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THECHALLENGE

Clienthad first-to-market advantage in a therapeutic area that was becoming increasingly
competitive and needed to evolve communications to stay top of mind. These insights would
help the team understand how to fend off new competitors and an explosive pipeline.

On the heels of a campaign that failed to meet expectations, it was imperative that this research
move beyond traditional communication testing and the standard metrics by identifying how
the campaigh meets customers where they are and fills a need for them.

using creative techniquesto capture
both quantitative measures of performance and deep-rooted rationale

* Maximal message test exercise was deployed to
,inorder

THE IMPACT

* EHP used Treater and Patient feedback to determine winning assets that are most likely to
keep the product at the forefront of the competitive marketplace

* Understanding of why certain messages and concepts performed better was delivered,
allowing the brand team to adjust their strategy to deliver the most impactful and desired
information to customers thereby increasing engagement, brand loyalty, and overall campaign
effectiveness
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FINAL REPORT SLIDE EXAMPLES

[Concept] is an effective and compelling concept that clearly communicates [attribute Concept N is a clear winner across multiple metrics and selected as the preferred
and attribute] with [brand] concept more often than any other concept
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What Confuses: [feedback] ‘

* scale of 1-5, 1="Not at all”, 5="Very” ]

Concept A: Segment Perspectives
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