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Introduction

With offices close to Brussels airport, Cflarpharmais the home of international expedriven courses
for business executives in the pharma and related industry sectors.

We work with reputable internationgdharmaexpertswho are willing to transfer their expertise to
business executives ane or two day courses focusing on special topics covering specialised competencies
such as:

Health Economics

Market Access

PharmaBusiness Development

Pharma Forecasting

Outlicensing

DigitalMarketing

Pharma Brand Planning
PharmaBiotechProduct &Company Valuation
Pharma Pricing

Lifecycle Management

= =4 = =4 =8 =8 -8 -8 -8 =9

Our audiences are very international, with typically between five and ten nationalities represented in our
classes witlbetween eight to eighteen (max) business executives.

This document provides informatiobaut 2010programmesTo view upto-date information about our

programmes portfolio and to read the numerous testimonials from past participants, as well as to register
online, please visit ouvebsiteat:

www.celforpharma.com

For more information, please-mail or call:

Marie Stricklesse Annelies Swaan

Programme Coordinator MarketingAssociate
marie.stricklesse@celforpharma.com annelies.swaan@celforplhma.com
+32 2709 22 41 +322709223

To register, complete the online registration form at www.celforpharma.com
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The Pharmdrand PlanningCourse

By:
Edouard Demeire

1 9 dzNZE haSt@uthoritative pharma marketing planning trainer.
T Visiting Professor at CEDEP (INSEAD) and other business schools.

1 Developed the business simulation game STRATPHARM with INSEAD F
Corstjens and trained well over 4000 executives on pharma marketing
strategy since 1990.

1 Global pharma marketing trainer with several top pharma companies.

Byattending this course

You willincrease the sales and Marketing R@lyour brands by learning how to determine the
marketing tactics that will effectively leverage opportunities in the market.

Your future brand marketing plans will logicdiiyk marketing tactics to smartepatient /
stakeholdelinsight and analysis

C2NJ & 2 dzNRadQtes®R 36 KMya Kot @ O2 YLISUGAGA GBSO YIN]J SGaxz @
marketing mixes that are superior to the competition.

You will learn how to make the competition irrelevant by creatiBye Oceas 6 KA I Kf & Ay Yy ?
market environments for some brands, using value innovation concepts and tools.

You will be armed with a box full bndy toolsyou can use back in the office.

You will benefit from Edouard's wealth of experience inniray & coaching numerous pharma
companies on begpractice pharma brand marketing planning across a wide spectrum of
therapeutic and geographical markets.

What sets this course apart?
f ¢KS SELISNIY 9R2dz NRftRedNIES & & Ddz OK2 f f ISy AIS aa Kdeldm |+ dzRA S

authority in pharma marketing strategy, he also transposes learnings from other industries to stimulate
creative thinking. His approadparks plenty bnew ideas

To register, complete the online registration form at www.celforpharma.com
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1 The content:You will learn how and when to use simple but powerful analytical tools in estedtured
LINEOSaa GKIFG Odzf YAY!Il (Sa -impyctbiafd$lark &ith & Bgic bétvileendh@ final A 2 y I NE
action plan and market dymaics You will be armed with a box full of handy tools that can be implemented

as ofthe first day you return to the office!

Who should attend?

This coursés highly suitable for markets early in their career who wish to master the concepts and tools

required to generate successful brand marketing plans. It is also beneficial for more experienced managers who
want to benchmark and refresh their current practices.

Finally, this course issal highly valued bgon-marketes wishing to gain a thorough derstanding of pharma
marketing planning and how they can contribute to this process.

Course agenda

The course starts on the first day@&:30h with a welcome coffee and ends on the second day at 16:00

Day 1

1 Welcome & General Introduction

(0]

Theimportance of visiorgenerating marketing planning (as opposed to templsed).

T t NPLISNI & 5S8SGSNYAYS YR ! yRSNRGEFYR | 2dzNJ . D

o

DAFFSNBY (G I LIINRFOKSa (2 RSTFAYAYy3a | 6NFyRQa YIN]Sio
Use of static patient flow models "Are your patient flowwisioncreating?"

Gain insight through dynamic patient flow models and fully grasp customer beilicd @ dzRdag'td ( KS &
purchase/Patient Journéy (i 2 2 Gustdmgri®undtionalify O2 y O S LJi @

Group work onPatient flows and patierbased market definitins.

1 Segmenting the Market and Prioritizing Segments

[elelNeoNelNoNe]

An overview and discussion of the most commonly used segmentation approaches.

The 5 steps to getting the segmentation process right.

2 KAOK ONRGSNRIF &aK2dA R &2dz dza$§ G2 &aS8S3VYvSyid @&2dzNJ 6N yR!
Prioritizing market segments using the{ SIY Sy i 5t a ! LILINB I OKE @

Targeting: how to manage for successful implementation.

Group work onDesigning the segmentation process as well as identifying and prioritizing customer segments from a
perspective of botlong term attractiveness and short term responsiveness.

1 Positioning Your Brand

OO0OO0OO0O0

The 5 steps to getting the positioning process right.

How to grasp and map customer perceptions and which one of the threeS NJO S LI A ®afiniques shbuid§du ase.
Different ways to position your brand and how to select the best positioning.

What should a good positioning statement include so that it defines the key claims to be communicated

Plenary case discussion @rand positioning and the benefits of branglipharmaceutical drugs.

GROUP DINNER

To register, complete the online registration form at www.celforpharma.com
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Day 2
9 {GdNIiS3ASa IyR ¢l OGA0a Ay awSR hOSIy al NJ

0 ! YRS NA i HigidchyiokEfecs 2 F wE RSOA&A2Y YI {Ay3a LINROS&aasSa

0 Creative strategies to impact the steps in the AlITA prescription process most releyant product (AlITA = Awareness
Interest¢ Intent ¢ Availability/Accessibilitg Trial¢ Adoption).

0O ! &S Makké& InfluenceGrid 2F &2dzNJ 6N} yRQa YINJ]SG G2 ARSyidATe 18
business drivers

O Designinnov G A @S LXIya Ay dGwSR hOSI yRowdtdNBushases § RBS®A Yy 1 Ay 3

0  Group work onDesigning the marketing mix in a "Red Ocean" market.

1 Strategiesand Tacticg . £ dz§ h OSIy al NJ Sida¢

What does customer satisfaction meaninyéuNJ Yy RQ& YIF Nl Sd I yR ¢KIFG AYLI Ol R
How to analyse the value drivers for each of the key stakeholders for your brand.

How to reduce the impact of your competition by delivering true, innovative customer value.

Howto design marketing mix strategies that truly generate value innovation for those key stakeholders

Group work oninnovative marketing mix design in a "Blue Ocean" market.

OO0OO0OO0O0

{1 Plenary Discussion

Learning methodology

This course uses a variety leirning approaches, including interactive lectures, a case study (Betaprolol case), as
well as group work and plenary discussion sessions.

Working in groups of -5 delegates on the Betaprolol case, developed by Prof. Demeire, will enable you to
practise he concepts and tools taught during the interactive lectures that alternate with group work sessions.

Meet the expert: Edouard Demeire

Edouard Demeire uniquely combinesdapth pharma marketing expertise with academic rigour and a wealth of
trainingexperience all over the globelis teaching, consulting and research focus is on systematic decision

support tools and models for pharma marketing strategy

Edouard has trained well over 4000 executives in the pharmaceutical industry. He is a Visfesgdprat
CEDEP/INSEAD in Fontainebleau, Solvay Business School in Brusse&PES@Rris, and SIMI in Copenhagen.

In addition,he hasrun hundreds of workshops at AZ,-Eillily, MCE, Novartis, Organon, Roche, Schétlaggh,

as well as with mangnedium-sizedpharmaceutical companiesie is a close colleague of Prof. Marcel Corstjens

of INSEAD. Together they developed the very successful STRATPHARM business simulation game and authored
several authoritative articles in the aredistrategic pharma mieting.

Dates

4-5 October 2010, Barcelona

To register, complete the online registration form at www.celforpharma.com
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Venue & Accommodation

This courséakesplace at the Hotel Barcelona Princess which is situapgabsitethe CCIB (Centre Convencions
Internacional Barcelona), close to the metro station Férum.

Hotel Barcelona Princess
Avda. Diagonal, 1

08019 Barcelona

Spain

Tel: +34 933 56 10 00

We have secured preferential room rates at tfasir-star superior hotel for our delegates. Registering three
weeks or more prior to the course will secure your roona gireferential rate. Upon your regjration,
C.E.lforpharmawill send youa Hotel Accommodation Sheet to complete and send back. Do not hesitate to
contact Marie Stricklesse, Programme Coordinator, if you need assistance in this matter
(marie.stricklesse@celforpharma.cgntel +32(0)27092241).

Registration fee

Price*
4-5 October2010 Course (PBHP4)
T Registration before 20 August 2010 €2.450
T Registration after 20 Augug010 €2.850

(VAT excl.)

To register, complete the online registration form at www.celforpharma.com
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The Pharma Business Development Course
An Overview Course

By.
Martin Austin

1 Martin uniguely combines a wealth of BD experience with entertainment
talent.

1 A former senior BD executive with Roche and Paul Capital Partners.
1 Founder & Managing Director of TransformRx.

1 Author ofBusiness Development for the Biotechnology and Pharmaceutic
Industry

By attending this coursgyou will:

‘| . Grasp theentire process of deamakingwithin the pharmaceutical and biotech industries, and
learn thelanguage theconcepts and toold N2 Y | LINF OGAGA 2y SNDa LRAY

7 Know how toprofile the most suitable productd 2 NJ & 2 dzZNJ O2 YLI y& Q& LINR FAf ¢
for the opportunities.

_ Grasp the principles afaluation and know what works best for vich purpose.
_ Get expert advice onegotiation strategy and toolsand on how to best conduct the interactions.

_ Learn to write a gooterm sheetand how to assess those froother parties.

o O b~ W

~ Know how to best manage thmntract phaseand how to avoid thdinancial and legal pitfalls
that can break a deal.

[ LAGEEATS 2y al NIAYy !dzadAayQa @Fad SELSNASYyOS
pharma and life sciendeiotech industries.

To register, complete the online registration form at www.celforpharma.com
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What sets this course apart?
Unlike other courses that focus on a particular skill or aspect, this programme addresses all key steps in the
pharma business development process, equipping you with powerful deessigport tools,expert insight into
key success factors and tirsaving advice.
PEf LI &ad LI NIAOALI yida RYANBR al NIAYy !dzadAyQa Sy2Nyz

unique, combining big pharma business development with senior life science capésiment experience.

Who should attend?

This course has proven to be very successful for two categories of executives:

Mid- to senior level executives in small pharma and biotech companies with limited formal training in
business development buthose role increasingly involves business development activities.

Junior to midlevel managers contributing to the business development process in midsize and big pharma
O2YLI yASa oS3 (SOKyz2f23eé | aaSaaySy sEndiogadthey Sada Ay
complete business development process.

Course agenda

The course starts on the first day@3:30h with a welcome coffee and ends on the second day no later than
17:0Ch.

Day 1

1 Welcome & General Introduction

0  Why "BusinesBevelopment"?
O  What does the role entail?
O  Scope of this course.

1 Profiling the Opportunities That Will Be Successful for Your Company

Defining the playing field: external & internal parameters.

Using the "Numerical SWOT" to quantify and differentiaE2 opportunities and gain insight.

Discriminating between opportunities in relationship to your company's capabilities using a "Gap analysis" technique.
Zoomingin on the ideal "Opportunity Anatomy" that should drive the search process.

[elelNoNe]

1 Searching fothe Right Candidate(s)

O The process.

O  The main sources.

0 The search selection criteria.

0O '&aAy3a GKS b9gdltdzZa dArzy ! NNI&¢ (2 RNAGS 3A2ky2 3I2 RSOAA

1 Valuing the Opportunity

0 Deciding on the assumptions & parameters that should underpin your foresdsistd your forecasts be market based?...

To register, complete the online registration form at www.celforpharma.com
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epidemiology based?... pharmaesonomially based?...produdifecycle based?...

0 The pitfalls in forecasting and the power of the "Propjfeconcept.

O Areview and discussion of merits & fallacies of traditionatlels: NPV, IRR, Black Scholes, M@#do Risk Analysis and
Genetic Algorithms.

GROUP DINNER
Day 2
1 Valuing the Opportunity (contd.)
0  Risk & Return: the keys to valuation

1 Deciding on the Best Deal Structure

0 Overview and pros & cons different deal structures: JVs, licensing, M&A, etc.
0 Discussion and analysis of successful cases as well as failures.
0  Which model fityour company situatiobest?

1 Negotiating the Deal

Key elements of the "Term Sheet".

Effective negotiatiomplanning: key success factors in the process.
The power of the "Anchoring" technique.

Dos & don'ts during negotiation meetings.

[eleleoNe]

1 Financial & Legal Success Factors / Considerations

0  The final contract: what it should include to avoid problems.
O Disputeresolution.

Learning methodology

Martin Austin optimally balances theory with short exercises and numerous anecdotes that illustrate the theory.
The strength of this course lies in providing a comprehensive overview of the business development and the
many checklists and decision supptathniques & tools that can be used in each step.

Meet the expert: Martin Austin

al NOAY !dzadAy KlFa F aGdNRy3I NBLWzilGA2y Ay 9dz2NRLISQa as$s
profile uniquely combines the expertise and experience of a higfilp pharma business development executive
GAGK GKFEG 2F I ASYA2NI fEAFTS a0ASyOS OFLWRAGEHEE Ay@SadySy

Head of Business Development for Pharmaceuticals. During that period he played a leading mle in th

establishment of Roche Genetics, the rationalization of the R&D portfolio which led to the establishment of

Actelion, Basilea and BioXell, as well as in the acquisition and integration of Boehringer Mannheim. After that,

until January 2005, he was a Riijpal with Paul Capital Partners, a global private equity firm, leading their

European Royalty healthcare activities. In 2005, Martin founded TransformRx to provide business advice to

clients regarding investment and business development opportunitiestiiviaralso a faculty member of the
G9dzNRLISIY [/ 2dzNBRS F2NJ . A2. dzaAySaa 5S8S@St2LIySyaé i GKS

To register, complete the online registration form at www.celforpharma.com
10
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Dates

1 2526 October 2010, Zurich
T 30 Nov.g 1 Dec. 2010, Brussels

Venue & Accommodation

25-26 October2010

This course takes place at thilton Zurich Airport Hotelwhich is situated close to Zurich Airport.

Hilton Zurich Airport Hotel
Hohenbuehlstrasse 10
OpfikonGlattbrugg 8152
Switzerland

Tel: +4144-8285050

Fax: +4344-8285151

We have secured preferential room rates at this hotel for our delegates. Registering three weeks or more prior to
the course will secure your room at a preferential rate. Upon your registra@én] forpharmawill send youa

Hotel Accommodation Sheet momplete and send back. Do not hesitate to contact Marie Stricklesse,

Programme Coordinator, if you need assistance in this mattearie.stricklesse@celforpharma.cgntel +32(0)2

709 22 41).

30 Nov.¢ 1 Dec. 2010

This course takes place at the Sheraton Airport Hotel & Conference Center which is sipjadsitteBrussels
National Airport, literally at 2 minut&valking distance from the arrival hall.

Sheraton Brussels Airport Hotel
Brussels National Airport

1930 Zaventem

Belgium

Tel: +32 (0) 2 710 80 00
Fax:+32 (0) 2 710 80 80

We have secured preferential room rates at tfosr-star hotel for our delegates. Registering three weeks or
more prior to the course will secure your room at a preferential rate. Upon your registration f@harma

will send youwa Hotel Accommodation Shett complete and send back. Do not hesitate to contact Marie
Stricklesse, Programme Coordinator, if you need assistance in this nratige(stricklesse @celforpharma.cam
tel +32 (0)2 709 22 41).

Registration fee

Price*
25¢ 26 October 2010 Course (PB@)
1 Registration beford 0 Septembe010 €2.450
1 Registratiomafter 10 Septembef010 €2.850

To register, complete the online registration form at www.celforpharma.com
11
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30 Nov- 1 Dec 2010 Course (PBL3)

1 Registration beford. 5 October2010 €2.450
1 Registration afted5 October2010 €2.850
* (VATexcl)

To register, complete the online registration form at www.celforpharma.com
12
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The Digital Pharma Marketing Course
Adde to the mix to create a competitive edge in the new environment

By:
Fonny Schenck

1 European thoughlteader on digital and custome&entric innovation in the
new goto-market model of life sciences.

1 Former VP with J&J in the area of crebannel CRM and digital marketing.
' CEO of Across Health, a consultancy specialized in eCRM.

1 Highly respected for hissmprehensive functional knowledge, ranging from
SFE to Marketing Excellence, New Business Models, and CRM.

By attending this course, you will:

‘| . Learn why digitails one of the cornerstones of theew commercial modefor pharma and how
physicians, other stakeholders and your competition are leveraging the power of the Internet.

7 Be able to define digital strategyfor your brand, therapeutic area or compaqyocally and
internationally.

3. Know how to tightlyintegrate digital into your overall marketing,aesand medical education
strategy andS Y & dzNB  df yiodzanking ginél offline efforts, while respecting legal and

regulatory guidelines.

/. Learn from welmetricizedexamples of successfuHacticsfor physiciansconsumers/caregivers
and other new stakeholders like payers, nurses and pharmacists.

5 . Know how tomarket your digital initiativeand how toorganize for digital successffline/online
promotion, organization, change management and governance.

. BeabletoceulatetheA RS f &G & KIF NB 2 T ycurdzReIScoremuicatiod niddasdh G I
to assesshe business impacof your digital projects.

/. Gain insight int@merging digital trendsand how they may impact your business.

To register, complete the online registration form at www.celforpharma.com
13



o LAST UPDATE — 22 July 2010

What sets this course apart?

1 The expert: Our expettrainer, Fonny Schenck, not only has a wide international experience in digital

marketing (over 100 completed projects with over 20 different pharmaceutical or medical device
companies) but hdasalso builtup a very strong reputatin within the international digital community

as a higimpact consultant and trainer. Throughout his career, Fonny has worked in pharmaceuticals as

well as in consultancy at European and global level.

1 The content: This course not only provides you withexplanation about concepts and methods. More

importantly, it discusses the integration of digital in the overall business strategy and marketing plans
(with practical examples) as well as the perspective of the customers and stakeholders, includiafy seve

bestpractice cases.

Who should attend?

This workshop is designed for innovative marketing, sales and medical education staff who want to optimize

their communication mix and enhance custonrwmntricity through the selective adoption of digital.

Course agenda

The course starts on the first day@2:30h with a welcome coffee and ends on the second day aBa6:

Day 1

1 Welcome & General Introduction

1 Fusion marketing and the new commercial model: WgyVhat ¢ How

(0]

(el eleolNe]

o

'YRSNEGFYR ¢KIG RNA@GSa GKS yS
model, new customer needs.

The move from push to push/pull to pull.

Key digital trends for physicians, consumers and other stakeholders
Key trends in other relevant industries for pharma.

Core concepts & terminology.

Business case: SWOT analysis for digital in pharma (exercise in teams)

1 Defining a digital strategy for your brand, therapeutic area or company

OO0OO0OO0O0o

What is a digital strategy and how is it linked with the overall product/ TA/company strategy?
Define key leverage points, key target groups and desired behavioural change

Select & prioritize key digital tactics

Determine the relative importance of patiems. physician strategy

Design a digital roadmap

1 Effectiveell I OGAOa F2NJ LIKINXYIFQa 1S& aidl(1SK2ftR

o

Effective tactics foFusion Sales, Fusion Marketing, Fusion SeamidEusion Medical Affairgimed at (target and
nor-target) physicians and professional associations.

Etactics that effectively work for consumers, caregivers, patients, pharmacists and other stakeholders
What is the legal and regulatory framework?

Which option to take: build iyourself or partner?

To register, complete the online registration form at www.celforpharma.com

14
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Business case: defining key leverage points and developing a digital roadmap for your brand for
physicians and consumers/patients (exercise in teams)

Define key leverage points, key target groups and desired behavioural change
Select& prioritize key digital tactics

Determine the relative importance of patient vs physician strategy

Design a digital roadmap

Aligning online with offline execution

=a =4 =4 —a 9

GROUP DINNER

Day 2

f How to allocate a share of the communication mix budget to digital

O  What are bespractice techniques for optimizing the marketing mix?

O  How to prioritize key digital opportunities in the mix.

(0] Hoyv to assess the impact of drivers (e.g. communication objective, customer readiness, competitive and product life
a U I 3 &dudgebdallocation.

1 Assessing the business impact of digital projects

What kind of KPIs are important in pharma (and other industries)?
How to measure the customer experience.

An overview of web analytical tools and how they work.

How to create a dshboard.

[elelNeoNe]

Business case: allocating budgets to digital projects and using key metrics (exercise in teams)

1  Define which % of your total budget you want to allocate to digital and why
1  Define key metrics and measurement techniques to assess your projects
1  Create a metrics dashboard for your project

1 Moving beyond the pilot: marketing your digital project and organizing for digital success

O How to not only get many weisitors but also the right ones!
O How to ensure buyn from the entire organizatiofchange management).
0  Aligning sales, marketing, medical and service to ensure effectivechassiel execution

1 Exploring emerging digital trends and how they may impact your business

Be aware of not only the opportunities but also the pitfalls of abciedia!

The key uses of mobitetoday & tomorrow.

2Kl R2Sa a02yySOGSR KSI t iKOtdiBarketyh8dely K | 246 Yl & AdG A
Exercise: which novel tactic(s) would you add? When?

[elelNolNe]

1 Wrap-up and closing

Learning methodology

Fonny Schenck is veexperienced in leading interactive sessions and will actively engage participants in
discussions and teamwork. In addition, a business case will be used throughout the workshop to help bring
theory into practice.

To register, complete the online registration form at www.celforpharma.com
15
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Meet the expert: Fonny Schenck

Since mid2007, Fonny Schenck has been CEO of Across Healthgadfasgig international consultancy on
customercentric innovation in life sciences. He joined from Johnson & Johnson, where he held regional and
global roles in the dusiness and CRM space betwe®0@ and 2007. In addition, he managed the EMEde
Salesforce Effectiveness programme as well as the launch of the Marketing Excellence programme.

Leveraging his extensive hanols experience, Fonny is focused on helping international clients to navigate
towards a new commercial model, through the selective adoption of impactful innovative customer approaches.
Fonny likes to work at the exciting intersection of technology, commercial effectiveness, business strategy and
innovation. One of his more recentategic focus areas is the impact of connected healthcare on the business
model for pharma.

Fonny has received many awards at J&J for his achievements in the CRNd@sidess space, both at European
and global level. In addition, he is a wiallown spaker at international CRM andrmearketing events and has
authored several strategic eCRM articles.

Dates

2-3 December 2010, Brussels

Venue & Accommodation

Thiscourse taks place at the Sheraton Airport Hotel & Conference Center which is situgipdsiteBrussels
National Airport, literally at 2 minuté€dvalking distance from the arrival hall.

Sheraton Brussels Airport Hotel
Brussels National Airport

1930 Zaventem

Belgium

Tel: +32 (0) 2 710 80 00

Fax: +32 (0) 2 710 80 80

We have secured prefengial room rates at thiour-star hotel for our delegates. Registering three weeks or

more prior to the course will secure your room at a preferential rate. Upon your registration,f@gharma

will send youa Hotel Accommodation Sheet to complete and send back. Do not hesitate to contact Marie
Stricklesse, Programme Coordinator, if you need assistance in this matter (marie.stricklesse @celforpharma.com;
tel +32(0)27092241).

Registration fee

Price*
2-3 December 2010 Course (DR)
= Registration before 15 October 2010 €2.450
= Registration after 15 October 2010 €2.850

(VAT excl.)

To register, complete the online registration form at www.celforpharma.com
16
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The Pharma Forecasting Course

By.
Gary Johnson

1 The most dowro-earth pharma forecasting expert with superb training
talent.

1 Founder & CEO of Inpharmation, a specialist consultancy.

9 wSy246ySR O2yadzZ GFyd FT2NJ 0KS 62 NI |
maore.

1 Winner of a number of speaking and besppaawards.

1 Author of Sales Forecasting for Pharmaceuticals: An Evidence Based
Approach

By attending this course:

‘1 . You will learrtechniques and approachethat have been proven to work best for forecasting sales
of pharmaceuticalgF YR y 24 ¢l adGS €2dz2NJ AYS 2y 6KIG R2Say

7 You will be able tehallenge the forecasts others have producst you, andproduce your own
forecastsin most situations.

3. Conceptswill be explained in simple, nemathematical terms. Concrete examples from the
pharma industry are used rather than vague concepts.

/. You will leave with a collection of techniques and principles that younsplement easily and
immediately afterthe course.

5. You will receive aExcelbased forecasting tool that integrates all the techniquéaught and
applied during the course. This ensures you leave weitth mandson ability to use tha@echniques.

6.Yousg At t NBOS A gafes Fdreddding for Rha@r@ateuticals: An Evidence Based Approach
which will be a valuable reference to have with you.

To register, complete the online registration form at www.celforpharma.com
17
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What sets this course apart?

Gary Johnson is an awawdnning experitrainer who:

0 Has consulted/forecast for every top 10 pharec@mpany.
Has forecast for evergading country and major therapy area.
Is a finalist for the MCA Business Book of the Year Award.
Is a semfinalist for the Financial Times Global Business Book of the Year Award.
Twice won the BHBIA (Britistealthcare Business Intelligence Association) best paper award.
Trained over 700 executives around the world. His presentations are constantly tweaked according
to delegate feedback. They have thus evolved over the y&athey areeasy to understand and
consistently get very high customer feedbachres.

O O O oo

Unlike other forecasting courses, in this programme:
o The focus is on techniques and approaches that have been proven to work best.
o Concepts are explained in simple, rorathematical terms.
o Concreteexamples are used rather than vague concepts
o Delegates leave with a collection of techniques and principles that they can implement easily and
immediately

Who should attend?

This ourse is primarily designed fpharma marketersand market analysiunctions who want to staroff on
the right foot in forecasting, as well as for advanced forecasters who want to review best practice and forecast
even better.

In addition, any marketing support function contributing to the forecasting pracssvell as any executive
wishing to be able to challenge the forecasts they receive from colleagiiegreatly benefit from participating.

While all course content is obviously relevant for forecasting sales of new products, the concepts and &hniqu
taught at this course can be used for marketed drugs whenever something is happening in their market that may
impact sales, e.g. new competitor products, product improvements etc.

Course agenda

The course starts othe first day at09:30h with a welcome coffee and ends dime seconddayat 16:0h.
Day 1
1  Welcome & General Introduction

1 The Right Approach to Forecasting

O  When to use models and when to use judgement.
O  When to use extrapolation and when to use 'causal’ (e.g. promot&pehd).
0O  Whether to use a single forecasting model or more than one.

1 The Proven Rules of Good Forecasting

0  Why you should 'divide and conquer' when building a forecast.
Why simple approaches work best (and what we mean by 'simple’).
0 The other keyules that forty years of academic research into forecasting have proven.

o

To register, complete the online registration form at www.celforpharma.com
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f Structuring a Forecast

What is meant by an 'efiiased forecast'.
What is meant i a 'patientbased forecast'.
What is meant by a 'saldsased forecast'.
When to use each dhe above.

[elelNeoNe]

1 Extrapolation

0 A simple totally normathematical explanation of how extrapolation techniques differ from each other.
0  Which simple extrapolation techniques work best?
0  Which ones are built into Excel and which ones require additisoi@vare.

f  The Impact of Product Profile on Your Market Share

O The key idea behind conjoint analyéise most common research technique for looking at the impact of product profile)
0  How to build a simple conjoistype model yourself, without a survdgr forecasting.

GROUP DINNER
Day2
f  The Impact of Launch Order on Your Market Share

0 How and why launch order affects your market share.
O  How to build a simple launebrder model to predict the impact of your launcinder.

1 The Impact ofPromotional Spend on Your Market Share

0 How and why promotional spend affects your market share.
0 How to build a simple promotional spend model to predict the impact of promotional spend on your market share.

1 How Pharmaceutical Market Share Moddiffer to 'Standard' Forecasting Models

O How coprescription affects shares.
O How 'lines of therapy' affect shares.
0 How offlabel usage affects shares.

1 Forecasting How Quickly You Will Achieve Your Sales Potential

Why therapy class uptakes tendlte 'sshaped'.

Why brand market share uptakes tend to bestraped'.

A simple normathematical explanation of how the famous Bass Model can help you predict the above.
Flow/State models (new, repeat, switch etc.) and their role in forecasting uptakes.

[eelolNe]

1  Where to Get The Data For Your Forecasts

Compliance and continuation/persistence.

Epidemiology sources and accuracies.

Diagnosis and prescription rate sources and accuracies.

Events (which events really matter and why most forecasts are “evented’).

[elelNoNe]

To register, complete the online registration form at www.celforpharma.com
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Learning methodology

This course optimally balances interactive lectures and group work on case studies that illustrate the theory and
enable delegates to practice the tools & techniques.

You will be povided with anExcel workbookthat you can take homeroa CEROM) includingimpleexercises

that you will complete at the end of each session. This will ensure you leave with reatdraagdity to use the
techniques.

Meet the expert: Gary Johnson

As the founder and Managirgjrector of Inpharmation, a consultancy specialising in pharma forecasting and
modelling, Gary Johnson works with the world's top 10 pharma companies and many more.

Gary is also the expettainer on our populaiThe Pharma Pricing Course for Pricing & Marketing Execuatives
which you can read testimonials from past participamése.

Prior to founding Inpharmation, Gary spent two decades in the pharmasing holding senior positionsuch as
General Manager and Head of Global Marketing with a number of majordblijpepharma companies, including
SmithKline Beecham, Fisons and Schwarz.

Gary Johnson is a sougdifter industry speaker and conference chairman. Winner of a number of speaking and
best paper awards with the EphMRA and the BHBIA, he is the autEvidgnce B&sl Forecasting for
Pharmaceuticalsthe definitive work on forecasting (and influencing) the sales of pharmaceutical products.
Other books includ®&onkey Business: Why the Way You Manage is a Million Years out of fdetkst for the

MCA Book Prize.

Dates

W 7-8 October 2010, Barcelona
W 2324 November 2010, Brussels

Venue & Accommodation
7-8 October 2010

This courséakes place at the Hotel Barcelona Princess which is situatgabsitethe CCIB (Centre Convencions
InternacionaBarcelona), close to the metro station Férum.

Hotel Barcelona Princess
Avda. Diagonal, 1

08019 Barcelona

Spain

Tel: +34 933 56 10 00

We have secured preferential room rates at tfasir-star superior hotel for our delegates. Registering three
weeks omore prior to the course will secure your room at a preferential rate. Upon youstragjon,
C.E.lforpharmawill send youa Hotel Accommodation Shett complete and send back. Do not hesitate to
contact Marie Stricklesse, Programme Coordinator, ifiyeed assistance in this matter
(marie.stricklesse@celforpharma.cartel +32(0)27092241).

To register, complete the online registration form at www.celforpharma.com
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23-24 November 2010

This courséakes place at the Sheraton Airport Hotel @onference Center which is situatedpositeBrussels
National Airport, literally at 2 minutes walking distance from the arrival hall.

Sheraton Brussels Airport Hotel
Brussels National Airport

1930 Zaventem

Belgium

Tel: +32 (0) 2 710 80 00

Fax: +32 (02 710 80 80

We have secured preferential room rates at tfosir-star hotel for our delegates. Registering three weeks or

more prior to the course will secure your room at a preferential rate. Upon your registration f@iharma

will send youa HotelAccommodation Sheet to complete asdnd backDo not hesitate to contact Marie

Stricklesse, Programme Coordinator, if you need assistance in this matter (marie.stricklesse @celforpharma.com;
tel +32(0)27092241).

Registration fee

Pricer
7-8 October2010 CourseHOR14)
1 Registration before 20 August 2010 €2.450
Y Registration after 20 August 2010 €2.850
23-24 November 2010 Cours&QR15)
1 Registration before 8 October 2010 €2.450
1 Registration after 8 October 2010 €2.850

"(VATexcl)

To register, complete the online registration form at www.celforpharma.com
21



CEL derpharmu LAST UPDATE — 22 July 2010

Health Economics for Nehlealth-Economists

By:
Lieven Annemans

T 9dzNRLISQ&a Y2aid SYydadSNIIFAyAy3d KSIFft il

1 A unique profile: an academic professor, consultant and former pharma
executive

1 Soughtafter advisor and educator to health policy makers and pharma
companies

f Highly respected for his vast international and crysrapeutic experience

71 Author ofHealth economics for neeconomistgAcademia Press)

By attending this course, yowiill:
Learn about théanguage key principles and method®f health economic evaluations.
Know how tainterpret the results of health economic evaluations

Learn tointegrate health economic evaluations product development, prenarketing and post
launch.

Gain insight into theerspective of decision makers
Ensurealignment of health economics with marketing strategies
Understand and avoithe pitfalls of health economic evaluations.

Gain expert ingiht and advice from Lieven Annemans who conducted health economic
evaluations in over 20 countries across a wide spectrum of therapeutic areas.

What sets this course apart?

1 The expert: Our expeitrainer, Prof. Lieven Annemans, not only has a wide intiional experience in health
economic evaluations (over 200 completed projects with over 30 different pharmaceutical or medical device
companies) but also built a very strong reputation within the international pharregomomic community

To register, complete the online registration form at www.celforpharma.com
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as a higimpact trainer. Throughout his career, Lieven has worked in pharmaceutical companies, in health
care policy environments, in consultancy and in academic positions.

9 The content: This course not only provides you with an explanation of concepts and methods. More
importantly, it discusses the integration of health economic evaluation in clinical development and brand

marketing plans (with practical examples), as wethasperspective of the decision maker, including
examples of successful applications of health economic evaluations.

Who should attend?
As the course title suggests, this course is designed fotheaith-economists.

As pharma companies are facing eurgcreasing hurdles to optimize market access for their brands, all managers
in product development and marketing should attend such course so that they can contribute to a successful
integration of health economic evaluations into clinical and brand glan

Course agenda

The course starts on day 1@8:30h with a welcome coffee and ends on day 2 at 16:30
Day 1
T Welcome & General Introduction

I Health Economic Evaluations: WiyWhat ¢ How

Why health economic evaluations

Why health economievaluations receive increasing attention in marketing messages
Key definitions & terminology: talking the same language

From value proposition to cosfffectiveness

Main methods of health economic evaluations

= =8 —a -8 —n

Exercise on QALYs

1 Health Economic Modelling Commonly Used Models

Back of the envelope models
Simple decision trees (+ examples)
Markov models (+ examples)

== =4 =

Exercise on decision tree model

9 Issues in Analysing Costs and Savings

1 The perspective of the study (e.g. building in absenteeism indhemessage?)

1 The study setting: hospitddased drugs and ambulatory drugs require different
approaches!

1  How to deal with current benefits versus benefits in the far future?

1  Budget impact implications: statef-the-art

Exercise on budget impact

To register, complete the online registration form at www.celforpharma.com
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1 Guidelines for the Conduct and Reporting of Health Economic
Evaluation
1  What distinguishes a good from a bad health economic evaluation?
1 What can one do to increase the credibility of health economic messages in the value
message?
1 A 10item checklist foa good health economic paper
Exercise on guidelines: how to distinguish a good health economic paper frc
poor quality paper
GROUP DINNER
Day 2

1 Prospective Health Economic Evaluations

1  Aligning health economic data with clinical data
1  Conflicts ointerest between the clinical and the health economic perspective
1  Practical steps for prospective health economic studies

I Use of Health Economic Evaluations in Different Countries

The large differences in payer expectations
Methodological challengerom very simple messages to high tech requirements
Pitfalls of health economic evaluations: why some messages fail to have an impact

== =a =

Exercise on priority setting

1 Implementing Health Economic Evaluation in Pend Postlaunch
Phases

1  Premarketing
O Developing a value dossier
0  Organisation and process within HQ and affiliates
O  Where to get the data?
0 The costeffectiveness of costffectiveness studies
1  Postlaunch
0 How to prepare for a second assessment

1 Final ExerciseDeveloping an inventory afformation needs for a
typical health economic dossier.

9 Final Discussion and Close

Learning methodology

Prof. Lieven Annemans is very experienced in leading interactive sessions and will actively engage participants in
discussions. In additiohyo exercises will be used to help bringing theory into practice.

To register, complete the online registration form at www.celforpharma.com
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Meet the expert: Lieven Annemans PhSc

Lieven Annemans is a Full Professor of Health Economics at Ghent University and Brussels University.- He is Past
President of ISPOR, the International Society for PharmacoEconomics and Outcomes Research, chairman of the
Flemish Health Council (advisingtheA Y A A G SNJ 2F | SIfGKOZ FyR SEGSNYylFf SEL
has experience in health economic evaluations of pharmaceutical drugs, medical devices and preventive health
actions in various medical areas, and conducted studies in over 2QrssunHe is currently also active as an
independent consultant in health economics and prior to his professorship he has also worked in the pharma
industry.

His main interests are epidemiological models, early new technology assessment, retrospeaisgégbive

health economic evaluations, and physician payment systems. He Hashmd over 100 papers in peer
reviewed journals, presented over 250 posters/papers at conferences and has given over 300 lectures and
trainings on health economic evaluation.S A a GKS | dzi K2NJ 2 F { K S-ecordrgigts: am| S| €
AYONRRAzOGAZ2Y (2 GKS LINAYOALX Sas YSlinaaacademigoresslhia ( F I  f

Q¢ i

Dates

16-17 November 2010

Venue & Accommodation

Thiscourse taksplace at the Sheraton Airport Hotel & Conference Centéich is situatedppositeBrussels
National Airport, literally at 2 minut&valking distance from the arrival hall.

Sheraton Brussels Airport Hotel
Brussels National Airport

1930 Zaventem

Belgium

Tel: +32 (0) 2 710 80 00
Fax:+32 (0) 2 710 80 80

We have secured prefential room rates at this foustar hotel for our delegates. Registering three weeks or more
prior to the course will secure your room at a preferential rate. Upon youstegion, C.E.lforpharmawill send
you a Hotel Accommodation Shetd complete and send back. Do not hesitate to contact Marie Stricklesse,
Programme Coordinator, if you need assistance in this mattari€.stricklesse@celforpharma.cgrtel +32 (0)2

709 22 41).

Registration fee

Price*
16¢ 17 November 2010 Course (HBQ)
T Registration beford October2010 € H3D
€2.850

1 Registration afted October2010

* (VATexcl)

To register, complete the online registration form at www.celforpharma.com
25
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Optimizing Brand Lifecycle ManagemeStrategies

By.
Neal Hansen

1 9dzNBLISQa Y2aid I dzikK2NRGF GA@BS SELSI
pharmaceutical industry.

1 A worldclass speaker and trainer!
9 Df2olf S5ANBOG2NI 2F S5FGlFY2YyAG2NI | ¢

f RenownedconsultadE 2 NJ 6§ KS ¢2NX RQa (2L mn
more.

By attending this course:

1. You will learn how tanaximize sales of a pharma brand across its entire lifecymjeeffectively
selecting, planning and implementing LCM strategies.

7 None of theover 20LCM strategieswvailable to pharma will be unfamiliar to you.

3. You will learrhow to build a Lifecycle Management Plahat effectively links the strategic vision
for the company/portfolio within a therapeutic area with local operational tactics.

/L Marketers in local affiliates will be more productive as they will learn about the key success factors
for Commercial LCM Strategies, amlv to select the best strategjor their brand.

5 . strategists in HQ will be more effective as they will learn akeyisuccess factors of both
Developmental and Commercial LCM Strategies

6. You will learn from theumerous LCM casehat Datamonitor analysts have studied, as well as
from the insightful recommendations Neal will shabased on his unique background as aise
consultant in working on LCM solutions for many pharma companies.

What sets this course apart?

1 Theexpert Dr. Neal Hansen and his consulting telaave gainedinparalleled expertise through the
numerous consulting assignments they have performed for the pharma industry in the area of LCM

To register, complete the online registration form at www.celforpharma.com
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The reason is simple: Datamonitor Healthcare's consulting team can capitalize on years of research and
analysis on this topiconducted by their analysts, resulting in a series of reputable reports on the generics
industry and case studies in lifecycle management strategies

1 The content: Datamonitor shares the best of their research with you in this cdiesg.and his consulting
team will share with yothe most \aluable information that Datamonitcainalysts have published in
numerous reportsenriched byinsightful recommendations that thehave drawn from their experience in
working on pharma LCM solutisnin a format that fosters interaction and learning.

Who should attend?

Brand Managers and their managers, as well as managers in related planning and intelligence functions.

Programme Outline

You are welcome to join us for the welcome coffe®@t30h. The actual programme starts at 10t08nd closing
will be no later than 17:0@

1 Why Lifecycle Management?Facing Up to the Challenges of Pharnaday

0 Key factors driving increased need for lifecycle management.
A Facing up to competitive pressg
A Meeting the needs of more demanding stakeholders
A Filling the gaps created by a weak pipeline
0 Overview of the generics markets of 200#ho, where and how much more can we expect?
O ! YRSNAEGFYRAY3I 0A2aAYATFINRY 2KIFGQa 3I2Ay3a G2 OKFy3aSK

1 Creating theOptimal Lifecycle Managementl&h

Developing a LCM platwhen and who?
Choosing and adapting strategies throughout the drug lifecycle.
Global vs. local LCM strategies.
What options should be considered?
A Developmental strategies.
A Commercial strategie
A Legallregulatory strategies.
A Manufacturing and supply chain strategies.

[elelNoNNe]

1 Focus on: Developmental Lifecycleaagement

Critical considerations for developmental LCM.

Indication expansion.

Second generation product development.

Reformulation, new dosage forms, routes of administration.
Combination therapy.

Analysis and discussion of developmental LCM case studies.

[elclNeoNelNoNe]

1 Focus on: Commercial Lifecyclealagement

Critical considerations for commercial LCM.

Rx to OTC switching.

Authorizd/own generics.

Pricing & contracting strategies.

Patient & physician support programes.

Analysis and discussion of commercial LCM case studies.

OO0OO0O0OO0Oo

To register, complete the online registration form at www.celforpharma.com
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1 Selecting the BstBrand Protection Bategies

Critical factordor asses#gbrand protectionstrategies.
Identifying the goals of brand protection.

Key differences between countries.

An assessment framework for LCM.

[elelNeoNe]

T Final Discussion &losing

Learning methodology

In addition to his very effective interactive lecturing technique, Neal uses numerous industry cases to illustrate
and discuss the LCM strategies taught during the theoretical sessions.

Meet the expert:Dr. Neal Hansen

Neal is theGlobals A NS OG2NJ 2F 51 GFY2yAi2NRa | SFHE GKOF NS / 2y adzZ GA
disciplinary team focusing on the provision of customized solutions to leading players in the pharmaceutical and
biotechnology industries in key areas such as portfafid brand management, imnd outlicensing and

forecasting.

t NA2NJ 62 GKA& NRES>S bSIHft gFa GKS 9dzNRPLISHY I SIR 2F /2
During his time at Wood Mackenzie, Neal led commercial assessment, scenarim@landiwar gaming

projects for numerous top tier and michp pharmaceutical compass in Europe, the US and JapB&arlier in his

career, Neal held various senior roles within Datamonitor including Lead Consultant and Lead Analyst for

Strategic and Compargtelligence encompassing Strategic Insight, eHealthinsight and PharmaVitae Company
Tracking.

He has authored hdepth analyss on strategic issues affecting the pharmaceutical industry, focusing on lifecycle
management, pharmaceutical sales force stgies, competitive dynamics in mature and emerging markets and
the changing nature of the global generics sector.

He has chairedrad spoken at numerous conferences in the field of lifecycle management and the changing
nature of the generics industry. Higork has featured in In Vivo, The Economist, The Wall Street Journal, MedAd
News and PharmaFocus.

Neal holds a PhD in Pharmacology (University of Cambridge), and a MA in Natural Sciences (University of
Cambridge).
Dates

27 October 2010, Brussels

Venue & Accomodation

This course takes place at the Sheraton Airport Hotel & Conference Center which is sijjadsitteBrussels
National Airport, literally at 2 minut&dvalking distance from the arrival hall.

Sheraton Brussels Airport Hotel
Brussés National Airport

To register, complete the online registration form at www.celforpharma.com
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1930 Zaventem

Belgium

Tel: +32 (0) 2 710 80 00
Fax: +32 (0) 2 710 80 80

We have secured prefential room rates at this foustar hotel for our delegates. Registering three weeks or
more prior to the course will secure your room at@ferential rate. Upon your registration, C.Eokpharma
will send youa Hotel Accommodation Sheet to complete asehd backDo not hesitate to contact Marie

Stricklesse, Programme Coordinator, if you need assistance in this rfratiee.stricklesse @celforpharma.com;
tel +32(0)27092241).

Registration fee

Price*
27 October 2010 Course (LED)
1 Registration beford 0 Septembef010 €1.270
1 Registration afted0 SeptembeR010 €1.470

(VAT excl.)

To register, complete the online registration form at www.celforpharma.com
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The Pharmavarket Acces<ourse
Definition¢ Planningg Implementation

By.
Lloyd Morgan & Konrad Wallerstein

This expert faculty combines a unique blend of expertise and experience of
strategically vital aspects in market access optimization!

1 Lloyd Morgan ishe General Manager of Adelphi Group. Lloyd has
worked with Adelphi for over 19 years and has experience in
communications, outcomes and marketing research. He is a membel
l RSt LIKAQa LINAOAYy3A O2yadzZ dFyoe I

f Y2YNI R 2 ff SN&IUGS APYiladelghiadffica. Bdtrad has
20 years of experience of working on pricing, reimbursement and ma
access issues within the industry and as a consultant.

By attending this coursgyou will:

‘| . Grasp thefull meaning of Market Accessts importancefor optimizing product launches arits
implicationsfor the whole organization, from phase Il up to péetinch.

7 . Learn tointegrate market access concepitsto clinical and brand marketing plans

3. Have a good understanding of théferences across thedalthcare systems in Europeith
respect to optimizing market access for your brands.

/I Gain insight intdhow stakeholders- and which ones! impacton the success of your brand along
its lifecycle.

5. Learn to use the concepts and techniques that have prdodre successful imfluencing the
market access decisiomakers

6. Know howto effectively manage the organizational issué®m global to local, from medical to
marketing, etc.

'/ . Gain expert insight and advice from an expert faculty with vast relesassfunctional and multi
therapeutic experience from both industry and consultancy.

To register, complete the online registration form at www.celforpharma.com
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What sets this course apart?

The faculty has lived the experience of integrating market access issues into commercial and clinical plans. They
have advised multiple conamies on market access and pricing strategies at global and local levels. Together,
they encompass the broad crefimctional expertise that is required to effectively build market access into

clinical and brand plans.

In this programme, in addition to providing you with a thorough understanding of market access concepts and
the key stakeholders involved, we will share concrete examples and show how market access should be
integrated in your clinical and brand plans.

Who should attend?
This seminar is a must for international brand managers and for managers in functions that contribute to
optimizing market access, such as business intelligence, health outcomes,
marketing communications and public affairs.
Managersn local marketing organizations with responsibility for optimizing market access in national markets
will also benefit but they should be aware that the scope of this seminar is primarily international (global or
regional).

Agenda

You are welcome to jo us for the welcome coffee &9:30h. The actual programme starts at 10:00 and closing
will be no later than 17:0@

Day 1
1 Welcome

1 Defining Market Access

What do we mean by market access? What does it encompass?
Why is market access so importdot pharma marketing?

Key terminology and definitions

What are concerns of market access decision makers?

How does market access relate to pricing?

OO0OO0O0O0

1 Healthcare Systems in Europe: Commonalities anfledbénces

What parameters / factors distinguish different healthcare systems?
Whichare the key stakeholdeypesin the different systems?
Compare and contrast countries.

Implications for market access.

[eleloNe]

1 Country Systemg UK

O System
0  Stakeholders
0O Issues/Hot toggs.

1 Country Systemg Germany

To register, complete the online registration form at www.celforpharma.com
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System
Stakeholders
Issues/Hot topics.

1 Country Systemsg France

0]
0]
0]

System
Stakeholders
Issues/Hot topics.

1 Country Systemsg Spain

0]
0]
0]

System
Stakeholders
Issues/Hot topics.

1 Country Systems Italy

0]
0]
0]

Day 2

System
Stakeholders
Issues/Hot topics.

GROUP DINNER

1 European Changes

[elelNoNNe]

Health Technology Assessment
Price referencing

Risk Share agreements

Future developments

1 How to Fit Market Access into the Strategic Plan?

(ool elNe)

al LIWIAyYy3I YIENLSG O00Saa FyR (GKS NBtSglyd aidl{18K2t RS
How to effectively design a market access plan for your brand.

The role of Patient Related Outcomes (e.g. Quality of Life) in creating a market access plan.

Exercise

71 Identifying andPresenting Value Messagéar Key Stakeholders

0]
0]
0]

What is a value message audit?
Which kind of message for which stakeholder?
The process of a value message audit.

1 Building the team

0]
0o
0]

Organizationalssues.

Role of global / regional / local organizations.

How to optimize communication between departments that share similar stakeholders (i.e. clinical research units
economists, marketing, etc.)

1 Closing Remarks

To register, complete the online registration form at www.celforpharma.com
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Learning methodology

This facultyis very experienced in leading interactive sessions and will actively engage participants in discussions.
In addition, a short case study will be used to illustrate key parts of the theory.

Meet the experts:Lloyd Morganand Konrad Wallerstein

LloydMorgan is the General Manager of Adelphi Group. Lloyd has worked with Adelphi for over 19 years and has
SELISNASYOS Ay O02YYdzyAOl A2y &z 2dzid02YSa +FyR YIN]SGAYS
consultancy team. Lloyd originally trained as an aotant and his previous experience inclgdevolvement in

the European launch of Tenormin when working with AstraZeneca. Lloyd is a member of the Market Research
Society.

Y2YNIR 21 ftSNERGSAY Aa o0lFlaSR Ay ! RSELKAQA t KAfI RSt LKA
Konrad has 20 years of experierinavorking on pricing, reimbursement and market access issues within the

industry and as a consultant. Prior to starting Adelphi Focus, Konrad was Executive Director, Pricing at J&J PGSM
HE&P, leader of the Public Poliayagtice at Cambridge Pharma Consultants, where he also devised and

implemented PharmaQuery (an international-bne information resource, newsletter and consultative service
dedicated to market access systems and issues), and a founding director of @EddT the first consultancies

to focus on the economic and commercial aspects of pharmaceuticals, for the industry, trade associations,
governments and the European Commission).

Dates

19-20 October 2010

Venue & Accormodation
This course takes place at the Hotel Le Méridien Bruxelles which is sitgpediteBrussels Central Station.

Le Méridien Bruxelles

/ F NNBF2dzNJ RS £ Q9 dzNR LIS o
1000 Brussels

Belgium

Tel: +32 2548 42 11

Fax: +32 2 548 40 80

We have secured prefential room rates at this fivestar hotel for our delegates. Registering three weeks or
more prior to the course will secure your room at a preferential rate. Upon your registration f@iharma

will send youa Hotel Accommodation Sheet to complete as®hd ack Do not hesitate to contact Marie
Stricklesse, Programme Coordinator, if you need assistance in this rfratige.stricklesse@celforpharma.com
tel +32(0)27092241).

To register, complete the online registration form at www.celforpharma.com
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Registration fee

19-20 October2010 Course (ACGOD)

1 Registration befor& Septembef010
1 Registration afteB Septembef010

* (VAT excl.)

LAST UPDATE - 22 July 2010

Price*

€2.450
€2.850

To register, complete the online registration form at www.celforpharma.com
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The Pharmaceutical Odicensing Course

By:
David Scott

1 Over 24 years licensing experience in the healthcare setherfirst ten
years within the pharma industry.

1 As a freelance licensing and business development consultant sincenE99
hassuccessfully concluded numerous inward and outward licensing
agreements for clients covering small molecules, biologicals and delivery
technologies.

1 ! dzii K2 NJ 2 F-seflifgiNactice Guide t Rharmaceutical Licensing

By attending this course, you will:

1 . Understand thekey factorsleading to asuccessful outicensing dealithin the pharmaceutical
and biotech industries.

7 Learn how to profile your product amtepare product informationto maximise its attractiveness
to third parties.

3. Understand the key factors leadingvaluing your productand how toset up a spreadsheeb
optimize the commercial structure of the deal.

/. Find out how to target potential partnersand thebest wayto makesuccessful contacts

5_ Learn what to include in &®rm sheet as well as iICDAsand MTAs and whichissues tovatchout
for during negotiations.

6. Understand thedue diligenceprocess and what will be expected from you.

/. Get expert advice onegotiation strategyand on managing a deal pesignature.

What sets this course apart?

1 The expert: David Scott is wedlspected in the pharmaceutical licensing world and is activelgrid out
licensing products for clients in the pharmaceutical, biotech and technology sectors. He also has a strong

To register, complete the online registration form at www.celforpharma.com
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track record in running successful traig courses and workshops, so he combines a handspproach to
licensing with training skills.

1 The content: This course is designed to provide delegates with all the practical skills neededicersat a
development based product. The course is haatk but fulfilling and covers all the main aspects of
licensing. It comes along with useful templates for future activities, including a spreadsheet to calculate
optimal deal values.

Who should attend?

The Pharmaceutical Olitensing Course is desigghfor those likely to be involved in the licensing process:

1 Senior executives and scientists in companies developing or planning to develop products for out
licensing.

91 Junior to midlevel managers, including scientists, commercial and legal managers, who are likely to be
involved in the licensing and due diligence process.

I Business development managers, members of legal and IP teams with no formal training in liaedsing
staff joining the business development and licensing functions.

1 Managers looking to broaden their personal career skills with a thorough understanding of the licensing
process.

Course agenda

The course starts on day 1@8:30h with a welcome coffee and ends on day 2 at 1H.00
Day 1

Welcome & General Introduction

1  Introduction of the programme and the delegates
1  Overview of the owHicensing process

Preparing the Ground

1  The importance of an odicensing strategy
1  Questions to be addressed when preparing anl@énsing plan
1  Deciding on the best time to do a deal

Deciding What Type of Deal to Seek

What are the options in terms of deal types?
An explanation of how jointentures and cegpromotion work
An introduction to typical commercial deal structures

—- == —a —a

The value of performance and offset arrangements
Contractual Issues

1 What to include in Confidential Disclosure Agreements (CDAs) and Materials Transfe
Agreements (MTAS)
1 Termsheetscl RSGFAf SR flLé&vYlyQa NBOASs 2F | ¢

To register, complete the online registration form at www.celforpharma.com
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o  Exclusivity, Sulicenses, Field and Territory
o Milestones, Royalties and Royalty stacking

O Termination, Warranties and Jurisdiction

Valuing the Deal

1  What are the key factors influencing deal values?
1  Whatis a sensible way of establishing the value of a product?
1  Modelling the deal

Exercise: delegates will be given a spreadsheet and an exercise to calcul
optimal deal structure for themselves

GROUP DINNER

Day 2
Preparing to Outlicense

How to draw up an action plan and what to include
Setting up the licensing team
I How to market the deat gain a full understanding of how to prepare the required

documentation, including theon-confidential brochure, confidential prospectus and
presentation, due diligence and target tesheets

= =

Finding Potential Partners
1  Assembling and refining target lists and the resources used for this

1  How to make effective contact with potential fiaers
I Acheckiist for effective recordeeping

The Evaluation Process

1 Whatis involved in the evaluation and due diligence process undertaken by both licel
and licensees

{|  Factors that can influence a successful outcome
Negotiation Pointers
I  How to make your negotiation more effective

Managing the Deal

1 Building a teang task forces
1  Managing your partner
1

What to do if everything goes wrong

Preparing a Terngheet

q Example of an actual tersheet used in a successful deal

To register, complete the online registration form at www.celforpharma.com
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Exercisedelegates will be given the opportunity to draft their own target andidattk terms for a
fictitious but realistic case. The results will be critically examined by the expert and discussed in
plenary,

Learning methodology

David Scott is an experiencédK | & f A OSy akya NBORMIBSMA at N} OGAOFt DdzA R
Pharmaceutical Licensidag K & 0SSy OFff SR G(GKS daljdAydiSaasSyaAalt LIKI N
systematic presentation of the involved processes with practical anecdotesdram personal experience.

Delegates are encouraged to raise specific issues in the group to take full advantage of his experience and advice.

Each day ends withneexercisehat allows delegates to put ia practice the techniques. Delegates also receive a
number of preformas (including a draft CDA) dealing with the issues discussed during the course.

Meet the expert:David Scott

David Scott is a freelance healthcare consultant and a skilled negottatohas closed a number of major deals

for inward and outward licensing for pharmaceutical products, delivery systems and technologies. He has also
provided licensing training for a number of multinational pharma companies and training zagans and las

published widely. David has a BSc in Chemistry from Nottingham andjf@akiate qualifications in marketing

and market research from Kingston Business School. He is also an accredited Certified Licensing Professional and
a member of the Licensing Exgiwes Society and the Pharmaceutical Licensing Group.

He joined Fisons plc (acquired by RPR in 1995, which itself has been acquired by\&atigjiin 1973 where he

held a number of roles including marketing, corporate development, finance directbewfSpanish subsidiary,
business development manager and licensing. As Fisons Licensing Manager, he closed a number of major deals
and collaborative ventures involving both drugs and delivery systems.

Davidhas spenthe past 13 years as a consultantdamas provided strategic advice. He has successfully
concluded both inward and outward licensing agreements on behalf of a range of worldwide.cltiatslient
base includes topanking global companies, European regional companies, biotech compauksptogy start
ups and universities. He currently sits on the board of thredbbl€d pharmaceutical businesses.

Dates

25-26 November 2010

Venue & Accommodation

This course takes place at the Sheraton Airport Hot€lo&ference Center which is situategdpositeBrussels
National Airport, literally at 2 minut&dvalking distance from the arrival hall.

Sheraton Brussels Airport Hotel
Brussels National Airport

1930 Zaventem

Belgium

To register, complete the online registration form at www.celforpharma.com
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Tel: +32 (0) 2 710 80 00
Fax:+32 (0) 2 710 80 80

We have secured preferential room rates at tfosr-star hotel for our delegates. Registering three weeks or more
prior to the course will secure your room at a preferential rate. Upon your registration, fGtghliarmawill send
you a Hotel Accommodation Sheet to complete and send back. Do not hesitate to contact Marie Stricklesse,
Programme Coordinator, if you need assistance in this matterié.stricklesse@celforpharma.carnel +32 (0)2
709 22 41).

Registration fee

Price*
25-26 November 2010 Course (OWT)
1 Registratiorbefore 8 Octobe2010 €2.430
1 Registrationafter 8 Octobe2010 €2.850

* (VATexcl)

To register, complete the online registration form at www.celforpharma.com
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The Pharma&ricingCourse
for Pricing& Marketing Executives

By.
Gary Johnson

1 The most dowrto-earth pharma pricing expert with superb training talent.
f Founder & CEO of Inpharmation, a specialist consultancy.

9 wSy2gySR O2yadzZ G4Fyid F2NJ GKS 62 NI |
more.

1 Winner of a number of speaking and best paper awards.

1 Author ofPrinciples of Pharmaceutical Pricing: An Evidence Based Apprc

By attending this coursgyou will:

‘1 . Understand thdanguage the conceptsanddifficulties of pricing pharmaceuticals.

7 Learn about thericing techniques that work best in pharm@nd know which ones daot work in
pharmal!). Concrete examples are used rather than vague concepts.

3. Understand the mechanics and dynamicéntérnational reference pricing and parallel tradeand
how they impact on decision making for national markets.

/I Know howpricing systemsvorkin key international markets

5 . Leave with aollection of techniques and principlethat you can implement easily and
immediately.

(. Gain expert insight and advié®m Gary Johnson, a former senior marketing executive in big

LIKF NYF gK2 o0dzZAfd 9dzZNRPLISQa Y2aid NBaLISOGSR
practice.

/. wSOSA @S [Prindiple’ af Pliadnackutical Pricing: An Evidence Based Apprdachwill
be a valuable reference to have with you.

To register, complete the online registration form at www.celforpharma.com
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What sets this course apart?
Gary Johnson is an awawdnning experitrainer who:

Has consulted for every top 10 pharma company.

Has forecast for every leading country and major therapy area.

Is a finalist for the MCA Business Book of the Year Award.

Is a semfinalist for the Financial Times Global Business Book of the Year Award.

Twice won the BHBIA (British Healthcare Business Intelligence Association) best paper award.
Trained over 700xecutives around the world. His presentations are constantly tweaked according to
delegate feedback. They have thus evolved over the ygathey aresasy to understand and
consistently get very high customer feedbachres.

E I ]

In this programme:

The focus is on techniques and approaches that have been proven to work best.
Concepts are explained in simple, Aomthematical terms.
Concrete examples are used rather than vague concepts.

Delegates leave with a collection of techniques and princigilasthey can implement easily and
immediately.

= =4 —a -8

Who should attend?

Aside from the headquartebbased Pricing Managers, who should have this course on their curriculum, it will be
of interest to other mid to senior level executives in both global and local organizations in functions such as
health economics, marketing, finae, general / BU management and strategic planning.

Course agenda

The course starts on the first day@3:30h with a welcome coffe and ends on the secortthyat 16:M®h.
Day 1
1 Welcome & General Introduction

1 The Proven Principles of Good Pricing

O  Why pricing experts repeatedly make very poor predictions of how the global pharma market will ¢kelvbgve failed to
correctly forecast the impact of managed care, disease management, health economic requirements, the prospects -
i22Qps Si0o

O Learn the alternatives and how and why they work better.

O In particular, learn the simple enduritiaws of pharma pricinthat persist through all the fads and panics that consume tl
industry.

1 The Language of Pharma Pricing

0 Asimple introduction tall the key terms and concepts that you need to understandrderto function as an effective
pricer.

0 For example: the difference between price elasticity and price sensitivity; the difference between parallel trade and re
importation; the difference biveen price sensitivity and price awareness, etc.

To register, complete the online registration form at www.celforpharma.com
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1 Major National Pricing Systems

0]
0]
0]

Understand how the pricing systems in key international markets work.
In particular, understand the fundamental differences between the European country systems and the US pricing sy
Learn if and how this implies different futures for the two regions.

f Health Economics and Pricing

(0]

(0]

Why conventional health economiosodels formative models that suggest how people should behawe not applicable &
price setting modelsxhere you need descriptive models that predict how people actually do Behave
How conventional health economic models can be amended so thataieesnore useful in price setting.

f Conjoint and Pricing

Day 2

Conjoint is perhaps the most popular survey based technique for price setting. Learn exactly what conjoint is and ho
works.

Learn why conjoint can deliver biased price estimates and whyligtily should not be used alone to set pharma prices.
Learn how a conjoint survey can not only predict the price sensitivity of doctors, but also the price sensitivity of payel

GROUP DINNER

1 Other Key Pricing Survey Techniques

0]
0]

Learnexactly what the other pricing techniques afer(example: Gabor & Granger and Van Westengarm how they work
Learn their biases and how to use them in a context that delivers more accurate price sensitivity estimates.

1 Econometric Approaches to Ring

(0]

(0]

Why pricing econometricssaused in other industries (like fast moving consumer goods) tend not to be applicable to
pharmaceuticals.
Econometric approaches that work well for pharmaceuticals such as the powerful Exclusion Charts technique.

1 Thelnternational Pricing System

0]
0]

Understanding the complexity of the global pricing environment
Why imposing simplicity onto ifi(dzOK I & A Y LJ2 & A y) B ndt alwdysIsdpropkigfcteanOvenil ndt ithenNd
adopt this approach.

1 International Reference Pricing and Parallel Trade

(0]

0o

(0]

Understand the mechanics and dynamics of international price referencing: who tends to reference whom and using
rules?

Understand the mechanics and dynamics afgflel trade. What motivates # parallel traders and how does this allow us
predict the patterns of parallel trade.

Understand the differences between cross border trade (for example into the USA) and parallel trade within the Eurc
Union, and what this means for the future of cross border trade into the USA.

1 Implementing a Pricing Strategy

o

Differentoptions fordealingand negotiating with pricing authorities.
Pricing strategies in free markets vs. regulated markets.
Nonreimbursed launches when the optimum price is not accepted by authorities.

To register, complete the online registration form at www.celforpharma.com
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Training methodology

This course optimally alternatésteractive lectures with papebased exercises in groups 6b3lelegates.

Meet the expert Gary Johnson

As the founder and Managing Director of Inpharmation, a consultancy specialising in pharma forecasting and
modelling, Gary Johnson works with the world's top 10 pharma companies and many more.

Gary is also the expettainer on our popular The Pharma Foasting Course of which you can read testimtmia
from past participants herehttp://www.celforpharma.com/pharmamanagement/training/plarmaforecasting
course.html#Testimonials

Prior to founding Inpharmation, Gary spent two decades in the pharma industry holding senior positions, such as
General Manager and Head of Global Marketing with a number of majordblipepharma companiesiéluding
SmithKline Beecham, Fisons and Schwarz.

Gary Johnson is a sougdifter industry speaker and conference chairman. Winner of a number of speaking and
best paper awards with the EphMRA and the BHBIA, he is the author of Evidence Based Forecasting f
Pharmaceuticalsthe definitive work on forecasting (and influencing) the sales of pharmaceutical products.
Other books includ®&onkey Business: Why the Way You Manage is a Million Years out offDatest for the

MCA Book Prize.

Dates

21-22 October 2010

Venue & Acconmodation

This course takes place at the Hotel Le Méridien Bruxelles which is sitgpediteBrussels Central Station.

Le Méridien Bruxelles

/ F NNBF2dz2NJ RS f Q9 dzNR LIS o
1000 Brussels

Belgium

Tel: +32 2548 42 11

Fax: +32 2 54810 80

We have secured preferential room ratesthis five-star hotel for our delegates. Registering three weeks or
more prior to the course will secure your room at a preferential rate. Upon youstragjion, C.E.lforpharma

will send youa Hotel Accommodation Sheet to complete asehd backDo not hesitate to contact Marie
Stricklesse, Programme Coordinator, if you need assistance in this rratigie.stricklesse @celforpharma.com
tel +32(0)27092241).

To register, complete the online registration form at www.celforpharma.com
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Registration fee

21-22 October2010 Course (PRI7)

1 Registration befor& Septembef010
1 Registration after 3 Septemb&010

* (VATexcl)

LAST UPDATE - 22 July 2010

Price*

€2.450
€2.850

To register, complete the online registration form at www.celforpharma.com
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PharmaBiotech Product Company Valuation
An Introductory Course

By
Patrik Freiand Johan Ohlsson

T 9dzNR LIS Q& (i 2 Lisabhighatowih kfesgien& EdriPanibs.

§ Patrik is Bunder &CEO of Venture Valuation AG, specialists in independe
assessments and valuation of emerging kygbwth companies in
biotechnology and life sciences.

1 Patrik and his team carriealit all external valuations for the Novartis
Venture Fund.

1 Johan is Sr @sultant with a background in research (Karolinska Institute)
and strategic analysis.

By attending this coursgyou will:

1 . Knowwhat determines the valueof life science biotechs and emerging pharma companies
7 Gain a thorough understanding of kegluationterms, concepts, tools & techniques

3. Learn and practichow to:

0 Use a model that assesses tet factors of a biotech compangrior to its valuation.

Calculate theralue of a biotech company

0 Calculate thevalue of a development compoundith an excel tool you can take home and
use for any other pharmaceutical product in development.

0 Structure licensing dealbetween pharma and biotech, covering issues such as milestones
and royalty payments.

o

/. Gain expert insight and advice from Patnikifvhohasassessed and valued numerous products
and companies in the life sciences industry.

What sets this course apart?

9 The expers: Patrik Freivrote the first book on the valuation of higgrowth companies, including biotech
and other life science companies. Patitd Johan areeputable specialistin the valuation of life science
companies, with irdepthinsight into the Venture Capital, Plma and Biotech sectors.

To register, complete the online registration form at www.celforpharma.com
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I The contentThe expertsmethodology taught at this course goes beyond the numtremching approaches
of most consultants, to also include qualitative factors that are hard to define. This course demonstrates the
practical application of statef-the-art valuation methods spedtfally targeted towards highisk and high
growth projects in the life science industry.

Who should attend?

Anyone who needs a thorough understanding of the valuation concepts and techniques commonly applied in the
pharma and biotech industries

Course agenda

You are welcome to join us for the welcome coffe®@i30h. The actual programme starts at 10:00 and closing
will be no later than 17:0@

1  Welcome & Introduction to ValuationWhat¢ Why ¢When

O  Scope of this course
O  Basics aboutaluation
O  The main drivers of valuation: measuring risk versus return.

1 How to Assess a Company Prior to Valuation

0 Why is it important to assess a company before doing a valuation.
O The tiree key assessment areas: managemdathnology- market.
0 The 20 factors required to assess a company.

1 Company Valuation

O Interactive lecture:
A An overview of approaches for valuing life science companies (e.g. option pricing) and why simple approa
work best.

A Focus on the most used company valuatioethods:
9 Discount Cash Flows
1  Venture Capital method
M Market/ Deal comparable

A Valuation in practice discussion of a historical case.

O  Group work on a case study:
The audience will be broken up in groups of 4. After reading the(wageh will be sent to you prior to the coursegch
group has the opportunity to calculate the value of the example company. The groups will then present and discuss t
results in a plenary discussion.

1 Product Valuation& Deal Structuring

O Interactive lecture:

0 Difference between company and product valuation.

0  What information do you need?How to gather the information?
0O  Overview of product valuation methods.
(0]

In-depth explanation of the most frequently used technique in Pharma & BiothelRiskadjusted Net Present
Value (rNPV).

How to calculate the value of a company from several product valuations.
Given an rNPV, how to decide on the best deal structure (upfront payment?...milestone payments?...royali

o O

To register, complete the online registration form at www.celforpharma.com
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O How to useproductvaluation to determine a suitable deal structure?

O  Group work on a case study:
The audience will again be broken up in groups of 4. After reading the case, each group has the opportunity to calcu
value of the example product. The groups will thegspnt and discuss their results in a plenary discussion.

T Final Discussion & Wrapp

Learning methodology

This course optimally balances interactive lectures and group work on case studies that illustrate the theory and
enable delegates to practidbe fundamental valuation tools & techniques.

Definitely of great value in this coursetli® product valuation session, as it is applicable to any licensing deal,
including the pharmgharma situation. Following an explanation of the product valuati@ihods used in
pharma/biotech, you will be able to practise the commonly used rNPV or eNPV metheddjtisked Net

Present Value or expected Net Present Value) with an Excel tool developed by Dr Munton for thisarmirse (
that you can take home o@D ROM!). This tool will also enable you to practise how to best structure a licensing
deal between companies.

Meet the experts: Patrik Freiand Johan Ohlsson

Dr. Patrik Frei is founder and CEQ/ehtureValuation AGSwitzerlandVenture Valuation sgcializes in

independent, thirdparty assessment and valuation of emerging high growth companies in biotechnology and life
sciences. Services are provided in the form of proprietary Valuation REportempanies and investors.

Furthermore, Venture Valuation runs the Biotech and Life Sciences Datdbiaseshgateand other country

databases in Austria, Canada, France, Germany, India, Italy and Switzerland.

Patrik grivk dz- 6 SR FNRBY (KS . dzaAySaa | yA@SNaAGE 2F {4 DI ff
2T KAIK INRgGK O2YLI yAaASaé i GKS {4Aad CSRSNIE Lyada
include CFO of a trucking company; tiagat several international corporations: LeCroy (Geneva, New York),

Hans Merensky Holding (South Africa), Swatch Gr@M Microelectronic (Marin).

Johan Ohlsson is currently employed as a Business Analyst at Venture Valuation AG, Swipeeftaimdng
independent thirdparty financial and strategy evaluations of emerging Fagbwth companies in the area of life
sciencesJohan holds a MSc. in Molecular Biology and a BSc. in Finance from the Sddertdrn University. He also
held various positios within Pharmalicensing as a business development executive and strategic analyst focused
on business development where he played an active role in product development and started a consulting
division focused on business development activities. Prithab, he worked as an oncology researcher at the
Microbiology and Tumor Biology Centre (MTC), Karolinska Institutet, and later as an Analyst at the Bioseeker
Group.

Dates

28 October 2010, Brussels

To register, complete the online registration form at www.celforpharma.com
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Venue & Acconmodation

This course takes place at the Sheraton Airport Hotel & Conference Center which is sipjaostteBrussels
National Airport, literally at 2 minut&dvalking distance from the arrival hall.

Sheraton Brussels Airport Hotel
Brussels National Airport

1930 Zaventem

Belgium

Tel: +32 (0) 2 710 80 00
Fax:+32 (0) 2 710 80 80

We have secured preferential room rates at tfasr-star hotel for our delegates. Registering three weeks or
more prior to the course will secure your room at a preferential rate.

Upon your registration, C.Eferpharmawill send youa Hotel Accommodation Sheet to complete asahd back
Do not hesitate to contact Marie Stricklesse, Programme Coordinator, if you need assistance in this matter
(marie.stricklesse@d@rpharma.com; tel +32(0)2 709 22 41).

Registration fee

Price*
28 October 2010 Course (VAB)
1 Registration beford 0 Septembe010 €1.270
1 Registration afted0 SeptembeR010 €1.470

"(VAT excl.)

To register, complete the online registration form at www.celforpharma.com
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Registration Form

Toregister, simply complete and submitd online form on our website gtage
http://www.celforpharma.com/pharmamanagement/training/reqistration/registeonline.htmlor
complete theform belowand fax to+32 (0)2 709 23 38

To register, complete the online registration form at www.celforpharma.com
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1 As C.E.forpharmalimits the audience size at most expert programmes, we recommend you to register as

early as possible.

1

1
Company Detad

Company Name
Invoice Address
City

Country

Tel

Your Personal Details

Title

First Name
Last Name
Job Title

Yrs of Mgt Exp.
Email

Direct Tel

Select Your Course

We will confirm your registration within 24 hours upon receipt of your details.
In case the programme is fully booked, we will get back to you and offer alternative dates.

XXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXX X
XXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXX X
XXXXXXXXXXXXXPOERIUHK XX XXXXXXXXXXXXP
XXX XAXXXAXXXXXXXXXXX

XXXXAXXXXXXXXKXPAX X XK X XXXXXXXXXXXXXO

XXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXX P
XXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXX XXX
XXXXAXXXKXXXXXKXXXKXXXXXXXXXXXXXXXXXXXX XXX XXX
XXXXXXXXXXXXKXXXKXXXXXXXXXXXXXXXXXXXX XXX XXX
XXXXXXXXXXXXAXXXXXAXXXXXXXXXXXXXXX O
XXXXXXXXXXXXKXXXKXXXXXXXXXXXXXXXXXXXX XXX XXX
XXXXXXXXXXXXXDIECKPaX XXXXXXXXXXXXXXP

Please tickvhich programme you want to registéor:

Title Code Price*
The Pharma&rand Planning Course

I 4-5 October 2010 PBP14 € HEDY
The Pharma Forecasting Course

I 7-8 October 2010 FOR14 € HBDY
I 23-24 November 2010 FOR15 € HBDY
The Pharma Market Access Course

I™ 1920 October 2010 ACQ06 €2.850
The PharmaPricing Course For Pricing & Marketing Executive

I 21-22 October 2010 PRI07 € HEDY
The Pharma Business Development Course

I™ 2526 October2010 PBD14 €2.850
I 30 Nov- 1 Dec2010 PBD13 €2.850

To register, complete the online registration form at www.celforpharma.com
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Optimizing Brand Lifecycle Management Strategies
I 27 October 2010 LCMO8 emMonT

PharmaBiotech Product & Company Valuation
I 28 October010 VAL09 eEModn T

Health Economics for Nehlealth-Economists
I™ 16-17 November 2010 HE@04 € HEDY

The Pharmaceutical Otlicensing Course
I™ 2526 November 2010 OUT01 €2.850

The Digital Pharma Marketing Course
I 2-3 December 2010 DIG02 € HEDy

ANY SPECIAL DISCOSNVILL BE APPLIEDTAMATICALLY

*(VAT excl.)
Payment details
VAT N° TOXXX XXX XXXXXXXXXXXXXXXXXXXXXXXXXXXX XXX XXX X
Purchase Order N°:: X X X X XX XXX XXX XXX XXXXXXXXXXXXXXXXXXXXXXXXXX
Promotional Code : XXX XXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXX:

™ | wish to pay by bank transfer.

C.E.lforpharmabvba c/o Fortis Bank, Warandeberg, 2000 Brussels

Account Nr. 00446497948

IBAN: BE 11 0014 4649 794BIC/SWIFT: GEBABEBB

On the bank transfer slip, please include the delegate name and the event code

I | wish to pay by credit card. (Amex, Master Card or Visa; a 3% surcharge will be applied)

CONFIRMATION OF REEOEOF PAYMENT ISCRERED BEFORE THERSTOF THE EVENT

An electronic version of the invoice will be sent to you within 2 days.

If you have not received anything within 2 days, please call +32 (0)2 7092241 or senthdnce
marie.stricklesse @celforpharma.com

1 Payment by credit card will be processed confidentially by &&tricklesse, Programme Coordinator, upon
your agreement of the invoice. An electronic voucher will be subsequently sent to you for confirmation of the
payment.

= =

Cancellation & Transfer Policy

1 Cancelling 5 weeks or more prior to the course: cancellggerofe250.
Cancelling 4 to 3 weeks prior to the course: 25% of the full registration fee.
Cancelling 14 to 7 days prior to the course: 50% of the full registration fee.
1 Fewer than 7 days or if no notification received: Registrant liable to pay full registration fee.

To register, complete the online registration form at www.celforpharma.com
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§ If aregistrant cannattend the scheduled course, @y (G N} yAFSNI 2y O0S 2y | aalLd Of
another course held within one year of the original course date.

Any cancellation charge can be avoided by sending a suitable replacement participant.

If C.E.lforpharmacancels an event, C.Bdrpharmais not responsible for any airfare, hotel or other costs

incurred by registrants.
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Insurance and Liability
It is recommended that participants obtain adequate covertfavel, health and accident insurance before

they depart fromtheir countries. CE forpharmaasorganizercannot acceptiability for personal injuries, or
loss of, or damage tqrivate property belonging to the course participants ammtompanying persons.

I I confirm my registration and accept the cancellation and transfer policy.

To register, complete the online registration form at www.celforpharma.com
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