ADD.PHARMA
Marketing campaign

Improving Sales and Marketing Effectiveness

@9@5

www.add.si




Dynamic campaign planning

Set
. Objectives

&

Lﬂj Physicians Patients

mareer Campaign

design and

manager -
peniing




ADD.PHARMA

ADD.PHARMA: Segments

MARKETING

Service

Account management

Objectives management

Dialogue design

Segmentation & Targeting

Document management

Message management

Activitly management




Marketing campaign

Campaign Design — objectives, targets

The marketing modules have been built to support
marketing teams design and implement advanced and
pinpointed campaigns, with full ability of tracking the
progression of campaign, including all related activities,
correspondence and knowledge. To create effective
marketing plan, information such as sales in the region,
structure of clients, their potential, loyalty, activities and
other information must be brought together.

Effective marketing starts with precise targeting. And
targeting starts with segmentation. Understanding that
all doctors are not equal, is important. Some have
greater opportunity to prescribe than others, some are
more likely to take up new products and some have the
ability to influence other doctors prescribing. The
challenge is in intelligent segmentation of doctors.
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Pleaze advize all your clientz of a new product.
To find a detailing information please click <EDETAIL1=
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Definition of Marketing campaign — Second step
Define target group using atributes like specialisation,
subspecialisation, institution type etc
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E-Detalling with questionaries

Dialogue design for e-detaliling

How well do you know your customers? Are you able to collect
responses and use information for segmentation purposes?
Questionnaire in add.PHARMA is in fact a sophisticated survey
of client’s views. Each question may be individually valued by
YES-NO answers, or using numeric scale. Each question is
assigned a certain weight and each answer is assigned a score.
By evaluating weight and score of each answer clients profile is
updated with calculated result. Doctors with highest result
constitute a TOP group of clients. Detailing module allows MR or
physician to launch a sponsored learning presentation, consisting
of a series of interactive slides with multi-media information
about the promoted product, including research evidence, clinical
practice guidelines, prescribing information and patient advice.
The doctor ‘walks through’ the screens, usually for an

honorarium incentive. This system may be on the Internet or on a
closed . Profiling is used so that individual doctor preferences
are taken into account during the session.
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Action: | |x| Promo material: | =l
Product: | >| Typeofcost: | =
Plan: % central budget © cash
Quantity: |1
Value: o

-
Comment:

Uzer iz required to enter all Promo material, presents and other costs regarding a visit into this form. | is alzo necessary
o connect them either to Marketing project or to ather type of cost. This form iz connected to Budgeting module - =0
regarding a budget, user will knowy, whether hefzhe iz over the budget or not, and alzo howy much promo material iz left.

.. First part of definition iz definition of the cost: User should define, what promo material if any, did he gave the .m
r

= contact. He can define to which marketing action is the promo material linked andfor to which product.
= Camp £n  central bu
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Accounts are: Representation, Donation, Sponsorship. Thiz Accounts are different for every country. User can alzo
define, what was the form or Type of cost: Cash, Invoice or Main cost.
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Sales rep can take an Order frorm MP. YWhen he finishes, he will be able to calculate Price per order (S
= guantity x unit price), calculation of tatal order’s value (S of all prices per order) and for calculation of
bonus, which is calculated as a procentage of total price.

Use "Show previous” on next visit to show last visits values.
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The process has two steps. At first visit, Sales rep should fill the estimates - Estimated no. of studies,
estimated no. of patients. At the next visit, MedRep will be able to enter Actual no. of Patients in M3,
Real bonus for Complete MP and date of bonus Handaover,

Use "Show previous” an next visit to show last visits values.
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Potential

How many patients do vom have?
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Manager can define series of questions, which can be used to make a specific survey
among clients or to be able to objectively define clients loyalty and potential. This survey
is shown on screen, when user selects aprapriate marketing campaign.
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B Planned vizists 1| Contact: Ambrazajiens Aldona Specialization: BPG

B Finished visits Institution: Marijampelés PSPC, W1/ Marijampolés PSPC, VI Working hours:

Address: Eﬂzwcimmllﬂ Classification: a
aating Phone: Loyalty:
Workplace: gvd
W BFG 23;7 v || Department:

@ Ginskologas 4/0V

Andriugkeviciené Milda (15/04/2008
Arkuzauskas Alfredas (15/04/2008)

Show history of ( tasks (7 visite ™ Questionary

AMBROSOL Campaign Spring 08 - Cyclomicine Do vou treat them with Pliva brands? 1170472008 10:25:.46
IMarketingcampagn1 How many do you treat with Pliva Brand 340 11/0452008 10:26:16
AMBROSOL Campaign Spring 08 - Cyclomicine How many patients do vou have? 24 1100452008 10:25:.48
Marketingcampagn1 How many patients with neurlolegical dizorders do 570 11/042008 10:26:186

History

All answers from different surveys are visible on users
protal. All information can be used for profiling and
segmentation purposes
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E-Detailing

Marketing department prepares a presentation
Sales rep can use this presentation when visiting c
presentation itself can be accesible over Web.
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Effective marketing starts with precise targeting. And targeting
starts with segmentation. Understanding that all doctors are not
equal, is important. Some have greater opportunity to prescribe
than others, some are more likely to take up new products and
some have the ability to influence other doctors prescribing. The
challenge is in intelligent segmentation of doctors.

Data Mining is a process of exploring and analyzing large
guantities of data to discover useful knowledge (patterns and
rules) in order to enable intelligent segmentation of data. Data
mining can provide marketers with valuable information on their
customers’ needs, attitudes, consuming behavior and propensity
to buy their products. It can help marketers to refine their
strategies at designing the most effective campaigns and target
the best prospects. ADD.PHARMA uses data mining technology
to select targets for your marketing campaign using behavior
patterns, acquire new and retain valuable customers, increase
customer lifetime value, improve customer satisfaction or profile
customers by filling in missing values by using forecasting
learning algorithm.




- IE, http: fipliva-sw-01 /PharmalProjects, aspix j |¢_f| |£| IGDDgIE |P *|

F e B
—
o

Edit  Miew Faworibes  Tools  Help

5 @ add PHARMA

BB G0 08R[F 7
:I.PHARMA“}.? * Administrator | settings | logout

Portal <} Activites r» Contacts E Marketing E Reports ¥ Other . Tools = Administrator Campaigns

dd.PHARMA - Project Allocations - - 0] x|

"Here you can allocate diferent sowces tothis marketing campaion.
@ Add
Allocate: | zpecialization LI
I institution type
] Alenotop +1 brand
W' show promo material %, search

izpecialization

[]
©
1 @ Campaign S
) _ k] subspecialization
Ej Campaign & m
T @ mark camp! = " Pharmacist
] Ej Marketing ci m " PSICH
" ) Marketingca | k] % Psichiatras Targeting
L] " psichiatre Define target group using atributes like specialisation,
C)0  psinciatras subspecialisation, institution type etc
| " psihciatre

fal rows: 7




clcl.PHARMA 1,

Y Activites

@ Unfinizhed tazks
@ Finizhed tasks
@ Planned viziztz

@ Finizhed vigitz

@ BPG
B Ginekologas

2307
44010

Andrivgkeviciens Milda (15042
Arkugauskas Alfredas (15/04/2

r» Contacts E Reports

°| 1 da

/2 add.PHARMA - Planning -
r

oo 2 2 BT = =

& salesRep | =ettingzs | logout

=

WMarketing group: I Campaign Spring 08 - Cyclomicine

[

Planned from: I

ﬁtul

ikl

Previous from: I

[ Not visited

A CIVEnN L] d I

LU Ur LR W I U

=

Bobroviene Virginija

<0
[ ]

Ambrazajiene Aldona

ﬁtnl

H90

LLs Uy TUUTIs 1 ey W) S L U

BPG

Lazdijy rajono PSPC, V|

Marijampolés PSPC, W,

I~ ? Bendoraitiene Jolanta Marijampoles PSPC, W,
v S' Burjaniene Kriztina Marijampoles PSPC, . Plar!nlng proce_dure .
F 0 Cekafieneinga Mariampolés PSP Med Rep can filter clients according to targets defined
[T 9 ASkks UAB“Fama Bona” Ben in Marketmg campaign
[T 9 Awdona Cekavitiene UAB"Saulés fsimos medicinos centras” BRG
[T % Audrone Urboniens UAB"Saulés Seimoes medicinos centras” BRG
- S' Bernotazs Alfonzas Vilkavigkic PSPC, V| BPG
3. Algimantas Dijokas /| Druskininky PSPC BPG
O 8 g
- Q Ambrazaitieng WE| Druskininky PSPC / W& Druskininky PSPC BPG -
1| | _rl_l

Total rews: 310

=

¥ Plan visit for zelectsd contact(s) on

Page 1 of 7

@ 0 Rows/Page: I 80 = I

[1si0a2008 | B2 [08:00 = & vist © group visit C is

=101 %]




Dﬂ H L 50 = DataMineModel.xlsx - Microsoft Excel Table Toaols =
—%’l Home Insert Page Layout Formulas Data Review View Add-Ins Data Mining Analyze Design & - O X
& EEEED T 4
W e 098 e K K
" m e : 0
Analyze Key Detect  Fill From Forecast Highlight Scenario DMAddinsDE Help
Influencers Categories Example Exceptions Analysis ~ || [GOLDMEMEER) hd
Table Analysis Tools Connection Help
1)z A B c D E F g H | L M
1 |Data Mining mn
2
3 | Category Mame Row Count
4 | Younger doctors . 110
5 |Veryyoung doctors . EE
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