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The Specialty Pharmacy Boom rsummi

NUMBER OF PHARMACY LOCATIONS WITH SPECIALTY SHARE OF PHARMACY LOCATIONS WITH SPECIALTY PHARMACY
PHARMACY ACCREDITATION, BY ORGANIZATION ACCREDITATION, BY CORPORATE OWNERSHIP, 2020

m ACHC only = URAC only = Both ACHC and URAC n=1,207
> 1,207

Retail/LTC Chain Wholesaler

PBM/Health
Plan

3.2X

Independent

locations

378

Healthcare
Provider

Number of unique pharmacy

|

2015 2020

ACHC = Accreditation Commission for Health Care; URAC = Utilization Review Accreditation Commission; LTC = Long-term care; PBM = pharmacy benefit manager

Source: The 2021 Economic Report on U.S. Pharmacies and Pharmacy Benefit Managers, Exhibits 50 and 55. Figures show number of unique accredited locations at the end of the year. For comparability, data for ACHC exclude certain accredited pharmacy spoke locations within retail chains. Multiple
category includes locations with accreditation from two or three of the accrediting organizations. Figures exclude locations with provisional, conditional, and expected accreditation. Independents include private independent pharmacies, pharmacies owned by private equity firms, and independently owned
franchise locations. Healthcare Provider includes pharmacies owned by hospitals, health systems, physician practices, and providers’ group purchasing organizations. Retail/LTC Chain includes pharmacy locations owned by chain drugstores, grocery chains, and national long-term care pharmacy chains.
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‘Our Vertical World “rsUMMmit
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1. Cigna partners with providers via its Cigna Collaborative Care program.

2. AllianceRx Walgreens Prime is jointly owned by Prime Therapeutics and Walgreens Boots Alliance.

3. Since 2020, Prime sources formulary rebates via Ascent Health Services. In 2021, Humana began sourcing formulary rebates via Ascent Health Services for its commercial plans.
Source: The 2021 Economic Report on U.S. Pharmacies and Pharmacy Benefit Managers, Exhibit 210. Companies are listed alphabetically by insurer name.
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/
Z PBMs Extend Specialty Domination “ SUMMIt

SHARE OF SPECIALTY DRUG DISPENSING REVENUES, BY COMPANY, 2020

All Others

Humana\-\
Envolve HeaIth’
(Centene) _
Alliance Rx
s Walgreens Prime

M PBM

" Independent
W Retail chain
"I Wholesaler

Express Scripts (Cigna) X

Source: The 2021 Economic Report on U.S. Pharmacies and Pharmacy Benefit Managers, Exhibit 52. Includes revenues from retail, specialty, and mail pharmacies. Excludes

m D R U G C H A N N E L S revenues from network pharmacies of PBM-owned specialty pharmacies and infusion services covered by medical benefit. Reflects pro-forma impact of acquisitions.
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Hospitals Battle for Network Access “r SUMmit

HEALTH SYSTEMS’ REQUIREMENTS FOR EMPLOYEE USE OF INTERNAL SPECIALTY PHARMACIES, 2021

Network status of health system specialty pharmacy:
One of the preferred specialty pharmacies in plan's network

W Exclusive specialty pharmacy in plan's network

95%
86%

70%

Share of health systems

Less than 15,000 15,000 to 45,000 More than 45,000

Annual Specialty Prescription Volume

Source: Drug Channels Institute analysis of ASHP National Survey of Health-System Specialty Pharmacy Practice data. See Fresh Evidence: How Health Systems Steer Prescriptions to Their Own Specialty Pharmacies, Drug Channels, October 2021.
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"Disrupting Buy-and-Bill “ SUMMIt

DRUG SOURCING FOR INFUSED ONCOLOGY THERAPIES, BY PRACTICE TYPE AND SOURCE

m Buy-and-bill: Practice purchases drug from distributor
White bagging: Specialty pharmacy supplies drug to practice

Brown bagging: Specialty pharmacy dispenses drug to patient, who transports it to practice

100%

15% 18%
28% 35%

11 11

2019 2021 2019 2021
Physician office Hospital outpatient department

Share of covered lives

Source: The 2021-22 Economic Report on Pharmaceutical Wholesalers and Specialty Distributors, Exhibit 42. Figures for 2019 based on 48 commercial plans representing 126.6 million covered lives. Figures for 2021 based on 51 commercial
plans representing 124.9 million covered lives. See White Bagging Update: PBMs’ Specialty Pharmacies Keep Gaining on Buy-and-Bill Oncology Channels, Drug Channels, October 2021.
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The 340B Drug Pricing Program - SUMMIt

340B DRUG PRICING PROGRAM,
SHARE OF PURCHASES AT LIST PRICES, By
ADMINISTERING/DISPENSING CHANNEL, 2020

SHARE OF TOTAL 340B PURCHASES AT LIST PRICES,
By ADMINISTERING/DISPENSING CHANNEL, 2020

Total = $80.1 B
Other
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(7s)
Clinics
Retail and mail Clinics Hospitals
pharmacies
Source: Drug Channels Institute analysis of IQVIA data. See:
¢ The 3408 Drug Discount Program: Complexity, Challenges, and Change, IQVIA, 2020
¢ Growth of the 340B Program Accelerates in 2020, IQVIA, 2021
e The 3408 Program Soared to $38 Billion in 2020—Up 27% vs. 2019, Drug Channels, 2021
m D R U G C H A N N E L S e Specialty Pharmacy’s Explosive 340B Growth, Drug Channels, 2021
| INSTITUTE © 2021 Pembroke Consulting, Inc. d/b/a Drug Channels Institute. All Rights Reserved.
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Specialty Pharmacy: - SUMmiIt
Fastest Growing 340B Channel

AVERAGE ANNUAL GROWTH RATE, 2017 10 2020

® Growth in value of non-340B purchases at list prices Growth in value of 340B purchases at list prices

56%

22%
16%

9%
6%

_— i _

Hospitals and clinics Retail pharmacies Mail pharmacies

Source: Drug Channels Institute analysis of IQVIA data. See Specialty Pharmacy’s Explosive 340B Growth, Drug Channels, July 2021.
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Final Thoughts “rsUMmit

Battle for control of the specialty patient continues

Market access channels getting more organized
= new risks + potential for creative partnerships

340B increasingly distorts drug channel economics

Public policy confusion persists...
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Linked m Daily posts about cool and intriguing stuff: www.linkedin.com/in/adamijfein/

The 2021 Economic Report on The 2021-22 Economic
U.S. Pharmacies and

Pharmacy Benefit Managers

Report on Pharmaceutical
Wholesalers and Specialty

Distributors
Adam J. Fein, Ph.D. S—————
Drug Channels Institute Az Ry P

Drug Channels Institute

March 2021
October 2021

< NEW!

il DRUG CHANNELS
B INSTITUTE

Adam J. Fein, Ph.D.
© 2021 Pembroke Consulting, Inc. d/b/a Drug Channels Institute. All Rights Reserved.

The opinions and views expressed in this presentation are those of the author and do not reflect any opinion, position, or direction of the event sponsor.


http://www.drugchannels.net/
https://twitter.com/DrugChannels
https://www.linkedin.com/in/adamjfein/
https://twitter.com/DrugChannels
https://twitter.com/DrugChannels
https://drugchannelsinstitute.com/products/industry_report/pharmacy/
https://drugchannelsinstitute.com/products/industry_report/wholesale/
https://www.linkedin.com/in/adamjfein/
http://www.drugchannels.net/
http://www.drugchannels.net/

US Specialty
Pharmaceutical Trends,
Issues and Outlook for
Asembia

Doug Long, VP, Industry Relations, IQVIA
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Non-Retail channel is recovering from effects of COVID-19 Jr- SU oo g t

Growth (%) of Sales

10.6%

20% 7-3% 7.3% 7.6%

6.4%

2017 2018 2019 2020 MAT YTD Aug 2017 2018 2019 2020 MAT YTD Aug 2017 2018 2019 2020 MAT Aug YTD Aug
Aug 2021 Aug 2021 2021 2021
2021 2021

Source: IQVIA, National Sales Perspectives, September 2021
Note: Limited to Rx and OTC Insulins; Includes Retail, Non-Retail and Mail



Hospitals and Long-Term Care have been most affected by COVID-19 while Home Health
Care is booming!

Clinics Hospitals
13.8%
8.0%
11.2% 12.1% 6.8% 6.8% °
7.6% 7.6% 2. o%
5.9%
e
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(2]
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) — )
9.4% 9.8% 10.1% - -1.3%
-7.5%
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2017 2018 2019 2020 MATAug YTD Aug 2021 2021

2021 2021

Source: IQVIA, National Sales Perspectives, August 2021
Note: Limited to Rx and OTC Insulins; Includes Retail, Non-Retail and Mail = |Q\/ | /_\



For the total market, specialty growth is outpacing traditional growth and now has ~49%
share of total non-discounted spend

In MAT August 2021,specialty spend grew by 7.5% while traditional growth grew 6.6%
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I SPECIALTY I TRADITIONAL @=mSPECIALTY GROWTH @=»TRADITIONAL GROWTH e=»[OTAL MARKET GROWTH

Share of Sales 2017 2020 MAT AUG 2021

SPECIALTY 43.1% 45.3% 47 5% 48.8% 48.9%
TRADITIONAL 56.9% 54.7% 52.5% 51.2% 51.1% |
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Source: IQVIA, National Sales Perspectives, August 2021



Based on sales dollars, Specialty is increasing at Mail and Non-Retail while slowing at Retail
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Immunology showed greatest Specialty growth on spend in Mail

Top 10 Specialty Therapies for Retail, Mail, and Non-Retail - MAT June 2021 (in $ billions)

NON-RETAIL

RETAIL

Therapy MAT June YoY Growth Therapy MAT June YoY Growth Therapy MAT June YoY
2021 2021 2021 Growth

HIV ANTIVIRALS 16.4 1.5% IMMUNOLOGY 61.0 20.3% ONCOLOGICS 52.8 7.0%
IMMUNOLOGY 7.7 9.5% ONCOLOGICS 20.2 9.1% IMMUNOLOGY 15.6 9.9%
ONCOLOGICS 2.3 -3.0% MULTIPLE SCLEROSIS 11.3 -10.2% MULTIPLE SCLEROSIS 5.2 4.0%
MENTAL HEALTH 22 6.6% HIV ANTIVIRALS 5.1 -0.6% POLYVAL 46 5.6%

IMMUNOGLOBLULINS IV&IM
ANTI-INFLAMMATORY AND \
DIGESTIVE ENZYMES AND 2.0 11.3% ALL OTHER RESPIRATORY 3.8 21.6% HIV ANTIVIRALS Al 2.0%
MODULA

HEMATOPOIETIC GROWTH

OTHER CARDIOVASCULARS 2.3 13.1% ;

VIRAL HEPATITIS 1.2 -16.3% 0 FACTORS 28 L
LIPID REGULATORS 1.0 35.9% GROWTH HORMONES 2.2 0.2% ERYTHROPOIETINS 2.7 -9.6%
MULTIPLE SCLEROSIS 0.7 -10.5% RESPIRATORY AGENTS 2.2 13.4% MENTAL HEALTH 2.1 9.3%
SEX HORMONES (ANDROGENS, . OCULAR A
e v 0.6 21.3% VIRAL HEPATITIS 2.1 -20.9% TN R OVAS UL ARISAT o 1.9 9.5%
IMMUNOSUPPRESSANTS 0.5 -6.3% BLOOD COAGULATION 1.9 0.5% RESPIRATORY AGENTS 1.9 14.2%

Source: IQVIA, National Sales Perspectives, June 2021

Limited to Rx and OTC Insulins
*For Client’s internal use only
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All therapies demonstrate short-term growth except MS; Immunology and Anticoagulants
show the greatest one- and five-year growth

Slowing growth was occurring prior to COVID-19, and is not the sole contributor

Top-10 therapy area growth % ($)

25%
IMMUNOLOGY
20% -
15% A
ANTIDIABETICS
10% o ANTICOAGULANTS

ONCOLOGICS

59 . PAIN . VACCINES (PURE, COMB, OTHER)

-

0% ‘ HIV ANTIVIRALS
A -

|
|
| RESPIRATORY AGENTS
|

-59% -
>% ’ MULTIPLE SCLEROSIS

'10% ! I ! ! ! ! ! ! ! ! ! !
-4% -2% 0% 2% 4% 6% 8% 10% 12% 14% 16% 18% 20% 22%

Short-term growth (% YoY,2020-2021)

IQVIA National Sales Perspectives, June 2021, Rx’s and OTC Insulins Only Historic growth (% 5-year CAGR, 2016-2021)
@ Specialty @ Traditional O Jun 2021 MAT sales, Bn

IQVIA©O 2021 Confidential & Proprietary
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Manufacturer net revenues increased by $48 billion over the past
five years primarily driven by new products and protected brand volume

Net Manufacturer Revenues and Growth 2015-2020, All Channels, USSBn

2016 2020 \/\ 4> 137

-18.6
9.5 SN
2015 New brands Protected brands price Protected brands LOE Generics
volume
@ \anufacturer net revenue @ Growth @ Dcclines

Source: IQVIA Institute, May 2021

2020
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Protected brand list prices increased 4.4% in 2020, while net
prices decreased -2.9% - the fourth year at or below the CPI

Wholesaler Acquisition Cost (WAC) Growth and Net Price Growth for Protected Brands

9.3%

7.9%
7.0%
6.6%
‘.\i(yi
4.4%

_.
2.9%
M =
2.1% 0.3% 1.7%
-2.9%
2015 2016 2017 2018 2019 2020
e=g@==Brands WAC price growth % ==@==Fstimated net price growth % CPI

Source: IQVIA Institute, National Sales Perspectives, Dec 2020; Bureau of Labor Statistics, CPI Data, Dec 2015-Dec 2020 == | Q\/ I /\
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Much more expensive: Hospital Services and College Tuition and Fees
More affordable: TVs and Computers

200% —
MORE

EXPENSIVE
160% —

120% —

80% —

Overall Inflation (60.1%)

40%
0%

-40% -

MORE
AFFORDABLE
-80%

Price Changes: January 2000 to June 2021

Selected US Consumer Goods and Services, Wages

Hospital Services

College Tuition and Fees

College Textbooks

Medical Care Services

Childcare and Nursery School
Average Hourly Wages
Housing

ood and Beverages

New Cars

-.—# Household Furnishings
W Clothing

Cellphone Services

Computer Software

Source: Bureau of Labor Statistics
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Many specialties — especially Derm — show NBRx and TRx recovery over the past 52
weeks; pediatric volumes are slowly recovering from COVID lows

YoY Cumulative NBRx/TRx Growth by Selected Specialty
15% Rolling 52-Week YoY Comparison
(o]
12%
109
10% 9% 10% - g
8% 8%
5% >%
0
3% 2% 2% 2% 2%
0% 0%
0%
2% o %
2% "2 -1% -39
-5% -3% ? -3% 0 A_Z%
-6%
-10% -9% -9%
-15% 114%
-709
20% -19%
-25%
ALLER CARD DERM ENDO GE NEURO OB/GYN

OPHTH PCP PED PSYCH PULM RHEUM UROL
NBRx % Change TRx % Change
Source: IQVIA: National Prescription Audit (NPA), National Prescription Audit: New to Brand (NPA NTB); Time aligned weeks W/E 10/2/20-9/24/21
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Unadjusted Rx growth for MAT and YTD August is positive,
but Adjusted growth is higher, at 4.1% for MAT August and

5.4% year to date

Growth (%) of Dispensed Rx

Unadjusted Rx

Adjusted Rx

“r

SPECIALTY PHARMACY a

summi

6.0%
4.0%
2.0%
0.0%
-2.0%
-4.0%
-6.0%
-8.0%
-10.0%
2017* 2018 2019 2020

-5.6%

Growth (%)

MAT YTD AUG
AUG 2021
2021

—

Growth (%

7.0%
5.0%
3.0%
1.0%
-1.0%
-3.0%
-5.0%
-7.0%

-3.8%

2017*

2018

2019

2020

MAT
AUG
2021

YTD
AUG
2021

Source: IQVIA, National Prescription Audit & RxInsight, August 2021; Retail, Mail, and LTC limited to Rx and OTC Insulins
*Note: Declines between 2016 and 2017 are due to VRAF enhancement from 2017 onwards
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Unbranded generics show negative sales growth and unadjusted volumes

6 5.4 6
2 4.8 2
55.9 56.4 56.3 56.0 €. s 47 : £,
s @, 3.6 @4 35
i 3 3 2.4 2.4 2.4 2.4
5 2
. 1
8 0 0
}
@ 2018 2019 2020 MATAug  YTDJul 2018 2019 2020  MATAug YTD Aug 2018 2013 2020 M;\gz’i“g YTZ%SIUg
o 2021 2021 2021 2021
O
S
Q
S
= 0 YoY Growth 0.9%
© 0.9% wan
< 3.5% 7 2.1% 2.1% 2.5% Bl o
= 0.3% - O e == = 0.3% 0.1%
1.3%
2.7%
- 0,
-5.4% 4.6%
-5.4%
2018 2019 2020 MATAug YD Aug 2018 2019 2020 MATAug  YTD Aug 2018 2019 2020 MATAug YD Aug
2021 2021 2021 2021 2021 2021

Source: IQVIA, National Sales Perspectives and RxInsights, September 2021
Note: Limited to Rx and OTC Insulins; Includes Retail, Non-Retail and Mail
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85.9% of prescriptions are dispensed as unbranded generics for 2021 (adjusted)
Unbranded and branded generics account for 18.4% of spending in 2021

Dollars (%) Adjusted Prescriptions (%)

11.2% 10.8%

8.8% 8.2%

80.0% 81.0%

4.8% 4.4%

10.4% 9.4%

2016 2017 2018 2019 2020 2021 2016 2017 2018 2019 2020 2021

B Brands ® Branded Generics ™ Unbranded Generics

Source: IQVIA, National Sales Perspectives, August 2021
Note: Limited to Rx and OTC Insulins; Includes Retail, Non-Retail and Mail
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The U.S. biologics market continues to grow faster than non-biologics on an invoice-basis,

and now comprises 43% of spending
Total U.S. Invoice Spending Growth by Type and Leading Therapy Areas by 2019 Spending, USSBn

Year-over-Year Spending Growth Leading Drug Classes
. T ooor )
Biologics
14.6%
0,
[ Respiratory agents | NN 29 Total 2019 US Medicine
10% Total US Medicines S . R
i ending $493 Billion
CAGR 2015-2019: HIV antivirals | 24 P 8>
6.1%
p [ Anticoagulants ]_ 20
5%
[ Multiple sclerosis ]_ 18 el
Small 10108IC
Mental health _ 16 Molecule 43%

0% 57%
Small Molecule Pain _ 15
CAGR 2015-2019:
1.6% Vaccines - 13

-5%

2015 2016 2017 2018 2019
(] Biosimilars available as well as in development
=&=Biologics =®=Small molecule =@=Total US medicines (] Biosimilars in development

Source: IQVIA MIDAS®; IQVIA Institute, Jun 2020

=IQVIA

INSTITUTE

30



Molecules with biosimilars total $40 billion of invoice spending,

while biosimilar development is targeting a further $67 billion

2019 Biologics Market Segmented by Status of Biosimilar Competition, Biosimilar Development and Market Exclusivity

Molecules facing
@ biosimilar competition
$40 Billion

: : Molecules with potential
Biologics market 64% L
$211 Billion 0 future biosimilars
$135 Billion

Non-recombinant/

@ vaccines
$36 Billion

Source: IQVIA MIDAS®; IQVIA Pipeline Intelligence, IQVIA Institute, Jun 2020

&)

Molecules with
biosimilars in
development

$67 Billion

Molecules without
biosimilars in
development

$68 Billion

&)

Originator protected
$61 Billion

Originator unprotected
$6 Billion

Originator protected
$60 Billion

Originator unprotected
$8 Billion
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There are

biosimilars launched, approved, or in development for

35 molecules

Current Total Molecule Spending and Approved, Launched and Pipeline Biosimilar Products for the Molecule

adalimumab
etanercept
insulin lispro
liraglutide
rituximab
denosumab
trastuzumab
insulin aspart
omalizumab
eculizumab
natalizumab
pertuzumab
ipilimumab
teriparatide
filgrastim
palivizumab
alglucosidase alfa

pegaspargase

2019 Spending USSBn

4 6

Number of Biosimilars Drugs by Status
4 6 8 10 12 14 16 18

o
N
[e4)
[E=Y
o
\
~
N
o
o
N

!
Illlllllll‘lll‘llillili

@m Launched

@ Approved

@@= Phase | to pre-registration
@m Pre-clinical to discovery

@ Molecules with launched biosimilars
@ Molecules with no launched biosimilars

Source: IQVIA Institute, Sep 2020; IQVIA Biosimilar Database, Jun 2020
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Recent biosimilars have achieved high volume shares, projected to reach more than 50%

within the first two years, varying by channel

Biosimilar Share of Volume Since Biosimilar Launch

0% Biosimilar Share of Days in DDDs

@ hecvacizumab 7/2019
epoetin alfa 9/2018

@filgrastim 11/2013

@ infliximab 11/2016

50% @ pegfilgrastim 7/2018
@ 'ituximab 11/2019

60%

42%

@ trastuzumab 7/2019 39%

40%

30%

20%

10%

0%

0123456 7 8 9101112131415161718192021222324

Months since biosimilar introduction

Source: IQVIA MIDAS®, Jun 2020

100%

90%
80%
70%
60%
50%
40%
30%
20%
10%

0%

Biosimilar Share of Extended Units
Since Bevacizumab Biosimilar Launch

Non-340B Clinics
= 340B

= = Qverall
All others

5 10 15 20 25 30 35 40 45 50

Weeks since biosimilar introduction
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Savings over the next five years as a result of biosimilars are
projected to exceed $100 billion, though uncertainties remain

Biologic Estimated Savings from Biosimilars at Invoice Prices

Biosimilar Savings by Cohort, USSBn
50

40
30

20

Savings from Biosimilars, USSBn

10

2010-2014 2015-2019 2020-2024

Source: IQVIA National Sales Perspectives, Jun 2020; IQVIA Institute, Sep 2020

5-year Savings Scenarios

$104 Bn Base Case ($69-140 Bn Range)

2019

2020 2021

Savings range high/low

2022 2023 2024

=@==Savings base case
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The impact of exclusivity losses will increase to $166 billion over
the next 5 years mostly due to the availability of biosimilars

Developed Markets Impact of Brand Losses of Exclusivity 2016—2025, USSBn

2016 2017 2018 2019 2020

-15.7
-22.1

-24.7 -24.3
-27.4
\ J
|
$114Bn
@@= Biologic @ E Small

Source: IQVIA Market Prognosis, Sep 2020; IQVIA Institute, Feb 2021

2021

Forecast

2022 2023

2024

2025

-23.1
-29.1
-36.3 -37.3
-40.4
J
|
$166Bn
Total brand loss due to LOE
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Market complexity is accelerating and compounding while narrowing the path to success

How will biopharma untangle these challenges to margin and access, prepare for the future

As margin pressure
HEALTH INEQUITIES d taint
HEALTHCARE CONSOLIDATION ana uncertainty
PUBLIC POLICY REFORM grows, margins are
P — e becoming smaller
COVID-19 and smaller.

AMP & BEST PRICE
340B CONTRACT PHARMACIES
ACCUMULATORS AND MAXIMIZERS

ICER How will things
’ LAY : continue to evolve in
PRESCRIBER ECONOMICS ?
BIOSIMILARS & INTERCHANGEABILITY 2022 and 2023 °
/ PATIENT NEED |
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The Biden administration remains focused on several healthcare initiatives, though

legislation is still pending

Manufacturers should prepare by scenario planning and strategy preparation

Expanded Access
to Healthcare

Price Leverage

Reimbursement &
Rebate Reform

 Early focus has been on
Broader Access to Healthcare

* Lower age of eligibility for Medicare are also tasked with

 Expanded exchange subsidies addressing drug costs

* Possible Medicaid expansion

« COVID-19’s economic
impact will increase the
popularity of expanding
coverage... with restrictive
formularies

Government Leverage on Price
e Government empowerment
* Expanded CPI penalties

* |nternational & clinical benchmarks

Shifting Stakeholder Incentives  Large reforms requiring
legislation will likely be
contested if with a divided
legislature

 Safe harbor removal
* Rebate pass-through in 340B
* Part D benefit design

=IQVIA
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Growing payer control continues to challenge patient access

Payer control is highest in specialty medicine

across dozens

450+ of classes in 79% of specialty 60% of specialty

Caremark’s patients with an patients with a

blocked 2021npc NDC BLOCK e ol

exclusions
are not able to overcome the
prOd UCtS restriction within 30 days

Specialty
patients are

20%

more likely

to not fill a Abandonment in specialty:
United/Optum,

prescription Caremark, and
e[ E\WAE R[S\ | Express Scripts 25% 9%

were in 2013 place controls on among Part D patients among Commercial patients
more than 75% of (co-pay cards permissible)
specialty meds
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Pharmacies

Reimbursement
* Controlled Substances

* Access to Specialty Drugs

*  Purchasing Alliances

* Track and Trace

* Amazon, Digital pharmacies and cash customers

“r

There have been a series of legacy considerations recognized across stakeholders

SPECIALTY PHARMACY 20218 l

Generic Manufacturers

* Purchasing Alliances

* Brand /niche drugs (complex generics)
* Generic Price Deflation
* Which approvals to launch?

* Portfolio Optimization (“Shrink to Grow”) / Market Saturation

Wholesalers

* Contract Negotiations

* Controlled Substances

* Generic Price Deflation / Slow Brand Inflation
* Track and Trace

* Purchasing Alliances

Brand/Specialty Manufacturers

* Price increase backlash

* Becoming more specialized / Oral Specialty
* Declining Hep C and Pain Dollars

* QOrphan Drugs

* Copay accumulators

* Managing Specialty Drug Costs
* Rising Oncology costs
* Formularies blocks and exclusive launches

* Quality of Insurance Coverage
* Specialty Tiers

Consumers

* Rising costs: high out-of-pocket costs / coinsurance / accumulators




Trends that emerged in early 2021 remain key areas of focus

~

Unemployment, healthcare economic impact of
COVID-19, and pace of recovery

Vaccine rollout, distribution, reimbursement,
and administration

Healthcare reform under the Biden administration
* What is in? What is likely? What is out?
* Which Trump Admin Midnight Reforms stay?

Expanding payer control in pharmacy and medical
reimbursed products

Growing net price pressure in immunology
and other specialty markets

Accumulator Adjuster Programs impacting
government price calculations reshape copay
and hub industry

Explosive growth and increased controversy in
340B utilization

Permanent shifts in patient site of care and
reimbursement rates

New Era for Value-Based Pricing agreements
following CMS regulations

Awareness of the impact of disproportionate
access and affordability for minority and
underserved populations

=IQVIA

42



Outlook to 2025

U.S. market growth will return to pre-pandemic projections by 2025 despite year-to-year fluctuations.

* Policy changes impacting the use of medicines are likely to be phased in over the next five years.

* The U.S. spending forecast reflects an increasing gap between invoice level spending and manufacturer net revenues.
* New brand spending in the U.S. is projected to be higher than the last five years but a smaller share of spending.

* Net price growth for protected brands is forecast to be 0 to -3% through 2025

* Losses of exclusivity expected to result in $128 billion of lower brand spending through 2025 with $39 billion from branded
biologics.

* Biosimilars mature, and the impact of medicines facing new biosimilar competition in 2023 and 2024 will have a large impact.
* Immunology, oncology, and neurology drive growth.

* U.S. oncology spending to exceed $110 billion by 2025, with growth slowing to 10% from biosimilar savings.

* Diabetes spending to decline 2-5% through 2025 as off-invoice discounts and rebates continue to offset list prices.

* Treatments for autoimmune disorders to exceed $130 billion in the U.S. by 2025, slowing after 2023 due to key biosimilars.
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Immunology, oncology, neurology drive growth through 2025 along with COVID-19
vaccines

Historic and Forecast Growth for Top 20 Therapy Areas

20%

Immunology

Vaccines incl COVID-19

15% ’

10% Neurology

Oncologics

Antidiabeti

Gl products
5% Pain i
Anticoagulants

Ophthalmology \..
®

Lipid regulators

0%
./ Antibacterials @ /.

HIV

Forecast 5-YR CAGR 2020-2025

Hormonal Oth di |
5% Dermatologics contraception.... ther cardiovasculars
Viral hepatitis Hypertension Respiratory
-10% Mental health
-15% @ ADHD
-20%
-25% -20% -15% -10% -5% 0% 5% 10% 15% 20% 25%

Historic growth 2015-2020

Source: IQVIA Institute, Feb 2021 o .
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The IQVIA Institute produces a number of reports on a regular basis that you might find
useful, check them out

SiQVIA
o S

Global Oncology
Trends 2021

oUTLOOK Y0 2025

Despite the COVID-19
pandemic having a substantial
impact on patient care during
2020, the scientific advances in
clinical trial activity, the
pipeline of new treatments,
and the increased use of
available therapeutics,
continued largely unaffected
and reflect the commitment to

s=IQVIA
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Global Trends in R&D

OVERVIEW THROUGH 2020

This report examines the
trends in pharmaceutical
research and development
through the end of 2020. It
provides an analysis of
initiated clinical trials,
including the impact of the
pandemic and COVID-19-
specific research. Research on
clinical development

SIQVIA
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Prescription Opioid
Trends in the
United States

MEASURING AND UNDERSTANDING PROGH ness

N THE OPI010 CRISIS

The opioid epidemic has
captivated the country for a
decade, although it lost
attention this year in the face
of the COVID-19 pandemic,
which affected the life and
healthcare of patients with
chronic pain and addiction and
so many others.

Global Medicine
Spending and
Usage Trends

our

2021

All these reports and others can be found at:

spending on medicines has
implications for healthcare
systems and policymakers
across developed and
emerging economies, and
these issues are even more
important in light of the
ongoing global COVID-19
pandemic.

INSTITUTE

The Use of Medicines
in the U.S.

SPENDING AND USAGE TRENDS AND OUTLOOK TO 2025

2021

demonstrated resilience and
flexibility during 2020,
recovering toward its pre-
pandemic levels of activity and
progressing into 2021, even as
the backlog of missed or
delayed activity remains
substantial. Medicine supply
was largely maintained and
spending on medicines
increased by less than 1% on a
net price basis.

Digital Health +
Trends 2021

INNOVATION, EVIDINCE. REGULATION, AND ADOPTION

2021

https://www.igvia.com/insights/the-igvia-institute/reports

o advancing care for patients by productivity is also presented,
oncologists, other care as well as profiles of the R&D
providers, governments and pipeline, R&D funding trends,
payers, and life sciences and characteristics of new drug
2021 companies. 2021 approvals and launches.
The future level of global WOVIA The U.S. health system Innovation in digital health

tools, including mobile health
apps and wearable sensors,
bring new approaches to the
management of health
conditions. Digital therapeutics
to treat human disease are
being approved by regulatory
agencies around the world and
routes to reimbursement are
being established as
developers generate and
submit high-quality data on
effectiveness to payers and
employers.

=IQVIA
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Thank you

Disclaimer:

* The analyses, their interpretation, and related information contained herein are made and provided subject to the
assumptions, methodologies, caveats, and variables described in this report and are based on third party sources and data
reasonably believed to be reliable. No warranty is made as to the completeness or accuracy of such third party sources or
data.

As with any attempt to estimate future events, the forecasts, projections, conclusions, and other information included
herein are subject to certain risks and uncertainties, and are not to be considered guarantees of any particular outcome.

All reproduction rights, quotations, broadcasting, publications reserved. No part of this presentation may be reproduced or
transmitted in any form or by any means, electronic or mechanical, including photocopy, recording, or any information
storage and retrieval system, without express written consent of IQVIA.

©2020 IQVIA Incorporated and its affiliates. All rights reserved. Trademarks are registered in the United States and in various
other countries.




Doug Long is Vice President of Industry Relations at IQVIA (formerly QuintilesIMS), the world’s largest
pharmaceutical information company. IQVIA offers services to the pharmaceutical industry in over 100
countries around the globe. Doug has been with IQVIA since 1989.

His fundamental task is to help secure data for all existing and new databases supported by IQVIA, manage
supplier, manufacturer & association relationships, and develop information for data partners. As direct
conseqguence of his involvement in these areas, Doug has considerable experience with, and a unique
perspective on, the changing U.S. and global healthcare marketplace and pharmaceutical distribution.

Doug is a frequent industry speaker and the recipient of many awards from trade groups. Before joining
IQVIA Doug held positions at Nielsen Market Research for 16 years in various sales and marketing
capacities. A native of lllinois, Doug received a BA from DePauw University and holds an MBA in

management from Fairleigh Dickinson University.

doug.long@iqvia.com
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