Health Outcomes Research
and Pharmacoeconomics

Optimizing the Global HEOR Function to Drive Product Value
in Healthcare and Gaining a Competitive Advantage Through

Improving Economic Value Consideration

January 27-29, 2010
Sheraton Crystal City | Arlington, VA

Chairman

Edward Kim, MD, MBA
Director, Health Outcomes
Eisai, Inc.

Attending this Premier marcus evans
Conference will Enable You to:

e Assess key drivers for optimizing global health
outcomes research and pharmacoeconomics

¢ Examine the role of HEOR for pricing & reimbursement
and market access

e Harness evolving pharmacoeconomics practices,
research and strategies

e Discuss proposed legislation and identify emerging
methods for Comparative Effectiveness Research

e Evaluate analytical methods for conducting
pharmacoeconomic and outcomes research

Who Should Attend:

marcus evans invites senior level directors from leading
pharmaceutical and biotech industries with responsibilities
or involvement in the following areas:

Health Economics
Outcomes Research
Pharmacoeconomics
Market Access

Pricing & Reimbursement
Comparative Effectiveness
Pharmacoepidemiology
Health Policy
Commercial/Brand Strategy
Evidence Based Medicine
Health Technology Assessment

Book Online at:
WWW.marcusevansbb.com/healthoutcomes

Silver Sponsors:

m Xcenda

. Enhance the UtilitYof your product

by linking sound scientific evidence with health
economics and outcomes research strategles.l

Building and communicating the value of your products and understanding
marcusevans the role of HEOR in today's changing pharmaceutical and healthcare landscape.

Current Speakers Include:

Ronald C. Kessler, Ph.D.
Professor, Department of Health Care Policy
Harvard Medical School

Mark Jewell, PhD
President
EPI-Q

Fred M. Cox, Ph.D.

Senior Director/Lead Evidence-Based
Medicine/Health Technology
Assessment & Modelling

Market Access — Specialty Business Unit
Pfizer, Inc.

Mona Martin, RN, MPA
Executive Director, Research Scientist
Health Research Associates

John E. Schneider, PhD
General Manager, U.S. Health Economics
Oxford Outcomes, Inc.

Judith A. Cahill, CEBS
Executive Director
Academy of Managed Care Pharmacy

Kathy Beusterien, MPH
Director
Oxford Outcomes, Inc.

Deborah Lubeck, PhD

Vice President, Health Economics
and Outcomes Research

ICON Clinical Research

Jean Paul Gagnon, PhD
Senior Director of US Policy
and Strategic Advocacy
Sanofi-Aventis U.S.
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Marya Zilberberg, MD, MPH
Professor, School of Public Health and Health Sciences
University of Massachusetts, Amherst

Laura Happe, PharmD, MPH
Director, Managed Markets
and Health Outcomes
Xcenda

Kitty Rajagopalan, PhD
Head, Global Health Outcomes
Pricing and Economics
Biogen Idec

Jasmanda Wu, PhD, MPH
Director, Pharmacoepidemiology
Bristol-Myers Squibb Company

Dennis M. Meletiche, PharmD
Director, Health Outcomes & Market Access
EMD Serono, Inc.

Winnie Nelson, PharmD, MS

Director, Outcomes Research, Internal Medicine
Ortho-McNeil Janssen Scientific
Affairs, LLC

Jim Murray, PhD

Senior Director, Global Health Outcomes
Epidemiology/Health Services Research
Eli Lilly

Edward Kim, MD, MBA
Director, Health Outcomes
Eisai, Inc.

Jennifer Whiteley, EdD, MSc., MA
Director, Global Health Outcomes
and Strategic Pricing

Genzyme Corp.

Gold Media Partners:

wwwPharmCast.om o OICE
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8:00 Registration and Morning Coffee
8:30 Chairman's Opening Address

ASSESSING KEY DRIVERS FOR OPTIMIZING GLOBAL HEALTH
OUTCOMES RESEARCH AND PHARMACOECONOMICS

8:45

Effectively Communicating Pharmacoeconomic Research

e Overcoming barriers of delivering effective economic data

¢ Quantifying the cost and benefit of certain therapies to stakeholders

¢ Delivering outcomes and economic research to new audiences
and its influence on drug policy

e Getting your message across outside the US

e Leading a group to successfully plan, implement, and communicate
evidence supporting product value

Winnie Nelson, PharmD, MS

Director, Outcomes Research, Internal Medicine

Ortho-McNeil Janssen Scientific Affairs, LLC

9:30

Building a Core Value Proposition Process into Early Product

Development by Utilizing a Value-based Approach

e Examining incremental benefits provided over the alternatives
and cost analysis effectiveness

e Demonstrating value proposition from the physician, patient,
and payer perspective

e Examining impact of outcomes research from proof of concept

e Assessing level of unmet needs in intended therapeutic areas

Jennifer Whiteley, EdD, MSc., MA

Director, Global Health Outcomes and Strategic Pricing

Genzyme Corp.

10:15 Networking Break
10:45

Incorporating the Value Proposition into Development Decisions:
21st century Approach to Internal Technology Assessment
e Historic approach to go-no-go decisions in technology development
¢ Why this approach is a recipe for failure in today's environment
and moving forward
e How to incorporate the evolving value proposition data along
the way into development decisions
Marya Zilberberg, MD, MPH
Professor, School of Public Health and Health Sciences
University of Massachusetts, Amherst

THE ROLE OF HEOR IN PRICING & REIMBURSEMENT,
MARKET ACCESS AND COMMERCIAL STRATEGY
11:30
Innovative HEOR Approaches to Drive Market Development/Expansion
and Impact Health Policy for Pre-Launch and Mature Products
¢ Implement combined methodologies and apply unique pull-through
strategies to gain access
e Develop a unique PRO instrument to identify symptomatic, undiagnosed
or inadequately treated patients, and determine consequences
of symptoms from a societal perspective (patient, payer and employer)
¢ Shape the market through policy shifts resulting from data that
enables appropriate product positioning and market expansion
e Build measurement solutions to improve care through quality
improvement initiatives
e Enable effective treatment via evidence-based tools and influence
accreditation/reimbursement policies
Mark Jewell, PhD
President
EPI-Q

Ronald C. Kessler, Ph.D.
Professor, Department of Health Care Policy
Harvard Medical School




Day Two | Continued

_12:15 Lunch
1:15

Building Efficient and Effective Market Access Programs

to Increase Formulary Potential and Reach Your Target Market

¢ Differentiating market access strategies and tactics and integrating
into your brand

e Incorporating clinical and pharmacoeconomic endpoints from early
clinical development to post launch surveillance

¢ Improving market access through patient centric programs

Fred M. Cox, Ph.D.

Senior Director/Lead Evidence-Based Medicine/Health Technology

Assessment & Modelling, Market Access — Specialty Business Unit

Pfizer, Inc.

2:00

Implementing a Long-term Value Platform Throughout
the Product Lifecycle
e Understanding the changing payer environment and its impact
on reimbursement
¢ Describing how to build a value proposition for late phase products
* Recognizing the evolution of the value proposition through
the product lifecycle
¢ Designing and implementing tactics for delivering a value proposition
Laura Happe, PharmD, MPH
Director, Managed Markets and Health Outcomes
Xcenda

2:45 Networking Break
3:15

Prioritizing the Economic and Outcome Variables from Real Patients

e Linking the gap between evidence based studies and physicians

e How to improve outcome research from randomized clinical trials,
meta-analyses, and clinical practice

e Examining socioeconomic factors

e |dentifying discrepancies between physician and patient
treatment expectations

¢ Developing and utilizing evidence-based medicine policies that
will improve patient outcomes

Jim Murray, PhD

Senior Director, Global Health Outcomes

Epidemiology/Health Services Research

Eli Lilly

4:00

Evaluating the Phase lll Program by Including Key Endpoints that are

Relevant for Payers and Needed to Support the Value Proposition

e Supporting evidence that need to be generated in phase Ill to make
critical program changes

¢ Improving the focus on the evidence base needed to secure access
and reimbursement

e Satisfying the regulatory body

Jasmanda Wu, PhD, MPH

Director, Pharmacoepidemiology

Bristol-Myers-Squibb Company

4:45 Closing Remarks

MARKETING INFO

A limited amount of exhibition space is available at the conference.
Sponsorship opportunities covering luncheon, evening functions,
and documentation also exist. For further details, please contact:
Anthony Knox at aknox@marcusevansch.com or 312 540 3000
ext 6377.

Day Three | Friday, January 29, 2010

8:00 Registration and Morning Coffee
8:30 Chairman's Opening Address

COMPARATIVE EFFECTIVENESS RESEARCH
AND HEALTH TECHNOLOGY ASSESSMENT

8:45

Comparative Effectiveness Research and Organizational
Readiness: Examining the Role of Health Economics & Outcomes
Research Departments
¢ Evaluating the impact of on-going legislative proposals
(i.e. Patient-Centered Outcomes Research Act of 2009)
¢ Discuss organizational approaches to prepare for potential impact
of Comparative Effectiveness
¢ Understanding the role of Health Economics and Outcomes Research
is assessing the risk and opportunities of potential findings
Dennis M. Meletiche, PharmD,
Director, Health Outcomes & Market Access
EMD Serono, Inc.

9:30

Strategies to Improve Comparative Effectiveness Research:

Collection and Data Analysis

e Practical and methodological challenges for researchers
and policymakers

¢ Defining hurdles and developing standards for observational
research design

e Transparency in analyses

¢ Heightening a product's comparative value through segmenting
product strategy with comparative effectiveness research

* The role of patient reported outcomes in comparative
effectiveness research

Deborah Lubeck, PhD

Vice President, Health Economics and Outcomes Research

Icon Clinical Research
10:15  Networking Break

10:45

Discussing the Proposed Legislation on Comparative
Effectiveness Research
e What is the impact of CER on health outcomes research

and pharmacoeconomics?
e Determining where CER fits in organizationally
e How will health care policy change and how will it impact pharma?
e Examining current vs. past CER legislations
Jean Paul Gagnon, PhD
Senior Director of US Policy and Strategic Advocacy
Sanofi-Aventis U.S.

FUTURE DIRECTIONS IN HEOR

11:30

Evolving and Growing HEOR Talent for a Challenging

New Healthcare Environment

e Core skills within a winning HEOR function

e Demonstrating value of the HEOR function to internal stakeholders

¢ Defining career pathways for HEOR professionals

e Leveraging expertise of clinical, regulatory, policy, and commercial
stakeholders within the organization

Edward Kim, MD, MBA,

Director, Health Outcomes

Eisai, Inc.




Day Three | Continued

12:15  Lunch

1:15

Incorporating PRO Requirements into Future Health Outcomes
Research Strategies
¢ The integrated lifecyle of a PRO research strategy
¢ Expanding contributions of qualitative research in developing
and supporting planned measurement
e Choosing between existing instruments and new PRO development
e Eight key evidiences for content validity
e Optimizing global input in the PRO development process
Mona Martin, RN, MPA
Executive Director, Research Scientist
Health Research Associates

2:00

Tipping the Balance: Can and Should HE & OR Functions

Expand Their Remit to Influence Market Access (Prescribing

and Utilization Patterns) Beyond Just Pricing & Reimbursement?

e |dentifying global health care trends and impact on the role of HE,
OR, and P&MA functions

e HE &OR evolution from a research function to an application
oriented function

e Evolving HE&OR role as "influencer" and "change agent" role
in portfolio,franchise, advocacy, and market development strategy

e Integrating into "value-based pricing" strategy to maximize topline
growth — Personalized medicine, value vs rebates, quality indicators, etc.

e Future of HE & OR functions in the industry

Kitty Rajagopalan, PhD

Head, Global Health Outcomes, Pricing and Economics

Biogen Idec

2:45

Innovative use of Heor And Dossiers in the Decision Making Process:
Opportunities with a Central Electronic System
¢ Provide an overview of the development, dissemination,
and use of dossiers in real-world decision making processes
e Discuss the opportunities and challenges associated
with the implementation of a centralized, electronic dossier
system (eDossier)
e Perspectives of decision makers, and manufacturers using
US case study (US system, AMCP eDossier System)
e Explore Global Perspectives and Trends in Canada, UK, Europe,
and Asia
Judith A. Cahill, CEBS
Executive Director
Academy of Managed Care Pharmacy

3:30 Closing Remarks

PRODUCER INFO:

I would like to thank everyone who has assisted with the research
and organization of the event, particularly the speakers for their support
and commitment. Allison Kligman, allisonk@marcusevansch.com.

Silver Sponsors:

Xcenda is a leading managed markets

mxcendaf agency and full-service  consultancy

' ) composed of experienced marketers, health
AmerisourceBergen Specialty Group o tcomes  researchers,  reimbursement
strategists, and market research experts. We help pharmaceutical, biotech, and medical
device companies quantify, validate, and communicate the clinical and economic value
of their products. Xcenda partners with manufacturers to maximize patient access
and optimize commercial success across all phases of the product life cycle.
As an AmerisourceBergen Specialty Group company, our clients benefit from significantly
greater access to the resources and strategic relationships required to successfully
commercialize products within the oncology and specialty market. Xcenda's team delivers
the unique combination of strategic insight and field support that manufacturers
require to develop and implement integrated, data-focused, and value-driven
commercial strategies.

ICON is a global provider of outsourced development
services to the pharmaceutical, biotechnology and medical
device industries. We specialise in the strategic development,

A Symbol of Excellence Management and analysis of programs that support Clinical

Development — from compound selection to Phase I-IV clinical
studies. Our services span the entire lifecycle of product development and can be adapted
to suit small local trials or large global programs.

Health Research Associates is a privately owned consulting

firm located in Seattle, Washington, and satellite offices

in San Francisco and Singapore. Since its start in 1995, HRA

has specialized in a wide range of outcomes research services,

and assisted the Pharma Industry with the development,
validation, documentation, and cross cultural preparation of patient reported outcome
measures (PROs). HRA works with a wide network of consultants and recognized
experts on a world wide basis. In its 18 years of experience, HRA has worked with most
leading companies in the pharmaceutical industry. We recognize the need to be continually
reaching for greater efficiency, methodological currency, and service quality as we assist
our clients in meeting their unique research needs and new regulatory requirements around
the use of PROs in their clinical studies.

EPI-Q is a premier scientific agency dedicated to providing novel
research, strategic direction, and communication solutions that
E I uncover the true value of healthcare innovation. EPI-Q creates

opportunities to build and enhance platforms for growth.

Since its inception in 1994, EPI-Q has assisted Fortune 100

biopharmaceutical and medical device firms enhance market
access and optimize pricing and reimbursement by demonstrating the clinical
and economic benefits of medical therapies and technologies. EPI-Q is unique with
its staff of resident experts who have been front line healthcare practitioners
and decision makers — treating and educating patients, implementing practice
guidelines, executing quality improvement initiatives, and assuring access
to evidence-based care. With its global network spanning the payer, provider, policy and
academic communities, EPI-Q can tailor strategies, execute research, and develop programs
in the most effective, efficient and customized way.

CIC I Oxford Outcomes Ltd. is an international health care
LA OX Or consultancy specializing in the full range health economics
®o00 and outcomes research services for leading pharmaceutical,
o s oo Outcomes e

biotech, and medical device companies in Europe
and the United States. Services include cost effectiveness analysis, discrete choice experiments,
utility elicitation and other health technology assessment tools.

Gold Media Partners:

www.PharmCast.com is the world leading
website designed specifically for pharmaceutical,
clinical and biotechnology professions. It brings
up-to-date information on pharmaceutical patents,
FDA, News, jobs and Buyer's Guide to visitors. It was created and is maintained
by pharmaceutical and biotechnology professionals. Visit www.PharmCast.com
and discover why its so popular among professionals.

www.PharmCast.com

— Pharmaceutical Internet—

PharmaVOICE magazine, and its supporting VIEW
PharmMﬂlcE publications, provide commentary about the challenges
and trends impacting the life-sciences industry, covering
a range of issues from molecule through market.
PharmaVOICE's more than 17,500 U.S.-based subscribers are also kept abreast of the latest

trends through additional media resources, including WebSeminars, Podcasts, Videocasts,
and White Papers.
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Please write in BLOCK CAPITALS

CHC148/INT

Registration Contract

Please complete this form immediately and fax back to:

FAX: 312 552 2155
For further information call 312 286 4471.

Registration Details

Name:

Position:

Email:

Name:

Position:

Email:

Name:

Position:

Email:

Company:

Address:

City: State: Zip:

Phone: Fax:

Company Size:

Nature of Business:

Web site:

Fees
STANDARD FEES

__ CONFERENCE FEE (Early Registration) @%$2,250.00
__ CONFERENCE FEE (Per Delegate) @ $2,500.00
__ CONFERENCE ONLINE DOCUMENTATION (Per Delegate) @ $737.80

Prices are inclusive of service charge.

PREMIER PLUS DISCOUNTS
__ 3+ ATTENDEES @ $2,125.00 (Per Delegate)
__ 5+ ATTENDEES @ $2,000.00 (Per Delegate)

All members of a Premier Plus group must register at the same time in order to receive any dis-
counts. Prices are inclusive of service charge.

Payment Method

Please chargemy: _ Visa __ Mastercard ___ DinersClub  __ Amex

Card Billing Address:
City:

State: Zip:

Card Holder's Name:

Signature:

Card Number:

Verification Number: __ Exp Date: __ _ /

Confirmation Details — If you do not receive a letter outlining the conference details two
weeks prior to the event, please contact the Conference Coordinator at marcus evans.

evans conferences

Conference: Health Outcomes Research and Pharmacoeconomics
Date(s): January 27-29, 2010
Location: Sheraton Crystal City | Arlington, VA

Terms & Conditions: marcus evans: Marcus Evans Inc.

1. Fees are inclusive of program materials and refreshments.

2. Payment Terms: Following completion and return of the registration form, full payment
is required within 5 days from receipt of invoice. PLEASE NOTE: payment must be received
prior to the conference date. A receipt will be issued on payment. Due to limited
conference space, we advise early registration to avoid disappointment. A 50%
cancellation fee will be charged under the terms outlined below. We reserve the right to
refuse admission if payment is not received on time.

3. Cancellation/Substitution: Provided the total fee has been paid, substitutions at no extra
charge up to 14 days before the event are allowed. Substitutions between 14 days and the
date of the event will be allowed subject to an administration fee of equal to 10% of the
total fee that is to be transferred. Otherwise all bookings carry a 50% cancellation
liability immediately after a signed sales contract has been received by marcus evans
(as defined above). Cancellations must be received in writing by mail or fax six (6) weeks
before the conference is to be held in order to obtain a full credit for any future
marcus evans conference. Thereafter, the full conference fee is payable and is
non-refundable. The service charge is completely non-refundable and non-creditable. Pay-
ment terms are five days and payment must be made prior to the start of the
conference. Non-payment or non-attendance does not constitute cancellation. By signing
this contract, the client agrees that in case of dispute or cancellation of this contract that
marcus evans will not be able to mitigate its losses for any less than 50% of the total
contract value. If, for any reason, marcus evans decides to cancel or postpone this
conference, marcus evans is not responsible for covering airfare, hotel, or other travel
costs incurred by clients. The conference fee will not be refunded, but can be credited to
a future conference. Event program content is subject to change without notice.

4. Copyright etc: All intellectual property rights in all materials produced or distributed by
marcus evans in connection with this event is expressly reserved and any unauthorized
duplication, publication or distribution is prohibited.

5. Data Protection: Client confirms that it has requested and consented to
marcus evans retaining client information on marcus evans group companies data-
base to be used by marcus evans groups companies and passed to selected third parties,
to assist in communicating products and services which may be of interest to the client. If
the client wishes to stop receiving such information please inform
marcus evans local office or email gleavep@marcusevansuk.com. For training and secu-
rity purposes telephone calls may be recorded.

6. Important note: While every reasonable effort will be made to adhere to the advertised
package, marcus evans reserves the right to change event dates, sites or location or
omit event features, or merge the event with another event, as it deems necessary
without penalty and in such situations no refunds, part refunds or alternative offers shall
be made. In the event that marcus evans permanently cancels the event for any reason
whatsoever, (including, but not limited to any force majeure occurrence) and provided that
the event is not postponed to a later date nor is merged with another event, the Client
shall receive a credit note for the amount that the Client has paid to such permanently can-
celled event, valid for up to six months to be used at another marcus evans event. No
refunds, part refunds or alternative offers shall be made.

7. Governing law: This Agreement shall be governed and construed in accordance with
the law of Illinois and the parties submit to the exclusive jurisdiction of the Cook County
Courts in lllinois. However, marcus evans only is entitled to waive this right and submit
to the jurisdiction of the courts in which the Client's office is located.

8. Client hereby acknowledges that he/she specifically authorizes that
marcus evans charge the credit card listed above for the amount provided herein;
that this Contract is valid, binding and enforceable; and that he/she has no basis to
claim that any payments required under this Contract at any time are improper,
disputed or unauthorized in any way. Client acknowledges that they have read
and understood all terms of this contract, including, without limitation, the provisions
relating to cancellation.

Authorization

Signatory must be authorized to sign on behalf of contracting organization

Name:

Position:

Email:

Signature: Date:
Internal Use Only: Job Code SIC Code
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