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- In terms of people, processes, data and tools, there are still many obstacles to

effective account management.

‘I don’t have a clear picture on the
accounts in my country and their
potential.”

‘Some accounts in my database are
double-counted. | just can’t trust my
data’

‘Which decider should | meet in
my account? What should | say to
them?’

‘How can | set targets per
account?’

‘My account managers are putting

too much energy on internal
coordination.”

‘How can | get prepared for
negotiations on price?’

“How can | set up state-of-the-art action plan

per account without invesiing too much time?’
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IM Associates’ offering embraces all
aspects of account management.

\,

Scope & Vision

y

e . : ™)
Hospital Patlent Data

(&m Qﬁ "wﬁ y
*'1 e, e

(UQ& - -e‘
‘e

y

Account Segmentatlo\

4 N\
Account Mgt Process

J

4 i )
Account Action Plan

Accsunt 071

4 i )
Target Setting & KPI

_"-
NV

Territory Setting

-
IM.smart reporting

~N

(%
—

Q& S| omv
(i

N
Segmentation Tool

Pt Curve KEI 1

( , ™)
Target Setting Tool

Account Planning

Performance analysis
Stakeholder’s mapping
Value Proposition
Tactics

© 2016 IM Associates

18/10/2016




As we focus on implementation, we have acquired a
strong knowledge on account data.

Lack of integration of account data is one of the main hurdle in account
management.

IM Associates can support you in cleaning and reconciliating your account
databases. This is one of the best investment!

ORDER DESK CRM

Account type
Direct Sales Physicians Primary address:
Delivery address: Details Hopital Saint-Andre
Hopital St Andre, -! IVESERS C.H.R.U. de Bordeaux
74 Cours d’Albret 1, rue jean Burguet
33100 Bordeaux 33000 Bordeaux
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Scope & Vision

Scope & vision

\. ) J
- Before determining the scope & vision on account management, we will run a

first AS-IS survey internally.

During such survey, we assess the current believes & aspirations for the future.
All relevant internal business partners will be interviewed.

%) QuestionPro Survey - Account Management - Mozilla Firefox

For your business, which are your priority accounts?
Short term priority  Long term priority No priori
- Hospitals (incl. hosp pharmacies) [

- Wholesalers
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roncreo e+ QuestionPro
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Scope & Vision

Scope & vision

- With the AS-IS situation in mind and a view on the need of accountmanagement,
IM Associates will finetune the scope & vision.

- An important exercise is to identify which internal functions, tasks/processes,

products/molecules and type of accounts will be part of the account mgmt
process.

Scope of Account Management

Foncions
Functions

ik

In Scope Today

Secovs
Q Type of Accounts

In Scope|Tomorrow
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Account segmentation

During an interactive session, we will define account criteria for attractiveness, potential or
importance — on the one side — and company position or adoption — on the other side.

Attractiveness

> Company Position
Strong
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Avallable patient data

M Average of TOTPAT2005 M Average of DAYPAT2005

20000 | .640.934 Patients !
(Admissions)
(i)
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110 Hospital groups
(220 Hospital campuses)
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Prioritizing the hospitals & defining their catchment
area.

Hospitalizations 2011

Hospitalisations 2011, Quintiles
below  21.90000 Class1 (42) (19,6%)
I 21.90000 upto 30.000,00 Class2 (23) (20,1%)
[ 30.00000 upto 48.000,00 Class 3 (15) (20,1%)
[ 48.00000 upto 63.000,00 Class4 (10) (18,8%)
[ 63.00000 and more Class5 (8) (21,4%)

}\
|

2y
DI v

Hospltallsatlons per city
1upto
100 up to
500 upto
1.000 upto
5.000 and more




Account segmentation

- In the potential calculation, we can add specific criteria such as:
* Specialized units; “Zorgprogramma erkenning”
* Number of specialists;

- In case of missing data, we should first ask the right question... and then find out
how to get the data

M

Input

Attractiveness

A

Very High

Budget for pharmaceuticals

Assigned population

Refer-in hospital

Level of autonomy granted by region in product

Nr of dermatologists using biologics

Company Position
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Account Segmentatloa

Accaunt
racliveness

Account segmentation

- After having selected the crucial criteria or parameters, IM Associates will build a
datacollection tool. This template will be completed in order to prepare the
account segmentation.

* Some information can be acquired or is publicly available
Other information will have to be collected or purchased.

Hw-o-0]= HOSPITAL PROFILING FORM Narth:xls [Read-Only] [Compatibility Mode] - Microsoft Excel

ks

Home  Inset  Pagelayout  Formulas  Data  Review  View  Addins

D6 - £ |

=]

Account Segmentation 2012

Hospital Profiling Form

& AssociaTes —

(Attractiveness)

SALES /
BEDS

Accessibility to Patient Focus

Purchase Group Ambition Financial Situation| [5G ey | (Attractiveness)

ERK | HOSPITAL cIry

300  UNIVERSITAIR ZIEKENHUIS ANTWERFEN EDEGEM 7.466 |Purchase Group
UNIVERSITAIR ZIEKENHUIS GENT GENT 6.428 |Purchase Group.
143 UNIVERSITAIR ZIEKENHUIS BRUSSEL BRUSSEL--9 5.795 |Purchase Group
UNIVERSITAIRE ZIEKENHUIZEN K.U.L. LEUVEN 5.131 |Purchase Group
371 ZIEKENHUIS OOST - LIMBURG GENK Purchase Group
117 H.- HARTZIEKENHUIS ROESELARE - MENEN ~ ROESELARE 880 |[Purchase Group
SINT-JOZEFKLINIEK BORNEM 180 [Purchase Group
JESSAZIEKENHUIS HASSELT .061 [Purchase Group
ALGEMEEN ZIEKENHUIS ST. LUCAS 978 |Purchase Group
ONZE LIEVE VROUWZIEKENHUIS 8 Purchase Group
IMELDA ZIEKENHUIS . Purchase Group
REGIONAAL ZIEKENHUIS ST.-TRUDO . Purchase Group
ALGEMEEN ZIEKENHUIS ST.-JAN BRUGGE-OOS BRUGGE .545 [Purchase Group
ALGEMEEN STEDELIIK ZIEKENHUIS .384 [Purchase Group
GZA- ZIEKENHUIZEN .378 |Purchase Group
JAN YPERMAN ZIEKENHUIS Vzw 355 |Purchase Group
ALGEMEEN ZIEKENHUIS ST. LUCAS . Purchase Group
ALGEMEEN ZIEKENHUIS MARIA MIDDELARES GENT - Purchase Group
HOSPITALS ~~ HOSPITAL SITES (For info only) _” PURCHASE GROUPS 9] 4 [ i

|[EE|mm 100
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Account segmentation

- After having collected the required data, the indicators will be weighted in order
to determine the account position in the segmentation grid — thereby defining the
account segment.

Attractiveness

Patients + 40,000
20,000> 40,000  3pts Key Accounts Develop.
3 20,000 1 X 50% 5
<20/ pts \\
~
N
N
|

Openess  gpen on all levels 5 pts «
2 Open on some levels
4) Not Open 1pts

Medium Accounts Medium

INFLUENCE
1 § High
WMedium Ipts X % Company
Low 1pts Position

© 2016 IM Associates 18/10/2016




_ ™)
Segmentation Tool

Account segmentation

Account Segmentation

Segmentation Chart

Account Segment
@ Gain

©Build

@ Defend
® Maintain

©0Observe

Bubble size = Sales

MName Hospital

Stichting Gelre Ziekenhuizen

Attractiveness

Sales (x 1000 EUR})

235

3
Company Position
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4 )
Account Mgt Process

Account management process

From the identified tasks, we will develop an account management process. The
listed in-scope tasks will be sequentially ordered, an optimal frequency or
periodicity will be defined.

Tasks & Processes Tasks & Processes
o % )
Tasks & Processes

*
&

18/10/2016




4 )
Account Mgt Process

Account management process

- Finally, the implementation into the internal organisation is kicked-off. Using the
RACI-grid, we will map internal functions and the short-listed tasks.

TO‘I;‘“PN’;P‘M Tasks &'ﬂx_nm tuh; & Prt;c_esm
o » =
‘e ‘s *

RACI Definitions

Lﬂ Who is Responsible | Sleteibiiaim
L The pureen whe maee
Who is Accountable | i
L o S ——
The parean wha medt e

Who is Consulted | Summeletl
Laas
by The parson who st e
n Who is Informed | Rl
O BTN DAy Deen tanan
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Setting up start-of-the-art action plan
for your key accounts.

\,
Starting from the IM Associates proposition, the action plan is customized t

business.

( . )
Account Action Plan

J

o your

Some building blocks of the action plan can be further developed according to

your needs.

Sales Performance
Margin or volume?
How to compare performance
across accounts?

Deciders Mapping

How to map the stakeholders
in the decision flow?

Which tactic/investment for
each stakeholder?

~

Action Plan 20XX
Account XYZ

Customer Value Proposition

* How to define and communicate

our value proposition to the
customer?

Account Description

Sales Performance

Deciders Mapping

Goals & Needs

Tactics & Price Strategy
SWOT

* How to define the tactics to
each customer’s segment?

Objectives & Strategy
Customer Value Proposition L~ 7
Action Plan

Monitoring
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@?}smart reporting

IM.smart reporting

\ 4
- |M Associates has built experience in processing and reporting account sales data.

- Through our online tool IM.smart, data are accessible any time, anywhere (also
on iPad).
\\ ‘S{’.ﬁp
Account Sales Monitor \ Q’l §

Ex-factory data | Last Month: Oct '13

|_All Regions v | | All Territory's v | | All Markets v | [ All products il

35462 | 47.569 77.0%
1789 | 5286 AT8% | -56,0%
3022 | 3218 238% | 1301,7%
174 381 T37% | 202%
36294 | 40860 36.4% | 129,7%
1390 | 1290 1489,6% | 1045,3%
51 182 182 E51% | -50,9%
2845 | 13974 | 18198 1% | 454.0%
40 175 208 89.7% | -29.7%
98 204 223 B45% | 70,9%
161 3127 | 9068 923% | -82,6%
11517 | 28663 | 39.498 598% | -36,1%
3137 | 8301 | 19848 104% | 301,5%
a8 192 219 Ta0% | 293%
1789 | 3148 | 440 19.4% | 60,3%
o 178 178 210 3.0% | 29.4%
. . 1834 | 11797 | 13.364 728,6% 13,1%
B . . ° . o <th Insttuu 3 11 941 1144 B19.0% | 277.5%
- . - 12475 | 14138 | 18188 57,5% 5.5%
. _ Stable Decline Recent Decline J 83.07% | 153406 | 190686 182,7% 72,9%
— = 7485 | 19717 | 25287 198,4% 3,6%
v 1221 | 13241 | 21086 59,5% 22.3%
MAT Evo% <deijk Ziskenhuis 2 438 | 3484 | 5026 92,8% 10,5%
1613 | 13032 | 2069 66,8% 17,2%
181 208 290 ad% | 328%

sss | 1083 | 1283 1250,9% | 244,1% 18/10/2016
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IM Associates assures effective decisions are
—— taken in the complex healthcare environment.

Thomas Euben Philippe Duchateau

Team Leader Senior Consultant
Www.im-associates.eu Www.im-associates.eu
teuben@im-associates.eu pduchateau@im-associates.eu
Mob.: + 32 471 66 22 37 Mob.: + 32 478 24 98 98
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