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Project Objectives
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China’s Issues
Lack of valid secondary data source to support global team to track the KPI of NBRx in China
Indication 1 performance needs to be tracked closely after NRDL/PRDL approval and price-cut

Indication 2 needs to be understood and tracked which are not fully covered by global market
research

~

Need a sample design matched with internal sales management structure (regional manager level)

\ to support regional decision-making

J
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:Target to build a consistent and representable HCP panel with Patients Records to

access the market opportunity and track Brand performance in China
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Methodology Overview

" Quantitative stage " Qualitative stage S . Annual analysis stage

4 wav
Core Market: ETE 4 p "f‘ es g 5
+ Patient cards . .
stgges _ Comprehensive analysis of
In-depth-interview annual quantitative and

Including 3 cities having good or qua“tat'\{e results through

1 poor performance of Brand various models

Extended Market: e
FTF + Patient cards
« Track the market situation - Deep dive the reasons of * Integrate results of the whole
. year, support brand team to
and brand performance problems found in

build strategy for next year
through in-depth and
systematic analysis

quantitative data, support
brand team to adjust
strategy timely

Provide * Provide data for quarterly
Support for internal conference

Brand




Quantitative Content (Key Elements)

HCP Behavior

« Adoption curve

» Prescription breadth and depth
* NBRx and TRx

* Business source

$

Adoption curve: Include brand awareness, ever
used, regularly used and MOPB

MOPB: Most often prescribed brand, reflect the
brand loyalty

Prescription breadth and depth: The percentage
of HCPs who have used Brand and the average
brand share per HCP

NBRx: F=g&’s brand share in dynamic patients
(new patients + switched patients)

TRX: F=&&’s share in total patients

Business source: Distribution of Brand users, like
newly diagnosed, repeat or switched patients

HCP Perception

 Attributes evaluation (prescription driver)
» Brand performance on attributes

» Brand emotional performance (NPS)

» Brand preference for patient types

4

Attributes evaluation: Importance of each
attribute which will influence HCP’s prescription
Emotional brand performance (NPS): Overall
brand choice for friend or colleague

NPS: Net Promoter Score

Brand preference for patient types: For each
patient type, the brand considered as the first
choice by HCPs

Promotional Activity

* Reps visit (coverage and frequency)
* Reps visit impact
» Conference attendance

$

Reps visit impact: Differences of adoption curve,
NBRx, TRx and preferred brand between HCP
been visited and not



Qualitative Content

S

:('7'.

% Physicians from
the city having good
performance

Id Physicians from

the city having great
progress of performance

x Physicians from

the city having poor
performance

»

Patient Volume

+ Total patient volume

* NVAF patient volume

* New patient vs Follow up patient
* Trends of patient volume

Initial Treatment and Follow-up of NVAF

» Antithrombotic therapy choice, target patient types and reasons behind

» Anticoagulant therapy vs antiplatelet therapy choice, target patient types and reasons behind
» Competitor 1 vs Category choice, target patient types and reasons behind

» Brand choice among Category, target patient types and reasons behind

» Dosage and DOT of different Category brand

» Follow up frequency and patient’'s compliance

OAC Adjustment

» Drug adjustment of Competitor 1 users, target patient types and reasons behind
» Drug adjustment of different Category brand users, target patient types and reasons behind

Brand Evaluation

» Important attributes of brand evaluation
» Advantages and disadvantages of different NOAD brands
» Brand preference of different patient types and reasons behind

Others

« Sales visit and market activities
+ Key messages test
« Information channels



Annual Comprehensive Analysis

Physician’s

i QS
perception Data ‘(\o“»‘ooO"@
)
?‘0(\4‘\‘\0
P‘G
Apply statistical models to dataset Deeply analyze 3 years
» Including MLR, ANOVA, stepwise Statistical Modeling performance of Brand
variable selection and conjoint and competitors

analysis (brand mapping), etc.

Highly Valuable Marketing Insights

Qualitative insights
behind physician’s
behavior and perception



Annual Sample Design

Step 1: sampling Step 2: sampling Step 3: mapping sample into
by Indication by specialty target hospital and SF structure

. Total hospital list
g Cardiology :

mmmmm—  Neurology l

: Key/Long-term hospitals

Surgery ‘

Total HCP samples

cover various Mapping all HCPs in target hospitals

market Gared : with regions of SF structure
(collect 12-15 patient —> L A A RO A A AAAE RO AR A AAE ARAE AR =
dairies/Quarter from
each HCP)

E T TP e O P P CU T EC U P COPICCPRECPIT L .

: »« Sampling for HCPs by proportional

& distribution of all HCPs
—> Sampling by P . Slightly adjust sample by A1+A2

Proportional : HCPs distribution of regions :
e s NN NN NN NN NN NN NN NN NN EEEEEEEEEEEEEEE -

distribution
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Data visualization method - Tableau

Data need to be calculated by human which o——o

In data analysis, Tableau is capable of calculating results without factitious mistakes may cause factitious mistakes

Generally, one graph in PPT can only display
hierarchy. If the report need to study deeper @—@
on one topic, more graphs are needed

Flexibility
~® More conditional filters can be selected in order to analysis data in different levels,
like regions to cities (locations); years, quarters, months and days (data) etc.

Panel

Visualization

Vivid and suitable graphs can be chosen to express the core meaning of the data Relative less graph forms in PPT version which  &=T1=@

is stiff for viewers ngl

More time is consumed .because of hierarchies, ° °
calculation and data review

(Tableav) o

Time-saving
In report formulation stage, flexible filter, convenient calculation and other factors
make less time consumption

When the data is updated, from calculation to
report formulation, all process need to be done @&——@
again

When data is updated, Tableau would automatically update the results based on
previous report

NN\

More customized filters can easily
achieve data breakdown analysis

More flexible graphs can display
the results in suitable way

10



Data analysis outcome
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