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Marketing Plan 2015

- drug of choice
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Marketing Plan 2015
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Content
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+ Sales Force

» Upside/Downside Potential

* Summary
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Product Profile

.

Trade Name: Dymista (azelastine hydrochloride and fluticasone propionate) Nasal Spray 137mcg/50mcg per
Spray

Launch Date: September 24, 2012

Patent Protection: 2026

Substance Class: Nasal Spray

Active Ingredients: azelastine hydrochlorideffluticasone propionate

Indication: Seasonal Allergic Rhinitis (SAR) for patients 12 years and older who require treatment with both
azelastine hydrochloride and fluticasone propionate for symptomatic relief

Dosage: 1 spray/nostril 2x daily
Pack size: 23 grams net fill (120 metered sprays)

Prices: $145.95 (wholesale acquisition cost); $82.20 (net price); most patients pay as little as $14 with the
copay card or receive $100 off their cash price

Reimbursement status: Percent of Lives Covered by Status

2015
Preferred 32%!
Covered (Unrestricted Tier 3) 26%
Restricted (PA/SE) 12%
Not Covered 30% PA= Prior Authorization -
SE= Step Edit
MEDS _4- First half of 2015 prior to Nasonex generic DV%
2Not listed refers to a database limitation; assume Tier 3
HIGHLY CONFIDENTIAL - MEDA_APTX02486012
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Disease State

. drug of choice
for allergic rhinitis
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Disease State

+ Seasonal Allergic Rhinitis (SAR) is a condition in which outdoor allergens such as
weeds, molds or flower pollen causes the mucous membranes of the nose
become inflamed which manifests nasal symptoms such as running nose, nasal
congestion, sneezing and nasal itching.

+ According to DataMonitor, it is estimated that between 40-60 million people in the
United States suffer from allergic rhinitis

* Patients often self-diagnose based on their symptoms and treat through over-the-
counter (OTC) options, however, it is noted that patients often use multiple
medications to control their symptoms and costs are substantial

+ According to a Marple and Colleagues Study, many patients are confused by the
treatment options and the type of relief they offer

MEDO A Dymista
HIGHLY CONFIDENTIAL - MEDA_APTX02486014
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Diagnosis and Treatment

+ Primary Care Physicians, Otolaryngologists (ENTs), and Allergists most
commonly treat SAR

+ Physicians often diagnose SAR when treating other ailments such as asthma

+ Patients that seek physician intervention tend to have more severe symptoms for
which combination therapy is often prescribed

MDA , Dymista
HIGHLY CONFIDENTIAL - MEDA_APTX02486015
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Conclusions

+ It has been documented that the use of multiple medications is costly for the
patient therefore this presents an opportunity for Dymista as it provides multiple
benefits in one product

+ The SAR market continues to grow and there are opportunities for the Dymista
messaging with patients to combat over-the-counter switch

» Continue appropriate coverage of the physician targets via sales force efforts

mEDA . Dymistd
HIGHLY CONFIDENTIAL - MEDA_APTX02486018
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Market Dynamics

~ drug of choice
for allergic rhinitis
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HIGHLY CONFIDENTIAL. - MEDA_APTX02486017
SUBJECT TO STIPULATED PROTECTIVE ORDER 10



11000-1220X1d

Market Dynamics — Market Classification & Relevant
Market

+ Market Classification: Allergic Rhinitis (Seasonal and Perennial)

+ Allergic Rhinitis Nasal Spray Market is a $3.43 billion’ (gross sales);
56 million! TRxs

- Generic Nasal Sprays Represents
* $1.46B dollars’
+ 80% of TRx Business
« Fluticasone Propionate largest generic (41 million TRx)?

- Branded Nasal Sprays Represents
« $1.98B dollars’
* 20% of TRx Business

+ Inhaled nasal steroid (INS): Nasonex largest INS brand representing $1.35B (~$600 MUSD net
sales)?

* Managed Care coverage drives performance;

+ INS: generic Flonase Tier 1; Nasonex preferred Tier 2 (75% of covered lives) o

ST «  Status likely to change based on flonase going over the counter Dvmis‘ga
» Generics will cover 70-90% of patient lives

HIGHLY CONFIDENTIAL - MEDA_APTX02486018
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Quantitative Development

Nasal Spray Market —
TRx up ~6% over 2013; $3.4B in Value

Nasal Spray TRx
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Quantitative Development -

Nasal Spray TRx Market Performance
Nasal Spray Market TRx
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Qualitative Development- Decline in Branded Nasal
Spray Market requires brands fight for smaller piece of

pie

«  Branded market declining over last 5 years due to patent exclusivity loss and stricter managed care restrictions
(step edits and prior authorizations)

Brand Share of the Nasal Spray Market
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PITEN Source: SymphonyHealth, TR

Note: Generic segmentis the "easy” to access segment due to lower managed care formulary restrictions

and lower out of pocket cost to patient

HIGHLY CONFIDENTIAL -
SUBJECT TO STIPULATED PROTECTIVE ORDER

14

MEDA_APTX02486021



S1000-1220X1d

Branded Nasal Spray NRx Market Share
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Of note, Nasonex remains mostly flat at 68%-70% market share e e e ~
HIGHLY CONFIDENTIAL - MEDA_APTX02486022
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Method of Payment

g cash T edicai . Medicare
PrevYTD | CurrYTD | PrevYTD | CurrYTD | PrevYTD | CurrYTD | PrevYTD
L73% e 4% o 2 | 6% % | 21% | 20%
85% 7% 5% 2% 1% 12% 9%
A% U A% e | 7% [ ae%. ] 13%. ] B%- -
69% 4% 3% 15% 13% 16% 16%
899 il oese L[ e gk oot [ aanaeent Lo a0% 1 gt -
75% 4% 3% 12% 10% 13% 12%
TUR% | 5% A% A% % o e
7% 4% 4% 10% 9%
% il e b % gy 9%
6% 5% 2% 9%

BRAND
ASTEPRO-0:15% - -
DYMISTA
INASACORT-AQ -
NASONEX
OMNARIS: =
PATANASE
ONASE 25 2 1 33
RHINOCORT AQUA
VERAMYST: 0 il o
ZETONNA

+  Majority of branded competitors get business from managed care/3' party
+ IfNasonex goes OTC, 89% of TRxs come from managed care which has major
impact on branded & Dymista business —

MED& Source: Symphony Health - PHAST National Database ~~ &FF 53 U T
-15- Total Third: Third Party/Commercial insurance T8

HIGHLY CONFIDENTIAL - MEDA_APTX02486023
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Dymista Manage Care Coverage Comparable to New
Competitors

Formulary Definitions

Preferred: Brand is preferred on formulary; often results in a lowest brand copay to patients

Covered: Often the second lowest brand copay to patients

Restricted: Drug is not suggested for first-line therapy, often requires PA (prior approval) or a SE

(step-edit) e
FREDA Not Covered: Drug is not covered on formulary D’Vm!é‘si‘ﬁ

Not Listed: Data base limitation; assume restricted tier T

HIGHLY CONFIDENTIAL - MEDA_APTX02486024
SUBJECT TO STIPULATED PROTECTIVE ORDER 17
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TRxs Covered by Payer Type - Nasal Spray Market

Nasal Spray Market

2%

# ASSISTANCE PROGRAMS

& CASH

# COMMERCIAL

#/ MANAGED MEDICAID

# MEDICAID
# MEDICARE
-17 -
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Commercial Claims

Branded Product Filled Claims Reversed Claims | Rejected Claims
ASTEPRO 0.15% 77% 16% 7%
DYMISTA 67% 14% 19%
NASONEX 74% 19% 8%
OMNARIS 74% 14% 12%
PATANASE 74% 20% 6%
QNASL 73% 15% 11%
RHINOCORT/AQUA 72% 14% 14%
VERAMYST 73% 13% 14%
ZETONNA 72% 14% 14%

Generic Product :
AZELASTINE 85% 11% 4%
FLUTICASONE 88% 8% 3%
TRIAMCINOLONE ACET. 82% 12% 6%

All Products )
[NASAL SPRAY MKT 85% | 10% I 5% |

MEDA 4. Relacion aten crpt was not approved Loplatiii]
TR Reversal Rate= Script was approved but for various reasons never filled
HIGHLY CONFIDENTIAL - MEDA_APTX02486026
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 drug of choice =
. for allergic rhinitis

FEDS
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Competitive Environment

* Branded nasal spray market contains 19 brands, main competitors are:
- Nasonex
-0OTC’s
- Qnasl
- Patanase
2014 TRx Market Share Snapshot (7/2014):

ST Dymista
-20- -
HIGHLY CONFIDENTIAL - MEDA_APTX02486028
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Update to Nasacort24 Over-the-Counter

+ 9.9 MM units projected for 2014

« $124 MM sales projected for 2014

+ Over $400 MM in advertising

+ Bringing awareness to the consumer regarding nasal steroid sprays
« $15to $17 for a 30 day supply

+ Key message: 24 hour allergy relief

' Nasacort
Allergy 24HR

FRIEER
-21-
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OTC Digital Presence is Climbing

+ OTC category spend continues to climb and be more aggressive
+ Zyrtec had the strongest OTC digital presence in 2013

+ Zyrtec spent almost $11mm in digital spend in 2013

+ Claritin maintains the second largest OTC presence with over $4mm in spend

OTC Search Landscape

$660,000.00

i Alegra
#% Qaritin
# Iyttec

OTC Display Competition

58,800.00 _~$BC8,400.00
53750050

# Mo anf

& Ackvil Altgy
w allegea

# Chuitin

% 7yrer

Source: Kantar 2013

PREDS
-22-
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Allergy Search Landscape

+ One Playing Field For All OTC, DTC Across Same Keywords

FRESR

-23-
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Respiratory Market Key Events 2015

HIGHLY CONFIDENTIAL -
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Qualitative Dyna

little ta na taste pervers
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Market Dynamics — Conclusions
» Overall Nasal Spray Market is growing due to generics at 6%, branded market
has declined 13.1%

» Managed Care Formulary Coverage has major impact on Brand Prescription
being filled

+ 2015 there will be approximately 56 million Rxs of Allergic Rhinitis
- 20% will be branded (if no market changes); 11.2M TRxs
- 80% would be generic (if no market changes); 44.8M TRxs
» Major Market changes are planned which will impact the branded Rx market:
- Flonase OTC launch in January 2015
- Nasonex goes Generic or OTC

MEDS Dymisia
S2B- e e———
HIGHLY CONFIDENTIAL - MEDA_APTX02486034
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Product Dynamics

 drug of choice
. for allergic rhinitis

PIEDS
¢ =27 -
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Patient Insights

+ Patients need to feel absolutely miserable before they will go to a HCP for
intervention
- Patients do not view allergy as a serious enough illness to seek physician intervention
« Patients often cycle through home remedies and OTCs- these actions are often
based on the recommendations of friends or prompted by a TV ad
+ The Patient Buying Process for allergies now consists of 8 steps and can take several

seasons or years for patients to cycle through

MEDO Dymista
og. et ALLULASE
HIGHLY CONFIDENTIAL - MEDA_APTX02486036
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Patient Insights

» Patients are negative regarding their allergies and symptom relief

Top Topics in Messages about Allergies by Sentiment
January 1, 2013 — May 31, 2014

i Negative # Neutral i® Positive

Symptoms

Allergy Trigger
Medication Efficacy
Lifestyle impact

General Mention

HCP Interaction

Diagnosis ;g
otcvs. RX |
mERa 9. 0% 5% 10% 15% 20% 25% 30% 35% 40% 4%  oyPusta
HIGHLY CONFIDENTIAL - MEDA_APTX02486037
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Physician Insights

Allergists tend to position Dymista at the end of the treatment algorithm
- Step-up training
+ ENTs tend to move more quickly toward Dymista

» Cost/hassle factor seems to take precedence in positioning over patient satisfaction

or other outcomes measures
+ Primary Care Physicians have low awareness for Dymista
+ HCPs focus on Dymista components instead of benefits
* Physicians realize that they need to demonstrate value to their allergy patient

+  Physicians realize that they are losing their business to OTCs

FREDD 30 Market Sizing Study 3/13 & Converseon Social Listening Study 6/14 Dlesgﬁ
HIGHLY CONFIDENTIAL - MEDA_APTX02486038
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Product Dynamics

» For July 2014, ENTs contributed 29% of Dymista NRx volume (n=11,827),
allergists contributed 27% (n=11,101) and primary care contributed 29%
(n=11,827)

« Major Marketing Achievements (4.2)

- Since its launch, Dymista has increased TRx market share in the branded nasal spray
(BNS) market and is now at 10.1%

- Dymista is the #2 product in TRx volume in the branded nasal spray market

- Dymista market share within primary care has grown 31% YTD

TR 9 Dymista
HIGHLY CONFIDENTIAL - MEDA_APTX02486039
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Conclusions

 Exploit the misery of the allergy patients and give them a unified voice

Continue to build upon the success of the sales team

+ Leverage KOL advocacy to continue to build brand loyalty and

recognition

* Increase managed care access and reduce pharmacy switching

PR Dymista
~32- ——
HIGHLY CONFIDENTIAL - MEDA_APTX02486040
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SWOT Analysis

- drug of choice -
- for allergic rhinitis

PIEDE |
- -33-
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Dymista SWOT Analysis

Strengths

Weaknesses

Superior efficacy

Rapid onset of action with inflammation control with unique
delivery system and fine mist spray

Uniqueness of product — the only one in the market

Safety profife

Nasal spray delivery is viewed as cumbersome to patients
Sales force reach/frequency

Narrow indication (lack of PAR, ocular, & ped)

Lack of resources for pull through

Opportunities

Threats

Patients and Physicians still feel unmet need in seasonal
allergy products — Dymista opportunity

Heighten awareness of misery and drive patients to the
physician

Flonase & Nasonex going over-the-counter (OTC) giving
greater share of voice in the branded Rx market to Dymista
Patient/Consumer audience

Majority of nasal spray market is generic (low-cost)

With more OTC options, patients may go to the doctor less or
delay seeking intervention

Nasonex may go generic resulting in patients switching due
to low cost and high brand awareness; MHC may no longer
cover brands

Access declines to less than 58% of lives

Low consumer awareness

RS
-34-

HIGHLY CONFIDENTIAL -
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Conclusions from SWOT

+ Dymista is unique — the only “One” in the market

+ Dymista has a clinical difference with efficacy and speed of onset

» To achieve 2015 sales goals, managed care coverage without restrictions will be
critical

+ Plan to focus on patients through digital in 2015; still unmet need in Seasonal
Allergy products

« Major market changes continue to impact branded Rx market

+ OTC impact - patients may leave Rx market, but many may come back due to
dissatisfaction

+ Generic Nasonex — physicians and patients may opt for lower priced product that is
Tier 1 for formulary coverage
+ Managed care organizations may abandon second tier category for allergic rhinitis

PIEDO 5 Dymista
-35. e — e
HIGHLY CONFIDENTIAL - MEDA_APTX02486043
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Key Issues
Strategic Planning

Dvmista

drug of choice
for allergic rhinitis

FRRIR
-36-
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Key Issues

1) Dymista is grouped into a branded market that is declining, though Dymista is
not

2) SAR sufferers minimize their suffering and don’t see the doctor until their misery
is intolerable

3) Brand awareness is low among non-targets and consumers
4) Sales force reach is limited due to size and priority focus
5) Managed Care is reluctant to change formulary- out of our control

RIS Dymista
-37- —_—
HIGHLY CONFIDENTIAL - MEDA_APTX02486045
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Dymista Strategic Map

"Sales force reachis

“limited due tosizeiand: q

ty

“Gopiay program Vi3 3 surround”
ssound approach -

HIGHLY CONFIDENTIAL -
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2015 Major Initiatives Aligned to Strategies

" Brand awareness is low-

l.r medra drwmg
Sneezecast

Sa Ies force reach is

Managed Care |s reluctant )
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Over-the-Top Initiatives

FEDS
- 40 -

HIGHLY CONFIDENTIAL -
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&

Qualitative Objectives

S5
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Quantitative Objectives

PBEDG
_42-
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Pricing Strategy

* Plan to increase price in January 2015 by 10%

« Current net sales price is $82.20

FMEDSS
-43-
HIGHLY CONFIDENTIAL -
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Life Cycle Management

+ LCM team has identified the following three key imperatives:
* VMR Indication
* Pediatric Indication

+ QD Dosing

+ The team will focus on building the business case for each (with the exception
of peds) and present to the ET

MEDN Dymista
.44 - .
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Tactical Planning

" drug of choice
. for allergic rhinifis

FRELHR o
¢ -45-
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Key Drivers of US Field Force Effectiveness

Sales force reach and optimal alignment
- Sufficiently sized to reach a sufficient percentage of the overall prescribers
- Appropriately aligned to target best customers to imi tu sales force investment

Sales force influence in prescription fulfillment
- Possess effective methods to generate and sustain patient advocacy before purchase

- Able to demonstrate a simplified path to product access by the patient at the pharmacy to prescribing
customers

Sales force training and retention
- Able to frequently gain access to high potential prescribers

- Trained to deliver a distinctly unique and competitive position derived from proven clinical and
pharmacoeconomical features

- Capable of persuading customers to change prescribing habits

FVED S Dymista
4. et ALLLELANE
HIGHLY CONFIDENTIAL - MEDA_APTX02486054
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Sales Force Key Imperatives

Imperative 1: We must continue to maximize the investment in field sales representatives
by removing rate limiting factors such as pharmacy interference and sampling constraints,
thus expanding call productivity

Imperative 2: We must successfully launch Aerospan to the market in a manner that
provides favorable Aerospan revenues without detracting from Dymista growth potential

Imperative 3: We must achieve an appropriate balance of time and resources when
promoting the respiratory franchise of Dymista and Aerospan within the same customer
offices

Imperative 4: We must focus on retaining and developing our top talent by identifying top
talent, understanding risk retention factors, and implementing retention tactics ... N

meDe . Dymistd
HIGHLY CONFIDENTIAL - MEDA_APTX02486055
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Target Group Definition, Visit Coverage & Reporting

+ Targets are based on the TRx potential for the Branded Nasal Spray (BNS) market
Visit Coverage (8.3.1.2):

Field Reporting (8.3.1.3):
+ All Representative-physician visits are recorded in the Meda M| system where it

eaemey tracks visits and samples dropped (if applicable for that visit) Dymista
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Dymista Refreshed Messaging - “Help Allergy Haters

Enjoy the Season”
Front Cover of Sales Aid
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Key Marketing Initiatives - Sales Force

MDD
-50-
HIGHLY CONFIDENTIAL -
SUBJECT TO STIPULATED PROTECTIVE ORDER 51

MEDA_APTX02486058



€5000-1L220X1d

Key Marketing Initiatives — Sales Force (Cont.)

PEDO ; Dymista
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2015 Sample Allocation

Assumptions
* Assumes samples will continue to be shipped out of Goa

* Assume 246 territories with approximately 80 targets each
*  What happens with AMRs?
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2015 Creative Campaign
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Key Marketmg Imtlatlves Soclal Medla

Unbranded mlcrosite speakihg to the misery caused by
aliergies

Raises allergies as an issue that should be taken serlouslv
‘Gives allergy sufferers a unified voice

_SneezecastYouTube

ezecast Twitter SAR sufferers. . . Unbranded" mlcr05|te speakmg to the mlsery caused by
ST . T allargies :

. Ralses aIIergles as an issue that should be taken senously .

déd Banfer.ads

Placed on consumer allergy pages to dr|ve traf
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Marketing Initiatives - Advocacy/Opinion Leader
Management
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Key Marketing Initiatives - (Rx Fulfillment / Trade)

holesalers and Reta
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Key Marketing Initiatives Going Forward- AMR
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Key Marketing Initiatives — Sales Operations

L2 Dymista
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Summary: 2015 Medical and Scientific Affairs Tactics
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- for allergic rhinitis

FHE DR
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Budget Allocation & Goals

2015 Dymista

* A&P:526 MUSD
* Net Sales Goal: $ 97 MUSD
* TRxGoal:1.16 M

* Exit Market Share Goal: 6.1%
* Exit Branded Share Goal: 27.4%

FRENSS
- 66 -
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A&P $26 MUSD

67

# Selling Materials

& Conventions

# Access Card

% Speaker Programs

# e-business

# Lunch and Learns

# Managed Care/Trade

: S | Y PP~}
SMPES Dymista
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f e e

Promotion/Sales Table

* Assumes a cost of $200,000 per rep

FIEDSR
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