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Wiley Corporate Solutions

JA)—-a—RL—k-Y1)a—32 X

Wiley helps pharmaceutical and
scientific corporations, by working
collaboratively, to connect with and
maximise engagement within the
medical and research communities.
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Our Reach in Health Ess®i-srasugkoy—F4 WILEY

Our collaboration with communities of researchers and Healthcare professionals in more than

200 countries means that your message can be seen by the 112 million unique visitors on Wiley
Online Library.
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Our Global Health Community V!
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From cutting-edge online technology to enhanced content solutions, Wiley Corporate
Solutions team is dedicated to help corporations reach, engage and connect with the
audience you need.
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Our Japanese Health Community

WILEY
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Our credible digital channels enable your field force to better engage and deliver
added value to your customers, via credible content.
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Background s

In July 2021 Wiley conducted research amongst healthcare
practitioners to learn more about changing information
behaviours.
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Wiley surveyed over 1 ,000 healthcare professionals
(HCPs) globally, about their content consumption,
preferences, and habits to understand how information on
the page/screen translates to clinical practice.
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Understanding the journey to clinical decisions

RS RREFTFTOEDY ZEAET S
The survey helped us understand prescribers' preferences to clinical content and provided us with key findings, which we will be discussing in this
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Why are some sources of content used in preference to others?
Why are some types of material more influential than others?

Why might valuable insight or information be overlooked or rejected as part of a clinical decision-making
process?

Where are HCPs looking for information?
What are the obstacles to finding valuable information?
Which formats are more useful in processing complex information at speed?

What are the expected long-term effects of COVID-19 on professional development, learning, and
content consumption?




Respondents’ Profile @&&n7no —
Mean career experience for HCPs in Japan was 12.3 years (2021 survey)
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69% 4% The Japan survey participants identified themselves as one of the following specialties:
0
18% 14% 17% 12% 7% 9%
CARDIOLOGIST ENDOCRINOLOGIST INTERNAL ONCOLOGIST PEDIATRICIAN PULMONOLOGIST OTHERS
MEDICINE (OTOLARYNGOLOGIST,
NEPHROLOGIST,
GENERAL SURGEON
270/ AND NEUROLOGIST)
0
@ ciobal 27
11% @ rn a8k
8% 7% Global sample size: n=1,016
0 Japan sample size: n=173
3% 2%
2% 2%
1%
o o @
Consulting Medical Allied Health Nurses Medical
Physicians Professors Professionals Researchers Residents/
Students
EFE B AT 1AL FERD EFEHEE LoTUNEE



Respondents’ workplace mzzan#s:

Most respondents were from the Hospital sector
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w
HCPs medical information online search behaviour | WILRBY

As digital is emerging as the optimal and most accessible platform for news, data and @pdates, HCPs in
Japan are more frequently accessing medical information online.

——Global —&—Japan 63%
» HCPs online presence have increased
post pandemic. Therefore, it is crucial
51% to accomplish meaningful HCP
39% engagement online.
« Successful engagement requires you
37% to provide your target customers with
convenient access to relevant content
that is easy to consume online.

%HCPs

6% ) k
3% %

r
2 or 3 times/week Everyday Once a week 2 or 3 times/month Once a month Less than once a —
month
B[22~ 3[E] #H E[Z1[g] AIZ2~3[H] AIZ1[q] AlZ1[E K&
Q: H&\: often do HCPs search for relevant medical information in thei/rﬁdﬂf i
Q: HCPO B FICEET SERFHMERELI-YFRALY T HHEEIX?

Global sample size: n=1,016
* Japan sample size: n=173



HCPs trusted reference sources
BREREAFTE-ONEETELHIERE

HCPs are highly-selective in their content consumption.

WILEY

Most-trusted sources are established platforms, publications and recommendations from peers
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0,
STCNEOS e ——

. S 27%
DATITA4YILEaA— Systematic reviews
30%
= Medical textbooks 3%
TEXFANTYY 1%
0,
Supplements/Reports - 12%
ooo/oOO 9%
g g Scholarly books I 3%
= F8
: 10%
ME DDA Peer-to-peer recommendation ‘ 17%
0,
gL DY TH A+ Pharmaceutical company websites ' 3%
2%
HEF patents W 2% M Global
HERTOMR Pharmaceutical company representatives H 2% M Japan

Q: Which sources do HCPs trust the most to stay updated with medical information?

Q: HCPA I DERIFHREAF IS L TRULEBEL TV DIHERRIE?

Among HCPs, online medical journals are the
most popular resources, and credibility is still
the most important factor when choosing a
resource.

As HCPs in Japan value peer-to-peer
recommendation, this could be a clear
opportunity for pharma companies, to
emulate an in-person level of engagement and
interactivity virtually for HCPs, through
educational hubs and virtual audience
engagement solutions.

Global sample size: n=1,016
Japan sample size: n=173



HCPs preferred reference formats for clinical decisions WILEY
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Content preferences are evolving. s Y DRAEEIELTLS

Sophisticated format combinations enable rapid decision-making.ggsnt-g+—< v lAEHE 3T, MELERRENALEIH D,

2XTXFRAD®H/X  Full-text Articles

7—AR&74  Casestudies 12% 16% « HCPs’ preferences for consuming information are
changing.
zi Medical books &IN5 .. .
g B « HCPs are operating in a new landscape, with
& \Videos 129% - the pandemic inducing more HCPs to go digital.
s , - . * InJapan, the preference for enhanced content
Efg Images 14% 13% Faii e B OWING ALYl iR’ among HCPs has increased by 10% in the last
ENHANCED CONTENT :
. _ one year, as the content referencing needs have
AVITHTST499RX Infographlcs 15% 17% gone hlgher durlng the pandemlC.
_ * Interactive, concise, easy-to-digest enhanced
Q&As formats help to drive engagement and increase
impact.
Influencer interviews P

AVITNI Y —DAEE1—
B Global mjapan

Q: What reference format do HCPs prefer to support clinical decision-making?

-~ > n - n Global sample size: n=1,016
Q: HCPIZERRR EDEBREZXIET IS HBEICE D LHLGRAZFO M ? Japan sample size: n=173




Medical learning platforms accessed by HCPs during the WILEY

pandemic

Physicians in search of medical data, seem overwhelmingly to favor targeted sites rather than
general web browsing for credible medical information.

BN Global mJapan

41%

What has changed post COVID?

« HCPs are missing the peer-to-peer connection
at in-person events.

« Educational hubs and virtual events can fill this
gap - an opportunity to differentiate your
reach and engagement.
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Publishers site/ Automated alerts for  Social media groups  Web search (Google, Abstracting & indexings Attending in-person Co-workers, peers, E Drug
Societies/ Journals via newly published from peers Bing, etc.) services (Eg. PubMed)* conferences superiors at work manufacturers
email, websites or articles - §
social media Z .
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Global sample size: n=1,016

Q: Where do HCPs learn about newly published scientific/clinical research in recent times: T e

Q: HCPIE, #FitzICHRSNI-RFH/ERRARZE TSN ?



Number of clinical materials referred for clinical decisions WILEY

by HCPs in Japan
FEARMERRED=HIZSHEINT-EBRREFR D
(Z? More than ©1% of HCPs in Japan

consult tWO O more sources

before insight translates

to a clinical decision

61%LL E DHCPAVRB M SRR E BIREICEDSET
DB T2HELU LDEHRREESELTLS

Over 47% consult more than
three sources

A7%LL EDZELL ED
HFHRREZSHELTLD

Q: How many reference materials do HCPs read before making a clinical decision?

Q: HCPIZERFRMERREZ T T IIHI-Y. fiEDSEEHEHTFLMN ?
Global sample size: n=1,016

Japan sample size: n=173



HCPs challenges in accessing scientific/clinical research WILEY
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Keeping up to date with the latest developments and determining the credibility of the
research, remains a challenge for HCPs in Japan in recent times.

e=Global es=J]apan s . 3 5 .
The dramatic increase in the amount of digital
information being pushed to HCPs during the
pandemic is causing ‘digital fatigue'.

How do we mitigate this?

= Optimised HCP engagements (based on

20% current HCP online search trends and other
13% 16% historical content requirement behaviour),
using the right channel, will help drive the
11% engagement.
6% = Personalise HCP engagement for the
. y . g foreseeable future (in terms of content needs
Finding relevant The cost/expense of  Receiving non- Keeping upto date  Determining the ) 1R _ ..
content that is accessing relevant information  with the latest credibility of and tailor-made InSIghtS for clinical decision
available information outisde the area of  developments research results ma king) is the key-
digitally/online practice

Q: What challenges do HCPs face in accessing scientific/clinical research?
Q: FERR/ERRAEADT VAT HCPIXE D LSLFRBICEET 50 ? Global sample size: n=1,016

Japan sample size: n=173



HCPs attitude towards Advertisements in Japan nceonsi-x+z%m WILEY

Physicians are more likely to notice advertisements when the source is credible and links to scientific content
FRREE, LEDE/BTINEETESLILDTHIEE. LEZEHLOTL

Source credibility is an important factor for HCPs HCPs love science and dislike biased brands
HCPICE o TIE BT DISHEN EZETH B, HCP (X R} B &4 /I NA T XD 2 /-1GFR 4% 5

Jourtigggtforms _35% Ads with neutrality and k
(digital/online) 53%

science in the content

Banners on Journal websites _ 9 .
23% Product advertisements from
d 26%
credible sources

Journals Newsletters

Ads that provide access to - 14%
Pharma sponsorsed channels - 14% credible reference content .

Mobile Apps 0% Ads with patient case studies . 7%

Online commerical websites I 2%

Q: In the past, how frequently have you come across relevant Q: When you notice advertisements on your screen, what

product advertisements in any of these online platforms? motivates you to click on the advertisement link(s)?

BEIZ, MRBAUSA2T5y b IT+r—LT, EQOEEHEICEHE LEZBICLI-ESE, ESVWSERTREEY V7202 v LW
HDHHT0FY FEELEZBICLE=A? EBSIHM?

Global sample size: n=1,016
Japan sample size: n=173



HCPs opinion on the new normal

The pandemic switch to remote knowledge sharing is a permanent transition
RUTIVIIZEBD)E—FTORNBEAEADBITIIEAYN

FYBLDTIORIINTIYNTH—L%E Increase in usage of digital

0,
FMALTHERICTIERTEHIE . . geut
platforms to access information

82%

A4 Increase in the number of virtual _ 81%
AET L conferences 77%
BEHED=—ZN Continued education needs 83%
AFAVITIEDS switching online 91%
More virtual collaboration with 42%
IN—F ¥ )LZEE TD 17 E peers 57%
B2 DS B Increasing virtual appointments — 87%
with patients 61%

26%

Decrease in budgets in hospitals 33%

FEOHIA

, _ . B Global
More virtual interactions with 77%

RESHERELELDA LT 679 B Japan
AL TORYIRY AN pharma sales reps . E

Q: What long-term impact will COVID-19 have on information-seeking behaviour?
QFHEIAOFT VAV ABRREFFEBRRRITBICEDIIGRANGEZELESZ oM ?

What has changed post COVID?

The future of medical engagement has gone
virtual.

With the drastic increase in the volume of
emails and webinars HCPs are facing today,
virtual engagements must be highly targeted
to improve HCP access.

Content that delivers information in a precise
format through credible channels have
better reach.

Global sample size: n=1,016
Japan sample size: n=173



Key findings that may impact your decisions for 2022 @ WILEY
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The pandemic switch to remote knowledge seems a permanent transition.
NOTEVIICEB) E— FTOAMBHREREANGLDENAD

Enhancing evidence-based articles with videos and infographics
would support the decision-making process for HCPs.
ETARA2I7495374 90 %ANT, TETFUVRIZED VAN E
LT H LT, HCPOERRBRED TORDBIITELS

A combination of ease of digital access to the latest information
and the credibility & relevance of content will drive increased
engagement of HCPs. T 42 L TORFDIEHRADT I/ EAD &L &,
AT UYDEFEECEERDORS. LV S EROBEHEHETHCPD
IVGF—CFr b ERHDHENTES

Strategies to disseminate content via email and
social media are vital to secure continued reach.
AVTIOVEI—VRIWATATOA=NLZT Y IR—VT
LEHTW CETHREMICU—FETH D



WILEY

Meet our Team in Japan
BADEYANRIGEN-LET

Our experienced team will be able to help you find the best way to meet your goals,
whether we're partnering with you to create content or helping you advertise in top
journals.
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Thank You! EEHYUMNESTEVET

Partner with us to discover and HEBNESZHHEHI)) 12— FEYFELED,

execute strategic solutions that
resonate and drive impact.

WILEY

For more information please contact:

pdejong@wiley.com

mishikawa@wiley.com
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