Marketing Mix and
Spend Optimization.
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Background

Our customer acquired a - . '
buy-and-bill drug in a rare =
disease area that was in the
market for 6+ years and wanted
to understand the drivers of
sales (brand equity vs.
marketing tactics).

Their requirements included
understanding of ROI of each
marketing tactic and how spending
across channels

should be optimized



Our Solution

e Developed a channel attribution model with suitable variables

transformations like ad-stocking that factors memory effect of a
promotion

e Spend/Budget optimization tool was developed and hosted on the
Internal company server which allowed the customer’s brand teams
to input budget constraints and revenue targets and accordingly
decide on the optimal spend-by tactic for the financial year



Business Impact

The Channel Attribution model informed
that Field Calls by sales reps were the most

Influential tactic, and there were
opportunities to reduce spending in Speaker
Programs, and re-allocate spending to Paid
Search due to higher profitability

ROI by Spend Level

Speaker Programs: Actual vs predicted

The ROI For each Tactic Mapped Against the Tactic
Spends Allowed us to Understand Tactic
Profitability and Opportunities to Increase or
Decrease Investment

S — curves built out for each tactic informed
opportunities for the customer to increase or
decrease spends
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Optimization Tool — allows for Scenario Building to
understand the optimal spending at different levels
of spending across each channel
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About Circulants

We help Life sciences organizations transform complex
research, clinical, and commmercial data into Al-driven insights.
Enabling smarter discoveries, faster decisions, and
breakthrough outcomes for a lasting competitive advantage.

+1 D25-008~2726 ‘ www.circulants.com
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