In-Market
Assessment
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L
Patient Type

Success & The Challenge:

Aim to increase products
share among patients by
identifying how it and its

competitors are perceived
by HCPs

The Client:

A well-known, international
pharmaceutical company
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Our Approach

A holistic approach with qualitative and quantitative

Situational
Choice

Exercise
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Patient Attribute Patient A Patient B Patient C Patient D
Potassium Level 5.5-5.7 mmol/L 5.8 - 6.0 mmol/L > 6.0 mmol/L 5.0 - 5.49 mmol/L

polystyrene sulfonate)

Timing of First First event within Currently experiencing First event within First event >3 years
Hyperkalemia Event past 2-3 years first event past year ago
Number of . ”
Hyperkalemia Events >3 evenet:rln past 1-2 events in past year 3 even:sal'n past >3 events in past year
in Past Year ¥ ¥
Chronic Kidney 5
Disease (CKD) Stage Stage 3 Stage 4 Stage 5 NO CKD, or Stage 1-2
Proteinuria Absent Present Absent Present
cardiovdicilr Disease Has Cardiovascular Has Cardiovascular
/ Heart Failure None Disease (NO Heart Has Heart Failure Disease (NO Heart
Failure) Failure)

g aicom On Diuretic, NOT | On Diuretic, NOT Max

Diuretic Treatment None On Diuretic, Max dose Max dose dose
. . On RAASI, NOT

RAASI Treatment None On RAASI, Max dose Maxdose None
Diabetes Has Diabetes None None Has Diabetes
VELTASSA (patiromer) o o o o
Kayexalate (sodium o o o o

LOKELMA (sodium
zirconium

cyclosilicate)

Other treatment

o

Watch & Wait / No
treatment
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Market Landscape

Current Perceived Patient Type of all Products

We first asked HCPs to unaidedly
describe their typical patient
types for each of the products

Then HCPs rate across various
attributes the severity of
symptom each product garners

HCPs describe a typical patient for any product as having chronic / severe disease state
and comorbidities; they are more likely to consider Product B for later line patients, and
Product C for patients who cannot obtain other products or have acute disease state

Typical Patient by Product (Top Mentions, Unaided)

Product A Product B
1= 153) (n=152)

« Has chronic / severe disease (35%) + Has chronic / severe disease (35%)
« Has comorbidities (30%) U
« Higher for Call Plan HCPs
« Any patient (25%)
+ Has comorbidities (10%) .
*  Higher for Call Flan HCPs +  Failed other treatments (10%)
= Higher for Non-Call Plan HCPs

Call Plan HCPs are also more iikely to
consider B for patients on medication

Iy/lo ot presoribe R at s Bold text = uniue mention for the brand

Parcantages are approxmate. manbons 10% are shown

HCPs consider a typical patient for Product A and B to be similar, with more severe
disease state and comorbidities

Typical Patient by Product - Stated
(Mean Rating of Each Product on 7-Pt Lower-Higher Continuum per Patient Characteristic)

Patient Characteristics Lower (1)

Higher (7)

Number of Events in Past

o o

(n=217) (n=218)

- = ProductC i:m(a - = Product C D = significantty higher than Product 8 No notable differences between subgroups
(n=232)
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Situational Choice Exercise

Ideal Patient Types for all products tested

We were able to identify Product A's
ideal patient type through our
analysis of the situational choice
model

Additionally, we found their
competitors’ (Product B & C) ideal
patient types to find where Product
A could steal share

Choice exercise analysis identified the patient types that generate the maximalamount of share foreach
brand (referred to asthe ideal patient for that brand)

Ideal Patient Type for Each Product (Largest Share)

) O

> 6.0 mmol/L 5.8 - 6.0 mmol/L 5.5 - 5.7 mmol/L

Watch & Wait / None

First event within past 2-3 years First event >3 years ago First event within past 2-3 years
Number of Events in Past Year
Comorbidities
Comorbidities
Comorbidities.
Current Medication Regimen On medication, NOT Max dose

Current Medication Regimen None

3 eventsin past year 1-2 eventsin pastyear 1-2 eventsin pastyear

Has comorbidities Has comorbidities Has comorbidities

Has comorbidities Has comorbidities Has comorbidities

Has comorbidities Has comorbidities Has comorbidities

On medication, Max dose On medication, Max dose

On medication, NOT Max dose None

[ e ]
[ reneoffibes |
| MmberoiBeminperiew |
[ comorbiawes |
[ comobidmes |
[ comoiawe. |
[ ComemMediatonRegmen |
[ ComomMediatonRegmen |
ﬁ

The ideal Product A patient has high levels, has had multiple events in the past year, and has
moderate comorbidities along with a diagnosis

| 22|

Below are the levels that result in the highest share for Product A

Comorbidity Treatment

On tregtment, NOT Max dose

Lowest Level Highest Level
Level
3.0- 343 ol 3.5-3.7 memolit 3.8-6,0 mmolt >6.0 mmol/L
Timing of 1st Event L
c Frst 2.3 years o
#of Eventsin Past Year
1-2 eventsin past year 3 events in past year 33 events i past yesr
Comorbidities °
NO XD, or Stage 1-2 stage 3 Stape s stage s
Comorbidities
Absent Present
Comorbidities
None Has comorbucities Has comaebidities
Comorbidity Treatment

On treatment, Max dose

None

Comorbidities
None

O treatment, NOT Max dose

On treatment, Max dose

% of HCPs
Prescribing Product
A for This Patient

49%
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Static Patient Profile Assessment

Customized patient type assessment

Client specific patient types were
also evaluated to tease out more

findings

Opportunity * Product Choice When Prescribing

Respondents were shown patient profiles of varying levels, with or m

without comorbidities

Static Patient Profiles
On Medication

Not on Medication
Patient Profile 5

Patient Profile 1 Patient Profile 3 Patient Profile2  Patient Profile 4
{n= 95 =12 {n=86) (n=107) (n=118)

5.5-5.7 mmol/L 5.8 - 6.0 mmol/L > 6.0 mmol/L

Patient Attributes.

5.5-57mmol/L  5.8-6.0 mmol/L

NO Comorbidities NO Comorbidities Has Comorbidities Has Comorbidities Has Comorbidities

OnTi OnTi

NOT Treatment NOT Treatment OnTr

Assuming the patient also:

+ Had their first event within the past year, and has had  + Has Stage 3,4, or 5
additional events since the first + Has comorbidities
+ Has already tried modification, but modification did NOT .  Has not yet been on a medication

work

Product A is the preferred binder for patients not on medication; for those on medication,
HCPs are more split between A and B if disease is not severe

Not on Medication On Medication
(n =140 for each profile)

(n~140 for each profite)

Would Prescribe 89%
(with or without modsfication)

W Product €
® Product B
® Product A

Patient Profile2  Patient Profile4  Patient Profile 5
{n=107) {n=118)

Patient Profile 1 Patient Profile 3

(n=95 (=123 {n=86)

5.5-5.7 mmol/L 5.8 - 6.0 mmol/L I 5.5 - 5.7 mmol/L 5.8 - 6.0 mmol/L > 6.0 mmol/L I

= significantly higher compared to patients on medication/ not on medication
Opportunity 1: As Product A is competitive with B among patients, elevate messaging for patients on medication treatment, especially those with lower levels (os Product A shore is

slightly lower w/ these potients)

o%
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Actionable Insights

* |dentitied opportunity * * * * * K
areas/patient types to help « & e a X

steal share from competitors

with B among patients S
on treatment especially
among patients with
lower levels

Findings

Opportunities

* Provided insight into which

specific patient types can help
to grow the overall share of the ——
market

Product A

» |dentified specific tactics to use
for non-call plan HCPs who
don’t benefit from personal
promotion efforts

Note: This summary combines stated (aided & unaided) as well as
modeled results to give a holistic view of patient types for each brand
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Questions?

jweiser@buzzback.com
mtullis@buzzback.com| buzzback.com
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