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Branding Matters, Especially in a Down Market
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What marketers face in new era

Dancing in Fetter Brand New Channel

")

*  VBP Policy - KBK
* Anti-corruption * Boao Pilot Zone
- DRG 2.0 q - BEREF
* NRDL Negotiation * High-end Private Hospital
—;./ * VIP Clinic
’-ﬂ e EC/ Retail / 020
Q)
Disruptive Business Model L ’\, Game-changing Technology
< Al
* Big Data
* VR&AR
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Marketers busy with following the trend
Precision Al
Healthcare Utilization

Patient Digital
Program Transformation
Virtual
Visit = AN W N e
Consumerization Out-of-hospital
Market
Sales Business Model

Empowerment Revolution
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Back to essence, marketers’ jobisto @~ e
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Branding Is Still the
King!
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A good branding brings ... S

Competitiveness 0 @ Sustainability

Effectiveness @ @ Synergy
Efficiency @ @ Recognition
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Common Pitfalls of
Brand Strategy




The 7 SINS of brand strategy J B

— 0l — 02 - — 03—
Want It All Strategy without Wishful Thinking
Strategy as Strategy
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— 04 05 06 07 ——

One Size Led by Shoot aside Low Patience for
Fits All Competition Implementation
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l.Want it all ]( B o
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Hate to miss anything about your brand?
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What’s the point?

EMPOWER THE FUTURE OF MARKETING [ I




Il. Strategy without strategy ]["ﬂﬁ”’q
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I11.Wishful thinking as strategy I e
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IV. One size fits all )|

MisEtE: IR2SE
Global emphasized low China followed global
complication rate of uveitis positioning

Less prescription willingness:
"PEAEERAIREATER,
FlaRialy EEEAMEAZMIE

BRIEERE. ..
The proportion of patients developing a ’ ‘
uveitis event was lower with product X A

(0.6%) compared to placebo (4.6%)
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V. Led by competition JC e
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VI. Shoot aside
&1??%‘]%‘%: EL=Va)

ZRA (PD-LI)

)

15 RfE :

BRI IRERT., TESSHZEMINGE,
AT EGFREEIZEZ A ERIFERIEEREL
eI EBAIR/ \ABRERHEE (NSCLC)
BEN—ZATT

> > >

EMPOWER THE FUTURE OF MARKETING

"WNERBEEGFREEE, BERMA
EGFR-TKIT, A&EEAPD-LI"

"+ IFEGFRISZTEERZE AUNEGFR-TKI,
XTI EE KT EE NAUELD
PD-1/PD-LI, SRRABEAREE T,

BRAEEXAR" {;O‘D
A

=1

ILLUMINERA
S




VIl. Low patience for implementation ][
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What Makes Brand
Strategy Formulation
More Complex
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In new era, marketers face with Three Mores and One Less ikt

-------------------------- / More complicated external
: 5 : factors ; B H

Less time to win
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More bloody competition
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The Crowded PD-1/PD-LI| Market
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More complicated external factors A

o
® Medical
VBP Policy Insurance
Negotiation
o
Patent
DRG 2.0 P Protection

Anti-corruption Localization
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More stakeholders involved i

Physician/KOL Policy-maker

Patient/care-giver
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Less time to win

Product Life Cycle (Traditional)
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an IQVIA business

Product Life Cycle (Current)

Powerful Products
-

Weak Product
-

» »
» »

Development Commercialization Development Commercialization
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What Makes a Brand
Strategy Great
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Powerful brand positioning is complex, and good marriage of s
INSIGHTS ART
The world of “Customer” Creativity thinking based on the

world of “Science”
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Our Strong expertise an IQVIA business
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The 7Winning Branding Strategy Routes
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Key Take-away

N

Branding is still the KING!

Avoid the 7 SINs of brand strategy

N

N

The 7 Winning Branding Strategy Routes
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