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One-Day, International, Industry-Led Conference & Networking Event, Copthorne Tara Hotel, Central London, 30t June 2020

Drive Engagement, Value & Profits With

Compliant & Impactful
Pharma Social Media Strategies
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Compelling, Compliant, Insight-Driven Customer Engagement Strategies For Patients, HCPs, Internal & External
Stakeholders ¢ Forward-Thinking, Multi-Channel Social Media Strategies & Energising Digital Technologies
e Performance Benchmarking With Robust Measurement Strategies To Secure Internal Buy-In, Investment & Support
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New, Fresh for 2020!

e S Years Of On-Trend, Profit-Boosting
Pharma Insights

o 9 Interactive, Practical Panels
e 3 Conference Chairs, Interactive Voting & Q&A

Fuel Growth With Customer-Centric, Profitable Social
Media Strategies: Elevate social media performance across
every channel, campaign and platform

Forward-Thinking Tech & Hot Digital Trends: Couple new
technologies with social media to better engage patients, HCPs and
stakeholders

Regulations - Navigate Boundaries To Remain
Compliant: Produce creative, engaging and impactful social media
content and campaigns within the code

Inform, Support & Engage Patients With Social Media:
Patient-centric social media activities to boost engagement and
generate interaction

Targeted, Influential HCP Engagement: Resonate with HCPs
on social media to drive interaction and servicing

Actionable Customer Insights & Engagement: Leverage
customer data and insights for targeted social media strategies with
the customer at the centre

Reprogramme Risk-Averse Mindsets To Achieve

Internal Buy In: Counter internal resistance to unlock the power
of social media throughout the business

Twitter, Facebook, LinkedIn - Channel Deep Dives:
A closer look at the highs and lows of each channel and crafting
strategies to take each platform to its pinnacle of performance

The ONLY One-Day Pharma Social Media Event

o Real-Life Challenges & Solutions

e 3 Facilitated Hot Trend Peer Discussions:

e Regulatory Context Panel

U Perspectives From International Leaders
Of The Pharmaceutical Industry

Measure Impact, Prove Value: Robust measurement tactics to
evaluate the strategic impact and bottom-line results
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Pharma Industry Leaders Share Their Social Media Insights Into Winning Patient & HCP Engagement, Keeping Up With The Latest Trends, Converting Customer-Centric Content
Into Measurable Results, Compliantly Targeting Key Audiences & Navigating Industry Regulations To Drive Innovation & Gain Stakeholder Backing

08.30 Registration, Morning Coffee & Objective Setting w

09.10 GIC Welcome, Interactive Voting Introduction ,é%
& Morning Co-Chairs’ Opening Remarks %“:
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Winning Social Media
Strategies

09.20 Fuel Business Growth With Informed & Targeted Multi-
Channel Social Media Strategies To Drive Engagement
Across The Board

o |dentify the best platform mix for your social media strategy for seamlessly-

integrated campaigns with relevant, engaging content on the right platforms

e The bigger picture! Ensure social media fits into the overall multi-channel comms

strategy to drive digital success

e New channels, influencer marketing and innovation: as the social media

landscape evolves, how can pharma keep up?

e Ensure you achieve best-in-class social media when social media is not always

the number one strategy and compliance and internal disinterest can seem
insurmountable hurdles

Pia Beltrao Hansen, Senior Global
Communications Manager A ‘%’
LEO Pharma A/S w B
Simon Ip, Global Digital
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Emerging Digital
Trends & Technologies

09.40 Forward-Thinking Tech & Hot Digital Trends To Add Value
To Social Media & Stay Ahead Of The Curve

e From Blockchain to Al and 10T: take inspiration from outside the
pharma industry for future-ready, value-adding strategies

o Which tool is right for us? Examine available tools and technologies to
ascertain the best fit for your company and business goals

e Overcome the challenges of implementation for seamless new tech integration
which delivers results

e Couple new technologies with social media to take advantage of new
opportunities to drive better patient outcomes, customer engagement and
business results

Mhari Coxon, Global Marketing $

¢ Look to the future: get closer to customers and give them a voice with marketing
automation tools, tech and apps which support marketing and comms objectives

Andrew Abdel-Malik Head, Group
Digital Media & Audience Strategy
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Engaging Patients

10.10 Patient-Centric, Compliant & Insight-Led Social Media
Strategies Which Inform & Support Patients To Boost
Engagement & Generate Interaction

» Drive high levels of patient engagement by really listening to your patient needs

and audience data for the optimum social media channel and content blend

» Deliver informative, supportive content to engage patients around therapy areas
and disease awareness and fuel two-way interaction

e Clinical trials onboarding, cutting through ‘fake news’ for accurate information
and patient empowerment... explore compliant opportunities to take social media
support to the next level

* What to do when patient interaction is off the table? Ensure patient centricity
through all comms and channels — even when they are not your primary audience
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10.30 Morning Refreshment Break With Informal Networking &P

Cyril Mandry, Social Media & Digital
Marketing Director EMEA * )
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Engaging HCPs

11.00 Insight-Led, Targeted Strategies To Engage & Influence
HCPs On Social Media

e Tap into your target HCP mindset to uncover their expectations from pharma
and what drives them to look for drug, disease and medical information on social
media

e Refine your social media spend with targeted HCP social media, platform and
advertising strategies which speak to healthcare professionals and achieve real
engagement, interaction and influence

¢ Shape HCP engagement strategies with relevant content which stands out and
truly resonates with doctors

* How can we go beyond sales to really understand our customers and provide
information to enable them to better service patients?

o Support HCPs to support the public: counter misinformation and ‘Dr. Google' by
enabling HCPs to share medically-approved, scientific information across the web

11.20 Bonus Session; Reserved For Exclusive Conference Partner
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Regulatory Context Y

11.50 Tick Every Box! Guarantee Compliance To Deliver
Consistent Social Media Engagement, Results &
Fresh, Agile Campaigns ?(A
* Understand and navigate the boundaries of the code to produce
creative, engaging and effective social media campaigns and comms
while remaining compliant

* To what extent are your social media activities dictated by how well
you can negotiate internally with stakeholders? Build relationships Afvisor
with legal, medical and compliance teams to counter risk-averse %
mindsets with a robust understanding of regulatory dos and don'ts DAY

¢ Insights into GDPR: what is the ongoing impact on social media
commes, targeting and our view of the whole customer journey?
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Internal Buy-In

12.20 Reprogramme Risk-Averse Mindsets To Boost Internal
Buy-In & Embed Social Media & Create Advocacy
Throughout The Business

e Counter investment hesitancy or resistance by demonstrating the positive impact

of social media to boost budget and secure backing

¢ Win over reluctant internal stakeholders to see the power of social media to

leverage social channels internally, boost employee advocacy and influence
company culture

¢ Examine ways to influence the organisational set up and break down silo working

between marketing, communications and medical to better coordinate and
employ social media as a tool

* Ownership of social media: from crisis situations to global/local/regional

strategies, organisational branding and multi-channel comms — whose
responsibility is social media and how do we ensure it forms part of one coherent
overall strategy? Javier Télez Iglesias, Communications

l & Government Affairs Manager

Spain & Portugal

Teva -
Pharmaceuticals % ﬂ.



Winning Social Media Strategies e Emerging Digital Trends & Technologies e Customer Engagement e Engaging Patients & HCPs e Twitter Case Study

e Regulatory Context e Facebook e Customer Insights e LinkedIn e Measuring Impact e Internal Buy-In

12.40 Lunch & Informal Networking For Speakers, Delegates & Partners

13.20 Informal Breakout Discussions )\)Qe
. 22

A) Crisis A driven by non-regulated industries?
Julie Wong, Head of
Ccommunications, Cluster Europe -
North, AU/NZ y g s
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B) Monitoring & KPIs
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C) Reputation & Trust

Pia Beltrao Hansen, Senior Global
Communications Manager
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13.50 Afternoon Co-Chairs’ Opening Remarks
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14.40 Make Your Voice Heard! Industry-Specific
Insight To Reveal How Twitter Can Change
The Pharma Landscape

e From HCPs to advocacy groups to government: exploit the potential of Twitter
with successful, results-orientated campaigns

Dario Floris, Head of Marketing

Merck Group ()

14.00 Customer-Centric Social Media Strategies Which
Accurately, Consistently & Compliantly Translate
Customer Needs & Preferences Into Customer-
Led, Impactful Social Media

* GO beyond paying lip service! Steps to ensure that the patient and your
customers truly sit at the heart of your strategies

 This is not a one-size fits all activity: compare different strategies for patients,
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HCPs, scientists, policy makers and internal stakeholders for targeted, audience-
appropriate social media which gets the basics right and drives next-level results

e How can pharma keep pace with soaring customer expectations of social media
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15.00 Achieve Tangible LinkedIn Success

¢ From employee advocacy and employer brand building to
thought leadership and executive visibility: how can pharma
organisations reap the rewards from an innovative LinkedIn
strategy?
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15.20 Bonus Session; Reserved For Exclusive Conference Partner

15.50 Afternoon Refreshment Break With Informal Networking i;

16.20 Harness The Power Of Facebook For On-
Trend & Future-Ready Strategies To Engage,
Influence & Connect

* Tips, lessons learnt and hard-won results! From content to

campaigns, successfully leverage Facebook as part of your social
media portfolio
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Director Public Affairs &
Communications
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Measuring Impact

16.40 Robust Measurement Strategies To Evaluate The Strategic
Impact Of Social Media On Engagement, Comms &
Commercial Activities & Overall Business Performance

* Post-GDPR in a highly regulated industry, how can you access enough data and

information to provide an accurate overview of your social media performance?

« Different approaches to evaluate and measure social media impact and assess
which activities and platforms yield the best results

* Accurately measure the ROI of social media when sales are not the primary focus,
engagement is not always tangible and likes don't always equate with action!

 Steps to benchmark performance as measurement tactics and KPIs vary per
social media channel, audience and campaign launches

 Translate hard figures into compelling business cases to secure ongoing
investment and stakeholder backing

17.00-17.10  Co-Chairs’ Closing Remarks & Close Of Conference

Dr Rene Rust, Head of Global
External Communications g
~
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Merck Group ()




4 Easy Ways To Register
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online www.pharmasocialconference.com

Phone +44 (0)20 3479 2299

Post this booking form to Global Insight
Conferences, 5-11 Lavington Street, London,
SE1 ONZ

Email info@pharmasocialconference.com

. ndar

Inhouse/Brand £419 +vaT 2%8 £619 +var
Agency/supplier/All Save
Other Companies | £969 +VAT Il £769 var
Exhibition Stand &
2 Delegate Places £2,249+ AT @ £2,799 +var

Group Discounts: 4 delegates for the price of 3. Or send 3 and get
your third place half price! (This applies to brands only, not agencies and

suppliers and cannot be used in conjunction with any other discounts,
including earlybird offers).

@ Speaker notes available to download one week after the conference, subject to the
speaker disclosure.

® Only one discount can be used per registration.

® Please note VAT will be charged at 20% and there will be a 3% booking fee

Programme Alterations: Conferences are organised many months in advance of the
conference itself and sometimes we may need to make substitutions, alterations or
cancellations of the speakers and/or topics. Whilst we make every effort to find a direct
replacement if a speaker cancels, sometimes this is not always possible within the
timeframes we are given. Any substitutions or alterations will be regularly updated on the
conference website.

Can You Help Pharmaceutical
Brands Capitalise On The
Power Of Social Media?

4]5[6[7)
2 PHARMA

Social Media

For more information on how to get involved,
please call +44 (0)20 3479 2299 or email
partner@pharmasocialconference.com
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Book An Exhibition Stand
+ 2 Delegate Passes Before
20" February For Only £2,249

(SAVE £550)

Organised By .

REGISTRATION FORM Brochure Code:
A One-Day, International, Industry-Led, Conference & Networking Event, Copthorne Tara Hotel, Central London 30t June 2020

ATTENDEE DETAILS: Please complete in capitals. Photocopy for multiple bookings. PHAR MA
Forename (Mr/Ms/Mrs/Miss/Dr) Social Media

www.pharmasocialconference.com « 30.06.20

How did you hear about the conference?
(Brochure code, email, advert etc)

Surname

Job Title Accounts Department:

Contact Name

Company Name

Tel ) Tel Email
Email Head Of Department Name

Fax ) Head Of Department Email

Address Booking Contact Name

Booking Contact Tel

Postcode Country Booking Contact Email

D I'd like to receive relevant updates about my specific industry’s hot topics and networking gatherings from Global Insight Conferences based on my details.
*Please sign here to confirm you agree with the terms and conditions:

PAYMENT OPTIONS: Please choose one of the payment options below:

1 credit card/Debit Card 2 BankTransfer [ ]

D Visa D Mastercard D Maestro D AMEX Bank transfer details will be provided in your invoice.

card No (UK VAT is chargeable for all attending companies, regardless of country
) of origin. All bank transfer charges must be carried by the company

EEEEEEEEEEEEEEEEn sending payment).

Exact name on card 3 Cheque D Enclosed

Please make cheques payable to Global Insight Conferences Ltd

valid From [_J_J_J ] ExpiryDate [ | | |]
security code [ | [ ]

Signature Date

4 nvoice [ ] PO Number:

Please include your PO Number if applicable, otherwise this may delay
your booking.

Card Billing Address (if different to above)

TERMS & CONDITIONS

Payment Procedure: Payment is due on submission of your booking and all registrations are subject to a 3% booking fee. All orders placed on our online booking pages, by email, on the
brochure’s booking form or over the telephone will all be followed up with an official booking confirmation email. All such orders are legally-binding and carry a 100% liability immediately after
receipt of order. Full payment is a requirement of entry into the event and you will be asked to guarantee your payment with a credit card to enter the conference rooms if you have not paid
before the date of the conference. Should you fail to pay an invoice or do not attend the conference, you still remain liable for the sums due. Global Insight Conferences Ltd reserves the right
to decline any booking and make any alteration to the speaker panel, programme, date and venue. Global Insight Conferences accepts no liability for the content of presentations or papers. UK
VAT is still chargeable on foreign companies attending conferences in the UK and must be paid at the prevailing rate on UK events. All bank and transfer fees must be covered by the company
attending the conference. Please note that all calls are recorded for training and monitoring purposes. Cancellation Process: Cancellations received in writing on or after 40 working days
before the conference date cannot be refunded and full payment is still due, although a replacement delegate will always be welcome. This is due to the way in which we are charged by our
suppliers as during this final month, the costs have already been incurred by the organisers. Cancellations received in writing at least 40 working days before the conference date will receive a
full refund, minus an administration charge of £149 +VAT per ticket. If payment has not yet been made and cancellations are received in writing at least 40 working days before the conference
date, the £149 +VAT per ticket administration charge is still due. GIC will not offer refunds to delegates should this event be cancelled, rescheduled or postponed due to a fortuitous event,

Act of God/force majeure, unforeseen occurrence or any other event that makes this conference impracticable, illegal or impossible. This includes but is not limited to: war, terrorist alert, civil
commotion, fire, strike, extreme weather or other emergency. Please note all exhibitors, sponsors and event partners should refer to their signed contract for more information on their specific
terms and conditions. Date & Venue: Copthorne Tara Hotel, Central London on the 30th June 2020. Please note that accommodation and transport fees are not included in the registration

fee. Global Insight Conferences Ltd cannot reimburse any travel, accommodation or other expenses under any circumstances. Special Dietary, Access Or Speciality Requirements: We
make every effort to ensure that all delegates are able to participate fully, but please do let us know if you have any access, dietary (other than vegetarian) or any other particular requirements.
Speaker & Programme Changes: Sometimes speakers are unable to attend for personal or business reasons and whilst we make every effort to find a direct replacement, occasionally this is
not possible within the timeframes we are given. GIC reserves the right to alter or modify the advertised speakers and/or topics if necessary. Any substitutions or alterations will be regularly
updated at www.pharmasocialconference.com Data Protection: The delegate names, organisations and occasionally job titles will be shared with other attendees of the event for the purpose
of facilitating networking only. Should you not wish your information to be shared in this way, please email: database@globalinsightconferences.com or write to Data Protection Officer, Global
Insight Conferences, 5-11 Lavington Street, London, SE1 ONZ. When you register for the conference, GIC will provide you with information relating to your booking and other GIC related products
or services via email, direct mail or telephone. Should you wish to discontinue this service at any time please write to the Marketing Director at the address above or please email database@
globalinsightconferences.com. Admittance: We reserve the right to eject you without any prior notice or refund if your behaviour is disruptive, offensive, dangerous or illegal. Distribution of
unauthorised materials and audio/visual recordings are not allowed without prior consent. GIC is not liable for damage to or loss of personal belongings at the conference venue and accepts no
liability for the content of the papers and presentations given. Please note that photographs, video and audio footage, which may include speakers and delegates, may be taken at at the event
and used in future marketing material.

Book Online @ WwW.pharmasocialconference.com Before 20 February & Save £200




