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1. BOAS-VINDAS — Cassio Damacena e Nelson Mussolini
2. Panorama do Cenario Brasileiro — Marcos Calliari

3. Novos Formatos para entendimento do mercado através da neurociéncia —
André Carvalho

4. PANORAMA GLOBAL SOBRE O SETOR FARMACEUTICO: NOVOS
CLIENTES, NOVOS MERCADOS EA MUDANCA DO RELACIONAMENTO
DA INDUSTRIA FARMACEUTICA COM OS STAKEHOLDERS - Jo Appleton
5. PANORAMORA LATAM — Laura Romero

6. APRESENTACAO PERFORMANCE FARMACEUTICA — Cassio Damacena
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CONFIANCA DO CONSUMIDOR
Fevereiro 2023

indice de Confianca do Consumidor (INC)

Em outubro de 2020, o indice ultrapassou
pela primeira vez a marca dos 50 pontos
desde o inicio da pandemia

Impulsionado pelo fim da pandemia e inicio
do novo governo, o indicador de confianca
subiu consecutivamente até atingir 57.6
pontos em fevereiro/2023 (maior média
desde maio de 2013)

Ja em marco, o indicador recuou -1.4 e
fechou em 56.2 pontos na escala de O
a 100.
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Fonte: Ipsos National Index / Consumer Confidence —Mar¢o 2023
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Brasil:

Marcgo 2023: 56.2
Ultimo més: 57.6
12 més atras: 45.2
All-time high: 65.7
All-time low: 35.0

Média Global:
Marcgo 2023: 48.5
Ultimo més: 48.7

12 meses atras: 46.6
All-time high: 50.7
All-time low: 40.0




INDICADORES DE CONFIANCA — Marco 2023

A ECONOMIA DO MINHA SITUACAO FINANCEIRA  EM 6 MESES, A ECONOMIA DO EM 6 MESES, MINHA,SITUACAO
MEU PAIS ESTA RUIM ESTA RUIM MEU PAIS ESTARA MAIS FORTE FINANCEIRA ESTARA MELHOR

Fonte: Ipsos National Index / Consumer Confidence — Margco 2023




RUMOS DO PAIS — Marco 2023
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MAIORES PREOCUPACOES BRASIL — Margo 2023

é POBREZA E DESIGUALDADE sociaL 40,5%

¥ -25

4 41

@ SAUDE 35,8%

¥ -12

#a® CORRUPCAO POLiTICA  30,6%

@) NFLACAO  28,4%

~

DESEMPREGO 289%

& cebucacho  26,4%

L’; AMEACAS AO MEIO AMBIENTE 12,6%

/\  AUMENTO DO EXTREMISMO 9,3%

@ MUDANCAS CLIMATICAS 9%

@ covip-19  5,4%

W, GUERRAS E CONFLITOS MILITARES 1,9%

Ranking Global | Marco 2023:

Inflagdo: 41,1% ¥ -09
Pobreza/Desigualdade: 30% =

Desemprego: 27,3% & 07
Crime/Violéncia: 26,9% 2 +09

Corrupcdo Politica: 22,7%  # 03

Fonte: Ipsos Global Advisor —
What worries the world — Margo 2023




GLOBAL
TRENDS
2023

8 © Ipsos | Global Trends | Feb 2023 | Version 2 | Public



IPSOS GLOBAL TRENDS

Em 2019, usamos analises avancadas e
perspectivas de nossa equipe de
especialistas em tendéncias e previsao
para analisar 370 perguntas em 36
mercados, identificando 36 valores
globais e 12 tendéncias, que
acompanhamos desde entao.

Nossas atualizagcGes anuais destacaram
como nossas 12 tendéncias mudaram —
Oou nao mudaram — ao longo do tempo.




Ildentificamos seis
Macro Forcas que
iImpactam
sociedades,
mercados e pessoas.

|
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Sociedades em
Fluxo

Envelhecimento Migracao
populacional comunitaria

- Fuga de
cérebros

- Programas de
assisténcia social

- Baixa taxa de
natalidade

Grande
concentracao
urbana

Mudancas
climaticas
Circunstancias
politicas

Emprego/desem
prego

68%

da
populacao
mundial
vivera em
areas
urbanas até
2050 (vs
47% em
2000)*




Sociedades em Maior diversidade

Fluidez identitaria i Evolugoes do
estagio da vida

Fluxo étnica e religiosa
Religiao e a DefinicOes mais - Mudanca nos
espiritualidade Inclusivas de estagios
gradativamente género, tradicionais da
menos associadas sexualidade e vida
a geografia identidade - Mudanga nas
definicOes de
sucesso
- Casamentos

mais tardios com
menor quantidade
de filhos




Avancos dalA e

computacao quantica

Aceleracao Tecnologia A fronteira
tecnologica difundida imersiva

- Ritmo acelerados - Metaverso, Novas expectativas
dos avancos realidade virtual em torno das
tecnoldgicos NFTs. iméveis funcbes da

- Grande virtuais computacao
penetragao da - Plataformas avancada

Internet na hapticas de RV Ex: ChatGPT
populacao global




Aceleracao
tecnologica

: ~ Preco da

2X

Busca pela - Reducao da

s . A proporcao
substituicdo da frequencia de global de
mao de obra uso d_as redes robds para
humana pela SOCIalS funcionarios
automatizada/rob6 - Sobrecarga de na
tica informacgoes manufatura
Ex: bots de - Reducao d? | ggg;ozu(ffide
atendimento atencao coletiva. 10.000)




Desigualdades Ascensio e queda Mudanca de poder Disparidades de
e das classes médias dos funcionarios riqueza geracional

Oportunidades

- Menor influéncia

da renda da
classe meédia nas
economias
avancadas e
maior influéncia
nas economias
em
desenvolvimento

. Crescente

desigualdade de
rigueza

- Sindicalizacao em

ascensao em
alguns paises

- Trabalho hibrido
- Pressao por maior

flexibilidade da
jornada de
trabalho

Possivel
diminuicao do
poder econOmMico
dos millennials em
relacdo a Geracéao
X e aos baby
boomers




Desigualdades

Impactos da Estruturas de do mundo

e : inflacao valor alternativas 1 l estara em
Oportunidades recessio
F=t - Permanénciada - Organizacoes em 2023

alta inflacao autonomas Kristalina Georgieva,

maioria dos paises  descentralizadas  1de jancie do 2025°

- Continuo - Criptomoedas

impacto dos - Capitalismo

precos globais de regenerativo

energia na

economia e nos

gastos do

consumidor




Emergencias Uma maneira
Ambientais M.u d§|r]gas mais ecoldgica EHRSEE Ol
climaticas de pensar desenvolvimento
- Inundacoes - Descarbonizagdo  Ameacas para a
- Perda de . Politicas para vida humana:
biodiversidade limitar o impacto - Superpopulagéo
- Climas extremos  ambiental - Excesso de

desenvolvimento

- Uso atual de 150%
dos recursos
ecologicos
renovaveis da

28 JUIhO Terra

Dia da Sobrecarga da Terra em 2022: a data em
gue a demanda por recursos naturais esgotou o
que a Terra pode regenerar® E

- Futuras disputas
pelo controle de
recursos naturais




Frag!nentagﬁo Platé da Dilemas de
politica globalizagdo seguranca $ 5 m
Tecnologia - Elevada posse
da- conectando pessoas de dados pelas 0 custo
f { . Adli
com pensamentos Big Tech meqm
Q semelhantes estimado de
"0 W . Criacdo de uma - Ameacas de um incidente
‘ ' visdo de mundo mais ataques de violacao
S insular cibernéticos de dados
Valorizagdo do globais em 2023°

acesso ao COmercio
. o - Demanda por
€ a comunicacao

global maior seguranca
dos dados

© Ipsos | Global Trends | Feb 2023 | Version 2 | Public



Fragmentacao Aumento dos Desigualdades Instituicoes
politica conflitos geopoliticos arraigadas repensadas
- Russia x Ucrania: - Processo de - Insatisfacdo com
a primeira guerra paridade salarial  gjstemas
na Europa desde  entre homens e politicos atuais
o fim da Segunda  mulheres - Desinformac&o
Guerra desacelerado - Ameacas a
- Guerras civis e - Maior democracia
insurgéncias, em reconhecimento
Mianmar, Etiopia 90 racismo
sistémico

e lra
- Ampliacao dos

debates sobre

desigualdades




Bem-estar
completo

Crescente crise de

saude mental

- Aumento da

prevaléncia de
estresse, ansiedade e
depresséao
desencadeada pela
Covid-19

. Aumento da ansiedade

climatica, de bem-
estar e de guerra,
causada pela Covid-19

Desigualdade
sistémica em saude

Avanco da
expectativa de vida
em paises
desenvolvidos

Desigualdade no
acesso a saude que
continua a determinar
a longevidade de vida
com base no privilégio

Integracao de
saude e tecnologia

Terapia bionica e
gendmica

Dispositivos de
monitoramento passivo
da saude domeéstica

Medicina regenerativa

1em38

pessoas vivem
com um
transtorno de
saude mental’



DESDOBRAMENTOS DO ESTUDO GLOBAL TRENDS

DECK PUBLICO CUSTOMIZACOES
- Relatorio padréo PADRAO CURADORIA WORKSHOP

disponivel no site

dalpsos Apresentagio Light: contextualizagio Aplicacio de
- Dados parciais customizada completa para categoria e cases tendéncias para
com angulo de Full: servigos light + estratégia de marca
foresight recomendacdes

estratégicas
Programa Tendéncias:
servicos full +
mapeamento de tendéncia
+ campo de observacéao e
framework analitico




NOVOS FORMATOS PARA
ENTENDIMENTODO
MERCADO ATRAVES DA
NEUROCIENCIA -

André Carvalho
Mindbeat Comunicacao

21 de Marco de 2023
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Ipsos }

959%0 dos processos
mentais ocorrem no
inconsciente
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Como aprofundar no entendimento do publico e se ~
conectar com suas necessidades mais inconscientes?




T 4

Ipsos
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Dialogue com as emogcoes
“"Pensamos com o0 NnOSSO Corpo e
com as nossas emocg¢oes, nao
existindo razao pura.”
Antonio Damasio




Tenha uma
historia para
contar

Que necessidades minha
historia atende?




Ouvir
Ler nas entrelinhas
Pensar como o publico
pensa
Apresentar

37



-9
é

Estimulos abundantes x atencao escassa = Economia da atencao

38
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Bonus: repeticao consolida
1- 95% dos processos mentais sao inconscientes
2 - Emocoes sao gatilhos para a tomada de decisao
3 — Que historia ha para o publico no que vocé comunica?

4 - Pensando como o publico pensa



HEALTHCARE:
ASECTOR
UNDERGOING RAPID
TRANSFORMATION

" 2 /I//'

A global view on health mdus
and thelir impact —

Dr. Jo Appleton

.
-

21 de Marco de 2023
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MEET YOUR PRESENTER

Dr. Jo Appleton

Chief Client Officer, Healthcare, Ipsos

Location: United Kingdom
E-mail: jo.appleton@ipsos.com

Linkedin:  https://www.linkedin.com/in/jo-appleton/



https://www.linkedin.com/in/jo-appleton/

ABOUT MY JOURNEY

Career Highlights

AstraZeneca

© Ipsos | TRIMESTRAL




PRESENTATION AGENDA

Global Health Sector Insights & Analytics
Trends Trends Trends




WHAT WORRIES THE
WORLD?
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A global view from Ipsos

© Ipsos | TRIMESTRAL

IPSOS GLOBAL
TRUSTWORTHINESS "
MONITOR

STABILITY IN AN UNSTABLEWORLD

|
GAME CHANGERS |Ipsos/

A'NEW WORLD
DISORDER?

Navigating a Polycrisis

GLOBAL
TRENDS

GENERATION Z -
DO THEY EXIST |
AND WHAT
INFLUENCES
THEM?




Age of

© Ipsos | TRIMESTRAL




A time of global uncertainty

Inflation & economic uncertainty Political instability

© Ipsos | TRIMESTRAL



INFLATION, THE NEW PANDEMIC

Which three of the following topics do you find the most
worrying in your country?

Inflation has

40% 40%
taken over N S —
from as —— el

20%

the most
worrying e

5%

0%
Dec 2021 Feb 2022 Apr 2022 Jun 2022 Aug 2022 Oct 2022 Dec 2022

! ) Jesf & AN

Inflation Poverty & social Crime & Financial/politic Coronavirus
inequality violence al corruption 11th place this month

Base: Representative sample of c. 19,504 aduits aged 16-74 in 29 participating countries, December 2021 - December 2022,
Source: Ipsos Global Advisor. Global score is a Global Country Average. See methodology for details.




Citizens are unhappy with the directions their

governments are taking

ws' -\
Fr ench \
Workers bri \
g rin : ol N \
cs;tands“" in secong f,’,Pa"s Wa Pt o
2 - of e O
62% surveyed OVET Pension reformg - Stke e\
g e e 2 aes o
l e e on e \
believe their i S\
0o e Xl \
0 (e \
o o e o
t . e’ﬁo‘mpa_“ S Ui:::;zt\d“:::;q V& a \
o0 i = <e2® e X o
country is
Poikad <ad effec \ ~ o(e‘e“e

heading the

L= Wefeelbetrayed': Peruvians on anti-
~¢ government protests

fof
ear\d i
y Peruvians speak up about inequality as President Dina Boluarte
declares state of emergency in Lima

XSt eqe“

the firgt maj

tion againgt the

took part, st es
" Strikes that g, ol
i Y bre
Eiffe| Tower to visito, ught the transpo,

In Paris, more than 100

Schools
the maior e, ication un 'S were expecteq

on FSy) Said on Twitter

to close Tye,
Sday as 60y, Of teachers Walkeq
out,

Base: Representative sample of . 19,504 adults aged 16-74 in 29 participating countries, December 2021 - December 2022,
Source: Ipsos Global Advisor. Global score is a Global Country Average. See methodology for details.
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There is not a uniform set of attitudes

Inflation and Price Increases: Generational Views

B GenZ M Millennials

76%

| will continue to do
business with companies
that raise their prices as

long as the quality of
their service continues to

| am tolerant of
moderate price increases
for brands that | know
value my business

meet my expectations

50%
44%
39% 389

| expect to see price
increases translate to
near-term customer
experience
improvements

© Ipsos | TRIN

52%

43%

35%

Gen X M Boomers

62%

56%
50% 91%

83%

77%
66% 66%

| expect to see price
increases franslate to
long-term customer
experience
improvements

For companies where
I've been a long-time
customer, | am
empathetic when they
need to increase
their prices

(Source: Ipsos survey conducted September 27-28, 2022, among 1,005 U.S. adults.)

36%
32%

28%

| am empathetic with
small businesses that
need to increase
their prices

| am empathetic with
large, multi-national
organizations that
need to increase
their prices

United
States




The
Good News

© Ipsos | TRIMESTRAL



There are high levels of trust in Pharma

Global trustworthiness (%) by sector

vs. 2021 Trustworthy (36) Untrustworthy (%) wvs. 2021
Pharmaceutical — +3 4 2 0
o - ‘The Pharmaceutical sector is
g 4 the most trusted’

Financial services n/a

Energy nla

Consumer packaged goods n/a

W
£
...

OQil& Gas +1
Source: Ipsos Global Trustworthiness Monitor 2022

B
(4]
IS
4

A L ) . -,
The Goverment  +2 Sample: Global country average of 16,017 online interviews across 21 countries, Citizens aged 16/18-74, August 26-

September 9 2022. Brazil n=1000, Argentina n=500

&
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Social media companies

AW Statistically significant difference since 2021

Q: Pleasa look at this list of different types of onganisafions and insfitutions. In general, do you think sach is trustworthy or
untrustworthy? Source: |psos Global Trustworthiness Maonitor: Global: Global Country Average of 16017 online interviews
across 21 countries ©.500-1000 online interviews per country aged 16/ 8-74, August 26-September 9 2022,




The professions making a difference to our

health & wellbeing are also highly trusted

Global trustworthiness (%) trends 2018-2022

) VS.2021 | v5.2019  Vs.2018
64%  57%  55%
61%  50%  59%
55%  53%  52%
a1% % 43%
8% W% 7%
0%  38%  39%
37%  33% 3%
30%  28%  25%
1% | 25% | 24%
25%  23%  23%
26%  24%  21%
5%  23%  24%
23% 2%  21%
23% 2%  20%
23% 2% 2%
5%  13%  13%
5%  13%  12%
10% 0% 9%

u+]
(=]
N
.
3
g
]

Doctors

Scientists

Teachers

Armed forces
Ordinary menfwomen
The police

Judges

Lawyers

TV news readers
Pollsters

Clergy / Priests

Civil servants

Source: Ipsos Global Trustworthiness Monitor 2022 Journalists
Sample: Global country average of 16,017 online interviews across 22 countries, Citizens aged 16/18-74, August 26- Bankers
September 9 2022.

Business leaders

Advertising executives

Government ministers

Politicians generally

Q Please look at this kst of difisrent types of people. In general, do you think each i trustwortiy or untrustworthy in your country? Source: paca
Global Trustworthiness Monitor: Scores presented here are basad on a 22-country average covering only those countriss which have parficipated

© Ipsos | TRIMESTRAL in &l pravious waves of tha survey. The figures diflar slightly from the 28-country average presented alsewhera. Note that Russia was incuded in
previous waves but has been omitted from 2022, meaning the 2022 figures do not reflect the same sample a8 2021 or previous waves.




Choices over
healthcare

People want more direct
access to healthcare and
more control over their
solutions and outcomes.

Consumers want continued
access to providers and
specialists, regardless of
their location.

Source: Ipsos Global Trends Survey 2023 lpsos ,."




Control over one’s own health is a shared
global desire

78%

of Brazilian citizens

agree ‘| would like more
control over decisions

about my health’

Source: Ipsos Global Trends Survey 2023. Brazil n=1,000 citizens aged 16-75. Fieldwork September —November 2022. Global

© Ipsos | TRIMESTRAL



HEALTHCARE:

A SECTOR
UNDERGOING RAPID
TRANSFORMATION




Market evolutions are increasing demand

Growth Drivers

. . . Accelerated drug discover
Ageing populations Greater access to healthcare Increased focus on health & wellbeing g Y

& development
-~ e P T—T

) i Rapid rise of digital health and digital
Technology revolution Growing need to prove value (RWE) Increasing power of payers & patients engagement channels

© Ipsos | TRIMESTRAL
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New Customers
New relationships

Expectation. Context. Empathy







Transforming all aspects of discovery,
development and delivery

The changing landscape

The R&D process
The ‘Manufacturing’ process
Delivery of Health services

Customer engagement capabilities

Patient experiences & disease outcomes

© Ipsos | TRIMESTRAL



The next ‘revolution’

Advances on multiple fronts

Artificial Intelligence, Machine Learning (ML) & Natural
Language Processing (NLP)
Virtual Reality (VR), Augmented Reality (AR), Mixed Reality (MR) ‘

and The Metaverse il
Blockchain technology "
Quantum computing

. Generative Al




An explosion of possi

The Generative Al
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How do we derive value?

New Insights. New Understanding.

Advanced analytics & data science powered by
Al, ML, NLP & cloud computing:
Research, social intelligence & RWD assets

Codifying voice and video — understand verbal and
emotional cues

Combine and analyse multiple data sources at patient
level via tokenisation

Layer predictive analytics and modelling

© Ipsos | TRIMESTRAL
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The RWE landscape is changing

RWE is gaining acceptance as an valid
Input for regulatory decision making

Limitations of clinical trial (size, duration, ethical considerations, cost)

Digitalisation of healthcare
ey * Availability of data sources: EMR/EHR, connected device
n- e data & sensors capturing digital outcomes
= L «  Technology to harmonise and analyse (Al/ML/NLP)
Growing patient engagement & participation
* Increase in PRO-studies, observational/Non-Interventional

 No longer limited to post-approval safety or efficay
surveillance studies (PASS/PAES)

. J"f/i,')/ ” Z Z ‘; .;" ,_ ‘.> " ,"; )/“ / "' / !’ , L :
© Ipsos | TRIMESTRAL M




Converging evidence needs

Same need. Different use case.

Similar evidence needs

Commercial Insights, Medical Affairs, RWE, Patient
Engagement teams

« Growth in demand

PRO studies: Patient Preference, Burden of Disease,
Unmet Needs non-interventional and observational
studies

- Commercial teams requiring robust clinical-
RWE for publication

© Ipsos | TRIMESTRAL




NEW CUSTOMERS
NEW RELATIONSHIPS

Expectation. Context. Empathy.




There is a new ‘customer’ in town

Health literate consumer

Want a say in their treatment

Self-invested

© Ipsos | TRIMESTRAL



Understanding the voice of the patient has
never been more important

It is business-critical to listen & understand:

In order to demonstrate:

Empathy

© Ipsos | TRIMESTRAL




Empathy

is our body’s most
powerful built-in tool
for solving the
problems of others.

sssss



Do not take offense but...
it is not about you

[] Business Questions i about you) S0 People Questions (i about them)
How does my brand: How can we help our customers:
* Drive volume * Feel understood & reassured

* Increase prescribing frequency ¢ Feel fully supported

« Gain market share * Feel motivated to continue Tx

« Establish brand leadership « Seek the advice they need

« Be confident in my products
« Start new, positive behaviours

© Ipsos | TRIMESTRAL



Just one example, of many

Hypos matter: Let’s talk about hypos

Hypos Matter

The Hypos-Matter study of 4,000+ family Q
members of people living with Diabetes found that
talking about hypos (low blood sugar levels) could
bring their family closer together. wosvors B MENSCH

novo nordisk

£7% REUTERS EVENTS

Reuters Events’ Pharma Awards [jumpc 2020

© Ipsos | TRIMESTRAL



Empathy to action

S0 People Questions i about them) [ 1 Business Questions (il about you)
How can we help our customers: How does my brand:

 [Feel understood & reassured * Drive volume

* Feel fully supported * Increase prescribing frequency
* Feel motivated to continue Tx  Gain market share

« Seek the advice they need « Establish brand leadership

Be confident in my products
Start new, positive behaviours

© Ipsos | TRIMESTRAL




In conclusion

The health sector’is.undergoing rapid transformation

Providing new opportunities to build customer trust

Leveraging technologyto bring . new treatments to market faster than ever before
Proving value & improved health outcomes through real-world evidence
Demonstrating empathy and understanding of the lived patient experience

Together this will ‘inspire better healthcare’

i Ipsos
© Ipsos | Brazil Client Event | March 2023

i
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RESULTADOS 2022
PERFORMANCE
FARMACEUTICA

6° ONDA

Cassio Damacena
Head Healthcare Brasil

Ipsos /

21 de Marco de 2023



Pesquisa online Ipsos, realizada no Brasil
em junho e julho 2022, entre médicos.

OBJETIVO
Identificar a performance farmacéutica
e mensurar os KPIs.
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