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Pharmacy is a major channel for the client business in global markets but
In Italy this company was mainly playing in the Mass Market

Client’s key objectives

- By rolling out a multi-country engagement, the company was looking for
opportunities in Pharmacy channel as part of its growth strategy

- In this context, we assisted the company in designing the optimal strategy to
win in the Pharmacy channel

order to understand current market size and
opportunity potential

B ° Study Pharmacy channel fundamentals in

optimal channel strategy for the company
would be

° Understand from industry experts what the

Key Objectives

how to activate and win in the pharmacy
- channel to support the growth objectives
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° Structure clear guidelines and actions on



A comprehensive overview of the market has been developed relying on
IMS Health datasets and consulting capabilities

Assessing the market helped the client understand key figures and dynamics

- By relying on our deep market s
knowledge and data assets, we T o -
developed a comprehensive
assessment of the market and its key ¢ = =i
segments : 55 Y

- Key market figures and dynamics,
main players, products and SKUs .

CAGR MAT/11/13 vs MAT/11/11

performances have been analysed
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offering a deep and wide

understanding of the competitive e T
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- IMS Health proprietary and B <=
International market classification /A'“"”*f

allowed the client to have the same
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MAT/11/2011 MAT/11/2012  MAT/11/2013

market overview across the countries
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By implementing a Pop Up solution within a sample of Pharmacies, we
get a clear understanding of the relevance of existing source of business

Pop Up solution addressed Source of Business potential

- This innovative IMS Health solution
relies on a software capability that
may run on each Pharmacy terminal

- It allows the chance to conduct quick :
surveys (closed questions) on an ‘
extensive set of Pharmacies, i _%_
according to client needs
- Each time a product is sold, a Pop Up Purchase
appears on the screen asking to driven by...
Consumer Pharmacist’ Physician’s
self-purchase suggestion prescription

provide info about the purchasing act
Which
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- With a few “clicks” Pharmacist and/or
Consumer can quickly answer to the
survey

specialty?
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Pharmacy Analytics gave to the client a clear assessment of each
territorial estimated potential for in scope markets

Pharmacy Analytics helped understand potential at PoS level

° ”\/lS Pharma’trend panel a”owed the Concentration curve - Pharmacies
client understand the distribution and e o o o m p
the potential of market categories

- Sales data have also been analysed
to match Pharmacy assessment with
territorial distribution of product sales o

% of potential

76%
50%

il

- This stream allowed the client to
. % of Pharmacies
understand how many Pharmacies :

h Id b d . d Top 50% Pharmacies (EG, G, MG)
S Ou e Covere In Or er to Regional distribution of market potential* Po!
. . P = ributi ributi:
maximize growth opportunities ey
Regions where LOMBARDIA % %
concentration of potential SICILIA % 10%
is higher than PoS UMBRIA 3%
SARDEGNA 7% 5%
TOSCANA 7% 8%
‘ TRENTINOA.A. 7% 3%
LAZIO 6% 8%
Regions where E-RORAGNA 5:& m,,%
concentration of potential LISURIA % %
is lower than PoS PR 2% 2%
CAMPANIA 2% 5%
PUGLIA 1% 3%
VENETO 1% 3%
" A % %
. High Share >10% E:ILL‘JALBIRJ G 1% f“‘b
[ Medium Share 3%<0<10% ABRUZZO 1% 1%
BASILICATA 0% 0%
D Low Share <3% VALLE D'AOSTA 0% 0%
MOLISE 0% 0%
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With an in-store observation stream we get a deep comprehension of key

opportunities and areas of development for our client

Pharmacist across Italy have been interviewed (face to face)

- This step allowed the client to know
the key pharmacy dynamics related to
In-scope market categories

- We surveyed 275 Pharmacies taking
Into consideration:

— Structural variables of pharmacy
(size, staff, location)

— Available brands and shelf display

— Information level received by
pharmacist about brands and
categories

AREA
NORTH

UNIVERSE
45%

PANEL
47%

CENTER

19%

17%

SOUTH

36%

36%
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By relying on our strong and deep relations along the Pharmacy
channels we engaged different key stakeholders to gather insights and
recommendations

Face to face interviews with key roles along the channels

- We wanted to understand the role and p—
market potential of in scope categories Brescia
within the Pharmacy channel and Torino
provide insights on the approach and
initiatives to use to develop these
segments

- We run 26 in-depth individual
interviews with:

Catania
L]

— 20 owners of retail Pharmacies
— 2 Cooperatives managers
— 1 private Wholesaler

(1
EY

— 2 heads of Pharmacy Chains

— 1 AM of a Consumer Health company pyg— Distributor/Wholesaler Retaller
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Final step of the project consisted in gathering key outcomes a deploy a
structured set of recommendation according to a global framework

Putting all together and give actionable recommendations
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Pricing

Shelves &
Merchandising

Professional
endorsement

Main Evidences

Key insights gathered from overview
of market and PoS potential
dynamics, in-store observation,
learning from best practices and
Pharmacy experts

——  Key Recommendations

Evidence-based strategic
recommendations on key success
factors to be actionable for company
success within Pharmacy channel
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