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Key challenges we’ll cover

v' At-Risk Investments

v Buy vs. Build Decisions

v Navigating the Data Swamp

v Choosing Tech for Today and Tomorrow

v Q&A




Questions we're hearing from registrants...

How can companies with limited resources invest in data to understand the market
and launch successfully?

Do | need a CRM right off the bat?
How should | approach buy vs. build in commercial ops and data management?

How do | build a scalable, maintainable and cost-effective data infrastructure for a
small biotech company?

How do | build an effective data and analytics function?
What should | consider when implementing a data platform and reporting workflow?
What are the trade-offs and at-risk investments | should consider for launch?

What are the organizational hurdles | should anticipate?



1.

0% of the 2023 U.S.
pharmaceutical launch class
underperformed their pre-launch
first year forecast?

Half of the 2023 U.S. Pharmaceutical Launch Class Underperforms Pre-Launch First Year Forecasts but the Needle Is Movmg Avaw\ab\e at: https://finance.yahoo.com/news/half-2023-u- pharmaceutlcal Iaunch—
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Market dynamics changing the game
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Getting a Grip on Ballooning Healthcare Data

The benefits of healthcare data are undeniable—more
improved patient satisfaction—but all that data also creates significant challenges.

By Simon Jelley on March 0

12024 b Share

informed decisions, better diagnoses, enhanced operational efficiency,
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Traditional commercial operations...
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...are being replaced with a new agile commercial engine

oo Data @ - N Analytics ~ ---------oeeeee- :
 High-quality, () Proactive, predictive,
integrated 5 : self-service, Al-driven,
ecosystem real-time
oo Platforms - N Operations - \.
) Unified, () Automated, agile,
scalable, | | cross-functional
plug-and-play ! |
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Roadmap to navigating key decisions

“At-Risk” Investments
Buy vs. Build

Navigating the Data Swamp

>4 Tech for Today and Tomorrow
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“AT-RISK” INVESTMENTS:

How do you strike a balance between protection and preparation?

Client challenge:

* Emerging biopharma in Phase lll trials

* Team had limited product [aunch experience

* Needed to balance financial risk and launch readiness

* Required commercial data ecosystem and systems roadmap for launch
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WHAT TO CONSIDER:

Investing “at risk” vs. waiting

— Approval Preparedness:
Is early investment necessary to ensure launch readiness for

expedited approval, or is the risk of under-preparation
acceptable?

— Key Intel Needed for Launch:
Does early investment allow time for strategic activities, like HCP

profiling, or can it be delayed?

— Resource Efficiency:
Does hiring and buying now add value, or will waiting help avoid

unnecessary resource spending?
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Recommended activities to invest in “at risk”
to ensure launch success
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Purchasing Setting up a CDW Establishing Implementing CRM
Patient-Level and Building an Initial Customer for the Medical and
Data MDM Process Master Commercial Teams
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BUY VS. BUILD:

How can we accelerate launch while balancing customization
and speed?

Client challenge:
* Emerging biopharma launching its first product, facing competition

* Needed rapid setup of data management, reporting, commercial analytics,
and omnichannel marketing capabilities

* Deciding whether they should buy or build tech and solutions
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WHAT TO CONSIDER:

Buy vs. Build

— Budget:
What are the cost trade-offs between SaasS, built-for-purpose, and custom

solution builds?

— Time to Value:
How long will it take before you can meaningfully use the solution?

— Integrations:
Will the solution easily integrate with both internal and third-party systems?

— Ability to Keep Pace with Innovation:
Will your solution be able to quickly take advantage of evolving technology,
customer feedback, and market demands?
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BUY VS. BUILD:

Pros and Cons

PROs: PROs:

* Rapid implementation * Customized features and functions
* Range of costs » Configurability

e Supports ongoing innovation * Internal management

» Data security and compliance built in * Flexibility

CONs: CONs:

* Locked into contract * Inflexible code

* Lack of visibility into proprietary processes * Slow process

* Limited scalability * Requires specialized training

* Reliance on consultants and third parties * Expensive

* Challenges with integration
* Ongoing innovation can be costly and time-consuming
* Need to update for compliance
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NAVIGATING THE DATA SWAMP:

How do we prioritize data sources and vendors for
complex customer sets?

Client challenge:

* Emerging biopharma company launching a specialty drug with niche audience and
complex treatment journey

* Looking to establish a robust data foundation as its single source of truth across the
organization - granular, dynamic, holistic

* Needed to select and integrate the right set of structured and unstructured data sources

* Wanted vendors that worked for launch priorities but also could handle more complex
requirements as needs evolves
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A ‘future-proof’ data plan by timeline

Operational

Foundational
use cases

use cases

Forecasting

KOL identification

HCP identification and
segmentation

Market sizing and patient
segmentation

Natural history of disease
/ Patient journey

Clinical trial site
identification (PHI/I1/11I)

Omnichannel orchestration

Marketing mix

Forecasting Forecasting

Launch reporting Patient support,

Adherence/compliance

HCP referral networks

Post-marketing clinical trial site identification (PHIV)

Commercial Timeframe
Launch



WHAT TO CONSIDER:

Data vendor assessment and selection

Data Coverage:

) Capture rate of data,
events, tests and
treatments

- Payer types

- Patient
demographics

] Provider coverage
and identification

] Open or Closed
dataset

Data Longitudinality:

) Capture of data
throughout time

] Data timeframe

. Individual patient
length of data
coverage

Data Biases:

) Representation of
required sub-
populations in data

) Under or over-sample
of patient
demographics,
geographies, and
provider specialties
and demographics

L Ability to project data
to total population

Data Backend:

] Data sources and
how it is collected

] Refresh cycle

1 Ability to tokenize and
link to other data sets

] Data collection lag

1 Market basket
definitions

) Specific vendor
considerations
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CHOOSING TECH FOR TODAY AND TOMORROW:

How can we prioritize essential tech for launch while looking
to scale in the future?

Client challenge:
Emerging oncology biotech was 18 months pre-launch, with multiple drugs in the pipeline

Struggling to navigate the expanding landscape of technology options and Al-enabled
tools

Needed tech that fit the needs and use cases of multiple functional groups, and worked
well for first launch but could scale in the future
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Making sense of the alphabet soup of the modern
tech stack
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WHATTO CONSIDER:

Choosing tech for today and tomorrow
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Use Cases and Functional
Requirements Instead of
Long-Term Strategy
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Roadmap to navigating key decisions

“At-Risk” Investments
Buy vs. Build

Navigating the Data Swamp

>4 Tech for Today and Tomorrow
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Emerging Biopharma Data and Analytics Roadmap

Impact v/s Complexity Assessment

Improvement Opportunities Matrix

Impact Cost of Implementation
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Capable analytics team with a Delays in delivering analytics
Analytics large backlog of ad hoc analytics due to slow turnaround times Ensure alignment on analytical
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No Issues
identified

Significant
changes required

Areas of
Improvements

High Impact, Low Complexity

. Create field Sales Ops
championgroup and
improve overall field
communication
Revise data onboarding and
requirements gathering
pracess
Revisit targeting approach
and include field buy-in and
refinement
Adjustanalytics ways of
warking

r

Deploy enhanced data
madels

Enhance data quality
monitoring and
communication

Master all field & marketing
data into one model

Lower Impact, Varying Complexity

Upgrade data cataloging - refresh
Atlan and train end users

Improve incentive comp admin
process and reporting, adopting a
frozen universe

Onboard additional no-cade/
analysis tools for improved data
access

4. Explare CDP options

Other long-term activities

Prepare for Product X and
Product Y Global - CRM
system readiness
segmentation & targeting,
finalize alignment, IC plan
design, training plans, brand
analytics

Product X and Product Y
performance reporting
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Thank you!

Any questions for our speakers?

Todd Foster Melissa McDevitt
ASSOCIATE PARTNER PARTNER
Beghou Consulting Beghou Consulting

Learn more: BeghouConsulting.com/dataroadmap
Email: info@beghouconsulting.com
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