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Precision AQ, the new name of Across Health!

Across Health, along with the entire Precision Value & Health team (of which we have been a part since February 2021), is now unified under one name:
Precision AQ. This new brand marks a pivotal moment as it unites Across Health with all other Precision teams under one cohesive identity.

Having joined forces with over 1,200 life-science experts, advisors and creatives across 100+ diverse fields, we continue to partner with our clients to deliver
evidence-based omnichannel engagement strategies while empowering access to life-changing medicine for all.
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Ground rules

This webinar will take around 40 minutes

You can submit questions at any time via the “Questions” box

Questions will be summarised & addressed after the webinar

Please give us your feedback!

— Right after the webinar a short satisfaction survey will be launched.
We would love to know your opinion!

The webinar will be recorded and made available after the
session. We will send you an email with the details
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EIERSNAP™ OF The 2024 Precision AQ Global Trends Report

OMNICHANNEL aims to share some of last year’s most
Interesting insights and trends pulled from

IN'BIOPHARMA our industry-leading Navigator365™ and

2024 | Maturometer™ research.

INSIGHTS AND HIGHLIGHTS o ‘

FROM OUR NAVIGATOR365'™ And we have included a sneak preview of

AND MATUROMETER™ our new 2025 Al quarterly surveys!
PRECISION AQ"
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Al Is a hot topic In many industries,
and pharma is no exception!

6  CONFIDENTIAL | © Precision AQ, LLC. All rights reserved.

i

3

N



POLL

What’s the current level of adoption of Al in your company’s customer engagement efforts?

Not being considered
Interested
Key priorities identified

First pilots planned/in the field

CONE I

Full rollout planned/ongoing
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What’s the state of Al in customer engagement
according to your industry colleagues?
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What’s biopharma’s level of interest in Al?

The majority (89%) of European biopharmarespondents report some interest in Al in their organisation
ﬂ WHAT'S THE CURRENT LEVEL OF ADOPTION OF Al IN YOUR COMPANY'S CUSTOMER ENGAGEMENT EFFORTS?

Fulll I’0||(():IL/lt
planne Y
Level 4 palIss 5%

First pilots
Level 3 planned/in

the field

- E¥

Key

identified
Interested

38%
adoptlon Not being
|€\/e|S SO Considered 11%
10 20 0 0
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Biopharma believes Al will add value to omnichannel engagement

However, there is no clear consensus on how Al might best be deployed to drive meaningful business outcomes

o WHAT Al SOLUTIONS WILL HAVE THE BIGGEST VALUE IN THE OMNICHANNEL SPACE IN THE NEXT 2 YEARS?

Next-best-action suggestions at the content/message level 16%

Al-driven content production 16%

Next-best-action suggestions at the channel level 15%
Fully automated omnichannel journeys

Automated data generation/updates in CRM
More effective use of field-force capacity

Al-driven creative production

Other

| don’t think Al will add value in omnichannel in the next 2 years

10%

20%
% of respondents
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What do HCPs currently think of Al?
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HCPs also find it hard to predict the main value for Al. Although the
#1 value now is in personalised drug information and updates

In 2024, a quarter of German specialists already used a generative Al tool like ChatGPT in their daily practice

AREAS OF VALUE FOR Al IN PHARMA - SPECIALISTS, GERMANY, 2024

N=/82

Providing personalised and relevant drug information and updates

Streamlining communication for more efficient information exchange
Enhancing patient care through Al-driven insights and support tools
Optimising the management and accessibility of clinical trial information
Facilitating more effective and targeted continuing medical education (CME)
Supporting decision-making with data-driven insights and analyses
Improving the relevance and engagement of digital marketing and education
Enhancing collaboration on research and development initiatives

HCPs were asked to distribute 100 points to no more than 3 options
Score = sum of points averaged among HCPs

12 CONFIDENTIAL | © Precision AQ, LLC. All rights reserved.

19.5

131

10.9
6.7

5.1

10 20

Source: Navigator365™ Core, DE, specialists, 2024 (n=782)



Concerns around reliability and security dominate

What do you see as the main barriers to adopting Al tools in your practice?
HCPs were asked to select all that apply

N=53

Skepticism about the accuracy and reliability of Al-generated information _ 58%
Concerns about patient data privacy and security [ ENGTNEGTGGNNNNNE
Lack of clear regulatory guidelines for Al in healthcare || GGG 9%
Ethical concerns about Al decision-making || EGTKNKGKNNEEEEEEEEEEEEEEEEEEEEEEEEEEE £
Integration challenges with existing systems (e.g., Electronic Health Records - EHRs) || ETEGTEGTNEEEEGEGEEEEEEEEEEEEEEEEE 22
High cost of Al tools and implementation || GGG 35

Lack of quality of the available tools ||| |G 2

Lack of training or knowledge about Al tools _ 34%

Limited evidence of Al effectiveness in real-world clinical settings || EGTHTIGTTNNEGEGEGEGEGEGEEEEEEEEEEE 2%

Resistance to change from traditional methods || EGTKNKEGEGEGEGEGEEE 25

Fear of reduced human interaction and potential job displacement [ NG NNEGEEEGEGEGE 21%
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Most HCPs are already convinced that Al will have a disrupting
and leading impact on their role as healthcare provider

How will Al impact your role as a healthcare provider over the next 5-10 years?

HCPs were asked to indicate their level of agreement on a given scale
N=53; US ; Q1 2025

Al will require me to adapt to new technologies and continuously update my skills z
Use of Al in healthcare will challenge traditional medical practices and approaches E
Al could potentially redefine the relationship between doctors and patients

Al will reduce the need for certain routine tasks traditionally performed by doctors

PREVIEW

S

66% 21%
55% 28%

55% 25%

60% 17%

My role will shift towards more oversight and validation of Al-generated insights 53% 15%

Al will allow me to focus more on patient interactions & less on administrative tasks
Al will augment my ability to provide more accurate and personalized patient care a

My decision-making process will increasingly rely on Al-driven data and analytics

Strongly Disagree  ® Disagree Neutral
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... and, speaking generally, they see benefits on the horizon

How likely do you think the following changes are as Al becomes more prevalent in healthcare

over the next 5-10 years?
HCPs were asked to rate the likelihood on a given scale
N=53

Al will necessitate changes in medical education to include Al-related curricula
Al will lead to new ethical and legal challenges in the practice of medicine

Al will become a standard tool for diagnosis and treatment planning

Al will shift the healthcare industry towards more preventive and predictive care

Al will reduce healthcare costs by improving efficiency and reducing errors

Al will play a significant role in global health by providing solutions in underserved
regions

Al will lead to more personalized and precision medicine

Al will enable better collaboration and communication among healthcare providers

Very Unlikely = Unlikely
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45%

58% 15%
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Open invitation co-creating our quarterly Al Navigator365 survey

If you are interested in joining us to co-create our quarterly Al
tailored Navigator365 survey, scan the QR and leave your details.

We are looking for your co-creation to:

« decide on countries to include

« decide on speciality groups to include

* receive your desired Al question suggestions

« deliver maximum insight value and superior actionability for our
10,000+ pharmaco Navigator365 users!

If you leave your contact details, we will be in touch soon!
Deadline registrations is April 11th.
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So, those HCP expectations are sky high!

Do those first Al initiatives already result in higher
HCP satisfaction with pharma’s current digital offerings?

| © Precision AQ, LLC. All rights reserved.
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Unfortunately, not yet. HCP satisfaction with biopharma’s digital
offerings has stagnated and remains below 50%

After small but steady gains, HCP satisfaction with biopharma’s digital offerings appears to have plateaued

SATISFACTION WITH PHARMA DIGITAL OFFERINGS - SPECIALISTS, EU5, 2019-2024 M Very satisfied [ Satisfied

50%

40%

30%

20%

10%

6%

2019 2020 2021 2022 2023 2024
n=4885 n=5529 n=5041 n=4718 n=4031 n=3877 “lotal due to rounding

T
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Al is not the silver bullet, like digital, multichannel and
omnichannel weren't either in the past...

But Al will help us unlock potential to better and easier service our HCPs

. . W1y
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What do HCPs actually want
In terms of digital engagement?
And how will Al help us with that?
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HCP demand for digital/omnichannel engagement is still
outstripping supply from pharma

This ‘digital divide’ creates a significant opportunity for (or risk of) competitor differentiation — particularly for Medical

DIGITAL DIVIDE - ALL SPECIALISTS, 2024

n=1204 n=3877 n=407
HCPs preferring digital or mix 44% INEGEGR 51% s8% G
epharma reach 33% 37% 35%
DIGITAL DIVIDE 11% | 14% | 33% [
n=1204 n=3877 n=407
HCPs preferring digital or mix 64% NG s3% K 7%
epharma reach 28% 32% 25%
DIGITAL DIVIDE 36% I 36% [ ] 49% [ ]

The digital divide is defined as the delta between the % of HCPs preferring digital or mix
and the average % reach of the top 3 online educational or promo channels (‘epharma reach’) Source: Navigator365™ Core, all specialists, 2024, consolidated data
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Navigator365 insights will help you identify which channels are
most used and most influential on HCPs’ clinical decision making

Offering historical trends in a structured data format, tailored per country and per therapeutic area

PERFORMANCE MAP (SUBSET OF CHANNELS) - SPECIALISTS, EU5 2024 W Paid - offline M Owned medical service - offline M Owned promotional - offline Earned - offline
N=3877 ® Paid - online ® Owned medical service - online @ Owned promotional - online Earned - online
70%
Reach Rep/AM SR
({074, oottt Gttt oot oottt ettt | Treatment
guidelines
1
1
Local
o | P
: scientific
50% Search engine : meeting
| Online medical journal
[ ] : Medical Scientific
email rep/AM | Liaison (MSL)
| ]
52 40% Pharma eNewsletter L S )
= ° 1 Pharma e ® Scientific website
Q email MSL . L webcast
o mJournal ad ° o Scientific :
L= eNewsletter |
30% Pharma i
website ® 0
eMedical
Remot.e MsL : Patient g education
\ Online physician
20% Pharma Remote , network
[ ]
L social media rep/SM :
Banners * 1 Self-detail
e
Rep/AM instant E( 1 @ Pharma
10% messaging ® }3_: app
&, B Ppatient support
T, programme
g,
£,
u
4 4.5 5.0 55 6.0 6.5 7.0 7.5 8.0 8.5
IMPACT
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Al will help you unlock even more insights based on the latest
Navigator365 data, combined with our historical trends and

channel dependencies using millions of Navigator365 data points,
allowing you to better engage with and service your HCPs

By creating profiles, combined with your owned interaction data, delivering better on the next best action promise in
channel, platforms, message, content and timing...

IFTTT

Ifthisthenthat

3

N
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Especially if you would add our head-to-head competitive ranking
using the customer experience Navigator365 Cx Benchmark

Leverage your leadership channels and fix your lagging channels...

BRAND-LEVEL CHANNEL PERFORMANCE (COMMERCIAL) — DEMO DEMO
# BrandA Brand 8 BrandC ¥ BrandD  /\ BrandE Brand F Brand G

BRAND-LEVEL CX FEATURE PERFORMANCE — DEMO

4 Brand A Brand B BrandC ¥ BrandD /A BrandE Brand F Brand G
score
0 10 20 30 40 50 N=50
% HCPs
Rep/KAM phone call <> Fa ' 0% 0% 20% 30%
Remote rep/KAM & On O A Feature rank 1: ¢ & . A
v Knowledgeable staff
Rep/KAM F2F visit with tablet *V = DA
Rep/KAM F2F visit v O ® O A Feature rank 2:
Respects my time ¢ <> g v A
Journal ad v 23 L 2
Banners oo JACSES = 4 Feature rank 3:
Easy to contact/engage with ¢ O v g A
Pharma content on 3rd-party ¢ O DVA
Conference booth ® oA Feature rank 4:
v <> Fast response/feedback ¢ <> L4 A
Pharma website (physicians) v N O
Feature rank 5:
Sample ' 8 £ <> A | can get information & ¢ <> Vv VAN
service through any channel
Rep/KAM email &7 o8 ¢ A
Feature rank 6:
Self-detail O v e Knows my professional ¢ vV =) < VAN
interests
Pharma eNewsletter ¢ Ov B VAN
Feature rank 7:
Pharma DM/newsletter ® Ovw A0 Knows & respects my channel L 2 A 4 £y =)
preference

HCPs were asked to distribute 100 points to the top three brands they think are leading for the channel.

Score = average number of points obtained Percentage among all HCPs
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Do you have the expertise to navigate this
Increasingly Al/digital/lomnichannel-driven world effectively?

25 CONFIDENTIAL | © Precision AQ, LLC. All rights reserved.
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POLL

Do you feel you have sufficient knowledge and expertise to navigate this
increasingly Al/digital/omnichannel driven world effectively?

More than sufficient
Sufficient
Between sufficient and insufficient

Insufficient

CONE S

Totally insufficient

H
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Does the industry have the expertise to navigate an
Increasingly Al/digital/omnichannel driven world effectively?
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Digital confidence levels continue to decline for a third year
In a row

ﬂ Do you feel that you have sufficient knowledge of all opportunities offered by digital for your business activities ?

2022
2023 27%
(n=217)
2024
(n=141)
I More than sufficient Between sufficient and insufficient B Totally insufficient

_ Sufficient | Insufficient
Source: Maturometer™ 2022-2024, EU Biopharma
&t
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Not all of us are equipped yet to get Al mastered

Our new
Stroteqy
IS To be
AI-first.

29 CONFIDENTIAL | © Precision AQ, LLC. All rights reserved.
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Al tools

blocked by
our firewall,
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- Humans will not be replaced

- ¢ - o
P Ris
'y

< by Al, butlby other humans
. who know how to use Al

=

//‘

30 CONFIDENTIAL | © Precision AQ, LLC. All rights reserved. 03/28/2025




THINK BIG
START SMALL
SCALE FAST
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Getting personal: focusing on
the individual HCP experience



Let’s remind ourselves of what the German specialists told us

Personalised, relevant information is a key priority

AREAS OF VALUE FOR Al IN PHARMA - SPECIALISTS, GERMANY, 2024
N=782

Providing personalised and relevant drug information and updates 19.5

Streamlining communication for more efficient information exchange

Enhancing patient care through Al-driven insights and support tools

Optimising the management and accessibility of clinical trial information

Facilitating more effective and targeted continuing medical education (CME) 131
Supporting decision-making with data-driven insights and analyses 10.9
Improving the relevance and engagement of digital marketing and education 6.7

Enhancing collaboration on research and development initiatives 5.1

10 20

HCPs were asked to distribute 100 points to no more than 3 options

Source: Navigator365™ Core, DE, specialists, 2024 (n=782)
Score = sum of points averaged among HCPs
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We live in a world of digital personalisation

Sl { b 5 ‘._‘:. S
0 cROWING T\
)/ a By A wi .
v 4 4

BECAUSE YOU

WATCHED
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Why should Pharma be any different?

35 CONFIDENTIAL | © Precision AQ, LLC. All rights reserved.
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POLL

Which digital transformation solutions might help us meet the challenge?

Consolidate the information

Prioritise the user experience

Incorporate a range of formats

Use Al algorithms to ensure relevance and preferred format
Create spaces for networking and P2P interaction

All of the above

=oer Bl oes BY L =

None of the above
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Case study: Digital personalisation

THE CHALLENGE: THE SOLUTION: Digital transformation with a personal touch

Pharmaco had a wealth of online educational L : o :
content spread across platforms; difficult to v" Consolidating the information into one central, accessible hub

access and not streamlined according to
specialism

Prioritising the user experience

Range of formats to meet learner preferences — films, webinars,
podcasts...

ALL RESPONDENTS

What features and functionality would you like to see? v' Using Al algorithms to ensure customers receive information that is
relevant to their specialism and in their preferred format

Continue watching .
Rating content viaa "thumbs up" -

et tormon = v Creating spaces for networking and peer-to-peer interaction
e Driving traffic through social media and regular newsletters
Publication library -
caselibrary [N
Ability to add content as a favourite and generate lists _ . )
opionto st cntatviton ot [ 41,155 visitors & 88,748 page- 3,000+ new opt-ins for
Recommended content for you _ . . .
Dovnlodabl cotent or e | views in 12 months since launch newsletters

Personalised content/experience (based on preferences)

37 CONFIDENTIAL | © Precision AQ, LLC. All rights reserved. 3/28/2025
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First steps: what can Al offer our industry?

@?ﬁ \ Significant efficiencies in content localisation
Faster, more comprehensive research
...and this is just the

tip of the iceberg
New ways to simplify data and improve engagement

() > '

8 % Embedding of Diversity, Equity and Inclusion (DEI) principles
| % !

Patient (and investigator) materials in the clinical trial setting

3

Xt
g
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...but there is still a long way to go

-

39 CONFIDENTIAL | © Precision AQ, LLC. All rights reserved.

Some things Al can't offer...

Strategic rigour and nuanced campaign planning

Internal or external alignment — bringing people together
to break down barriers or create a shared vision

Confidence that compliance requirements have been met
Compelling, inspired, original creative concepts

Reliable and robust scientific materials

100% accuracy

The human touch that can be the difference between a
good programme and a great programme

3/28/2025 -«






Payer engagement is crucial for pharma success as they control
access and exert a heavy influence on HCP decision-making

Yet omnichannel remains immature with payer audience (vs. commercial, medical)

‘Payer power’ (how much more impactful are treatment guidelines vs the rep)

GLOBAL* US EU5 APAC
2022 2024 2022 2024 2022 2024
n=/722 n=5488 n=2208 n=1204 n=4/7/18 n=387/ n=/96 n=40/
100
90
80
70 N
60 o
50 o
40 —
30 o
20 o
10 .
75% 76% 77% 74% 73% 74% 76% 81%

*Global: US, EU5, APAC averaged (mean) Source: Navigator365™ Core, all specialists, consolidated data
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Payers are already leveraging Al for operational support,
but new pilots signal interest in Al-driven decision-making

@ Coverage & prior authorisation reviews
@ Fraud detection & waste prevention
@ Performance-based contracting

@ Off-label & unapproved use detection

@ Risk stratification & adherence monitoring

@ Data integration & decision support

42 CONFIDENTIAL | © Precision AQ, LLC. All rights reserved.

Claims processing
and fraud detection
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Text-mining for
HTA assessments
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Performance-
based contracting
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Deepseek Al claims
review and processing

Real-world Rx
monitoring
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As Al continues to evolve, payers will explore new ways to
Integrate it into logistical and decision-making processes

Performance-based

Continuous repricing contracting

Real-time analytics to continuously Al-driven monitoring of real-world
reassess cost-effectiveness of outcomes linking reimbursement
high-budget drugs for repricing to patient benefits

Indication-based

Coverage refinements

pricing
Al-driven patient segmentation for Frontier Al models (LLMs and
multi-indication therapies, predictive analytics) to identify
reshaping negotiation dynamics off-label or low-value usage
CONFIDENTIAL | © Precision AQ, LLC. All rights reserved. 43:1:5:



Despite emerging opportunities, payers still face major regulatory,
resource, and ethical barriers to broader Al adoption

» Regulatory & policy constraints
Ongoing legal uncertainty around Al (e.g., EU Al Act) and strict
data privacy laws (e.g., GDPR) limit large-scale data sharing

“Al tools are being tested by individuals, and the HTA
agencies are looking into it, but | haven’t seen formal adoption
yet.”— Precision AQ Payer Strategy Team (Spain)

» Data integration & quality:

Fragmented healthcare databases and inconsistent data quality

undermine the reliability of Al-driven insights “I've been asked about Al-written dossiers for submissions.

I'm not sure if Al is sufficiently reliable yet—there are so many
judgments about what to put in and leave out. Can it produce
a dossier? I'm sure it can. But will it be as good as the human
version?” — Precision AQ Payer Strategy Team (UK)

» Organisational & resource gaps
Insufficient in-house Al expertise, siloed workflows, and budget

constraints slow implementation, validation, and maintenance

» Financial & ROl uncertainty soalele o
High upfront costs and long payback timelines hinder large-scale :

pilots, especially in cost-constrained public health systems

» Ethical & trust concerns
“Black box” algorithms and potential biases reduce stakeholder
confidence; Al-generated dossiers raise questions about reliability
and judgment in evidence selection

44 CONFIDENTIAL | © Precision AQ, LLC. All rights reserved.




Summary

« HCPs are very bullish in their expectations and see almost every aspect of their role being affected or disrupted

« Pharma will need to get going; plan, try, test, learn, fail or scale

 Your Al algorithms require structured and historical HCP data to provide optimal HCP engagement suggestions

« HCPs will expect pharma to follow the Al development pace to provide better and personalised engagements

» The personalisation seen in streaming services, social media and online retail, needs to become the norm in pharma

« Al allows cost-efficient tailoring of materials and faster research, but it works best when humans are there to provide
strategy, guidance and nuance — the human touch is still vital!

« The same is true in market access, where payers are slower adopters, but the potential applications are huge.

* It's very early days still, with a lot of challenges and uncertainties ahead, but pharma has a big role to play in shaping
how payers embrace Al to support their decision-making

45 CONFIDENTIAL | © Precision AQ, LLC. All rights reserved. 28/03/2025
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Thank you!

RUUD KOOI

ruud.kooi@precisionag.com
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Ruud Kooi
EVP, Managing Director
Omnichannel Solutions

ruud.kooi@precisionag.com
+3164810 20 30

HELEN LAURENCE

helen.laurence@precisionag.com
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Helen Laurence
SVP, Managing Director
International Agencies

helen.laurence@precisionag.com

ALEX GROSVENOR

alex.grosvenor@precisionag.com
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Alex Grosvenor
SVP, Managing Director
International Access Strategy

alex.grosvenor@precisionag.com



Please give us your feedback!

Right after the webinar a short satisfaction survey will be launched.
We would love to know your opinion!
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For more of the year's most interesting insights and trends
pulled from our industry-leading Navigator365™ and
Maturometer™ research...

RIE PA@IRAT

THE STATE OF
OMNICHANNEL
IN BIOPHARMA

2024

INSIGHTS AND HIGHLIGHTS
FROM OUR NAVIGATOR365™
AND MATUROMETER™ RESEARCH

PRECISION AQ"

O

Download our free 2024 Global Trends Report
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Co-create your own transformative journey with the support
of our expert guidance and Navigator365™ data insights

" % = ® ® = = s & = s % & 3 s BEs = = = »
® =

-

Omnichannel Omnichannel Omnichannel Omnichannel Measurement Impact Landscape Campaign Omnitiopia™
Health campaign (pre-) launch campaign feasibility analysis dashboards analysis strategy & multiplayer
Check formulation excellence optimization & implementation insights tactics skills game
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Our omnichannel solutions offering

»  Insight E Innovation ——————» Intelligent —— Impact —— We are...
strategy execution omnichannel enthusiasts
» Understand & validate « Customer journey definition * Programme management, * Real-time 360° dashboard solutions indUStry eXpertS
o Brand strategic imperatives « Channel/content/context/media coaching & change management * Tracking of engagement KPIs dlglta| strategists

o Treatment flow, leverage points

o Customer/stakeholder segmentation
» Channel/content/media insights
* Benchmarking
» Company digital maturity & resources

FRAMEWORKS &
SERVICES

@ Maturity assessment

selection and prioritization
» Campaign strategy & programme
planning
» Business case calculation
« KPI framework development
Workshops & capability building

.

® Omnichannel Health Check

+ Content creation management
* Opt-in strategy

« Campaign orchestration &
automation

® Omnichannel campaign

* Predictive analytics
* Pre/per/post KPI & ROI analysis

» Continuous recommendations for
optimization

® KPI strategy

data analysts
trusted advisors

We offer...

end-to-end and cross-functional omnichannel
consulting, products and upskilling —

built on a robust evidence base —

to boost your customer engagement

(Maturometer™) ® Omnichannel campaign formulation implementation & optimisation ® Impact dashboards S th R-code o |
@® Omnichannel launch excellence c S r_npre
or email us at: CUStomercare@preC|S|0naq.Com
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Talk to us about how our strategic consulting services — fuelled by the
latest HCP and industry insights pulled from our Navigator365™ and
Maturometer™ research — can help accelerate your journey towards
delivering an unparalleled omnichannel customer experience.
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