Data-Rich, Insight-Poor
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Explosion of Data, Limited insights on
boosted by Al customer experience
The core shift is not Shifting from broadcast
just volume, but campaigns to adaptive
heterogeneity journeys

Our perspective
I
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Data alone does not support
clinical decision-making

Critical to capture the moment
along customer journey

Insight does not change
behavior, action does!

Impact and feedback loop are
the true measures of success

Disconnect between
Pharma & Customer
Pharma still operates in

channel silos and brand-
centric planning models

Taking action
now

Getting customer-first
engagement



Customer Experience &

Omnichannel Excellence

From Insight to Impact Across the Customer Journey

As healthcare portfolios grow more complex and customer Leading life sciences organizations partner with
expectations continue to evolve, life sciences and Clarivate to:
pharmaceutical companies must move beyond channel-centric

Understand how HCPs, patients, and
engagement models.

stakeholders seek information and make decisions

Today’s customers, including HCPs, patients, and stakeholders, across channels

expect personalized, relevant, and seamless omnichannel * Develop a customer-first omnichannel strategy
experiences across every touchpoint. Fragmented interactions grounded in real-world behaviors

no longer deliver impact. + |dentify high-value moments and intervention

points across the customer journey

+ Optimize content, channel mix, and sequencing
by persona, market, and lifecycle stage
Move from insight to execution with measurable
impact and ROI

To achieve true customer-first engagement, organizations
need more than channel activation. Success requires deep
customer insights, a clearly defined omnichannel strateqy,
continuous performance measurement and optimization across
the lifecycle.

TAKING THE PULSE™ Custom

Built on 17+ years of high-quality data and insights, Clarivate’s TAKING THE PULSE™ enables organizations to connect insight
generation, strategic design, execution planning and performance measurement.

Our enhanced TAKING THE PULSE™ custom approach is designed to meet your specific needs:

Inform customer
engagement
strategy

g F
Understand X Monitor
@ customer 6 4| and measure
behavior and [ v performance

[ experiences

iy, —
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The Impacts of Taking the Pulse™ Custom

For 17+ years, we've been TAKING THE PULSE™ to understand customer information seeking behaviors
and inform customer engagement across channels

TAKING THE PULSE™: TAKING THE PULSE™:

Medical Oncology Dermatology
P Physician Web Sites Used Online Resources Used for
ke (Aided Recall) Pharmaceutical Info (any use)

Medsite

FIGURE 1: Overail Gniine Adoption FIGURE 2: Mobile Adoption

T e 5oy st prchcn.”
e AuPhysicans  Medion Oncoogits

Ordering Product Samples Using Web-based System

‘Ordering product samples using a Web-based system

@l already use this service

@1 am very interested in using this

Dermatologists. AlPhysicians

ites Visited During Patient Consultations

Interest in working with pharma on patient-centered digital tools
addressing remote monitoring

Understand what types of product, medical and patient information and S Lo S A S S
services to push to U.S. Medical Oncologists
[ETEE ST STEEE T
©C Clarivate” Taking e e ' 004 | 15
But insight today needs to go further: That’s why TAKING THE PULSE™ Custom is evolving to:
+ tailored to real customer needs * understand behaviors and experiences across omnichannel journeys
+ connected across channels * inform engagement and channel strategy
+ designed for action — not reporting * monitor performance over time — not just snapshots

Our Competitive Advantage

Clarivate delivers data-driven, actionable omnichannel strategies that go beyond traditional insights:

+ End-to-end omnichannel intelligence from insight * Peer-to-peer consulting combining industry and
to execution strategic expertise
+ Proven TAKING THE PULSE™ methodology with * Decision-ready insights - not just dashboards

17+ years of expertise
* Extensive data across patients, HCPs, markets,
and digital channels

2 Clarivate”



Understanding customer behavior and experiences

A custom approach available across therapeutic areas and geographies (US, EUS and more)

Customer Information
Seeking Behaviours

+

Competitive .
Brand Assessment

Primary Market research

Profile - UK+EU4 Neurologists
59

y Afthough
median Practice location

UK+EU4 Neurologists Practice type

47 yoars old on average @) 61% Hospral

+ 44% under 45;56% 245 8% | oY

33% fomalo /67% male 2, 12% solopractice e

Practicing for 17 years on average Fonce »

>
o ondr 15625 15+ yoars 2\ 5%  crouppracice
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22% oter e Profile - U.S. Medical Oncologists
Practice load Devices for professional use Number of ¢ 5. Medical Oncologists Practice load
125 ) 91% oeskop 83% Laptop 52 yoars old on average 103
patients seen per week on aversge G 86% smarphone - 5% under 45 95% >-45 patients seen per week on average
12% fomale/ 8% male
100 [ 58% Teblet - iding
Rx written per week on average o 15 B under 15 + years onditions treated on average
(lm\udmgf’f\”s) N © 15% smarwatch == 23% under 15 77% 15+ ye: 4 Condiions treated ge
US. Medical Oncologists have cited
I R < S e a——— U3 e Onceg e
ormers =u® =3 cancer, Small cell lung cancer
[ 100%uspop (SCLEY. and Non-small cel ung
cancer (NSCLO
[) 91% Oeskep87% Smorphone (NseL
‘Medical procedures performed
[ 38% Tablet pe
P ] Procedures performed on average

DO

13%  Smartwatch
100% Bone marrow biopsy
6% Vinualreliy headset 19%  Cenuny

19% Endoscopy

© Clarivate”

Important Educational Content Types and their Specific Elements for
Community and Academic U.S. Medical Oncologists

Patient education on treatments is vital for both Community and Academic U.S. Medical Oncologists. However, curating CME

courses, peer-reviewed materials, simulation training, and online tutorials will specifically boost engagement with Academic U.!

Medical Oncologists.

% Community Academic

5 Patient education
related to a treatment
(84%)

] Medical education
(72%)

Practice type
D, 44% Group pracice
2 24% Mater

(3] 16% Solopractice

Practice location

23% | 16%
Midwest Northeast
26% 1+ |
West . r -
o south

«Commniy
<A

Nt st Pyt yebcoted Research

Sponsoring content on social networks can boost awareness and potentially drive

traffic back to owned sites

Physicians that have seen sponsored
content on social media

p— ]
Cowry s IS
Counry ¢ Y
Country o N
Counry € T

Influential elements within emails

Influential content to share through email

Peintinformeion

w2024 w2023

49%

Links to key information
sources with addifional

User experience
elements to
leverage via email

Identify the pharmaceutical competitors that (m <

provide high-quality content for U.S. Medical

e e s i
Lo

Oncologists across owned channels R

e
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Support programs
16% Disease n

e A ey

(=

47%

Personalized emails
addressing specific interest

formation to

share vith patients
20% Disgnosti tools o
1% Medical news

23% Coverage of procedures.
2% Indication foruse documentation

47%

Advertisements in newsletters
shared from a non

+ Built on proprietary TAKING THE PULSE™ Custom methodology

to evaluate HCP and/or patient information-seeking behaviors and
influence patterns by channel and content, content type, content
segment, informational unmet needs, and preferred UX/Ul elements.
Combine with competitive intelligence by evaluating competitive
omnichannel strategies and understanding the best-performing assets

Illustration

Illustration

2023)  Product/Medical Device sales reps: U.S. Medical Oncologists engagement with
reps on brand-specific discussions

Illustration



(02-13-¥3{1l:\'H Maximizing omnichannel engagement
amongst Oncologists

Clarivate empowers life sciences organizations to unlock the full value of customer experience and
omnichannel engagement - transforming insights into measurable growth.

Scope

Geography: US Audience: Oncologists

Objectives m_ 1 Deliverables

=7

/

1. Identify factors affecting oncologist user experience.
US Oncologists

2. Uncover best performing assets, channel mix and user

1 Peers and peer-reviewed sources are most impactful; among pharma
ex p enence g a ps N sources, in-person reps are most influential and websites are most used

3. Determine key circumstances aligned with multichannel use.

L
9 i o ° $~an
¥ Yz — ®% Paid and Earned digital channels
@ Our Solution -

* PMR and digital analytics to evaluate information seeking
patterns and map channel preferences.

+ Surfaced oncologist perceptions, competitive best
practices and white spaces.

 |dentified opportunities for brand/TA-specific digital
investments.

Key content accessed on pharma owned assets

Pharma owned digital channels: Messaging heatmap @

Impact

Understand informational unmet needs in
the digital ecosystem of oncologists to:

23%

Increase in engagement with their sponsored content

18% © .

Increase in traffic to their local websites (=) e :
o) O == ==
13% e =
Increase in remote engagement with their sales team © Clarvats :
Laure Nas de Tourris Maria Olimpia Perulan-Escanilla Jack Tyler Nicole Tien
Partner Principal Manager Consultant
Laure.NasdeTourris@clarivate.com  Maria.Perulan-Escanilla@clarivate.com Jack.Tyler@clarivate.com Nicole.Tien@clarivate.com
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