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a Global Program




Stelios Charitakis
Father of two, dog owner, CX believer

Y

Topics to connecton:

=>» Omnichannel engagement

> Agile change management in
digital rollouts

> Cross-market digital best
practices
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Customer - Wﬁ
Value - 3

Are we moving the right
levers?
Does it reaIIy make a
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Mind the Gap!
From Behaviors to Value

Feedback loops

Customer
Engagement

Deliver

Are we reaching m Awareness .

the right Aréiwe qualit Customer Customer Behavioral
value outcome

D o
customers? capturing F response
interest? re we . - Are we guidin
encouraging Arg we. Are vye triggering el des?red g
participation? delivering the right I lirs?

something reactions?
meaningful?

Business
value

Are we
contributing to
measurable
impact?



Linking CX to Business e
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HCPs are ready
to be heard

65% of the physicians
would at least under
certain circumstances
appreciate regular
feedback opportunities.




Besides contact with sales representat’
channels would you prefer to receive ir
through?

Please rearrange the following options in order of pre
most preferred option at the top.

¢ Email

/
~ ﬂ 0k Printed newsletters
\

fa Product websites
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Roadmap: Scaling Vo
in 23 Countries

@ Initial rollout, 5 pilot markets

Q2

Early adoption:
Test SFMC and Veeva

First learnings:
Iterate pilot experience

Enable responses tagging, i.e. campal
Data and dashboards integration- :

3, product

cES oV

How satisfieq are yoy

caling to more markets +
Activate feedback at every
touchpoint

Q2 Enable CSAT in F2F visits, Events,
Webinars, Chatbots

Q3 Web-plugin expansion - Capture
feedback on the websites

Q4 Initiate experimentation and
improve UX continuously

m Drive change management




Therapeutic Areas: 1

-> Veeva - HCPs
- SFMC

2021 110
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Lo 43 120+

1 country feedbacks

The figures presented are rounded and approximate, intended solely to illustrate
directional trends. They do not represent exact or publicly disclosed data.




Therapeutic Areas: 5

- Veeva = HCPs

- SFMC AR A S, :
70+ '-

- Website
users

2022 60+

surveys

700+
5 countries feedbacks

The figures presented are rounded and approximate, intended solely to illustrate
directional trends. They do not represent exact or publicly disclosed data.




Therapeutic Areas: 7

- Veeva = HCPs

> SFMC > HCCs LT
- Website - Medical FR R
- Events Students : :

- F2F Meetings = Nurses _

> Calls = R e
- Social Media 20 0 I @ ¢ ; 3

users

SU rveys PR o .

0000000000000 000 ",‘ :Serbia_’

16 countries feedbacks

Romania

The figures presented are rounded and approximate, intended solely to illustrate
directional trends. They do not represent exact or publicly disclosed data.



Therapeutic Areas: 10

-> Veeva

- SFMC

-> Website

-> Events

- F2F Meetings

- Calls

- Social Media

- Printed
Materials

- Webcast

= Chat

202

38 countries

-> HCPs

- HCCs

-> Medical
Students

-> Nurses

- 500+

surveys

- 70k+e

feedbacks

The figures presented are rounded and approximate, intended solely to illustrate
directional trends. They do not represent exact or publicly disclosed data.




70+ countries

The figures presented are rounded and appr¢
directional trends. They do not represent exz

Yintended solely to illustrate
.publicly disclosed data.




Channel Expansion

xpanding our survey delivery bandwidth

2023

2024

89:@: @@luﬁbi@‘

Veeva SFMC Web3|te Events Calls Social Printed Webcast Chat
Approved Marketing Media Materials
Email Email

n3e3

Al VoC Automation Closing

+ Insights the Loop




The Secrets

Behind scaling the
MSD VoC program




One Survey
One Channel
One Market
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Consistenc
First, bmld

experiment after

H#3




B\V/oC atform

That fit our
infrastructure

HA4
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Structure

Data

from the start

H#5







DSwitzerIand: Listening
Across the Journey

€3 MsD

Hi, Dr. Hiisler
Your opinion is valuable to us!

How easy was it to got the mformaticn you needed?

Always-on NPS in the

website footer to
understand overall CSAT triggered

satisfaction and loyalty post-transaction t
assess the delivel

order experience

1 2 3 . -

We want 1o Initita the change you wil see. By taking this
utvey you can helfp us with monthly improvernents

capture onb
experience

1o recommend your colleagues 10
u

How likely are Y7 ollaborate with us?

c




WPoland: Feedback AfterEvery "

Webcast
-:-\

g o & Wyklad "Szczepienis A ANALYZE
a &\ CSAT sustained across 4 é Mo
multiple webcasts o ) o
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Szczepienia przeciw HPV: Nowe doniesienia, znaczenie profilaktyki i
alka z nowotworami" swojemu koledze/kolezance?

v Topic-level insights help
~~  tailor future content

@ Feedback supports

C@@ speaker selection and
I=¥ format improvements

Simple post-event
surveys offer continuous . ,
|earning signals L D m:?;:::re;:(:?ne podczas wykladu bedg mialy wptyw na Pana /
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Portugal: Feedback Across
Channels + Power Bl Integration

< CSAT ANALYSE
Distribute your survey by targe
y y y g ts (D insights  [~) Reports =@ Survey results
Split your target audience by separate custom links
All time

NAME CUSTOM FIELD TAG

SFMC CSAT + Add custom field + Add tags

AEs CSAT

S salesforce \//aY=\V/a

QR code

Wordpres Salesforce

(SFMC) CLM & AEs
QR code C.
Automated collection of over Wordpres
10'000+ CSAT responses [V[13T- e
a single-question format Website
. . o footers
distributed via: \\ (WordPress) printed links

\ N






Al & What’s Next -

o Sentiment & Signal o Crcfss—Market
Detection Insights
Spot tone, Concerns Cluster similar feedback

unmet needs from open— across brands or
feedback countries to spot

patterns.

<A Insight-to-Action
Summaries

Turn raw feedback into clear,
visual insights to drive CX
and brand decisions.

o Close the Loopl]

Auto-flag feedback neediné —
action and send it to the
right teams.



LET'S CONNECT!



