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We Are Prescient

We focus on being foresightful, bringing together deep perspectives on
market, customer and competitor with specialist knowledge to help our
clients see further, building strategy that shapes the future.

Prescient has

been a Bridgepoint
Development Capital
portfolio company
since 2021.

Prescient has been a
Baird Capital portfolio
company since 2017.

10

Locations

3

Continents

20+

Languages

25+

Nationalities

Our Clents

About Us

Growing Business

Client Satisfaction

Of the fastest-
growing mid-caps.

2007

Prescient was
formed as a result of
the rebranding of a
biopharma Cl agency
formed in 1997.

>85%

27

Of the top 30
pharma companies.

>20

Our VPs and
Directors have an
average of >20 years
of experience.

Annual recurring

asset relationships
as a percentage of
the total business.

We havea

91 customer

satisfaction
rating of 9.1
out of 10.

69

~30

Cutting-edge
biotech firms.

~270

With expertise
across insights
and strategy
development.

~30

We have a
Net Promoter
Score of

69, which is
considered
excellent.

300

Supported annually
across ~3950
engagements from
early development
through to loss of
exclusivity.

>70%

Over 70% of our
teammembers
hold advancedor
relevant degrees.

CAGR over the
past five years

[4

We partner for
anaverage of 7 years
with brand teams
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Our Functional Centers Of Excellence Enable Us To Align To Our Clients’ Evolving Needs...

Portfolio

Early Development

Late Development

Launch

In-Market
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Medical Affairs

NPP

Global Marketing

Competitive Intelligence

Market Research

A\

Bringing prescience to disease area and asset
strategies ensuring upstream decisions are
optimized to deliver long-term value

Placing medical at the heart of product strategy,
ensuring patient needs are understood and real-
world value maximized

Integrating the needs of clinical, medical,
commercial and regional stakeholders into
a differentiated, realistic and aligned early
commercial strategy

Building and maintaining valuable brands through
a cross-functional and customer-centric approach
ensuring they differentiate and resonate

Learning from competitors and anticipating their
next movesso, differentiation is maximized and
dynamic decision making optimized

Ensuring the customer voice is louder, clearer
and central to development, commercialization
and brand building
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How do you measure up against competitors?

Field Force Analysis and Benchmarking: Prescient benchmarked global Medical Affairs
(MA) teams to help inform a client’s scale, structure, remit and areas of investment

Client Situation Outputs Client Impact

Our client wanted insights into how competitors’ Medical Affairs teams Exeoutive Summary ' -y Our analysis highlighted how

. . . . . uperstructure organization learnings and takeaways . y . .
were organized and resourced to execute against outlined objectives = 9” 9 y the client’s resourcing capacity
Readen ton (Company A, Company B), XXX Com pared to key Competitors and

»  Adjusted for role and remit, and benchmarked to peers with comparabie
A = should e

The client ht t tablish whether its Medical Affairs team w B T oy e T T . e . :
ec e. sought to establis ethe _s gd pa airs eg as T P vmribyiasiioesaiee e O i e T reedted] o e e T
appropriately resourced to execute on its mission and functions
XXX “Medical” erganization emerges as the most fragmented among benchmarked peers; this may be th e fUtu re
structure [

XXX MA is operating significantly below “full potential” as defined by best practices among benchmarke
. [Additional Insights]

Function

We have developed a framework to flesh out core Medical Affairs
capabilities and have benchmarked our view of the MA oncology team

Approach
We conducted secondary research by examining LinkedIn profiles, job
posts, etc., to develop a picture of competitors’ MA teams that could be
compared with the client’s team size and structure.

st-launchtrials

Post-
red triaks

We interviewed market experts to obtain insights into the scale,
structure and remit of competing MA teams, and to gain an =
understanding of industry best practices and the relationship between
team requirements and portfolio size.

No visDiiky of nfluence

We have monitored research and analysis gaps across key competitors
MA organizations through this benchmarking effort

We highlighted the key differences in scale, structure and remit of the [ e e P —t
in-scope teams and an Excel tool which can be leveraged by client | ———— " a naimion | T

leaders to help estimate resourcing needs.

Interactions with cutside

functions
....................................................................................
[ = ared
Focus area Y U g - Ny
Focus a real 000 [msgny i ar g | s
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What are your strengths and potential competitor strategies?

Positioning and Messaging Development: Prescient developed an overarching, pan-
tumor global narrative structure that synced with several individual tumor narratives

Client Situation

The client, a global brand lead within a large pharma company, required
an overarching framework for a set of individual narratives across a
series of related tumor types

This framework was necessary to allow for consistent communication in
field engagements

Approach

We revisited the individual tumor-specific narratives to finalize the language.

We developed inputs for an overarching, pan-tumor narrative framework by
identifying common themes and any inconsistences across individual tumor
narratives.

We then finalized the pan-tumor narrative framework by pressure-testing

it with the global team, including harmonizing any inconsistencies across
individual tumor narratives and flagging open questions to revisit after future
data readouts.

We discussed and aligned on high-level guidance on the implementation
and utilization of a pan-tumor narrative the global brand team.

Outputs

Narrative Storyline

UNMET NE
,;”:,M.'_.\.f,z ‘- *  Unmet need(s) that serve a3 the | nartatve foundaton

THEME 2
e + Storyine for Theme 2, offering easy-to-read bullel(s) supporting Theme 2
guicusson

i Osta generstion. e S SL eOpagementsd ~

Koy Comiderstions Discuased by Team

Wy Comiderations Discussed by Team

Narrative Theme(s) and Associated Statement(s)

Narrative theme(s) in indicabon] aim (o

Slaitmtnt |
s
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Client Impact

Our pan-tumor narrative framework
gave the client a firm foundation from
which to engage in more consistent
scientific communication in the field



How will you win against competition?

Competitor Scenario Planning: Workshop project with a brand

team that was faced with a rapidly evolving competitive threat

Client Situation

Following a competitor’s acquisition of a rival product, the client
urgently needed to prepare for upcoming competitor’s Phase lll data
publications and a global launch

Approach
We organized a virtual Cl workshop for the client, designed with the end in
mind.
We created a short pre-read document to educate the workshop attendees.
The objectives were of the workshop were to:

Educate and align on the competitive risks of the rival product and their
implications for client.

Generate short-term actions to support a global strategy ahead of Phase
lll data releases.

Ensure a favorable market ahead of competitor asset launch, so client can
effectively defend and grow market share.

Findings from the workshop were then translated for the reference of the
client’s Japanese affiliate.

Outputs

Asset A Workshop Scenarios

wath feer

‘  Highlight superior efficacy A

T 9

Earky sadching from Asest Bio Axwet A o Baltated

Risk Assessment

The teams identified six high-impact risks with varying degrees of probability

impact on Asset B
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Client Impact

The client was able to prepare
responses to the top competitive
risks posed

The client’s product global
positioning statement was stress-
tested, ultimately enabling the
company to decide it was solid after
some minor modifications

Implementation challenges and
potential solutions were identified



Where and how will you win?

Asset Attractiveness and Prioritization: A Top-10 biopharma company sought to develop a BD
assessment framework to identify attractive candidates in the myelodysplastic syndrome (MDS) market

Client Situation

The client, a large biotech company, was seeking opportunities to

strengthen its portfolio and drive the development of therapies for MDS,
a rare disease with a high unmet need

The client wanted to develop a tailored BD framework to evaluate assets

and therapies in development that might be attractive “targets” in order
to enhance its portfolio

Approach

In collaboration with Prescient I&l, we conducted an exhaustive review of the

MDS landscape and pipeline and identified the “universe” of potential assets
for consideration.

We developed a BD framework to evaluate assets against key criteria,
including the strength of the clinical profile and BD feasibility.

We applied the BD framework during a cross-functional workshop to
pressure-test it, then used it to assess MDS assets of potential interest.

We aligned with the client team on the BD framework and a short list of
assets for further investigation and potential partnership consideration.

Outputs

Depending on priorities, each workshop group determined | s
which criteria were core and which could be discounted
- i 1 Oip ¥ Gip 3

g (bE ¥ | e ¥ (b

M) EYALUATEN CRTER

Descriptions of what would define an attractive BD target were
associated with core criteria of the framework
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Client Impact

This MDS BD framework served as
the “pilot” framework that could be
applied across related indications to
guide future BD decisions



How might you retain value?

Competitor defense strategies: Prescient conducted a deep-dive to secure the client’s long-term
leadership in retinal diseases and enable the development of a competitor defense strategy

Client Situation

The client, a large pharmaceutical company, had an ophthalmic biologic that
was facing upcoming competitive threats from both biosimilars and novel
therapies

The client’s team sought to understand best practices for cross-functional
defense tactics and implementation, with a key focus on biosimilar threats

Approach

We developed a fact base through secondary research, establishing a
comprehensive understanding of the market landscape, and identifying key
trends, competitors, implications, uncertainties and potential outcomes.

We conducted extensive interviews with KOLs, payers and industry experts
to pressure-test upcoming landscape trends and competitor defense
tactics.

We conducted analog assessments to develop a repository of past
biosimilar defense scenarios and outcomes.

We triangulated findings to create a playbook with recommendations for
biosimilar and novel agent defense tactics and methods of implementation.

Outputs

The following scenarios represent the most important potential shifts based
on biosimilar and novel therapy launch

L T?T:JT
1 @ | (@ | @ | ® | ® | (& | @ I
Scanar | Bilosimilars Offer | Biosimilars Offer 25 | Company Y Builds | ProductDGains | ProductE Priced | Product FLives Up | Company Z Acquired |
| »50% Discount | —-50% Discount | Ophthaimic Portfolio | Access to US Market |  Near Blosimilars | fo Expectations | byBigPharma |

________ o o e o e o e e e e e o
1 e 1 Pricing puts ] I I i | | |

Pricing puls i 3 Compounding Product

1 I simila " I ] P H al | | s | P |

i outete | s sy | Bsmure e | et ot | O Ao | | oo | G i

Bdlrvn | managementwith | o i pahing rebates ! company | E mppeovel ond prices | approval I acquires Company 7
1 Product A I Product A :_ { {xn line with bs ﬁroduclsL Jl_ J|
Likelihood Moderate L Moderate L Low L Low L Moderate I Moderate !

: High : "mm‘f: High : Modarate : Modarate : : Very High
S Price ma S H
mpmree Rt ) e i i w) 80 i Ta0 i oo
________ :......_............I___‘:“"_“__ _I.....__..._.....{________f_ === ____JI........-...._.... ] |
Newily diagnosed
Affected Patient |~ R 1, | I [ [ I |
Segment :_ Progressive L Progressive L TBD :_ TBD L TBD L TBD JI_ TBD Jl
________ T T T {71 O T S | I
Scenario Strategy | Cont 1 Cof |1 TBD |1+ TBD |= TBD | | |
_______________ [ SR e G e e e T S e e i e e, P e e e e o
ote: | ruann, Noval Agant 5o |

Interest in upcoming therapies is stimulated by the same triggers for both KOL
cohorts, but willingness to adopt varies

ILLUSTRATIVE Biosimilar Adoption 1 Novel Agent Adoption Key Takeaways
: = §hift in behavior is expected to be

m:d :"::::I";;m :j‘é’z’;f_’a | L pipnontad driven by similar events, but core initial
E' . i ! 1 : beliefs of KOLs are likely to impact
E £ T | L ey : _______ - "f‘ ; AL their willingness to change behavior
o +I : — Significant discount and XX have
ﬁ s'wkm decount | been highlighted as potential factors,
= — v originators 1 b with XX viewed as a “nice to have”

: |
moe Hedueton I Uinical Cfferentiation « Avastin KOLs are likely to be early
Lhaihood of T ‘Likcsthocd of biosimilar adopters due to high
o ﬂlh:im ' ! M}WI perceived unmet needs
o = i . "
-0 R "¢ ermanhe Scipion v Man | _ = Product A/ B KOLs will likely be late
§ ; ; ok m: X — adopters given comfort with current
E L I therapy
2 = J
[ E ST]ﬁ,::f:"' : . — Extended dosing would likely warrant
e ——— I greater uptake, but the transition may
Fricn Rucetion | i (it be slower in their practice

Bourie. Gualilatve KOL Inbeiviews (N=12), Prescionl Analysis

Expected management in retinal disease is primarily based on prior biosimilar
experience, with payers anticipating parity management

ILLUSTRATIVE Payer Response to Biosimilar Pricing Key Takeaways
+ Atwvery high discounts (i.e., 2XX%) aggressive payers may *  Payers are reluctant to influence HCP

= Bs Step from prefer or step bs at launch decision making and modest budget impact
= UVERSTETS «  Within the first 1 - 2 years, most payers would likely create a Is unlikely to drive tighter management
£ step through bs if discounts persist A ;
b — Arecent analsfsls of paygrl coverage found
= + At higher discounts, (l.e., XX - XX%) aggressive payers may that of 2018 biologic policies, only XX%
3 step bs ahead of originators in the first1 - 2 years required a step through bs, XX% had the
é « D ing on HCP resp and more payers may originator stepped before the bs, and XX{%
a Tollow with step edits in following years | were at parity
= BsStopfrom © Atmoderate discounts (ie., XX - XX%) most payers will +  Payers do not anticipate stepping bs ahead
g —  Aggressive continue to manage biosimilars at parity of originators based on previously seen
= Payers » Three o five years post launch, select payers with more discounts but are open to the possibility
__E g aggressive contracting may step bs ahead of originators — Al modes! discounts, payers expecl the
:g Ba and » Regardless of discount, payers initially are likely to manage ong '"i‘l'm Fiﬂ!‘rﬁs w'l‘l:l:ﬁ_loma' reducing the
@ B | — Origrakeat at parity while awalting RWE and HCP response to bs launch overall cost saving della

s Paiily « If discounts are low, in the long-term most payers will have . Payers look for discounts based on overall

bs and originator at parity to preserve HCP choice budget impact, and recognize WAC and ASP
are not always reflective of Impact to their
Sourc: IAUA, Gharbors ot . iy 2023 Quslatve Payor ntariows N-3): Posciont sl organization
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Client Impact

The project enabled our client to
prepare for upcoming competitor
launches and deploy a cross-
functional defense strategy led by the
client team



How can you optimize adoption?

Healthcare Systems Evaluation: Prescient supported the client in assessing the feasibility
of MEAs in the cardiovascular space in China, Taiwan, South Korea and Japan

Client Situation

The client aimed to assess the feasibility of MEAs (e.g., outcome-based
contracting, risk sharing agreements, pay for performance) and other
innovative financial models (e.g., price volume agreements) adopted by
pharma companies in APAC countries

The client sought Prescient’s partnership to collect country-level intelligence
from pharmacoeconomic and health economic experts in payer and
commercial insurance companies

Approach

We investigated the market access strategies adopted by pharma
companies to encourage adoption of their assets in the CVMD space.

We then checked the possibility of MEAs in the CVMD space in APAC.

We evaluated the logistical and operational challenges associated with
implementing MEAs and assessed how select APAC countries differ in their
acceptance and adoption of such agreements.

We researched how local big data organizations can help pharma
companies with patient management services and the generation of RWE.

Outputs

Common themes, uncertainties, scenario-specific takeaways and

action items for the client

A list of third-party organizations and local big data organizations
willing to partner with pharma companies to implement such

agreements

Best practice examples from select APAC markets (with successful

MEASs) depicting the benefits of such schemes
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Client Impact

We provided recommendations on
sustainable cost-effective models
that could be implemented in select
APAC markets

We offered strategic inputs that
defined the maximum value of

a successful MEA (specific to a
particular country) and demonstrated
minimal risk to payers, hospitals and
patients



Client Testimonials

Excellent work, Prescient team! We
appreciated your depth of knowledge,
facilitation and overall workshop design.
This was a success for Prescient and
for us.”

Executive Director, Strategic Business Intelligence

| really enjoy working with you! Your team
has always done an outstanding job
supporting my needs across differing
products and geographies. | hope to
work with you again soon.”

Director, Corporate Development

You have been at the heart of helping us
develop successful, established product
strategies over the past couple of years.
Many thanks and we look forward to
continuing our relationship.”

Director, Commercial Strategy

You are one of the most impressive
consultancies we've worked with.
Your level of knowledge, preparation
and commitment were outstanding.”

Vice President, Biologics

It was amazing facilitating from your side -
thank you very much! The outcome of the
workshop is very promising!”

General Manager
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Get in touch and unlock innovation Email: info@prescienthg.com

Telephone: +1973 347 7750

Whether you have a potential project Website: Prescienthg.com

or just want to find out more about our

work, our team and our potential to help Linkedin: Linkedin.com/company/

you, please get in touch. prescient-healthcare-group/
Address: Prescient Healthcare Group, Inc.

3 Second Street / Suite 801
Jersey City, NJ 07302
Tel: 973-347-7750 | Fax: 973-34/7-6466



