measure numbers and opinions,
but are they worth it?

Measure the quality and the effectiveness of interactions: look at attribution of value to
make everything you do better

“5000 people visited How many had a

meaningful Have we changed ,
our booth” interaction? how they perceive us ng:tt,s
SUCCESS!? / our products? :

How do we KNOW?

Measure and attribute a quality score to all interactions =

tracked customer behaviour change
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ENGAGE

Measuring Effectiveness =
It’s Time to Make Better Choices

Effective omnichannel engagement means
not only did your audience see / read / view
your message, but they spent time with it,
took a quality-signalling action around it.

From these interactions, we can begin to
attribute value by tracking change: how
they feel / think about your company or
product, what they might start doing
differently.

They've listened, thought, understood,
discussed, questioned, changed...

But, how can we track?
And what do we do next?
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How do we measure the value of time, and explore the ENGAGE
power of Shared Health?

Define success

« What do powerful experiences mean to you and to your audience?

« Awareness? Consideration? Prescription? Behaviour change? Early
diagnosis? Better treatment? Adherence?

« What does value mean to the patient, the HCP, the pharma Sidenote: can we please stop using the
marketer? word impact’ on its own?

+ Better QOL? Better outcomes? Financial targets?

Then measure the metrics that matter
- Omnichannel measurement = intelligent sales & marketing

- Test, learn, refine, succeed, together
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ENGAGE

Delivering
excellence in
Congress
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Who is in the team? What do they care about?

Medical Lead

* What do HCPs need to better
understand the treatment landscape?

Brand Managers
* In a competitive market, how
can | ensure my product stands

?
|O_|Ut' | <ol bl lik What do they want to talk about? How
in(;\p{i;in SOIVE a probiem like are they staying ahead?

Commercial Lead Patient Advocacy Lead

* How do | truly bring together
sales & marketing teams to drive
engagement with this product?

4 ¢ How can our organisation truly put
patients first?

* How can we convey the voice of the
patient? The need for Shared Health?

Congress Lead

 How can | drive deeper
engagement with my
medical content?

« After a brand experience,
what's next?

Country Manager

* How do | take 2 or 3global campaigns
— commercial or medical —and tailor it
to HCPs in my market?

Ask:
What does success look like? For the patient, the customer, and you, for all of your colleagues?
How are you involving the patient or HCP in your planning and ongoing creative process?
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Start with a [shared] congress vision ENGAGE

17. INIZIO

To be leaders in the congress space, we must consider congress
as part of our overall customer journey, bringing the same rigour
we invest in branded content and medical content strategy to
connected congress planning.

By understanding our audience needs, applying behavioural
science to our thinking and creating a seamless omnichannel
experience pre-, during-, and post-congress, we can drive effective
engagement (more time, better spent) and achieve our shared
strategic objectives.
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Shared planning = Shared success ENGAGE

Cross-TA, Global-to-Local

Every customer interaction must have a purpose.

Each brand or medical asset must move the customer forward - in
belief and behaviour - to the next interaction.

Everything we do should be measured, so that performance of assets
and of channels will inform what we do next to move the customer.
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ENGAGE

The MVP of congress CX

Pre-congress Aware / Live congress: Post-congress Content
Registration: engage Attend + engage loyalist

Promoted
content
Stand experience Symposium .

If they attend a sympo: 45 minutes listening?

If they visit the booth: 4 minutes talking?
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Is each asset and interaction working as
hard as it could be?

Pre-congress Aware / Live congress: Post-congress Content

Registration: engage Attend + engage loyalist

Promoted
content
Stand experience Symposium .
- -

How can we get more attention and more time with customers?

Apply a Hook + Call To Action to

EVERY ASSET, EVERY CONVERSATION, EVERY PRESENTATION, EVERY INTERACTION.

INIZ10

ENGAGE

What's
next?

20. INIZIO
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Drivers
‘ [ ) ,' , [ E N G A G E
omnichannel’: test what's available,
o
learn, communicate better [ customorEsperircs |
. ; . Ongoing:
Pre-congress Unaware: Pre-congress Aware / Live congress: ; ; .
Inspire / disrupt Registration: engage Attend + engage Post-congress Content loyalist Advocate: share /
recommend
Promoted Promoted Promoted
content content content
Congress experience
Unbranded [ Stand experience
Paid Social Unbranded website
Registration
Banners teaser content webinars
What's
Newsletter, next?

PLANNING PROCESS AND
SUPPORTING ASSETS FOR
LOCAL MARKETS

Branded

EPERMISSION Email 1 Email 2 Email 3 Email 4

Banners

Branded
Banners

v
On-demand Content via Branded or Medical website or 3" parties (Medscape / Doctors.net / SERMO etc)

Content 1 Content 2 Content 3

Branded Banners Medical-led ads Medical-led ads

Congress Landing Page

RWE, Patient benefits, MoA
EPERMISSION

Landing Page w/ visual data

DATA

Dashboard w ad metrics, website analytics, email metrics, CRM sales data

frﬁ BRAND
GUIDELINES /

r" @ CONTENT & CHANNEL »
PLANS BY MRRKE_T/

|'( & Pntoouu?'
b . b3
r ,;""""""'rﬂ.n'“"?é'ﬁé"-
L TRAINING
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Listen and

ESC team ESMO
learn: engagement BREAST
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Audience-first excellence at congress

Where do we start? We can't do all this at once!

Discover

Inputs & insight development

Define

Problem definition

Workshop:
Problem
definition

Remote Ad Board x 2: Delegate
experience insights

Workshop:
Congress
strategy

Research & Report: Market insights,
trends and audience profiles

Audit: Brand plans inc. market specific Sls

Workshop and co-planning
for ESC: Optimal customer
journey and engagement

planning

Ad Board: Validation
and pressure test
with client
stakeholders and
customers

Audit: Existing content & assets

Audit: Congress engagement review:
content & channel availability vs usage +
performance

Report: Recommendations to inform
workshop agenda

Review: Medical briefing and anticipated
readouts per congress (Global)

April

Consult:
Sustainability,
behavioural science
and DEI design
principles

Ma June

ASCO

July

Develop

Congress strategy and CX
engagement plan

INIZ10

ENGAGE

Deliver

Execution

Workshops (Global & Local): Localised
customer journey and engagement
planning for ESC, EADV, ESMO, ECTRIMS

Pilot @ ESC: Additional CX
engagement asset creation
if needed

Execution:

Congress Excellence in
CX Engagement @
EADV, ESMO, ECTRIMS

Pilot: ESC execution of .
engaging CX [overlay planning &
measurement

[overlay planning & frameworks to activity]

measurement frameworks
to ESC activity]

Evolve

Aug Sept Oct

ESC EADV ESMO
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Outputs of the Congress CX Project
[all iInformed by insights]

INIZ10

ENGAGE

md Congress Strategy Framework:

- Defining and aligning Commercial, Medical, Corporate

Strategy @ Congress
- Defining Creative Effectiveness & Excellence @ Congress

e Congress CX Planning Framework:

- Connected content & channel planning @ congress

= Measurement Framework:

- Best practice and industry benchmark measurement

approach
- Client's bespoke quant and qual measurement criteria, tied

to Strategy
- How to measure:
- Strategic Success
- Creative Effectiveness
- CX Engagement
- [Return on Engagement!]
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Questions to make congresses better

How can we get
more attention,
more quality time,
with customers?

[ask the
audience]

What will we do
next?

What will we say
next?

[and why?]

24. INIZIO

How do we know
delegates have
had a meaningful
interaction?

What will they
want next? And
why?

[involve them]

Have we changed
how they
perceive us / our
product?

What about those
who didn’t visit
the booth in-
person or online?

INIZ10

ENGAGE

What does
success look like?

For whom?

[Patient, HCP,
Commercial,
Medical?]

How does
congress fit within
the rest of your
sales, marketing,
comms activity,
year-round?
[what is the CX?]
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What is a successful Customer Experience?

INIZ10

ENGAGE

Define success: Awareness, Consideration, Perception Shift, Intention to Rx, Behaviour Change
Can we do all of that at congress?

Specify success metrics: tie specific interactions with specific content back to strategic
imperatives

Quantify: what level of engagement will equate to a strategic success?

Embed ‘'successful CX' into briefs as ‘creative effectiveness’

Connect ecach asset and interaction to build out an intelligent journey:
influence, measure, learn, succeed
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ENGAGE

What's stopping you?

Time?
Budget?
Capability?

Resource?

Internal challenges?

Because your customers want more

“It is particularly gratifying when | learn something
new or find some useful patient information leaflets
or similar that would be useful in clinical practice.”
Neurologist, UK

“We need more educational opportunities.”
Neurologist, US
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Congress isn't just a one-off
experience, It's an
Investment in time, 1N
relationships




INIZIO

Create connected
experiences, together




INIZIO

Dositive experiences, over
time, have a positive Iimpact
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