Agenda

Introduction and Background
Key Findings
Innovation Examples
Discussion & Next Steps

Appendix




Competitive Analysis

INTRODUCTION AND

BACKGROUND




Introduction and Background

WHAT IS A COMPETITIVE AUDIT
AND WHY DO WE DO IT?

What is it:

- A Competitive Analysis compares a website against its business
competitors to analyze its ability to motivate actions and reinforce brand
equity

Why do we do it:

- A Competitive Analysis judges a site’s relative position amongst its
competitors, and identifies strategies to pre-empt them



Introduction and Background

METHODOLOGY

- We evaluated ZyrtecProfessional.com and its mobile site against the
objective of driving sustainable competitive advantage through
unique claims and trial, across all target segments

- We defined leading functionality through a gap analysis, where we
catalogued the functions, content areas and brand execution
elements of ZyrtecProfessional.com and then evaluated if these
elements exist within the competitor sites

- We also reviewed secondary research and site traffic through
weblogs



Introduction and Background

THIS DOCUMENT INCLUDES

- Analysis of Key Findings

- Detailed findings and individual analyses of the following approved
competitive set:
- Allegra
- Claritin
- Xyzal
- Clarinex
- Colgate Professional
- Crest Professional
- Science Diet

- Wildcard: Bausch & Lomb For Eye Care Professionals (www.bausch.com/en/ECP)

- Thought Starters for a next generation ZyrtecProfessional.com



Competitive Analysis

KEY FINDINGS




Key Findings

LEADS

ZP.com leads amongst direct competitor HCP sites

- Content Leads
- Some competitor sites only develop HCP as weak subsection of consumer site

- Competitor research offerings are generally more basic and targeted more for
consumer audience

- Technology Leads
- ZP.com has the most robust mobile offering

- ZP.com offers more interactive content and the most robust Trial ordering
functionality



Key Findings

WEBLOG ANALYSIS
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Key Findings

GAPS

However, ZP.com substantially lags specialty sites in other categories that
attempt to ‘own’ their topic

- Content Gaps

- “Topic owner’ sites have sophisticated content on current research, patient
education materials, patient psychographics and practice management

- Online ordering, while often a separate site, better integrates with HCP’s office
workflow

- Technology Gaps

- ‘Topic owner’ sites have substantial depth in multimedia (video, podcast)
reference materials

- Employ interactive tools either to generate practice-branded patient takeaways or
for use in clinical diagnosis/treatment



Key Findings

WEBLOG ANALYSIS
GOOGLE ANALYTICS

Analyzing ZP.com’s weblogs using Google Analytics reveals

- Mostly new users, but substantial repeats (30%)
- 10% on mobile devices (mostly Apples)

- Except for Trial, site content does not match user needs
- 50% drop off in <1 minute, but almost 50% stay 2 minutes or more
- Most users exit from the Homepage or the Order process
- Other pages rarely visited

- Referral patterns suggest beefing up SEO program

- See Appendix for detailed findings



Key Findings

PSYCHOGRAPHIC AND
BEHAVIORAL ANALYSIS

Review of Manhattan Research reveals online behaviors and attitudes

- Targets are online a substantial amount of time, and want to integrate
online into their workflows

- 30% on smart devices overall; are online during and between patient
consultations (50-75% use smart devices)

- Interested in viewing: apps/QR codes via smartphone, podcasts (particularly live/
interactive by KOLs), video/videochat, articles, product updates and showing
patients info via tablet

- Targets have trust barriers around PharmaCo content, but also levers

- See Appendix for detailed findings



Key Findings

RECOMMENDATIONS

- Increase content sophistication to ‘own allergy education category’
- Must rival existing professional association content to be taken seriously

- Could start with any sub-vertical: Patient Education, Professional Education or
CME

- Increase dialogue with each target by creating functionality that addresses
their specific workflow needs

- Develop modules that facilitate HCP-Patient interaction
- Opportunity: exploit smart devices (Phone, iPad) as delivery method
- Link and push channels through website

- Increase interactive elements when developing new content
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Detailed Findings -- Individual Competitors

ALLEGRA

- Separate HCP site attempts to address HCP needs
- Contains product descriptions, efficacy claims and light study data

- Ability to order samples but form has no logic behind it so anyone could
place order

- ‘Download center’ has drug labels and a non-working link to a ‘patient
brochure’

- Appropriate tone with uninspiring branding
- Rudimentary mobile site

- Valid competitive response but still lags zp.com



Detailed Findings — Individual Competitors

ALLEGRA
ILLUSTRATIONS

. [ ]|
Allegra” Allergy 24 Hour
Altegra® .. Relievest

Negs Ay | R T O™
« Sneezing

Allergy Ty o ONLY Allegra® combines fast, non-sedating,
e ey s Product data on Iy 24-hour, indoor/outdoor allergy symptom relief*

. . Allegra® (fexofenadine HCl) is a powerful, non-sedating antihistamine that delivers 24-hour
re I te rates pa Ckag e I a be I I n g relief from allergy symptoms including sneezing; runny nose; itchy, watery eyes; itchy nose

Allegra® Allergy

logra-0*
Allergy & Congestion or throat.

Through day and night, Allegra® provides relief from allergic rhinitis

Duration of rellef: 24 hr

symptoms for a full 24 hours.
Age: 12y
Dosage Form: Tablet
Allgra® 24-Hour Symotom Reie with Once-Dady Dosing
Active Ingredient: 180 mg fexofenadine HCI Mean Reductien I Teta Symptom Scores (1SS

Sedation Warning: None

(Tss)
Directions: « Take 1 tablet with water once a day; do not
hrns Aty ke more than 1 tabletIn 24 hours Re sea rch d ata =
< Notes: « Adults 65 years of age and older: ask a doctor - -

+ Consumers with kidney disease: ask a doctor

INPROVENENT

* Do not take at the same time as aluminum or

e moderately robust

« For complete Directions, Wamings, and Other

Information, click on the Drug Facts Label icon
above

S| zoominforstuoy osign

and referances.

The FDA-approved label for Allegra® has no Warnings regarding driving
or drowsiness.

“Among OTC branded antinistamines. Refers to 24-hour Allegra® Allergy for adults.

Sign Up for Samples

Please confirm your shipping information below to receive samples.
Shipping/Practice Address

*Required Field
‘ *First Name: | | *Last Name: ‘
‘ *Address 1: | | Address 2: ‘

= == 3=« | Allows anyone with a license
[cemevamser | ‘ number to sign up; no validation

[ *E-mail |

By providing your e-mail address and clicking the Submit Button you agree that the information you Download Center
provide may be used by Chattem, Inc. and its business partners to contact you. Personal identifiable

information will not be sold to any third party. In some instances it may be made available to

companies working for Chattem, Inc. which have agreed not to disclose this information. To learn . . ) m Drug Facts Labels
Patient brochure link doesn’t work

=3 ‘ m Patient Brochure

more, see the Chattem, Inc. privacy policy.




Detailed Findings -- Individual Competitors

CLARITIN

- Rudimentary HCP site is merely 2 interior pages of the Consumer Site
- Contains FAQs, Send to a Friend function, and 1 research pdf

- No separate branding from consumer site gives air of being afterthought

- Supplied data is very high level and would not serve serious HCP inquiries
- No ability to obtain samples

- No mobile site

- Not a competitive threat



Detailed Findings — Individual Competitors

CLARITIN
ILLUSTRATIONS

Like us on | Healthcare Professionals | En Espafiol Local Allergy Forecast
Claritin
Live Claritin Clear." .
o

LEARN ABOUT ALLERGIES MANAGE ALLERGIES CLARITIN® PRODUCTS KIDS & ALLERGIES

ALLERGY BASICS | THE CLARITIN® ALLERGEN GUIDE | QUESTIONS & ANSWER

HCP site is 2 pages within consumer site

For Healthcare Professionals
“ Cla

THE #1 PHYSICIAN RECOMMENDED NON-DROWSY OTC ALLERGY BRAND.'
ritin- D 24

As a healthcare professional, you may know Claritin® provides powerful
non-drowsy allergy relief. But allergies affect millions of people, so you may need

answers to some common questions about Claritin®. We want to help you with the %

answers. oo " = FA Q

ANSWERS TO FREQUENTLY ASKED QUESTIONS

FAQ Allergies and QOL Reference CLEAR Study Results
Do you or your patients have questions Explore the connection between allergies Seasonal allergic rhiniis (SAR) D st v s natiante haua Auactione. ahaut Claritin® Allaro: Drnds
about non-drowsy Claritin® and allergy and QOL and how treatment with adversely affécis Gognitive functioning x
relief? non-drowsy Claritin® may help. Share your allergy knowledge with friends and family.
GET ANSWERS '» LEARN MORE '» LEARN MORE '»
row: [FOURNANE | [rowmewat FAQs have non-
1 National Disease and Thorapouic Index: Diagnosl, January 2010 — Seplomber 2010 o: [VouR FRIEND' AW | [Founrmenos euat aooness | .
sussecr. | »atle prOfeSSIOnaI

Watch the video » | Compare now» |-

O mum mum m—n - GRE e - 1 [y ¢ i h/’
ontest Non-drowsy Claritin’ Claritin® ) share with famlly
e m d | o™ T8 ™ | Caridn % functionality

Meetsupmn:asshevsu See the benefits of all

CANCEL » SUBMIT (&

Allergies and QOL Reference

Meltzer EO. Quality of life in adults and children with allergic rhinitis. J Allergy Clin ‘
Immunol. 2001;108:S45-S53.

Very basic study references

Blaiss M. Current concepts and therapeutic strategies for allergic rhinitis in
school-age children. Clin Ther. 2004;26(11):1876-1889.




Detailed Findings -- Individual Competitors

XYZAL

- Rx drug site, but provides information from a consumer’s POV, with no
separate HCP site

- Prescribing information, ‘Manage your Allergies’ education section, and
interactive questionnaire to form a ‘doctor discussion guide’

- Discussion guide only memorializes answers selected in questionnaire
- Remainder of site content is static, save for a few educational audio/videos
- Education content is high-level for consumers, too simplistic for HCP audience

- No ability to order samples; no mobile site

- Education content somewhat on par with MAG materials, otherwise site
lags zp.com



Detailed Findings — Individual Competitor

XYZAL
ILLUSTRATIONS

Prescribing information Important Safety Information For U.S. residents only XYZAL® DOCTOR DISCUSSION GUIDE
° XYZAL® treats year round allergy symptoms and chronic hives and rashes of unknown cause in patients
6 months of age and older, and seasonal allergy symptoms in patients 2 years of age and older.
(levocetrizine dihydrochloride) See fullindication below. Do you have sneczing, itchy or runny nose, and itchy = =
pronounced ZY-zall Home  ADOUtXYZAL  Manage your allergies Save on XYZAL SEARCH N cyes, even when you don't have a cold?
—_—
sendafriend 8§ print @ toxtsizoa & Do your symptoms get worse outside around trecs, grass, = =
or when there is a lot of pollen in the air? 3
R Talking to
About XYZAL
About XYZAL your doctor Are you affected by nasal allergy symptoms indoors, s m
at home or at work?
How XYZAL works i i i
When it comes to nasal allergy symptoms—the runny nose, sneezing, and itchy * XYZAL
— ! i i How many months o Doctor Discussion Guide
eyes —you want relief that's fast acting and long lasting. . ) Oewceizine divgochiie)
More allergy stories » medications to reliev
Dosing N\ xvzat swellza
e =
Safety Information \ |
{ -
Doy - Yes
Allergy stories A allergy sywpoes indoor, o o o ot work? Yes
1012 Moot
XYZAL (pronounced ZY-zall) offers: “« . 5 . . ‘:: g g o wd dhegy gt
Do you e sy e Bllowing gy b
U — Interactive” doctor discussion | ===
symptoms . . .
Faskcin koot 8 o o 0 i’ guide only provides printout of
24-hour relief—keeps on working all night, and through the next da I t d
R selected answers
Learn how XYZAL works »
'ZAL if you are allergic to XYZAL, cetirizine or ZYRTEC®, Be sure to tell your doctgr if you have . .
. Children 6 months to 11 years of age with impaired kidney function should not t Manage your allergies | n d oOo0or a I | e rg les
Ouidoor slargies Every year, millions of people develop allergy symptoms caused by indoor
allergens, such as dust mite droppings, animal dander, and mold spores. These
» Indoor allergies are generally harmless substances, but to people with allergies, they can trigger

bothersome symptoms like sneezing, runny nose and itchy, watery eyes. Indoor

Rx site, but content and tone is geared to Trogs o nsor oy oo TP !
or perennial) allergies can occur any time of the year.

symptoms

consumer, not appropriate for HCP

allergens

Indoor Allergy Expert

Get tips to help you better control
allergens in your home from
indoor allergy expert Jeffery C.
May.

Download transcript

Educational resources describe category | ... s momsen
issues in depth and contain video, audio et B

are allergic to XYZAL,
cetirizine or ZYRTEC®. 1

and transcripts e B

semas e bidnnu dinannn




Detailed Findings -- Individual Competitors

CLARINEX

- Rudimentary, separate HCP site provides only drug labels and link to
Merck sample services

- Sample services website provides some content for patient information and
educational resources

- Site for all Merck products, so HCP must pick through to find Clarinex
- Clarinex materials not available in all categories of resources

- Provides form/phone to contact ‘National Services Center’ to speak with live
representative

- Mobile site is ‘temporarily unavailable’

- Valid competitive response but substantially lags zp.com



Detailed Findings — Individual Competitors

CLARINEX
ILLUSTRATIONS

CLARINEX"
TABLETS

(desloratadine) 5 mg

Very basic site has only label info
and link to Merck Services site

» Health Care Professionals

Prescribing Information

Health Care Professionals ‘

CLARINEX
TABLETS
(desloratadine) 5 mg

CLARINEX'

ORAL SOLUTION
{desloratadine) 0.5 mg per 1 mL.

CLARINEX'
REDITABS'

(desloratadine) 2.5 mg, 5 mg
ORALLYDISNTEGRATINGTABLETS

CLARINEX-D’
12 HOUR
(desloratadine 2.5 mg/pseudoephedrinesulfate, USP 120 mg)
'EXTENDED RELEASE TABLETS

CLARINEX-D
24 HOUR
(desloratadine s o/ pseudoephedrine sufate, USP 240 mg)
EXTENDED RELEASE TABLETS

Samples of mINEx'
TABLETS
(desloratadine) 5 mg
Licensed prescribers may be able to request
samples for use with their appropriate patients.

Request Samples »
or other available patient resources

Larger Merck Product site has resources
and patient info but hard to find Clarinex

@yME}}Q{r
S
= :

Resources to Support Your Clinical Practice Needs

Products T

Services &

'Vaccine Products

Sign In

User name ?Fufvnsn‘n

Password__(Forgotten?)

O Remember me
You can use your
MerckMedicus ™ user
name and password.
Need to Register?
»
For Health Care
rofessionals:
Educational Resources

‘eMedical Forum
Webcasts

« Product Web sites
« Announcements

For Use With Patients:
Educational Resources
Patient Information

+ Request Samples

MerckEngage® Health
Partnership Program

Merck Patient
Assistance Program

Services & Resources > Patient Information

Patient Information

Patients should read the product information before they start taking a product and each time they
refill their prescription in case any information has changed. The product information provides only

a summary for the patient. It does not take the place of discussion between patients and their
doctors.

Prescribing Information

®
%) CLARINEX-D 12 HOUR® (d Patient Information

ine/pseudoephedrine sulfate)

Prescribing Information

® i i
HOUR™ (desloratadine/pseudoephedrine sulfate) Patient Information

Prescribing Information

® . . . S
%) EMEND® (fosaprepitant dimeglumine) for Injection Patient Information

Prescribing Information

® :
% EMEND® (aprepitant) Patient Information

Prescribing Information

® )
%) ISENTRESS® (raltegravir) tablets Patient Information

! JANUMET® (sitagliptin/metformin HCI) tablets
(Please read the Boxed Warming about lactic acidosis in the Prescribing
Information.)

Prescribing Information
Medication Guide

Prescribing Information

Z) JANUVIA® (sitagliptin) tablets Medication Guide

and content not available for all categories
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Detailed Findings -- Individual Competitors

COLGATE PROFESSIONAL

- Branded site attempting to own ‘oral health care’ education category
- Associates Colgate with material where ever possible

- High-level Indications section, Patient Education materials, Professional
Education materials, Colgate Product details and research

- Appropriate tone for HCP

- Patient education content exists across several channels (web/app/embed in
practice site) and seems topic appropriate for use in-office

- Professional education materials provide whitepapers, articles, and links to pro
organizations, but debatable whether really sophisticated enough for audience

- Contains some technological competitive leads
- Provides some additional content by specialty through self-identification @ signup
- Provides ‘My favorites’ area to save items of interest
- Lets users custom publish content to email, print or embed on their practice site



Detailed Findings — Individual Competitors

COLGATE PROFESSIONAL
ILLUSTRATIONS

visit [K&eJle 18] Professional.com

White Popers

Volume 4, Number 2

Current Issue

‘ » View content and resources just for students

Provides some additional
content based on user’s
self-identification at sign-up

<) Download Issue

Read the Advisors' Commentary on this Study »

Acknowledgment

Acknowledgment

What does this article
teach us? - - - - -
This Editors' Consensus was published simultaneously in American Journal of

Cardiology and Journal of Periodontology. It was supported by an educational
grant from the Colgate-Palmolive Company, and is based on a meeting of the
authors held in Boston, Massachusetts, on January 9, 2009.

What are the clinical
implications of this article?

How should the results of this
article impact treatment of my
patients?

(J Periodontol 80:1021-1032, 2009)

Substantial professional education
materials, but debatable if really
robust enough HCP needs

Patient Education: Interactive Guides

[ Coigate _uise 1o Brushing
| How fresh is your breath? |

Find out by vseng me i Yy
- Fresh Breath Institute f \

wnd geta personal
Breath Report.

[Colgate”  SMILE SAVER

Publish this Content

Share this content with your patients or add to
your website.

How do you want to use this content?
O Create an HTML e-mail

O create a print piece

(O Add this to your website

The next step will help you set up the design,
and output specifications for this item.

Need help?

Users can save to ‘favorites’
and custom publish content

Guide: Fresh Breath Assessment Guide: Guide to Brushing

d
{ ]
i/
Guide: Smile Saver

How fresh is your breath? Find out
by visiting the Fresh Breath
Institute.

* View this quide
* Add this guide to your website

Test your brushing ability using our
helpful animated 3-D guide.

= View this quide
= Add this guide to your website

How much do you really know
about gum disease? Take our quiz
and see.

= View this quide
* Add this guide to your website

Patient education content
seems most aligned with
HCP practice needs

‘Vly Favorite Resources

Click to remove =

Patient Education Interactive Guides

Whitening Evaluation




Detailed Findings -- Individual Competitors

CREST PROFESSIONAL
(DENTALCARE.COM)

- Also attempts to own ‘oral health care’ education category
- However, only ‘presented by’ brand and not heavily branded throughout

- Product info by category and by health topic, large research database
(articles + media library), Patient Education materials, Professional
Education materials (including large CME component), practice
management materials, events/conferences schedule and Shop Products

- Research database is very robust and could be appropriate for HCP audience
- P&G is accredited CME provider, so can offer courses through site
- Robust practice management section provides detailed business planning guides

- Contains some technological competitive leads
- CME ‘dashboard’ to organize courses and complete assignments
- Can brand patient education materials with practice info
- Offers credit terms and tiered pricing by order-volume in Shop
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CREST PROFESSIONAL
ILLUSTRATIONS

Brand only

Courses and Credit Hours

Courses in Progress

(Logout) | = | YourProfile v | ™= United States/English v . . e —— . s
dentalcarecon e appears in CME provider
Trusted Resource. Informed Professionals. Healthier Patients. Crest - h ead e r a n d With d as h boa rd e _— o

on product
pages

o recors oione

Home » Products » Product Categories » Toothpaste

Toothpaste

‘Search Course Ustings

® Ora! tscatth Toos Crest® PRO-HEALTH® Ti e Works -
Oral Health Topics On Key Areas You Check B —
= —) - | = S—

Crest offers a variety of toothpaste for you to
recommend to your patients. From Crest®
PRO-HEALTH® Clinical Gum Protection Toothpaste
with stabilized stannous fluoride, to whitening
toothpaste, and toothpaste for patients with
dentinal sensitivity, there's sure to be a paste that's
perfect for every one of your patients.

e Asmgament Number

© Product Categories

|

© Toothpaste

+ Toothpaste ASSIGNMENTS

Creste New Assignment Review Existing Assignments

© Electric Toothbrushes

Chocse the sssment you'd e s este. ot et

Troe of sssgnnent: [y ———
Sowt

Robust multi-media
p atient and profession a| Search the Crest Oral-B Media Library of Dental

education materials

( Calculus ]

Practice Manageme!

@ Business Management

Shop offers credit, maintains
accounting and provides tiered pricing

Errors have occurred. Please
roview messages below:

Product:

Business Plan

t Pro-Heal ‘hitening Toothpaste

Practice Fi
ractice Finance Media Type:

ACCOUNTS RECEIVABL

In-depth,
substantial i

Marketing a Dental Practice Invoice#

how-to’s on
ru n n I n g a Welcome to the Product Information

Associateship
Account Information

Total Open Amount: Presentations
Credit Limit:

Over Credit Limit:
Invoiced This Year:

Future Amount:

Current Amount:
To view the data for a time range, select the From Date and To Date | 31 g0 pays:
‘@ 61 - 90 Days:
T 91 - 120 Days:

© Personnel Management

Fr :
rom Date: Invoiced Prior Year:

Last Paid Amount:
Average Days Late:

Clear From Date

toomer L |@

@ Patient Management

121 - 150 Days:

@ Technology for the Dental
Practice

© Communication Skills

@ Laboratory Relations

© Community Service

© Hygiene Practice
Management

27

practice

Center. To browse our wide selection
of oral health products, selecta
category below.

Your tier qualification total is $0.00. If
you increase it to $600.00 you wil
receive better pricing

Click here for Help

Your current tier level is:
Professional List Price

©2010 Procter & Gamble. Al rights
reserved. All claims valid only in the
us.

Terms and Conditions | Privacy

Clear To Date
Type: @ open Only O Open And Paid

» SEARCH

Customer Account Number not found.

. Available Credit:
Over 999 Days: First Invoice:
Last Invoice:
Last Paid:

Last Statement Date:

Drag a column to this area to group by it.

Invoice# | Type ‘ Invoice Date | Due Date

‘ Gross Amount Open Amount | Check/item

T S N

Dunavent JM
Concurrent Image
J Dent Res (IADR/

ent of Gingivitis and Plaque Treatment Response
(Spec Iss A): Abstract 2831

Gingivitis / plaque, Gi ge analysis, Regimen

Product: Crest Pro-Health tinical Gum Protection Toothpaste, Oral-B Professional Care SmartSeries (Oral-8.
Triumph), Oral-8 Triumph (Oral-8 Professional Care SmartSeries)

Garcia-Godoy CE
Paste, Power Brush and Floss Combination Effects on Gingival Bleeding

3 Dent Res (IADR/AADR) 2011;90 (Spec lss A): Abstract 1313

Floss, Gingivtis / plaque, Regimen

Product: Crest Pro-Health Cinical Gum Protection Toothpaste, Oral-B Professional Care SmartSeries (Oral-8
Triumph)

Goyal CR
Long-term Plaque and Gingivitis Reduction Benefits of New Sonic Toothbrush
) Dent Res (IADR/AADR) 2011;90 (Spec Iss A): Abstract 802

Gingivitis / plaque, Sonic

Product: Oral-8 Pulsonic

Oacish)




Detailed Findings -- Individual Competitors

SCIENCE DIET
(HILLSVET.COM)

- Attempts to own ‘pet health care’ education category
- Lightly associates brand throughout and heavily in product areas

- Product info by category, disease or species; large article database, pet
owner materials, Professional Education materials (including CME),
practice management materials, and events/conferences schedule

Buckets targeted content by provider type (vets, technicians, students) but then
also allows for search by topic; information architecture may be confusing

Ordering via separate linked site

Practice management provides detailed business planning and training tools

Substantial social media (facebook, twitter) presence

- Leads zp.com substantially in content depth and somewhat technologically
- Provides live phone/email consultation services
- Downloadable Feeding Guide Software that also generates Client takeaways
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SCIENCE DIET
ILLUSTRATIONS

Provides bucketed content
by provider role

‘Veterinarians

Recommendations and )
research to help your
practice.

Students

Veterinary
Technicians

Information and
guidance to help get
your career started.

Essential information )
and resources.

>

Specialists Clinic Managers Front Desk
Key support for your > | Practical assistance for > Tools and tips to serve )
practice. | business operation. your clients.

Very robust professional and
pet owner education materials

Refine Your Search

4 Feline
791 Canine ®

Social media strategy, but may
only work for this category

“Like” Hill's on Facebook

+ Receive news and updates
Share special offers with clients
Find stories to share on your

\‘jient Information Series
e Hill's Client Information Series is a compilation of client handouts prepared

Showing 1-15 of 386 results

(Tite

By Disease/Condition

] Select a

By Sub Disease/Condition

By Publication Type

] Select Type a

By Sub Publication Type

By Product

selectFamily [}

GO»

2004 European Symposium on Chronic Renal
Disease

Comprehensive Proceedings of the 2004
European Symposium on Chronic Renal Disease

2004 European Symposium on Feline
Metabolic and Endocrine Diseases

Comprehensive Proceedings of the 2005
European Symposium on Osteoarthritis and Joint
Health

2005 European Symposium on Osteoarthritis
and Joint Health

Comprehensive Proceedings of the 2005
European Symposium on Osteoarthritis and Joint
Health

Zon tog v __Author

Various Authors

Various Authors

for each of the medical problems listed in the Hill's Atlas of Veterinary Clinical
Anatomy. Each client handout is prepared to reinforce your exam room
instructions. Content ranges from medical problem descriptions and illustrations
to home care instructions, pet health risk management help and promotional
opportunities for you and your clinic.

Although these materials are protected by copyright, we encourage you to make
copies solely for distribution to your clients. We specifically designed the Client
Information Series to be available online to make distribution easy and to allow
you to quickly access updated materials.

w Cardiovascular and Lymphatic System

inine Dilz i th
Canine Lymphosarcoma
Chronic Valvular Disease
Feline Dilated Cardiomyopathy
Eeline Hi ic Cardior athy
Eeline Lymphosarcoma
Heartworm Disease

» Urogenital System

inic's Wall

Join us today )

Downloadable software creates
Pro dispensing instructions and
Owner takeaways

~

Hill's™ Feeding Guide Software

Cusfomize patient feeding instructions
quickly and easily
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Detailed Findings -- Individual Competitors

BAUSCH & LOMB

- Attempts to own ‘eye care’ product category

- Associates brand throughout and emphasizes technical specifics

- Product info by category with technical specs section, practice

management materials with tools/calculators, patient insights, events/
conferences/education schedule, online ordering

- Focuses on technical specs for pros, light on patient takeaways

- Ordering via separate linked site

- Patient insights microsite has articles on behavior and psychographics
- Ordering microsites can link into Pro’s office workflow

- Leads zp.com substantially in content depth and somewhat technologically

- Focus on specs casts Company as technical leader with appropriate tone
- Interactive calculators for use in diagnosis and lens determinations



Detailed Findings — Individual Competitor

BAUSCH & LOMB
ILLUSTRATIONS

BAUSCH+LOMB ~USA B3 | Home Newsroom Careers  Investor Relations  Contact Us | FOR CONSUMERS »

xtsize A A

. . Clinical Resources For Your Practice ‘ ’ Online Order
Clinical Photos

Our Products Clinical Resources For Your Practice Online Ordering

Clinical Pearls

Contact Lenses

Learn more about the science behind our products
and technologies by viewing or downloading clinical
papers, published articles and videos.

Browse our comprehensive lines of contact lens,
Contact Lens Care lens care and OTC eye care products, advanced
OTC Ophthalmics technology for refractive, cataract and vitreoretinal
surgery plus a broad range of proprietary and mult-
source brands and dietary supplements

Epithelium Crystalens AO

Eye Vitamins Monofocal IOLs

Acanthamoeba kera

hamoeba keratitis (fluorescein)
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thought starters # 1

USE MOBILE TO LEVERAGE

CONTENT SOPHISTICATION

I'HE JOURNAL OF
Allergy...Clinical

Immunology

¥ | B | rss Feeds B

Login | Register v

Articles & Issues v WU LU Multimedia v Online CME ~ Blogs v For Authors v Journal Info v Subscribe  AAAAI v More Periodicals v

= Search

Search for Editor's Selections for Open Access

Advances In Allergy and Immunology

Podcasts Clinical Reviews M oo
Mechanisms of Allergic Diseases . . . L bz, "

JACI Podcasts highlig

P — ind feature discussions

allerdi%t

Find an allergist. Find relief.

2011

Asthma \CAA

(Aninitis and sinud 0 Avila discusses recent

the articles' authors. [IEEEUG NN 0000 [ e e e Revourees
Food Allergy ACAS »PATIONTS & PUBLIC »RISOURCES
() asthma highlightd efler discusses recent Ji
Allergy and Immunology
Ask the Alergist »
Heaitn

articles’ authors. Primary Immunodeficiencies

(" Gut microbiota, nutrition, and allergic disease (May 2011): Diane Gold reviews som

(eood allergy (March 2011): Associate Editor Scott Sicherer reviews some of highlig|

nAHeren immunotherapy (February 2011): AAAAI Executive Vice President Thomag
recent issue on allergen immunotherapy. (7m 30s)

HCPs trust independent, professional organizations’
sites more, and are more likely to use them first for
research purposes. ZP.com must rival this level of
quality to become a trusted resource, but can
specialize in particular tasks, such as patient education

Jrid MediinePlus
szsh_ﬂﬂ,.,,m v s

espafiol

Health Topics
Conditions, diseases and wellness
Druags

Prescription and over-the-counter
medines

Current Health News
+ Protein Examined for Role =0 Liver
Cancer

+ Could Omega-3s Boost Blood Fat

Levels?
» Obesity, Inactivity Keeping Heart
Health Stats Down

+ Heart disease to cost U.S $503

BIOZNCOLOGY™

ZP.com can exploit gap that this
data is rarely provided in smart-
device form. Create downloadable
apps that provide portable content.
Personalize by sign-up specialty.




thought starters # 2

INCREASE DIALOGUE THROUGH
ORDER FLOW INTEGRATION

Order Free ZYRTEC® Samples & Resources

Please select from the TRACK AN ORDER
G Order Number: To search for a specific order
: enter either the Order
O\ Your Purchase Order #: Number or the PO Number.
‘ - Use only From Date: To Date: Desc To search for all orders
as directed IJanuary 52011 I ] |January 52012 ”@ @  Ppleced during a specific time
— period enter the From Date

Clear From Date q
Contact Lens and Lens Care Ordering

Click here for the Contact Lens and Lens Care Online Ordering System.
you'll get:

* Real-time inventory status.

* Automatic order confirmation on-screen.

* The option to receive your Qssemes UoN Vi
« Option to ship ordersfo your office or directly to your patients.

Leading competitors more tightly integrate their order Opportunity to up/cross-sell to
fulfillment site to HCPs’ practices. Ability to send patient through mail distribution
samples to HCP or patient and to track orders. of samples
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thought starters # 3

INCREASE INTERACTIVE
ELEMENTS IN NEW CONTENT

PRESENTATIONS VIDEOS AND ANIMATIONS

It’s easy to download slides and presentations. These videos and animations cover a variety of

Pick a topic, choose the presentation title, and different topics and can be viewed on your

B T RrEe
GO TO SLIDES GO TO VIDEOS

It’s easy to download slides and presentations. These videos and animations cover a variety of

hese video:
Pick  topic, choose the presentation title, and different topics and can be viewed on your
download. ‘computer or iPod.

GO TO SLIDES GO TO VIDEOS

D —

O | UNDERSTAND My Allergies

| SO . a—

Featured Presentations Featured Videos and Animations

Crest Pro-Health Dentifrice

[ O | UNDERSTAND My Mlzvajpg
|
=

D

O | UNDERSTAND My Al

e e o e s o]

AT >

\ A\ i .

1 g 5 ;
> | —— 0:20/1:06 ‘ o -nll| [ ™

i
all

_4

HCPs indicate they are interested in using tablets Create iPad apps to mobilize data
to show patient info during consultations or view into the consultation setting or aid
live, interactive podcasts with KOLs. However, with CME

most education materials are static, printed pdfs or

embedded video on websites.
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Appendix

WEBLOG ANALYSIS
GOOGLE ANALYTICS

While meeting the prime success criteria of driving to Trial, remainder of site
is rarely used and indicates content not matching target needs

- About 300 visits/day, consistent for past year, with spikes around email
campaigns

70% New Visitors, 30% Repeat (of which half come >4 times)

10% using mobile devices (40% iPhone, 20% iPad, 35% other phones)
Traffic peaks on Monday then declines through the week

>97% USA traffic in English, almost all on broadband

70% IE, remainder split evenly over FF, Safari, Chrome and Android

- Referrals equally split among Search (75% organic/25% paid), Referral
(50% consumer site, 50% emails), Direct Type URL and Campaigns

- Suggests beefing up SEO program more

: A



Appendix

WEBLOG ANALYSIS
GOOGLE ANALYTICS (CONTINUED)

- 46% leave < 1 minute, indicating site poorly meets user needs, but 50%
stay 2-10 minutes

- Most visited page: Homepage (20%), order process (sums ~50%) and
25% remainder of site

- However, most exit from Homepage (33%) and order process (33%)

- Only other content page that is visited in any amount is dosing (5%), which is
also a large exit page

- Indication again that except for Trial, site content does not match user needs

: A



Appendix

PSYCHOGRAPHIC AND
BEHAVIORAL ANALYSIS

Review of Manhattan Research reveals online behaviors and attitudes

- All HCPs
- Professionally spend ~11 hours/week online
- 30% on smart devices overall; most don’t own tablets yet (but plan to)
- Are online during and between patient consultations (50-75% use smart devices)
- Often viewing drug reference DBs, treatment guides, portals, eCME
- CME very influential on clinical decisions, distrustful of PharmaCo content

- Interested in viewing: apps/QR codes via smartphone, podcasts (particularly live/
interactive by KOLs), video/videochat, articles, product updates and showing
patients info via tablet

- Concerned with liability when communicating with patients online



Appendix

PSYCHOGRAPHIC AND
BEHAVIORAL ANALYSIS

Specialist categories have some particular needs/barriers

- Nurses
- Look more for education materials for patients and selves
- Tend to trust/go to PharmaCo websites more

- Allergists
- Pay special attention to offline journals and conferences
- Interested in portal sites about a category for an HCP audience
- Want to be able to customize deliverable content for specific patient
- Skew to a slightly older, less ‘plugged-in’ demographic than other HCPs



