CONSTELLA is used to treat irritable bowel considering a prescription. Constella is just not
syndrome with constipation — the only top-of-mind. Patients feel their doctor doesn’t
prescription option on the market at the time. understand the burden of IBS-C and the effect

CONSTELLA works differently from laxatives It has on their quality of life.

in that it increases fluid secretion in the Therefore, AbbVie decided to expand

intestines, therefore improving intestinal promotion of CONSTELLA to GPs and at

movement and symptoms of constipation. the same time, replaced the CONSTELLA rrea'[
It greatly improves many of the debilitating salesforce with 1 digital rep. This made it very

symptoms of IBS-C, including quality of life. difficult for AbbVie to expand their reach to

GPs and change the behaviour of physicians TELLA

Historically — AbbVie only focused on :
and patients.

Specialists.
AbbVie came to Healthwise and asked us to
provide ideas on how to expand their reach
with GPs and educate physicians with the goal
of stopping the OTC cycling issue.

However, patients visit their GPs for their
IBS-C symptoms where OTCs are typically
recommended, resulting in patients cycling
through ineffective OTCs for years before
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_ RAISING THE URGENCY TO TREAT (l)

Primary Audience:
* Prior to campaign: Gl Specialists and key GPs

* New targets: GPs

The Situation:

e Patients visit their GP for IBS-C symptoms and OTCs are typically
recommended. Although CONSTELLA is very effective, physicians and
patients will use OTCs for years before considering a prescription.

e CONSTELLA is not top-of-mind.

* This means patients are cycling through ineffective treatments for many
years and are suffering.
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_ RAISING THE URGENCY TO TREAT (ll)

The Challenge:

e Expand promotional efforts of CONSTELLA to GPs while CONSTELLA
salesforce Is replaced by 1 digital rep.

Healthwise Recommendation:

e An Omnichannel Campaign to expand reach with GPs to change the
OTC cycling issue.

Mandate of Marketing Manager was to maintain sales. y




_ STRATEGIC OBJECTIVE

@ Objective

000

@ Audience

Stop the
OTC cycling

A & . :
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= o Hypothesis

‘Constella*

linaclotidle capsules

s

Physicians prescribe Constella instead of
recommending continued OTCs

All GPs/FPs

We believe that if physicians are aware
of the benefits of CONSTELLA and better
understand the burden of illness, they
will prescribe CONSTELLA.




_ OMNICHANNEL EXPERIENCES
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_ PHASED OMNICHANNEL APPROACH

Phase 1 (HCP directed)

Part 1
Bridge gap/ awareness

Owned:
e Series of emails

Online:
e Direct mall
e Sample express

¢ Financial assistance
program (STI program)

Part 2
Education/ engagement

Owned:
e Series of emails

e | aunch of Constella-
Connect (website)

Online:
e Rep Call
® Patient resources

Part 3
Enhancements

Owned:
¢ Digital guideline tool
e Emails

Online:

e HCP social Media

e HCP Display

e Optimization of KPIs

Phase 2 (Patient directed/HCP enhancement)

Part 2
DTC Promotion

Online:
e DTC Social Media
e DTC Display

Part 1
Patient Support/Enhancements

Owned:
e | aunch of Patient website

e Enhanced HCP resources
and website (Patient videos,
testimonials, KOL videos)

e Experience Program

Online:
e SEQO for patient website
¢ Digital Patient resources

Offline:
e Patient resources
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DM-1

DM-2

DM-3

Continuing to support you and
your CONSTELLA"® patients.

Desr <Doctors,

inermation nd esoures i atmey manner

Wit this i i, ples clck ik bl  request il resources for your
CONSTELLA® patiets,and your pracie

any qestons you may ave.

ik hers to submitrequest for resou

Coming so0n: A nowpat
and e it

*Constella**
Inacltid capsules

ergon < s

‘Constella™
b
AbbVie is committed to supporting

you and your CONSTELLA® patients
with virtual physician and patient tools.

Please fl out the form below to request resources.

First Name.

Last Name

Address Line 1

Address Line 2

ciy

Province Postal Code

Email

Telephone

e
" B )

We at AbbVie are here for you
and your CONSTELLA® patients

Dear Halthearo Professional .

ity P

[] Patient Profiles (1BS-C)
S an 1B5-C patent proflefor whom you may consicer
CONSTELLA® rsatment.

[] Patient profite (cic)
Seea CIC patent profl forwhom you may consider
CONSTELLA® raatment.

["] posing comparison Card
See how CONSTELLA® dosing and adrinisiraion guideines
o for B5-C vs CIC.

[[] coNSTELLA® Patient Financial Assistance Program

 and downioad

" and your

an e-card for your paients. Restrictons on the quantiy of tablats and

resourcas i imay e,

W vt yout lick he Ik blow t equost il resoures o your
(CONSTELLA® patiens,and your practe.

any cvestons you may have.

Coming soon: A e
and troatmont i

[[] consTELLA® FAQS - For Patients
Frequently Asked Questions about CONSTELLA®
Helps patients understand their reatment with CONSTELLA®
by answering some common questions, induding ho it works,
oww s taken, and possibl side ffects.

[] CONSTELLA® Product Monograph

[] ves, Picase contact me to schedule a virtual visit

nteracior

suawrr

ERENCE: 1. CONSTELLA® (Inaciotide capsuls) Product Monograph, Alergan nc.
28,2018

‘Constella:
linaclotide capsules

Introducing

Constella’-Connect

Vitual CONSTELLA® resources atyour fngertips

Dear Healthcare Professional,

‘AbbVie is excied to announce the launch of CONSTELLA®-CONNECT, a physician

patients and your pactice.

and your paients on CONSTELLA®, including

HCP Toalkit

Patient Profles (185-C or CIC)

500 an 185.C or CIC patientprofits for whom you may consider
CONSTELLA® estmant

Patient FAQs for your Patients (Frequently Asked Questions
about CONSTELLA')

- Help patents understand he veatment with CONSTELLA® by
‘answering some common questons, inciuding how i werks,

+AtooKiwih information and esources on CONSTELLA',
inclucing How o iagnose and denty your185-C or G patients

Constella
Brand Awareness
Campaign
(Mail)

H
i

Digital Rep

onstella’-Connect

Constella Brand Awareness

HCP (DTC)
Branded

Awareness
Campaign

of Gastroentensogy

LI

Guidelines

The Patient Pathway

An interactive tool for physcians
basad on the Canadian Association

Clinical Practice Guidalna

Campaign (Social)

in]_f RC
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_ CONS

=PTM

12

PTM email to
launch

PTM emails:
Awareness
(Fill gap)

Constella connect
benefits

| have a
question

V]

Click on link
to goto
Constella-Connect
assets

"Constella

linaclotide capsules

mmmg? Constella-Connect:

GP opens

email and

clicks on
link

GP registers and is
flagged for follow-up

ELLA OMNICHANNEL JOURNEY

Constella-

RTE (Sample

or Financial Connect

assistance or
Tool Kit or Rep)

No
engagement

Seek to re-engage

with HCP
HCP Does

Not Open

PTM email
on IBS Burden

of lliness GP registers

and is
flagged for
—1 follow-up

w | havea
question

Download
assets

TARGET AUDIENCE: GPs

GP visits e
GP posts
> question

Samples
requested Digital Rep calls
GP to answer
— > questions
and discuss
CONSTELLA

Alternate RTE

(Sample or Financial
assistance or Tool
Kit or Rep)

Download
assets




_ OMNICHANNEL EXPERIENCE OF DR. AWAN

Omnichannel experience of Dr. Awan

2022 Objective: Drive awareness | Maintain sales

Follow-up call after

Follow-up for

Dr. Awan

Rep call | 3 P = receiving queries sample requests
! I '
: y Dr.Awan |
1‘r __________ o ,  receives !
Direct Mail [ Dr.Awan ; emailabout
! receives mass | ' samples ; :
Muttigle | comm. " ;
i S ' L Connect - Guideline too!
Constella) i ; -
ngh affll"llt‘{ .'\ __________ f': Launch email email ; email
to digital ; :
promotion : Rep triggered email | Rep triggered email
Interested in : . |
patient : : | |
Focuses on I ”5-1 ..... ; |
] | r.Awan | ; a
clinical HCP Website ; Constella-Connect , postsa :"J | ‘
messages ! ¢ 3 \_ Question _ |
| /7Br Awan didks on k™, 5 Bocooves: .
Enhancement 1 tovisit website (has ! g + Guideline tool [ Dr. .muan '
1 accessto Toolkit, 1 ! 5 S— | visitthe | |
‘ : . ,  Patientprofiles, STI | : ! Dr. Awanisinformed | | ::::;‘:::: ]
Financial ik = card, F;_Imd"ﬂ . i ' ! about Guideline Tool | | "~ 'S
3 | 1 Monograph, accessto | i 1 1
Owned Assistance L | 1 on Ef'lr'fe_"ﬁ'inff?_ PN video
Online | i
Offline

"Constella”

linaclotide capsules




_ DEEPER DIVE - OWNED MEDIA

. HCP Website - www.constellaconnect.com

e A resource/destination for HCPs to learn about CONSTELLA
e \Website contains downloadable physician tools such as a Toolkit, Patient profiles,
STl card, Product Monograph, access to samples

. Rep triggered emails to GPs

e Before the launch of the HCP website, these emails provided key information about
CONSTELLA while the CONSTELLA salesforce was replaced by one digital rep

. Digital Algorithm for HCP

e \\le created and hosted a guideline tool on Constella-Connect to guide physicians
and generate awareness that after 2 OTC failures, use CONSTELLA

. Patient website and resources

e A destination for patients to find information and resources for information on IBS

. Enhanced physician resources

e Patient video and testimonials
e KOL video
e Experience Program




_ DEEPER DIVE — OFFLINE

@% 1.

6'\) 2.
a

g 4.

Sample Express program through PTM
e Sample fulfillment program
e Dissemination of Patient Brochure

Financial assistance program through STI
e Patients can get 50% off each CONSTELLA prescription

Direct Mail campaign
e Awareness of CONSTELLA to greater GP audience
e Disseminated along with emails for increased HCP touch-points

Rep call
e A dedicated digital rep to respond to queries by GPs




_ DEEPER DIVE — ONLINE

1. HCP Social & Display
® & * A targeted HCP social media campaign to drive physicians to Constella-Connect

SAPP
@  2.DTC Social & Display

e Campaign to drive patients to the patient website. (To be launched)

@ 3.SEO
- * To improve organic search ranking of patient website




_ SOCIAL MEDIA CAMPAIGN

15s ad with call-to-action to visit Constellaconnect.com
* Linkedin — Target by job title and member skills

* Google (Search & Display-Strong targeting methods
for HCPs on the Google Display Network)

® Facebook — Target by job title and field of study

Jf"

e Microsoft — Targeting for HCP’'s on Microsoft platforms
(Outlook/MSN)
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_ SOCIAL MEDIA CAMPAIGN

Total Spend July-November 2022
—$19,573.79

342 HCP logins — $57.23 per login

2,347,021 Impressions - $17.31 CPM
Website visits — 12,984 - $0.36 per visit

Video Views — 124,857 - $0.12 per video view

Google Display
G 1,167,679 Impressions
$2.44 CPM

688,967 Impressions
$10.13 CPM

97,082 Video Views
$0.02 Cost Per Video View

You( [T

21,775 \Video Views
$0.23 Cost Per Video View
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_ SALES

Constella/lbsrela/Trulance - Post Launch tracking Aug’22 Virtual Rep Activity as of May 27", 2022
400
RX Since Launch Email & follow-ups
350
4000 300
Jm: 250
2509 200
2 150
Calis
. {\/
L&Ls
50 /
. ————— ; . — " Telephone
G e Jan Feb Mar Apr May Jun Jul Aug Sep Ot No De
Intermal Use only: Not for Distritution ~ Intermal Use only: Nat for Distritution
abbvie abbvie

Constella growing (4%) in a declining market (-1%) )
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_ ANNUAL INNOVATION AWARD

Company-wide Recognition for the most innovative digital
campaign of 2022

On December 8th, 2022, Jill Anderson, Sr Brand Manager at
AbbVie was awarded the AbbVie “Annual Innovation Award”
for Phase 1 of the CONSTELLA Omnichannel Campaign.

While describing the campaign, Jill was asked why she was
successful. She said:

“You need two things for success — a great Agency and a
great media agency. | had Healthwise and Orangutan.”
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