Brand Perception Se

Measuring Physician and Patient Perspectives of
Drug Attributes and Marketing Messages
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When your brand reaches the market, you can’t change its clinical profile, but you
can change how your brand is perceived. \While understanding brand perception is
essential for any in-line or soon-to-launch brand, this task is challenging for market
researchers, marketers and brand teams due to the lack of low cost, comprehensive
primary research.

Key Benefits

In response to this market need, Decision Resources created the Brand Perception
Series, the first and only syndicated report series to quantitatively analyze physician  Comprehensive, quantitative
and patient brand perception and message resonance. The findings are driven by analysis of brand perception and
extensive primary research and offers clients an unbiased, comprehensive, cost- messaging
effective solution to understanding the full competitive brand landscape. * Extensive primary research

with 150 physicians (75 PCPs, 75
The Brand Perception Series uses six key complementary metrics to measure specialists) and 250 patients
brand perception and response to messaging, providing clients with a robust set of * Significant cost-savings while
data to drive decisions. In addition, analyst insight and analysis builds on Decision providing a greater number of
Resources’ therapeutic expertise and informs clients of the reasons underlying brands for comparison

product perceptions. e Promotional spend, market share

and patient share analysis

The Brand Perception Series will help you: « Decision Resources insight

e |dentify the clinical and commercial attributes that drive brand choice and analysis

e Quantify perception of your brand’s attributes versus your competitors e U.S.-specific coverage

e Measure patient and physician brand advocacy and loyalty e PowerPoint format allows for
* Identify hypothetical messages with strong resonance in key groups easy incorporation of data into

, . , resentations
e Measure how your brand’s message stacks up versus your competitors P

 |dentify key opportunities for future messaging and detailing efforts > BISED S O e R

¢ Additional segmentation of

Are you already doing some of this analysis? respondents available

e Use the Brand Perception Series as an outside validation of your own data

e Fillin gaps in your current research (new drugs, new stakeholders, new metrics, Key Users
new insight)
e Brand Management
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¢ Regional Sales Teams
A Decision Resources, Inc. Company
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Sample Brand Perception Series slides:

Brand Perception Series

= Surveyed pulmonologists and PCPs indicate that brand messages highlighting symptom
alleviation or quality of life factors have the most impact on brand choice.

Drivers of Message Resonance:
Message Influence — Derived Importance

Pulmonologists PCPs
Brand X allows patients to maintain necessary daily activities 13.7
Brand X makes breathing easier 13.1
Brand X reduces coughing, wheezing and sputum production 12.6 Key
Brand X keeps patients at home, not in the hospital s DriVerS
Brand X allows patients to maintain leisure activities 1.5
Brand X reduces the risk of chronic bronchitis — X
Brand X helps patients get a full nights rest 71
Brand X is affordable —
Brand X has a proven safety record [ s.3
Brand X provides fast relief [— %
Brand X has a low risk of side effects 38
Brand X helps patients feel more energetic — 4
Brand X is reimbursed by a high percentage of health plans D28
Brand X has an easy to use delivery device 1.9
Brand X has a convenient dosing schedule [Z16
0 5 10 15 20 0 5 10 15 20

Relative Importance Relative Importance
Note: Relative importance was determined using Maximum Difference Scaling. See Appendix A for full methodology.
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Brand Perception Series

Net Satisfaction Scores — Pulmonologists
Competitive snapshot of satisfaction across brand drivers

Advair

Symbicort Spiriva Atrovent

Makes breathing easier

Reduces coughing, wheezing, and
sputum

Reduces ER visits/hospitalizations

Reduces episodes of chronic
bronchitis

Perceived
Weakness

Good patient compliance

Perceived
Strong long-term safety record Weakness
Affordable to patient
Perceived
Strength

Provides fast relief
Low risk of side effects
. X Perceived
Easy to use delivery device Strength
Low risk of lung infections; pneumonia
Easily reimbursed

Convenient dosing frequency

Low risk of drug interactions
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Note: Each brand’s score for every attribute is calculated as a variance from the mean score of all the brands (Advair, Symbicort, Spiriva, Atrovent, Serevent, Foradil, Brovana, Perforomist, Combivent,
Duoneb, and oral corticosteroids). This presents an intuitive understanding of the relative score for each brand and allows for easy and meaningful comparisons across brands. Advair n = 75, Sybicort n = 68,
Spiriva n =75, Atrovent n = 73.
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Vital Biopharmaceutical Insights and Analytics for Experts from Experts

Sample questions Brand
Perception Series can help
answer:

e What drives brand choice? Does this
vary between key physician and patient
subgroups?

e How do consumers perceive your brand’s
strengths and weaknesses versus your
competitor’s brand?

e Which brands have the strongest
advocates in the marketplace?

e Are your key purchasers loyal? Do they
plan to continue to prescribe and use
your brand?

e What messages drive change in
consumer behavior?

* Do messages resonate differently
between key consumer groups?

e Which brands have the strongest share
of mind in the marketplace, and how has
this translated into patient requests?

e Based on message resonance and
recall, what is the return on promotional
spending for your brand?

For more information,
contact us:

Inthe U.S.: +1781 296 2500
In Europe: +32 2357 0610
In Japan: +81 35401 2615

Or e-mail:information@dresources.com
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