Redefining the Role of Patient Support Programs

Historically, pharmaceutical

manufacturers implemented support
programs largely as a way to address

patient non-adherence; these

programs were often single-based
solutions with the intent of fitting
with the mass market’s needs. With
the changing landscape, however,
the focus is now starting to move
away from simply an adherence
program and towards a holistic
disease management program,
centered on empowering patients to
take an active role in their disease
and comprised of service offerings
that are better suited to fit the needs
of the individual patient throughout

all phases of their journey.
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BUSINESS OPPORTUNITY

While the re-design or creation of a patient support program is not
a one-size-fits-all solution, those that have already invested and
paid more attention to patient services share the same objectives
and ultimate aim of:

Although the next-generation of patient programs has not been fully
embraced yet, some pharmaceutical companies have already begun -+
re-evaluating their current set of offerings.

Enhancing patient ~  Retaining brand loyalty and bolstering
engagement Y differentiation

Fostering loyalty with other key
|M  stakeholders (e.g.- HCP, payer, media,
advocacy, specialty pharmacy)

4 Improving adherence &
mpliance

The key business challenge then becomes how to determine which -
services are most valued by patients and uncover/prioritize any gaps in
service offerings in order to best focus resources for enhancement and
personalization.

Thwarting patient switch to generics/bio-
similars or other competitive branded
products
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SKIM FRAMEWORK

Validating through
quantitative research:

Capture the individual value contribution of current service offerings

Exploratory
qualitative research:

Allow patients to reflect in-depth on
their experiences with current
program and provide descriptive
accounts of their encounters

Immersion session
& workshop with
brand team:

Discuss the qualitative outcomes
deemed relevant for quantification

Prioritizing both current and potential new
services by including a ‘drag-and-drop’
classification exercise:
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Evaluate unmet needs and prioritization of current & potential new
offerings that will increase engagement with program and brand
loyalty

ldentify relevant service offering
packages for further quantification
Blue sky ideation to identify unmet

needs Align the outcomes of the quantification

phase with brand team needs and
expectations, ensuring optimal design
of the follow-up quantitative phases

Projective exercises to help patients
draw out unstated feelings as well as
unmet needs

Explore attitudes toward other patient
support programs from the perspective
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Measuring impact or ROl based on patients’ preferred set of offerings (based on pre- and post measurement): ‘ Bottom 2 Score ‘ Neutral Top 2 Score
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OTHER CONSIDERATIONS

While the re-design or creation of a patient support program is not a

one-size-fits-all solution, those that have already invested and paid

more attention to patient services share the same objectives and
ultimate aim of:

PATIENT SEGMENTS STAGES OF PATIENT EMOTIONAL NEEDS

taking into account JOURNEY understanding the
patient demographics, key inflection points emotional experience
progression of disease, throughout the patient when interacting with
length of time on journey drive patient the program & brand
therapy, etc. can engagement & utilization can shed light into the
provide more of specific services — intangible qualities
meaningful, from initiation of therapy that patients are
individualized care to progression of disease seeking
and adherence

KEY LEARNINGS

With the rise of patient centricity, there is significant opportunity for

pharmaceutical companies to elevate their value by taking a closer

look at their current support program offerings. While there is no

template for every brand or therapeutic area, there are several critical

success factors for implementing an effective patient support
program, which include:

A holistic vision, keeping A defined set of standard & Continuously improve the
the patient at the center, non-standard metrics to program through
for creating a evaluate impact and performance monitoring to
differentiated, positive demonstrate measureable evaluate awareness,
patient experience, derived ROl of prioritized new and  engagement, importance
from a combination of qual existing services, such as  and satisfaction of service
& quant methods to obtain likelihood to engage with offerings and act on
emotional and rational program or motivation to learnings
needs and prioritize gaps stay on medication
In existing offerings




