

















Delivering on the HCP’s
Need for CERTAINTY

HCPs make a lot of treatment decisions
rooted in long-term habits. Some of the
decisions are automated to the extent that
HCPs don't even realize they are still
making a choice. For a new brand to get
adopted, it has to change HCP habits and
unless they feel certain about the change,
they are not going to make it. All successful
brands deliver on the HCP’s need for
certainty, so that HCPs feel that they won't
regret the decision.

% | feel certain that my patients

will benefit from using Product X ©7

Top 3 Messaging Strategies to Deliver on HCP’s Need for Certainty

Strategy # 1: Use words that build confidence

Strategy # 2: Priming with uncertainty

Strategy # 3: Efficacy in challenging scenarios

HCP Human Need # 1: Messaging strategies to deliver against CERTAINTY
















Delivering on the HCP’s
Need for HOPE

Hope and optimism are fundamental human needs for
everyone and HCPs need it more than most because of
the nature of their work. HCPs are constantly
addressing tough problems for their patients, dealing
with suffering and even death, which can lead anyone
to lose hope and become negative.

While HCPs are trained not to “take their job home”,

every patient case that results in failure in some way
can take a toll on their psyche and eventually cause

them to slowly start losing hope.

For pharmaceutical products, it is critically important to
“% Product X helps me imagine a connect the dots between their past clinical trial data to
future hope for the HCP. Since hope is not directly
supportable by the label of any product, it is critical to
know how to present clinical efficacy data in a way that
organically leads to HCPs having hope and optimism
about what a drug can do for them and their patients.

better future for my patients
with this disease b J

Top 3 Messaging Strategies to Deliver on HCP’s Need for Hope

Strategy # 1: Simplify patient experience

Strategy # 2: Focusing on a specific patient type

Strategy # 3: Highlighting negative outcomes with

sub-optimal treatment

HCP Human Need # 2: Messaging strategies to deliver against HOPE















b6 Product X gives me greater control

over treatment of this disease 7

Delivering on the HCP’s
Need for CONTROL

Control is also a fundamental human need and for HCPs
il frfacad e and et
situations, it can be easy for them to lose confidence
and feel like they are not able to control the trajectory
of the disease with the tools available to them.

As the prevalence of rare and specialty diseases
continues to grow, more patients are being diagnosed
with them and more HCPs are treating complicated
conditions that have no cures or disease-modifying
therapies yet.

In absence of the treatments that can get to the root
cause of a condition, HCPs and their patients can feel
helpless at times and feel like they are working hard,
but not accomplishing much.

While loss or lack of control can be a problem in many
conditions, the opposite can also be true in some other
conditions. HCPs and their patients can also have an
lllusion of Control, which is a psychological
phenomenon that makes humans feel like they have
more control over outcomes than they really do and
keep repeating decisions that give them the greatest
feeling of false control.

Top 3 Messaging Strategies to Deliver on HCP’s Need for Control

Strategy # 1: Feeding the lllusion of Control without

mentioning it

Strategy # 2: Highlighting the impact of QoL improvement

for patients

Strategy # 3: Highlighting results that patients can see,

feel and experience

HCP Human Need # 3: Messaging strategies to deliver against CONTROL













HUMAN NEED
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Messaging strategies to
deliver against

Simplicity
I



Delivering on the HCP’s
Need for SIMPLICITY

HCPs spend a lot of hours every day on
administrative work like updating patient records,
dealing with insurance approvals, step edits, etc.
and have less time to spend on the most
important tasks for treating patients.

HCPs are in desperate need of simplification of
almost every task related to work, including
simplification of treatment decisions for the
diseases they treat most often. While new drugs
give them hope for better outcomes in a disease
state, they also introduce new complexity into the
process because of market access restrictions,
new AE monitoring, etc.

i If a product has simpler dosing, administration, AE
monitoring, etc. then messaging to the simplicity
needs of the patient is easy, but messaging to the
simplicity needs of HCPs is not easy and has to be
done indirectly because none of the product
features or clinical data can be used as support.

é Treating this condition will be less
complicated with Product X 77

Top 3 Messaging Strategies to Deliver on HCP’s Need for Simplicity
Strategy # 1: Use Universality language when
communicating product benefits

Strategy # 2: Use large, easier-to-interpret numbers
when presenting your data

Strategy # 3: Use repetition on the most important words

and data points

HCP Human Need # 4: Messaging strategies to deliver against SIMPLICITY
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Product X offers a newer, better
way to treat this disease

Top 3 Messaging Strategies to Deliver on HCP’s Need for Novelty

Strategy # 1: Use Specificality in language to imply that
the product is very unique

Strategy # 2: Use language that delivers against the most
foundational category benefits

Strategy # 3: Use a benefit stacking approach because
one benefit is price of entry

HCP Human Need # 5: Messaging strategies to deliver against NOVELTY












Interested in learning more about Newristics?

Reach out to info@newristics.com or visit www.newristics.com




