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Must-Have Marketing Skills

Medical-
Focused

Top marketers need to first master the basics and then apply them in their
day-to-day work.

Participants begin this program with an online learning module even
before arriving at the group seminar. This allows them to engage more
deeply with the learning content at the actual seminar and participate
proactively in exciting discussions with other participants from various
companies in the healthcare industry.

This is a practical program developed with our vast industry experience.
Over the past several years several hundred participants have already joined
and recommended it to others. Fill in your application today!

B} This course is for:

P Those who have just moved from the field or other responsibilities to marketing or sales planning departments
P Staff in sales planning / promotion, clinical development, and medical sections that collaborate with Marketing
P Junior brand marketers

P Those in related areas who require a solid basic overview of medical marketing strategy

= About the Seminar

Basics of Medical Marketing

See how to create PEST, SWOT, KSF's, and action plans as part of a comprehensive flow, not as stand-alone pieces. Participants
will deepen their understanding of basic themes and recent changes such as in regulations around HCP promotions, increasing
focus on patients, etc. This seminar will help participants reach a higher level of marketing capability by understanding and
applying the logical process behind the basics of marketing, instead of just doing it in their own way.

Accelerate learning with pre-study online material

Participants will be required to pre-study online. This will lead to an active discussion at the actual seminar and deeper learning.

Hypothetical Case Study—Easy to apply to actual product

The seminar includes a heavy focus on group work using a “hypothetical” pharma case study. Themes addressed in the case
study include: generic penetration, differences in competitive products’ indications, guidelines, proper usage vs. off-label, etc.
The case feels very real and allows participants to immediately apply their learning to their products back in the office.

Action learning boosts understanding & memory

3Rock programs are more than textbook learning. Participants build a deep understanding through group work with peers from
different companies and standpoints in the healthcare medical industry. Sharing different approaches gets the teams thinking and
guestioning their own “stock” approaches, bringing new understanding and building retention.

Clear, applicable advice that only 3Rock can provide

3Rock does business with 18 of the 20 top pharmaceutical companies in Japan, which allows us a wide range of experience from
which to provide suitable feedback to participants.
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= Seminar Content and Flow

_,— From our website or by fax.

— Anindividual ID is issued for pre-learning activities 2 weeks before the
Seminar. Please usethe ID to access our e-learning site.

Application

)

wks before
actual seminar

e-learning —— Seminar will be held at a specified venue.

Strategic Marketing Process

This seminar provides an overview of the strategic marketing process in Medical, including situational
analysis, identification of key issues, strategy formulation, implementation, and monitoring. We will
explore the concepts and tools used in each stage (3C’s, Patient Flow, PEST, SWOT, Segmentation,
Targeting, Positioning, 4P’s, KPI's) to understand their meaning and purpose. We will briefly explore
the main trends and keywords affecting the industry.

SWOT & Key Issues

This session focuses on improving the quality of participants’ yearly SWOT analysis exercise through
better understanding of the tool’s meaning, role, usage, and application. We will focus on how to
express the content discovered in situational analysis, which items to include, how to prioritize those
items, how to logically move from a completed SWOT to identifying key brand issues, and how to
formulate those issues into a basis for brand strategy.

© Brand Positioning Statements

Without a short and clear summary of the strategy created through SWOT analysis, key brand
messages won't reach sales representatives on the front lines. Who is the target? What product
benefits should be emphasized? What differentiates our product from others? What Doctor and
Patient needs do we fully address? This seminar will address the importance of having a simple,
logical and powerful positioning statement, and help participants understand how to build one.

2

< 1.5 day Seminar ><

Actual
Seminar

E | have taking several marketing trainings in the past, but this program was the most practical, with very easy to understand

explanations of concepts such as SWOT and PEST. Previous training lecturers did not have satisfactory knowledge about the

pharmaceutical/healthcare industry, which left me disappointed. | could gain a lot from this lecturer because of his extensive
knowledge of the pharmaceutical industry.

a Although | had learned about "Strategy" & "Marketing" from books and through my experience, | was never able to retain very
much. However, this training was very systematic and organized. It helped to change my mindset so that I'm more likely to adapt
my behavior and way of thinking at work in a more positive direction. What's more, | was glad to learn how to prioritize, something

that is not easily understood from textbooks.

a We spent a lot of time discussing in groups, so | was able to discover that that there are various ways of thinking and viewing
issues, even within in the same framework. Although the time allocation was tight, the training was highly satisfactory.

E | learned the significance of analysis, so this training was very useful. Although | am not a marketer, | was able to understand the
logic behind what the marketing department does.

At 3Rock, we want to contribute to building a better healthcare environment in Japan as the country faces
significant challenges with a rapidly aging population. In addition to offering high-value consulting services,
we are proactive in adopting new approaches and working together with our clients to better understand
both their customers and the competitive environment in which they operate. While analysis and planning
support is important, we also provide ongoing follow-up, through project implementation and validation.

3Rock KK

Our talent development and strategic consulting work has been widely recognized across the
pharmaceutical and healthcare industry for delivering real value for companies and their stakeholders.
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Medical-Focused “Strategic Marketing Basic” Application Form
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