Preconference lll:
Taking Data to the Next Level

Exploring the Analytics Maturity Model:

Capitalizing on your Investment in
Aggregate Spend

21 October 2015

|||||||||||||"""|||II|||.
EY

Building a better
working world



Agenda

Aggregate spend: History, challenges, opportunities
Analytics maturity model
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Aggregate spend: History, challenges,
opportunities
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A brief history of aggregate spend

September 2014

CMS releases first
August 2013

December 2011 _ period of reportable
March 2010 SCEMIBERZ0 » Data collection data (8/13 to 12/13)
»CMS for reporting to
Affordable Care : ~4.3M records for
cabie proposes and begin 8/1/2013 N
Act signed into o : $3.5B
e solicits public -
legislation » Decision that
Section 6002 CONIMENNON retroactive
establishes %? 4726 o reporting would June 2015
national reqardin not be required CMS releases
disclosure g g under disclosure second period of
program transparency

program reportable data
(2014)

~11.4M records for
$6.5B

reports

* 2013 figures corrected in June 2015 release to reflect $2.5B in spend

Page 4 21 October 2015 Exploring the Analytics Maturity Model EY



Implementation challenges for Life Sciences
companies

Disparate data systems and records used to support
many facets of organization

Sheer volume of data to be aggregated, cleansed, and
prepared for reporting

State by state variations in addition to federal disclosure
requirements

Substantial investments of time and money for both
internal and external resources
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Capitalizing on your investment

Data is now more accessible than ever before, allowing
Life Sciences organizations to:

Manage public perception and protect themselves
from reputational risks

Benchmark with their peers and learn about their
competitors

Partner with business stakeholders to bridge the gap
between compliance concerns and business insights

More efficiently and effectively predict, detect, and
mitigate risk across the organization
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Analytics maturity model
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Analytics maturity model

Prescriptive Analytics
What should | do?

Decision

Diagnostic Analytics Predictive Analytics

Insight
Business value

Why did it happen? What will happen?

Descriptive Analytics
What has happened?

Analytics Focus
Past Present Future

Source: http://ibm.co/1gJyfl3

Human input to decision
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Use case #1: Descriptive analytics

An effective descriptive analytics deployment typically will result in the consolidation of large, disparate
data sources in a manner that provides Compliance and business stakeholders a clear line of sight into how
transactional activity is distributed by entity over geography, time and other categorical dimensions.

Life Sclences Integrated Compliance Analytics Dashboard Data Profile
rmation

DRAFT . Confidential bnform

Mep Saninaed Name  Numbes of Records
CHUNG PALONE

.

Typical descriptive analytics

sy _=»= e deployments will aggregate

RIS e multiple data sources across the
Foman F | e - o business , while also providing the

RN L ability to drive down into the details

of a single data source.
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Use case #2: Predictive analytics

Predictive analytics will leverage insights, for example those identified during descriptive analytics, to
define and test against specific metrics that allow end users to predict outliers and items for further
review in an automated and repeatable fashion.

Third Party Payments

Bluilding s b . £ Number of Vendors Number of Records Amount R
EYeoc FIDS LS Integrated Compliance - . siamosisess 207 29%
DaShboard - Travel and Entertainment
Meal Interaction Metric Weights Employees Number of Records Amount Disbursed +4 6%
50 7,690 5762,438.36
ME 2 Identify reps with high volume of weekend/holiday eventsfinteractions (rank by frequency) ] Sanction and Political Exposure Risks
9 Number of Records Avg. Similarity Amount USD +0 7%
0 ] 5 = 381 86.33% 52,811,067.04
Speaker Program Metric Weights Speaker Programs
Events Honoraria Paid +1.2%
SP_3: Rank reps by number of events high percentage of non-prescriber attendees 135 409 5313 527.42
3 / Sample Distribution
[ {1 |
1 5 4 FProducts Number of Records Product Volume 12.7%
A 23 7,883 42 660
Sample Distribution Metric Weights ! / T
SD.5: Identify reps with high percentage of total samples provided to single HCP or institution g HCPs Products Requests Approved Denied -5.6%
117 20 443 292 151
3 =
[ {} o] i Fee For Service
0 5 2
. . HCPs | Rep i Partici ::;r:)l:z;m Expense Amount +15.2%
MIR Metric Weights 128 233 7.402 409 5780,862 51
MIR.5: Identify reps with high volume of PIR request in comparison to peer set (at TA level) - Meals
5 =1
I - i HCPs  Rep \umber of Records | Expense Amount +3.2%
144 388 1,226 5547,219.98
. . . . Distributor Monitoring
Defined metrics are weighed in terms . £00%
. .. ustomers Revenue Counter-Revenue
of significance to the overall model to © Nul | (5905,308.50)
develop and trend risk profiles across Unit Price/Margin Analysis _
R B M Products Average Unit Price Average Margin -0.6%
activities over time. o C o
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Use case #3: Prescriptive analytics

WHAT ACTIONS
SHOULD WE TAKE?

WHY DID IT HAPPEN? Outcome #1: Predictive
WHAT HAPPENED? WHO WILL BE NEXT? analytics overlaid with sales
territories indicating who

should receive training

=

.
[ Temesses Sy cooen )
| .

Outcome #2: Employees tiered

Descriptive analytics usedto Predictive analytics developed . .
understand what historical to flag interactions between by level of risk with
issues are most prevalent employees and customers that ~ corresponding controls

within the organization. For have higher probability of implemented, i.e. top tier of

example, in Q1 of 2015, violation. For example, employees placed on close
customer interaction violations employee’s who sample Obesity monitoring plans.
represented the highest related products and have two e
number of observations for or more incomplete training
your field force. courses represent a higher risk —

of violation.
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Establishing a framework for analytics
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Putting the appropriate approach in place

Internal Sources Data Governance and Collaboration Beneficiaries
O
O %h?refd S(\jlcs. Entity analytics Predictive Behavioral
ata reeds Cogta gty analyt|cs analytics
: * ,sl-’t !’ - # Internal Audit
@ ERP systems
Text
% Master & Context analytics /\ analytics
B=3 cerence data Compliance o :
Analytics Platform o Legal & compliance
g < it (including M&A)
ecurity N
intelligence - Flexible approaches, reports and
in?glslilggriie capabilities for each beneficiary Social network
Internal Changing risks requires flexible toolg a_r;_aly5|s - Shared Services
. reports & — Knowing “who is who" is key to R O & Finance
communication identifying patterns & opportunities ="
Reduced false positives, better ROI
External Sources Decision . Cross enterprise view of exposures GeoSpatial e O o
managemen Expedient audits/ investigations analytics R
o%e Social ——}x}l-@.l* Data transparency, no “black box" Pt
®¢® media feeds L fe el BU Leadership
& Corporate
Sancti 8 Content Case Forensic
Waar)tgl‘:lci):tz management management analyslé%
o & koL Other
News feeds & I beneficiaries

adverse media

Big Data, scalable platform, delivered on desktop or mobile device
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Components of a successful compliance
monitoring program

CONSISTENCY FOCUS
Develop a consistent monitoring ~ Improve the depth and breadth of
approach monitoring with a forensic

perspective and risk-based
targeting (beyond just policy
compliance)

GOVERNANCE SPONSORSHIP

Establish a governance model to  Partner with the business to
identify issues, report results and solicit sponsorship at the onset
track remediation across the and drive value beyond the
business, ensuring the Compliance organization
appropriate actions are taken
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Contact information
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mailto:Corey.Dunbar@ey.com

EY | Assurance | Tax | Transactions | Advisory

About EY

EY is a global leader in assurance, tax, transaction and
advisory services. The insights and quality services we
deliver help build trust and confidence in the capital
markets and in economies the world over. We develop
outstanding leaders who team to deliver on our
promises to all of our stakeholders. In so doing, we play
a critical role in building a better working world for our
people, for our clients and for our communities.

EY refers to the global organization, and may refer to
one or more, of the member firms of Ernst & Young
Global Limited, each of which is a separate legal entity.
Ernst & Young Global Limited, a UK company limited by
guarantee, does not provide services to clients. For more
information about our organization, please visit ey.com.

Ernst & Young LLP is a client-serving member firm of
Ernst & Young Global Limited operating in the US.

© 2015 Ernst & Young LLP.
All Rights Reserved.

This material has been prepared for general informational purposes
only and is not intended to be relied upon as accounting, tax, or other
professional advice. Please refer to your advisors for specific advice.

ey.com
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