Embedding Patient Centricity

“_ Across Biopharma
| " \ From Asset to Enterprise Transformation
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“Commercial strategies that overlook the patient journey
miss the point — it isn’t just about prescriptions or even
science, it's about getting the right drug to the right
person at the right time in a way that feels personal...like

your strategy was always only ever about me.”
Oncology patient advocate, FDA Listening Session 2025

“Research tells us if we can, but patients tell us if we should.”
Anthony Yanni, Astellas, Patients as partners 2025
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Self-Reflection

If you could view your company through a patient’'s eyes—what would
they say you do for them, versus fo them?

| If patient outcomes aren’t part of your enterprise KPIs, how do you
| know if you're succeeding?

Can you point to one enterprise-level decision in the last year
that changed because of patient input?

| Who in your organization ‘governs’ the authentic patient
| experience?

LLmani‘ty = KPI: Key Performance Indicator




The Strategic Shift: From Assets to Outcomes

FROM: Traditional Pharma Approach TO: Transformed Patient Centric Enterprise

Pipeline & portfolio optimization Patient outcome and experience optimization
>
Product launch as the endpoint Continuous patient journey engagement across lifecycle
>
Clinical datasets as source of truth Diversity of data: patient experience data and RWD drive decisions
>
Disease and treatment focussed Life context and well-being focussed
>
Brand silos Integrated enterprise around patient ecosystems and segments
—>
Internal data control Trusted data partnerships with patients and communities
>
Transactional engagement Relationship-based feedback models

Lumanity RWD, Real World Data 4



Why transformation is urgent
A flexible and agile strategy is critical to meet the pace of change across the industry
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O Today’s biopharma is shifting rapidly toward personalized medicine, digital transformation, and patient-led decision making.
Patient-centricity is no longer optional — it is a strategic differentiator for trust, adherence, and innovation relevance.

Lu‘nﬂnity =  DTC, Direct to Consumer; EMA, European Medicines Agency; FDA, Food and Drug Administration; HTA, Health Technology Assessment




Patient centricity yields benefits across drug lifecycle

Lead
Optimization

50%) Faster @%

recruitment

Compared to the other
innovation types (6-11
months) and all trials (7
months)
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Pre-Clinical

61 days

Potentially saved
for each protocol
amendment

A study demonstrated
that a protocol
amendment can add up
to 61 days to the clinical
trial, that get to 90 days if
considered a substantial
amendment

Phase 1

$535K Direct

costs saving by
avoiding one
substantial protocol
amendment

On average, one
amendment adds 80
days to the development
timeline and costs
$141,000 for phase 2
trials, with indirect costs
(mainly personnel time)
estimated to be 3 to 4
times higher

Source: 1) Lumanity analysis and 2) www.pfmd.org
EMA, European Medicines Agency; PFMD, Patient Focused Medicines Development; RWD, Real World Data

Phase 2

87% of trials

=
with significant patient-

centered elements
obtain positive results

Data indicate that
adaptive, patient-centric,
precision medicine, and
RWOD trials improve drug
launch chances,
increasing phase Il and
Il launch likelihood by
10-21 percentage points
compared to traditional
methods

Phase 3

@)
71% of patients

bring real-life
experiences

EMA provides advice to
drug developers
incorporating patient
input for many years.
Patient contribution
significantly impact
recommendations, and
in over half the cases,
this led to further
discussion on relevant
patient perspectives

5
20% Increase ’/\.49/

a2
in chance to launch

Drugs developed using
the innovative trials
(adaptive, patient-
centered, precision
medicine, RWD) showed
a 10-21 percentage point
increase in phase Il and
Il likelihood of launch
compared to drugs
developed without using
these innovations

+$25M Net Wg;

Present Value
Increase

The earlier approval
increases the present
value of revenue and
increases cumulative
revenue since revenue
generally tapers very
quickly after patient
expiration.

s+ PFMD.org
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http://www.pfmd.org/

Patient-Centricity Drives Compounding Benefits and Differentiation in

Competitive Markets

Activating Patient

Engagement/Advocacy o O
Programs: ﬂ po
Engage and activate
patient/PAGs through tailored .
support initiatives, resources and Experience:

and advocacy

/

Disease and product awareness

b

Empowering Positive Patient

partnerships Deliver exceptional patient
experiences that foster trust, loyalty,

LN P
Amplifying Self and Professional
Advocacy through Communities:
Amplify corporate and brand reputation
and reach through empowered patient
voices and community networks

Expanding Patient Base:
Accelerate by leveraging
patient-driven awareness,
expanding the patient
population while being seen as
a trusted partner

Patient Empowerment and Activation

Lunqnlty PAG, Patient Advocacy Group



Where to Start? Redefine your core purpose

T
H e Embed Patient Build an Reframe brand Establish patient Operationalize
= a 'e_n _ Impact as a integrated data narratives around centricity reporting co-creation with
centricity measurable and insight VALUE: outcome to senior patients and
cannot be enterprise KPI ecosystem of improvement leadership: build communities
J . innovation rather than a culture of across the
_delegated' product features empathy and enterprise
O itmustbea agility
U mindset,
R reinforced b
| y By 2030, regulatory and market expectations will
N _Cu ture_ and Q& make patient input mandatory. Early adoption
= Incentives builds credibility and differentiation.
O I e
The next generation of “blockbusters” will be
ecosystems, not products—combining treatment,
I@ diagnostics, and digital support tailored to real-

| world patient journeys

Lumanity

KPI: Key Performance Indicator




Patient Strategy Playbook Framework & Content

* Playbook overview, goals, and the critical
role of patient-centric GTM strategy in

S : " driving success 2. Understanding the Patient
10. Operationalizing Patient-Centricity ‘ .
+ Refine patient journeys, segments, and personas to
authentically capture the voices and perspectives
of patients

3. Stakeholder and Ecosystem Mapping

« Align key stakeholders, including HCPs, PAGs,
and payers to foster collaboration for improved
patient outcomes

* Immediate, mid-term, and long-term path to
ensure integration of Patient Strategy
Playbook into launch preparations

9. Tools and Resources 0

«  Streamline patient-centric processes with tools
that facilitate enroliment, feedback surveys,
patient/PAG workshops, journey mapping, etc.

8. Best Practices and Lessons Learned @ B 4. Patient Engagement Strategy
\

Patient Strategy + Develop strategies to identify, support, and
PlaybOOk connect patients while evolving with patient-
driven insights

5. Patient Support Programs

*  Build programs providing tailored support,

«  Share overarching guiding principles, best
practices, and lessons learned about
patient-centricity

7. Compliance and Ethics ‘

) Prov@e guidance for engaglng patients, treatment access, and resources to
caregivers, and PAGs with respect to

privacy, ethical standards, advertising & 6. Program Monitoring and Evaluation empower and guide patients

promotion, socia(ljmet?ia & digital » Establish KPIs, feedback mechanisms, and
engagement, and patient support programs continuous improvement processes to track

effectiveness and refine strategies

Lumanity
GTM; Go To Market; HCP, Healthcare Professional; KPI, Key Performance Indicator; PAG, Patient Advocacy Group



Companies that define their mission around outcomes (not
molecules) are positioned to thrive in value-based healthcare
ecosystems emerging over the next decade.

In 2025, patient centricity is still often a strategic
initiative — by 2030, it’s likely to be the operating
system of the pharmaceutical industry. The companies
that succeed will be those that move from listening to
patients toward building with patients, integrating patient
priorities into every decision from molecule discovery to
market access as part of an enterprise wide standard of
best practice.



Q&A
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Thank you

u Lumanity

Tim Barder: Tim.Barder@lLumanity.com

Susan Daniels: Susan.Daniels@Lumanity.com
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