From: Albert Paonessa [/o=mail/ou=exchange administrative group (fydibohf23spdlit)/cn=recipients/cn=apaonessa3]

Sent: 9/27/2012 2:52:29 PM

To: Charlie M Mayr [/o=mail/ou=exchange administrative group (fydibohf23spdlt)/cn=recipients/cn=cmayr]
Subject: HDMA PR Campaign

Attachments: PR Proposals.pdf

Charlie,

I'm on the board of the HDMA and | just received this proposal for the board to review on Sunday at our annual board meeting. It's 81 pages and | only glanced
over it. It looks like the goal is to educate the public as a response to all the closings of HDMA member distribution sites. My guess is that the HDMA wants to
now get out in front of this with a campaign that they hope will get the DEA to work with the HDMA members and not against them.

| don’t see an issue of Anda being a part of this initiative, but | do want to see it presented and ask some questions. Please let me know if you see any glaring
issues that | should be aware of that could be an issue to Watson. Anda happens to be the only member of the HDMA that is actually owned by a manufacturer.

Thanks
Al
PLAINTIFFS TRIAL
EXHIBIT
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HEALUTHCARE DISTRIBUTION MANAGEMENT ASSOUIATION

PUBLIC RELATIONS FIRM PROPOSALS
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MEMORANDUM

TO: Board of Directors

FR: John Parker, Vice President of Communications
DATE: September 24, 2012

RE: PR Firm Proposals

Over the past several months there has been an intense national focus — from the media, to Capitol
Hill, to the regulatory and enforcement agencies at the federal and state levels — on the issue of
prescription drug abuse and diversion. As many of you are well aware, during this period, our industry

has been thrust into the debate as either part of the problem, part of the solution, or both.

As a point of background, the CDC in November 2011 reported that prescription drug abuse had reached
“epidemic” levels. During the past year, DEA also stated that its top priority was no longer fighting the
illicit drug trade but addressing the misuse and diversion of legitimate prescription drugs. Coinciding
with this shift, DEA launched notable enforcement activities targeting distributors and chain pharmacies.
Finally, in late June the Attorney General of West Virginia filed a lawsuit against 14 distributors,
inappropriately labeling them “pill mills,” and calling on the named companies to stop distributing
controlled substances for non-medical purposes. The swirl of activity has resulted in significant media
coverage, from The Wall Street Journal, Associated Press, Reuters, Bloomberg BusinessWeek, among

others.

It is clear that the issue of prescription drug abuse is not going away. As such, HDMA, with
encouragement from our members, initiated a process of identifying a strategic public relations firm to
partner with us in order to more effectively inform opinion elites, policymakers and the media about
who we are as an industry and what we are collectively doing to address this public health challenge.
Our goal is to initiate an incremental, scalable effort that educates key audiences through the creation
of strategic data-driven messages and materials, advocates for meaningful legislative and regulatory

solutions and builds upon our existing third-party relationships and creates new alliances.

After interviewing four agencies in person and receiving proposals from each, HDMA staff has selected
two nationally recognized, Washington-based firms — APCO Worldwide and GMMB — to present to the
HDMA Board of Directors on Oct. 1. Each firm will have approximately 30 minutes to articulate why they
are best suited to strategically partner with HDMA and our members on this critical issue, and to take
any questions that you might have. For your review, | have attached the proposals developed by each
firm as well as a PowerPoint presentation detailing the public affairs strategy that was shared at the
recent HDMA GPPC/SBDC/IRC meeting in Washington.

With your input and guidance, HDMA will select one of these firms if the Board concludes that this is an

appropriate and necessary action for the Association to take. The selection of a strategic

Anda_Opioids_CA_SF_0073808
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communications partner is an important step for HDMA and our industry and it is critical that we have
your support to move forward. The success of this endeavor will require that the membership work
together to shape, and then implement, the strategy.

If you have any questions, please contact me (jparker@hdmanet.or or 703-885-0216) in advance of the

meeting in Florida. | look forward to seeing you on Sept. 30.
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* 15,000 deaths in 2008 due to prescription painkiller
ore than 1999

overdoses; 3 tlmes;.

Source: “Vital Signs: Prescription Painkiller Overdoses in the US, ”CDC, November, 2011.
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DEA identifies prescription drug abuse as top priority;
steps up enforcement efforts

substances rﬁbmtormg
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DARRELL V. MOGRA, IR,
CONBUMER PROTECTION DIVIEION
F-BOR-368-RR08 o 304-GHE-BRG8

FOB IMMEDIATE RELEARE Release Dater June 36, 212

Abuse, Sues 14 "Pill Mill" Suppliers

Attorney General McGraw Launches Assault in ﬁ&%ié& Against Drug

schemers ar'}é» like dealers,” McGraw added. ‘They
profit from the suffering of their victims.””
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“You can have the ostrich approach. You can stick your head in the sand and ignore
blatant signs.”

— Gary Boggs, DEA, USA Today, Feb 28 2012

“Wholesalers and dlstrlbutors?just continue to ship large amounts of drugs to those
pharmacies without damg their due diligence, without knowing their customer ... They
[distributors] have a responsmlllty under the [Controlled Substances Act]. They choose

not to comply wnth tha 90b||gat|on

It’s a step out of desperatlon

— Gary Boggs, DEA, BloombergBusinessWeek, June 6, 2012
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— DEA Press
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“I’'m hoping today we can turn the dialogue to a
constructive dialogue, it’s not ‘us vs. them’ but how
we can work together — 1 think we can make a lot of

progress workmg gogEther
—John Gray, HII\/IA Congressnonal Testlmony, I\/Iarch 1,2012

HOwW
ﬁ%%ﬁé‘}‘%&ﬁ&iﬁ %ié?% ‘

amﬁ Abuse

Anda_Opioids_CA_SF_0073817

Confidential
P-03861 00012



Methods a

Cecasional Users  Frequent or Chronic Users

13% 288

from y or more dockors

1FE e

Ut afned %ﬁm frieradirelative for fres i B 47%
or vl asking

TYPES OF PAST-YEAR USERS

Sotron: SAMHRA, Cerder for Behavinral Heatth Statistics and Quality, Netiora! Survey on Drug Use sod Haalth, soogama
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* DEA may not change its approach, but we can
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Reposition and rebrand HDMA and the
mdustry, articulate who we are and
at we are doing to prevent abuse

wins throug}h mtegrated strategy

Build alliances with like-minded
organizations and potentially work
toward a larger initiative
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* Met w(th f:ur diverse, natlonally recognlzed PR
firms; %%eac; | ";;rm presented a detailed proposal

e Two f|r ns will be asked to present to the HDMA
Board at the Annual Board & Membership Meeting,
Oct. 1
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Points of commonality:
 Internal and external stakeholder research
. I\/Iessage development ‘

. Alllancé de\)elopment
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* Closed-door stakeholder summit
* Independent adVIsory commission

* “White- H%at_,_lssue campaigns
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Thank you for inviting APCO to submit a proposal to support HDMA and its members &
through a difficul! political, policy and legal landscape and continus (o bulld
industny's reputation. "

We appreciated the opportunity to meet with you and your colleagues earlier this m ﬁ%‘z and
speak for our entire team when | say we are enthusiastic about the prospect of wm‘kﬁmg with
has deep experience in stakeholder engagement, reputation management and industry positioning
govermnment relations, health policy, and risk and issue management. We have direct experience it
yvour industry on relevant issues, including current engagements with the Brtish Association of " _,
Fharmaceutical Wholesalers and the American Academy of Pain Medicine, We are confident we can
be g strong partner to HDMA o ensure that coritical stakeholders understand the important role that
HDMA and its members serve to drive fo solutions around key issues as well as the indusiry’s overall
value o society.

Sinea our meeting we have spent more time refining our proposed strategic framework to help you
mitigate potential risks, create third-party allies and validators, and ultimately enhance vour reputation.
Cwr recommendations are based on the best thinking of experts from across our firm, including those
with law enforcement and DEA-related exparience, former members of Congress with jurisdiction over
legal and heathcare issuss, as well as our deep bench of staff with industry and issug-specific
experience both in the LS. and Eurape. Should we sarn the opporiunity 1o work with you, we are
confident you'll find that the tsam of experts we have assembiled o support HODMA will consistently
dedfiver a high level of impactiul counsel and service.

We can assure vou that ouwr parinership would be bruly collaborative and will build upon HDMA& s current
work to ensure maximum efficiency and effectiveness. Our expertise and knowledge will allow us 1o hit
the ground running. We will develop and provoke new ideas, guide the crealion and implementation of
a multi-facetsd campaign, and bring the full weight of owr finm's expertise in madia and social media,
repuiation management, public and government affairs and stakeholder relations.

Following you will find a more detailed sirategic aporoach o the ideas we have already discussed. You
will also find information about APCO, our people and our relevant experience. We hope the
information can provide you a bit of insight into the firm, our culture and how we approach client
partnerships. We would welcome the opportunity 10 answer any additional gueastions you may have al
your convenience. Thank you for considering APCO- we look forward to having the opportunity o
work with you.

Sincearely,

Michael Tuffin
Managing Director, APCO Worldwide

Confidential Anda_Opioids_CA_SF_0073825
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& 2012 APCO Wordwide Ing. Al righis reserved.
This proposal is provided o you for vour internal svaluation purposes only. You may nol reproduce or share the content hereof with any
third parties outside your orgarization, including, without limitation, competing bidders. Upar completion of the evaluation process, you must
return or destroy &l copies of thess materials unless you obiain written permission from APCO Worldwide to retain them,

Confidential Anda_Opioids_CA_SF_0073826
P-03861 00021



SITUATION OVERVIEW

The war on drugs has evolved over the last several decades. Resources and altention ¢
away from busting drug cartels for illicit substances and redirected to fight what the CD
an epidemic — the abuse of prescription pain pills. Use of prescription painkillers without m
grew 75 percent betwaen 2002 and 2010. Over 15,000 people died from prescription drug overdose
2008 alone, a staggering 109 percent increase over 2002, Lawmakers in Congress and the COC ha
repeatedly called attention {o the issue, and DEA officials have declared it their ‘number one priority
and the number one problem in the U5

With health advocates, government agencies, media, law enforcement officials, and state and national
poticymakers looking to place blame for this growing epidemic, HDMA and it8 members are at the
center of a bulls-eve for both persecution and proseculion. Lawmakers and law enforcement already
went after the drug manufactrers — a deep-pocketed member of the supply chain — for their role in'this
aepidemic. HDMA's top three members, AmerisourceBergen, Cardinal Health and MoKesson
Corporation, had revenues from drug distribution of over $270 billion in 2011, Given the size and
considerable resources of just these three companias, i is not surprising that somes aggrassive
attorneys general and lawmakers have decided (o turn thelr attention o the distribution industry.

DEA and state law enforcement have targeted HOMA members both large and small, negotiated
settlements in the tens of millions of dollars, and suspended one company's ability to ship controlied
substances from one of s facilities for several yvears. Meanwhile, drug distribudors face ongoing
serutiny and threat of exclusion and debarment, restraining their ability to negotiate or fight in cowt

APCCO understands that HDMA and its members do not just represent trucks and warehouses in the
supply chain of pharmaceuticals, but a oritical component in the nation’s healthcare system. Youwr
members provide a valuable service, follow the law, and advocaie for increased regulations and
safeguards {0 ensure the safety of our drug supply and prevent drug diversion. While portrayed as
“middie men,” HOMA's members create efficiencies that save American consumerns money at a ime of
steadily rising healthcare costs. Healthcare distributors help avert drug shortages and ensure patients
have the safe, effective drugs they need, whan and wherg thay nesd them. APCO understands the
value the distribution industry provides, but many of the stakeholders and opinion leaders that will
impact the industry’s operating environment do not. A faw challenges:

» Fesearch will reveal the rue state of knowledge about the industry, but our experience tells us
that even informed opinion-leadar gudiences do not understand the pharmaceutical supply
chain and the distribution industry's role in il

» Unlike the independent phanmacy, local physician or community hospital that interacts with
patierts, HDMA's members play a behind-the-scenes role and lack g public face. HDMA does
not have a direct connection point with consumers. As such, there are fow allies who have an
incentive (o defend vour industry, validate vour practices, or question those who question you.

s HDMAs largest members are massive, largely unknown and deep pocketed — g particularly
dangerous combination in an era of political populism on the left and the right characterized by
mistrust of big nstitutions. Simply put, HDMA's members’ profits and success represent a
potential untapped revenue stream for state lawmakers and reguiators.

With all this in the background, HDMA has an opportunity to educate and reposition the industry in the
aves of lawmakers, law enforcement, state reguiators, the media and opinion leaders. The prescription
drug abuse problem is only going o assume a higher profile and HDMA s members are very likely o
become & bigger targel. This proposal outlines a comprehensive, integrated three-part strategy to
address both vour immediate communications needs as well as your longer-term ability to build and
protect the reputation of the healthcare distribution industry.
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STRATEGIC APPROACH

The challenge is to reposition HDMA and its member companies as productive and collaborative
participanis in the war on prescription drug abuse and to leverage this repositioning & e
the industry 1o emerge as a recognized, responsible and valuable contributor to the natio hee
system. Receiving recognition as a lsader on the drug abuss issue will help redefine the | mduwtr‘g .
relationshins with and support from its key staksholders — DEA, national and state polioymakers, A{?«ﬁ
sustomers {pharmacies, chain drug stores, hospitals and clinics), doctors and the general public.

APCO recommends deliberately shifting from the current reactive posture (0 a more forward-looking
positioning that emphasizes the strength and value of the industry a8 g solution provider ang
collaborative partner. The industry must chart a course that will fransition it from the inevitable
seapegoat of politically motivated, headliing-sesking slected officials and law enforcement officials {o an
acknowledged leader on this and other issues impacting the safely, affordability and availability of
prascription drugs. Gur approach will begin to insulate the industry from capricious and specious
attacks, demonsirate the industry’s value and benefils, and ultimately seek o craate a more favorable
oparating snvirenment for HDMA's members.

To effect this changs, we recommend creating 8 new namative around the industry. The foundation for
the narrative will be developed through research o identify how the indushry is currenily viewed by each
of s key audiences, which will help orystalize yvour understanding of the existing perceptions of your
strengths and weaknesses. The research will also identify gaps belween vour stakeholderg’
axpectations of the industry and the indusiny's current behaviors, which will reveal polential areas for
griticism. In the short term, we will foous on activities that addrass the oriticism of distributors’ role in the
national drug abuse problem. Simultaneously, we will develop and implement a targsted, integrated
program to educate key stakeholders about the industry’s value proposition, foster collaboration with
influential partners, and help HDMA establish the industry as g leader in solving problems that its
stakaholders expect it {o address.

Three-Part Strategy
ARPCO recommends that HDMA pursue an
integrated three-part strategy that will:

1. Prepare HDMA and its members for
potential fJuture crises and mitigate
future risks;

2. Educate relevant stakeholders inside
the Beltway and nalionally on the role
of drug distributors in the
pharmaceutical supply chain,
advancing their value proposition and
inoculating them against attacks; and

3. Sirengthen and protect the industry's
reputation through a “white hat”
leadership campaign.
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in the current environment, would not be advaniageous for the ndustry tm ’zrgf ar‘;
hagh prmfaie Eeadefﬁth p%atmn o drug abuse or any e:}tﬁeer agﬁu@ The ?xmmhmdﬁa

healthcare problems. For this reason it is ampma’c ive that an effortto manage the f,:ua“mm crisis am
prescription drug abuse be coupled with & campaign to educate key stakeholders on the industry
fongstanding role and evolving value in the presoripiion drug supply chain, These two acotivities slons
will bagin to improve the industry’s reputation among its key audiences, but, to effectively reposition the
industry, they must be accompanied by a ransformative campaign iha’z &S’iabﬁi‘mﬁﬁs the ndustry as &
national leader on a prominent healtheare issue. i is this reinforcing combination of aggressive [ssues
management, educating key stakeholders and demonsirating leadership that will positively change the
way yvour most important audiences view and interact with the industry.

Risk Mitigation and lssues Management Containing the Damage and Defending your
Repuiation

APCO will prepare HDMA fo belter respond to threats and altacks on the industry, to understand how
these threals are likely o evolve over time, and o provide protection and cover for iis member
companies. We will also oreale tools to help the industry  communicale around known and smerging
issues o enswe that the industry speaks effectively with 8 consistent voice o media, policymakers and
ragulators, including the DEA. Industry employees are natural ambassadors, APCO will ensure that
HOMA's mamber companies have the {ools necessary o explain emerging issues o their employees
and souip them to defend the industry. Finally, APCO will identify and enlist the support of key third
parties who can validate the industry’s position and status as a positive influence on key issues
including prescription drug abuse.

Issues management, by its nature, is a defensive activity because the industry must define Hself in
terms of 3 negative issue or oulcome. While it is oritical to do this, | is squally important for the industry
fo define igelf under mors positive terms. In fact, the more effectively the industry defines ligelf, the less
issues management and risk mitigation will be required. Defining the industry in moreg positive terms
means conducting an aggressive educaltion campaign that asserts how the industry benefits key
stakeholders and confributes positively to the prescription drug supply chain and the U8, healthcare
system.

Education Campaign: Asserting the Indusiry's Positive Role and Valus

Research will tall us for sure, but we belisve the greatest vulnerability the industry faces today is a lack
of awareness of the value that pharmaceutical distributers add to the prescriplion drug supply chain
Cutside of individuals and organizations that directly interact with HDMA and #ts mambaer companies,
there is Hittle understanding of the role the industry plays in providing Americans affordable access o
neaded pharmaceuticals in 8 manner that is both safe and highly efficient. APCO recommends building
a campaign to educate all of HDMA's key stakeholders, including policymakers, DEA, patiert
advocaies and prganizations, pharmacy groups, media and other relevant third parties. This campaign
will ieverage & combination of third-party and industry voices to tell 8 positive story of the role that
HDMA's member companies play in delivering reliable and safe access to prescription medications,
and demonstrate how the industry 8 actively contributing solutions o the nation's healthcare problems.

Defending the industry against aftacks and educating key stakeholders on the value that
pharmaceutical distributors add to the prescription drug supply chain will not by #self position the
industry to lead on key issues that are important o HDMA s member companies. To becoms part of g
national dislogue and to be seen as an effective partner in addrassing prescription drug related
healthcare issues, the indusiry will need 10 demonsirate leadership that builds on the valus proposition
put forth in the aducation campsaign.
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White Hat Program: Demonstrating Solution-Oriented Leadership -
To effactively bulld a long-term positive reputation for the indusiry, HOMA %’?%ﬁ&dﬁ to focu s:m
establishing a leadership position on one or more key national issues related to prescript ’
needs to lead an inclusive effort that is viewed by all of the industry's relevant stakeholders as h
clear benefit to society. This type of campaign is commonly referred 1o as “wearing the While He
While APCO will need to conduct research to identify the nature of this program, i will likely addre
the current prascription drug sbuse problam in the United States. The program will provide positive
proof points of the industry’s value proposition and a platform to create relationships with and engage
aexiarnal stakeholders. This program will build a number of industry allies and make i less oredible and
costhier to single out and scapegoat the industry for complex national problems.

As the leadership campaign gains momentum, it will shape the nature and content of the education
campaign by linking the role and value that the industry provides in the day-to-day delivery of
prescription medicinegs 10 a positive example of how the indusiry can use s role and infrastructure to
be a part of the solution o complicated healthcare problems. This type of proof point is the single most
effective form of risk mitigation that an industry can undertake.
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TWO-YEAR STRATEGIC PLAN

Below we have outlined a strategic communications plan o help HDMA build and prok
reputation. Per your request, we have provided three budget levels that we are prepars ‘
based on your resources and priorities. At each level the plan is guided by, and includes slements o
the three-part strategy we have described above. While the overarching sirategy remains consiste
regardless of the budget, the budget will impact the scope and scale of our programs, the tactics g

the speed at which they can be executed. .

s Level 1 - $420,000 — We will provide HDMA and member companies with the fools fo mamgé
the drug abuse issue and other issues as they emergs; we will educate your most important
stakeholders on the role and value of the industry; we will build a foundation for a leadership
platform.

= Level 2 - 3900,000 ~ We will aggressively asser! the industry's value {0 a broader audiance
hase and create partnerships that drive long-term reputation change; we will launch a thought
leadarship program that measurably moves the nesdis on the industry’s reputation.

+  Lavel 3 - 33 million+ — We will position the indusiry to drive g national dialogus by engaging the
states and we will ensure that the industry's key stakeholders understand how the industry is
demonsirating leadership on national health issues.

These budge! levels provide a general estimation of what it will cost to implement the plan for the first
vear. We recognize that we are operating in a rapidly changing environment and that this plan may
nead 0 be adapted at any imea 10 meet changes in the legislative, regulatory and litigation landscapes
at the federal and state levels.

We believe that HDMA can make meaningful, demonstrable progress at each of these levels of
investment. We do want fo emphasize, however, that these levels would be expectad fo produce very
different and non-lingsar results over a two-year period. We would welcome the opportunity o discuss
what budge! rangs makes the most sense for the association and s members at the current time.
Following the strategic plan, we have included a breakdown of the budgset and provided a genaeral
implemeniation timeline,

LEVEL 1 - 3420,000 FOR FIRST YEAR

At this level, APCO will work with HDMA o ensure that the foundation is in place for the industry {0
identify and mitigate potential vulnerabilities and respond quickly and effectively {o arising challenges,
including litigation avents, regulatory action and increased media scrutiny. We will conduct baseling
level research o both inform how to answer HDMA's immediate threats as well as inform the
development of & broader plan to protect the indusiry's reputation. The goal of Level 1 would be o arm
HDMA with everything it needs to identify threats, mitigate risks, educate your primary stakeholders and
butid the foundation for a leadership platform.

Research and Messaging

ARCO recommends a research-based, stakeholder-driven communications approach. Working through
our opinion research arm, APCO Insight, we would begin with 2 primary research program that would
inform each part of the three-part stralegy {(ssues management, education and white hat program).
The research will explore current awareness of the industry, uncover stakeholders’ perceptions of the
industry’s role related o prescoription drug abuse, identify gaps in current behavior and isolste
recommendations for responses - including analysis of the potential impact g higher profile on these
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issues would have on the public and your stakeholders. This research would also olffer prel
insights on overall perceptions of the industry and expectations for responsible behavior 1
will inform proactive strategies for the industry bevond the immediate taclical response

The research program would include qualitative work o understand the tone and %aﬁgéua;g uf«s&d by
stakeholders, and smaller-scale quantitative research to provide validated recommendations 1o suppont
strategy developmeant. The research would focus on the following key siakeholder groups:

DEAflaw enforcement

Fharmacists, including community, chain and hospital
Hospital/clinic purchasers

Regulators and policy influencers

Fhysicians

Manufacturers

2 2 & & ¥ 2

The research would be used to inform the development of messages and an informational toolkit for
HOMA and s membaers:

+  Message Development: APCO will develop a comprahensive sel of core messages tailored for
key stakeholder audiences basad on the research findings. We will develop messages that
explain the industry's value in the supply chain and o the entire healthcare system — as well as
imsue-specific massages related o prescription drug abuse, diversion, track and frace,
shortages, value and pricing, and other key issuas,

+  Member Toolkit Development (Diversion and Abuse}: APCO will develop a complete toolkit
of materials for HDMAs members related (o grescription drug diversion and abuse. The {oolkit
will include messages, industry fact sheets, sample Web content, and a sample op-ed on the
industry's effors o prevent diversion that members can tailor.

Risk Mitigation and Issues Management

This element of the communications plan will ensure HDMA i3 prepared o respond (o0 issues and crises
facing the industry in the near larm. As the industry comes under greater scruliny, it is critical that the
association be prepared to respond and provide cover for members. We will alse help HDMA equip it
meambers to respond o challenges with a8 consistent and cohesive industry narrative.

«  Risk Analysis and Stakeholder Mapping: APCO will begin by working with HDMA and its
members o analyze the current risks and opportunities facing the company and the key
stakeholdars involved. To do this, APCO will arrange a serles of informational briefings with
leaders from a variety of disciplines within HDMA (government relations, legal, communications,
ete )y We also recommend arranging similar briefing mestings with select individuals at HDMA
member companies. This enables us 1o see the situglion holistically and identify areas of
strength and weakness. This process also helps bulld consensus among internal audiences
because it ensures that our communications strategy 8 meeting the goals and priorities of all
relevant intermal audiences within HDMA and itz membership.

«  {risis Response Protocol: Through discussions with HDMA, APCO will also review the
association’s curent crisis response procedures and develop 8 set of recommendations for
HEOMA based on best practices. This includes helping HDMA sef up g oross-functional task
force that has the authority 1o act quickly and decisively In response (o oritical reputation issues.

«  Soenario Planning: The stakeholder mapping exercise helps us o identify the most likely orisis
seenarios that could face the industry, Once identified, APCO will work with HDMA to develop
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detailed scenario plans for the most likely/realistic scenarios — includin
statements and materials.

+  Spokesperson Training: APCO will provide spokasperson trainings for HDMA
members, as neaded. Trainings will help spokespeople provide general industry con
as respond with a clear consistent message to difficult questions related fo hot-button issu
fike diversion and abuse.

«  Third-Party ldentification: APCO will identify potential third-party validators that can be briefed
o the industry and sarve as validators for HDMA, ’

Education Campaign

The second phase of the program is educating key stakeholders about the industry, its value to the
healthcare system and is leadership in combatting diversion and abuse specifically. Using the research
as a base of understanding about stakeholders’ knowledge of and misconceptions of the mdustry,
ARG will work with HDMA to:

«  Explain the supply chain
Euxplain the value of the industry
= Demonsirate your commitment 1o and role in the solution

APCO will focus on developing materials and engagement plans Tor HDMA {0 use o educats the
following groups of key stakeholders:

Federal and stale policymakers
Regulators (DEA and FDA) and polioy influencers
Community and chain pharmacies and pharmacists
Hospital/clinic purchasers
Physicians

Manufacturars

Hatients and patient advocates
rug safety advocates and other
redevant third parties

= Media

2 & & ¥ B 2 & %

Specific tactios for engagement includs:

= Developing Educational Materials:
APCO will develop a suite of
materials that can be used o educats
key audiences,including:
o infographics that visually
axplain the supply chain
o Fact sheets about the industry
and 15 programs to combat
diversion and abuse
=  Background maleral on the issues
= Summary of HDM~ s legisiative agenda
v Details on yvour membaers, thelr role in the pharmaceutioal supply chain and how
thay benefit the healthcare system and consumers

Gy enicasds R z,; D0 e

Confidential Anda_Opioids_CA_SF_0073833
P-03861 00028



»  Revising Online Content: APCO will conduct a comprehensive review
presence and provide recommendations on how o maximize the effective
an educational tool about the industry. This will include suggested content o
recommendations for how and where to post content, and suggestions for site
make it easiar o find information. .

»  Hriefing Schedule: APCO will assist HDMA in identifving a st of organizations amj {‘zd ivi C :
that HDMA should target Tor briefings and developing a schedule for HDMA fo conduct bri ﬁf'ngs
These include beltway media, Capitol Hill and federal agency contacts, and potential third-party
allies. APCO will help HODMA prapare for briefing mestings. ’

+  Speaking Opportunity Support: ARPCO will develop a calendar and conduct outreach o
potential conferences, industry events and other opportunities where HDMA and/or its members
can educate key stakeholder groups about the industry.

o Op-ads: APCO can work with HDMA to draft and place op-eds on this topic in important
indusiry andfor D.C -based publications. Op-eds can be authored by HDMA leaders or third-
party allies,

White Hat Program

ARPCO believes that HDMA has an opportunity o take a leadership position in the ongoing sfforts to
fight prescription drug abuse, While the industry has long advocated for new reguiations that could
more effactively identify and curb diversion, there are opportunities for improvament at avery level of
the supply chain from manufaciurers down 1o patients. To date, there has been limited leadership from
any group o coalesce the entire supply chain. Instead of being collaborative with industry, DEA has
beean closed off and oritical, an ingrained approach that will be difficull to changs. The goal of cur white
hat program is o demonstrate that the healthcare distribution industry is a part of the solution and is
invested in working with all stakeholders 1o make real progress in fighting the prescription drug sbuse
apdemic.

We belisve that the stakeholder research should be used to help guide and inform the development of
the white hat program. The research will help HDMA o understand what stakeholders expect from the
industry to be considerad respectsd and responsible — these expectations should be the key drivers of
the while hat program. While we will await the ressarch before developing a concrete plan, at the base
leval, APCO will be able to develon @ foundation for HDMA s white hat program that the industry can
bulid upon in future years. This will include using the research to build the outline of 8 program and
assisting HDMA in execuling the program.

o ldentify and Package Current Efforts: HDMA and its members do a considerable amount
already o stop abuse and diversion both at the industry and corporate level, We would work
with vour members o {ake inventory of all existing programs and find creatlive, interesting ways
to package this information in & way that showeases all of industry’s efforts and iniliatives.

»  Thought Leadership through Research: APCO Insight can conduct original public opinion
research surveys that gaugs consumers’ perceptions of the drug abuse problem. This
information can be packaged and released to media and other audiences, giving MDMA and
ndustry leaders an opportunity 1o engage in a8 broader diglogue and position themsehes as
axperts on the issuas.

«  Targeted Thought-Leadership Activities: While a robust, industry-driven white hat program is
bevond the scope of this budget, APCO will advise HDMA on opportunities 1o engags in a mors
targeted way o reach influsntial members of key audiences. Tactios might includs:
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o Partnering with local anti-prescription drug shuse ;}fﬁgmmﬁ'mm i
HOMA might benefit from positive press and exposure. =
o ldentifving speaking opportunities for HDMA and leaders among its | o
forums where key issues are discussed and wheare the industry can assey
ieader, '

LEVEL 2 - $900,000 FOR FIRST YEAR

Al this level, over a two-vear pericd, we would expact significant progress toward redefining the
ndustry's postion and reputation. While roughly twice the budget of Level 1, this level provides
exponentially more benefit over the longer term. APCO will conduct additional research that clearly
identifies how to leverage the indusiny's strengths to develop a tallored leadership program that will
reshape how key stakeholders view the industry. We will launch this program in combination with
increased educational outreach 1o 8 broader audience that will allow us 1o bulld new sllies and partners.
Additionally, because we are more proaclively building reputation and broadening our educated base at
this level, wa will more aggressively fight our oritics by leveraging new pariners, third parties and
incustry employees.

Ressarch

APCO Insight will devise a more robust research program that will vield more detailed insights {o direct
development of 8 comprehansive plan o protect and enhance the industry's reputation. Not only will
the research explore crisis response strategies, but it will provide a complete view of how the industry
can effectively assert its value proposition and foster a favorable operating environment. APCO Insight
has developed propriefary research techniques that decode the “reputation DNA" of an industry. Thig
approach richly explores key stakeholders overall perceptions of the industry and s distinctive valueg,
as well as identifies the full range of expectation for responsible behavior, The research would go
beyond the Level 1 plan o include more extensive quantitative surveys that not only benchmarks
attitudes and perceplions on key industry ssues, but also clearly identifies the opportunities and
vulnerabilities that will have an impact on overall industry image. in the end, the research will offer
HDREA and s members g validated road map o follow as i pursues an industry repositioning
campaign with targeted educational and leadership activities.

Risk Mitigation and Issues Management

At this level, APCO will provide all of the risk mitigation and issues management tactics previously
outlined, including preparation to respond o issues and crises and aming HODMA and fis mambers with
a coherent narrative. Level 2 will also include the following additions! slements:

»  Rapid Response Counsel and Support: Should HOMA face a significant crisis issus, APCO
will provide all-hands-on-deck support, providing reabtime moniloring, war-room staffing, media
refations and any other services that HOMA may raquire.

«  Employes Engagement: In addition o developing the member toolkit, APCO will work with
HEMA 1o more actively and substantively engage HDMA and members” employess to be
advocaies for the industry around the diversion and abuse ssuss,

o YWe will develop an electronic employee communications plan that might include videos,
a microsite or perodic e-newsletlers with information for industry employess that
aducates them on fopical industry positions and industry-led efforts 0 manags relevant
national issues.
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about the positive efforts their individual mmpamm are takmg in waaai media on g}
platforms such as Twitter, Facebook and Google+.

«  Third Party Outreach/Development: APCO will not only help HDMA (o ideniify third-party
vatidators, but will directly assist HDMA in reaching out to these groups and individuals. APCO
wiil develop briefing packels for these key sudiences to educate them on the industry and what
it is doing to prevent diversion and abuse,

Education Campaign

in Level 1, we will anm HDMA and s members with an new educationa! materials and
recommendations for website infrastructure changes. Level 2 will allow APCO 10 go one step further
and work more closely with vou as you execitds on the outreach strategies we have outlined, permitting
us 1o guide you more closely through ona-on-ong or larger scale briefings and enabling us b creale
more specific and targeted materials for dissemination. These added resources include:

e Additional Collateral Materials

o Videos: APCO can develop informational videos, featuring interviews with HDMA
leaders, members and other indusiry experts. These videos can be posted to HDMA's
wehsite, used with media and shared with policymakers, APCO has experience in
developing video brochures thal have been used with success with the policymaker
audience.

o APCO can also develop collateral materials for pharmacies, clinics and doctor's offices
that help educate these audiences aboul how our drug delivery system works and how
wea get the medicines we need whers and when we nesd them. These materials can
also include information about how o spot and prevent diversion.

e  Website Development: Al this level, APCO can develop a custom, research-driven, new
website that will become the focal point of the education campaign 1o showease what the
industry is doing to be a part of the solution.

s Social Media Campaign: APCO will work with HDMA to develop a plan to engage key
stakeholders via social media channels including blogs, Twitter and Facebook, This could
include helping HDMA monitor and respond o relevant discussions onling or assisting HDMA in
bullding its own social media presence.

e Briefing Supporh: In tandem with the development of a briefing schedule, APCO will provide
HOMA with direct briefing support, including working on behalf of HDMA to arrange and staff
briefing mealings.

» Arrange Speaking Opportunities: In addiion o creating & calendar of speaking opportunities
as described above, APCO can help securse speaking opportunities by working directly with
conference/event organizers on behalf of HDMA, APCO can handle logistics and staff HDMA
leadars at evends, as well as prepare remarks and briefing materials for event participants as
neadad.
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specific focus on relevant stakeholders within Washington, D.C.

White Hat Program o
While Level 1 will allow APCO to conduct foundational research and prepare for a larger-scale
eadership campaign, Level 2 will provids HODMA with a D.C. lsunch of this campaign and ongoing
program support.

To accompany a leadership campaign, APCO would create white papers, a comprahensive listof D C -
based targeted audiencas, and targeted paid and samed madia to support & launch. Depending on the
targets and nature of the campaign, we might also recommend & wabsite to function as the homes for
activities related 10 the campaign and, f 118 a consumer-focused campaign, we would recommend a
social media program that generales engagement, creates awarenass and provides an opportunity o
interact with media.

While details and direction of the campaign are largely dependent on the oulcome of the ressarch, this
campaign could include a varety of tactics that showcase how the industry is leading the
pharmaceutical supply chain in finding a consumeroriented solution o this growing problem:

« Coalition Buillding: One of the best messages that HOMA can deliver is that it is aclivaly
working across the supply chain (o find ways to solve this national challenge. One way for
HIOMA to assert #s role as 8 lsader iz by bringing together a variely of groups indo & coslition.
Uine option 1o consider is reinvigorating the Pharmaceutical Distribution Security Alliance
(PDSAY or creating 8 similar entity that can be & convening point for the entire pharmaceutical
chain to develop and promote an industry-wide sclution.

¢ Convening Panel Biscussions/Conferences: Either individually, through the PDEA, orin
parinership with a relevant interest group, HDMA could host a day-long conference with
policymakers, reguiaiors and experts from across industry (o discuss solutions and new arasas
for collaboration. Along with HDMA's members, DEA officials and other leaders could be invited
to participate in forums or panel discussions aboul how 10 address the changing drug abuse
landscape.

+  White Paper Development: HOMA can work with relevant experts/think tanks to develop while
papers on relevant opies including drug shortages, drug abuse, drug enforcement, healthcare
ogistios, ele. The specific topics could be informed by research, but regardless, would provide
opportunities for the industry 1o promote #s expertise and leadership.

» Paid and Earned Media: APCO can work with HDMA to reach the D.C. sudisnce through a
variety of paid and samed media stralagies.

o Legislative Advocacy: With PDUFA not set to expire for another five vears, the industry faces
an uphill baltle in rving to advocate passage of any track and trace legisiation. However, i is
not too early 10 begin laving the groundwork for legisiation. Through ongoing, strategic outreach
to government officials, HDMA can continue a steady drumbesat of support for legislation and
continue to posiion iself as the go-to resource on these key issues.
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LEVEL 3 - §3,000,000+ FOR FIRST YEAR

Level 3 is the budget necessary to conduct a national campaign that over two years would
fundamentally alter the conversation and perception of the prescription drug distribution in m%tryq
showcasing its value proposition: all of the ways vou create efficiency, lowsr costs, and take strong
leadership positions to not only ensure a safe drug supply but also to combat drug diversion and diug
abuse. it would build on the national campaign launched Leve! 2, but would include deeper reach into
selected communities including key states and consumer opinion elites. This funding would adopta
more forward-leaning leadarship program and would generate significantly more media and awareness
of the industry's activilies through a combinagiion of national media and paid advertising targeted al vour
kKey audisnces.

Ressarch

ARCO Insight would continue to bulld upen the gqualitative and quantitative research plans outlined in
Level 1 and Level 2 by tracking shifts in the current opinion environment, awareness of HDMA and is
key members and evaluate the impact of HDMA messages. The objeclives would be achisved through
sonducting periodic tracking surveys with local, national and inside-the-Baltway audiences, and would
leverage investment in comprehensive benchmark reputation research,

Risk Mitigation and lssues Management

Waea recommend being prepared 1o iske a more aggressive approach should lawsuils, negative media
and scrutiny continus.  As the industry association, HDMA can be more aggressive in defending iis
members than s members can be. Depending upon how bold members want HDMA 1o be, the
association can take a more aggressive position in responding to DEA, AGs or other officials that are
urfairly targeting the industry.

The goal of a bolder campaign is 10 send a message o policymakers that the industry will not stand idly
by and become a scapegost for a national problem. This problem will not be solvad by coming after
distributors — to solve the problem vou need to stop altacking us and start working with us. How many
industries ask for more regulation? We are aclively seeking a solution, vel being wholly blamed for a
problem that is bevond our industry’s control.

o Putting Critics on Defense; This campsign can be conducted by HDMA directly or through
surrogates and allies. We recommend working o engage third parties that can oredibly deliver
the message. Specific tactics include working with third parties o place op-eds in business and
industry publications and finding opportunities for third parties o discuss these issues with
meadia and policymakers. Potential third-party allies that can more aggressively confront DEA
and state AGs include:

o Former DEA leaders — "Blaming the middieman is not the way to solve this problem.”

o Patient groups - "This is politics, If this were about solving the real challengs the AGs
and DEA would be asking forx,y,z..."

o Academics, think tanks, pro-business columnisis, tea parly commentators - “Thig is yet
another example of govermment essentially extorting the private sector.”

+ Responsive Targeted Advertising: Also included in a Level 3 issues managemaeant campaign
is ability 1o respond 1o key ssues with immediate targeted advertising. Ads could be placed in
critical nside-the-baltway publivations like Nelional Jowrnal and FPolitico, or in key state news
outiets, or be micro-targeted at your most ortical audiences onling.

Confidential Anda_Opioids_CA_SF_0073838
P-03861 00033



Education Campaign

The primary enhamameﬁi 0’6‘ a Level 3 educational nampaagﬁ is targeted ssmm :am:} cal outrear

antities. This could include:
s Targeted online and local paper adveriising in state capitals and other key distdcts or citles

s Prescription drug abuse awareness kits for parents of tsenagers (o be distnibuled &t seleciad
community pharmacies and clinics.

« In office or in-store advertising in pharmacies and dinies.

White Hat Program

Levels 1 and 2 will allow APCO and HDMA to develop thought lsadership positions and cregle a
significant, consistent and unigque voice for the indusiry on how it combats prascription drug abuse.
Level 3 would include g sustained, fargeted opinion leader advertising program and on-the-ground,
state-by-siate cutreach and implementation.

ARCO would take what we have lparned in the gualilative and guantitalive research and map oul your
stgkaholders by local and state communities, targeting them with onling, print and in-person
advertising. Many of the tactics from Level 2, including media, panel discussions, while papers and
sealition building would remain, but the size, scope and scalability would be greatly enhanced. For
axample, at this level we could achieve:

« National visibility: This large-scale campaign will allow the industiry to garmer significant
recognition by individuals, groups, policymakers, reguiators, and the media at the local, state
andd national level,

» Significant engagement We will engage communities one by one, parinaring with local law
arforcement or healthcare providers (o increase awarenass of your industry’s efforts to combat
presoription drug abuse.

s  Strategic partnerships: AL this level, we will be able {0 create strategic partnerships with local
faw enforcement, drug safely advocates, communities, schools, doctors, pharmmaasts and
countiess others that will demonstrate the industry's leadership while alowing these local, on-
the-ground entities to pursus thelr own efforts.

We will seek o ensure that vour oritical role in this problem is understood at every level so that in the
avent future orises ooour, or the prescription drug epidemic continues 1o worsen, you will not be faceless
frucks in the supply chain, or a perceived cog in the wheel, but rather will have entire groups of
constitusncias who better understand HDMA, s members, gnd their essential role in the nation’s
prascription drug system. Level 3 will allow HOMA o have 8 maximum impact on this issus, and
rsmun visibility, with the goal of fundamentally altering the conversation and perception of the indusiry.
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BUDGET AND TIMELINE

The budgst chart below provides a general estimation of how rescurces would be bros
sach part of the plan within the first year. The budget levels are flexible and can be adju :
HDMA and its members’ priorities or in consideration of how the business, policy and legs
arvironments evolve over time.

Al this stage it is difficull 1o estimate with precision what a second vear budget might be, as twill va
based on a number of factors. For general budget planning purposes, we can anticipate that vear two
will have a similar budget as the first year, recognizing that soms aotivities would be front-loaded inthe
first few months, while some elements of the program would begin later i vear one and propel forward

in year two,
Leved 1 Level 2 Lavel 3
Research and measuremsnt &85 000 $335 000 5480 000
Risk mitigation & issuas management $H0,000 500,000 B120.000
Education campaign $150,000 F240,000 5920000
White hat program $105,000 3225000 %$1,500,000
FIRST YEAR ESTIMATED TOTAL 5420,000 £906,000 3,000,000

The timeline below Hustrates how the plan will roll out at each level over time. You will see that many of
the initial, foundationa! activities like research will occur in the same time frame at every level, while for
the education and while hat programs, more resources will enable us to quicken the pace of activitias.

On the vertical axds, we have plotted how the campaigns’ impact would be amplified based on the level
of funding. Al every investment level, HDMA can make progress in managing reputational threats,
aeducating relevant stakeholders about the value of the industry, cresting allies and building its profile as
a leader in the fight against presoription drug abuse. Increasing resources will increase the scope and
geographic raach of the program. For example, in the education campaign at Level 1, we can help
HDMA conduct effective and targeted culreach 1o key stakeholders in Washington, D.C. With more
resources, the education campaign can reach more stakeholders faster and with more frequency —
amplifving the impact of cur program nationally,
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SUCCESS METRICS

We understand that a favorable operating environment for distributors, enhanced
understanding and more positive perception of the industry, 8 the ultimate measue ¢
APCO's collaboration with HDMA. Still, APCO strives to provide measurable results to our clisn
From shifts in policy o increasing sales, the goals of campaigns vary depending on the specific nee
of the chant. And offen, measurement is complicated by unpradiciable and noisy messaging
fandscapes, changes in the operational environment and other unforeseabls factors. APCO finds t
extensive preparation, situational awareness and regular communication are critical to ensuring positive
resuits. ’

As the industry commils o execuding and funding the strategy at various levels, the outcomeas can be
reglized at incraasing scale. Specifically

By exacuting the Lavel 1 strategy:

s We will have a clearly defined message strategy that corrects the record and neutralizes
poterdial crises {o law enforcement, media, influsncers and stakeholders. The industry-
wide origis response strategy will be reflected in changing action from law enforcement, as well
as in the way issues are articulated in madia coverage. Others in the industry or supply chain
will adopt similar language when addressing issues of prescription drug sbuse and drug
diversion.

»  We will have & consistent message to explain the value of the industry as | relates the
prescription drug crisis that can be asserted by HDMA and individual companies. To
date, there has been no industry-wide responss {0 the issuss. These new messages can start
the targeted spread of themes about the industry’s role and will extend the reach and impact of
gxisting HOMA leadership aclivities.

»  We will have greater ability {o recruit alliss to support the industry. Al this level of
investment, the industry will begin building stronger relationships with orifical constituencies who
can help amplify HDM& s messages.

Moving forward into Leved 2;

*  We will have developed a credible and sustained positioning platform that establishes
the industry’s value — primarily at inside-the-Bellway and national levels. Going beyond
reactive messages, this platform will provide a ground-braaking, industry-wide communications
approach o transform perceplions of the industry. The messages will be dentifiable in meadia
coverage, as wall as in changing behaviors in legal and regulatory spheares,

e  We will have helped turn the tide of approval in the public record. Critical stakeholdears,
fike law enforcement and policymakers, will be more educated gbout the industry's value
proposition. This effort will give your allies fangible examples of those benefits in ferms they
can understand and use,

»  We will have a robust mechanism to defend the industry against attacks. A well-sesded
message campaign, that is reinforced by member companies as well as third-party allies, will
effectively blunt oriticism, positively assert the value of the industry and inoculate against
potential issues. By seliing the record straight, the industry will much more effectively fend off
criticism through affirmation of its clear and valuable role.
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e We will have built third-party allies who will be willing and able m a@mmﬁ he indust
Through this campaign, the industry will bulld strongsr relat mﬁ;hips that can {
and regulatory decisions through effective engagement and dislogue and opey
greater collaboration. '

o We will be able to demonstrate tangible, guantifiable success against the pwareness
reputation metrics we identified. By engaging in periodic tracking surveys, we will be able te:}
show the oversll effectivenass of the communications platform and the correlation betwesn the
awareness of the campaign efforts and the reputation of the industry.

Owear a multi-yvear engagement, Laveal 3:

e We will have raised the profile of the industry among all stakeholders. Our campaign will
reach all audiences nationally — customers, interest groups, policy makers and perhaps even a
cobiont of very well informed consumers — helping build the industry's profile and assert iis
vatug in maintaining a safe prescription drug supply and combatling abuse and diversion. We
will have secured significant eamed media and ensured that our target audiences have been
reachad through paid media.

s We will have added significant scale and dimension o the stakeholder engagement by
deepening deployment of the campaign into fargeted markets. The resonance of the
campaign will be registered at stronger levels al the national level, while local market impact will
also be readily detected.

»  We will have exerted significant pressure on national policymakers. As Lave! 3 informs
the conversation around the drug distribution industry, national policymakers will be more lkaly
to hear, and understand, why the industry has been urging federal padigres and traceability
fegisigtion. The campsaign, and s supporters, will exert more pressure on lawmakers (o
consider these legisiative proposals in POUFA VL

e« We will have positioned the indusiry a5 a thought-leader In the drug supply chain. By
aducating stakeholders and increasing their awareness of the industry's role in the
pharmaceutical supply chain and drug diversion efforts, the media, policymakers, and reguiators
will begin to ook towards the industry as a thought lsader in not only combatting drug abuse
and diversion, but with issues of drug shortages, and the overall safely and efficiency of the
supply chain, White papers, parnerships, and national media visibility will &l help contribute to
this enhanced reputation.

At the culset of owr engagement, we would work closely with the HDMA team o develop ¢lear and
mutually agreed-upon benchmarks of success for each element of the three-part plan. We would agres
upon the necessary metrics and tools to evaluate the impadct and suceess of each program slement,
ncluding specific, tectical measures. A successful comprehensive positioning strategy must be
consistent in is overall objective, while being flexible {0 adapt to rapidly changing cirocumstances in
Washington or siate capitals. Accordingly, while this proposal includes a number of specific program
ideas and tactics, it is designed to accommaodate fuidity in the environment,

There is no one-size-fils-all approach o measuring success. APCO has a long history of valuable and
effective reputation and stakeholder engagement programs whose successes are as varied as owr
olignts, We would work closely with HDMA o articulste a shared vision of success, identify clear goals
and metrics, and pericdically review and revise our tactics as appropriate.
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APCO WORLDWIDE

Why APCO? ‘
We get the substance. We know federal and state legislative and regulatory proces !
experience interacting with all the players in these environments. We know how to develop
and information o influence policy issues, and we know the right ways to deliver these mess
have exiensive exparence with online engagement, and we can help you © use online resource
most effective way.

We have the right people. We possess a broad range of experience, with experts in health policy,
crisis and litigation, coalition building, trade associations, media relations and government relations. All
of ouwr resources are available o our clients, and we will draw upon the years of experience we pOSSEss
globally 1o get you the best strategic counse! and positioning.

We know the players, We have worked with all of the stakeheolders in your business. We have
connections with pharmacias, pharmaceutical manufaciurers and law enforcement. In addition, we
have strong ties to the FDA and the DEA, as well as insight into organizations such as the American
Academy of Pain Medicine and the National Association of Atlorneys General. In the United Kingdom,
we have worked with the British Association of Pharmaceutical Wholesalers (BAPW) for several vears
helping them navigate reguiatory and reputational challenges. Cuwr experiences will be a valuable tool
which we will leverags in order {0 serve your bast inferesis.

We have done this before. We have identified and pursusd satisfactory solutions 1o issues much like
yours in the past. We have offered ongoing support to major phamaceuticsl clients facing Higation
woridwide, including litigation communications, media outreach and corporate responsibilily services.
Wea have also served as communications support for a broad base of pharmaceutical clients facing the
threat of exclusion from government programs because of allegations of off-label marketing. This
axperience has provided us g practical understanding of the issuss that affect g company facing
aexclusion. Cur government relations team has been involved in issues from a wide swath of industries,
and is highly skilled at identifving the best approach o interacting with federal and state governments
and regulators.

About APCO

Clent service not only drives usg, it defines us. AL APCO Worldwide, we address clients’ interests and
obiectives through communication and public affairs consulting that combines a global perspeactive with
focal expertise to understand the issues, events and trends that impadt businesses and organizations
around the world,

Clients value our ability {o help them navigate the complex and often converging worlds of business,
indusiry and finance; media, public opinion and society; and government and public policy. APCO helps
clients anticipate what's next and smartly manage reputational, communication and business
opporiunities and challenges that affect their organizations, products, services or brands.

Cur diverse and hands-on global team of over 600 experts comes from the environments our clients
nead 1o reach — we are former slected leaders, journalists, ambassadors, business and nonprofit
executives, government officials, market researchers, and communication and Internet experts. APCO
creates and implements strategic and tallored solutions to advance clients’ obiectives.

ARCO s committed 1o ansuring that strong strategy and proactive thinking guide our work, We deliver
our best minds in support of the client’s objective in order to direct and deliver the right level of support
for implementation. Qur client-focused approach is charactenzed by
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+  Removing barrlers in order 10 bring the best resources of the fiom tm conp
have a single boltom line and a flat organizational structure, allowing projec mamgﬂm :
access to tap any member of the firm with no prior a;}prwaiﬁ and regardies:
structure or office location.

¢ Creating unique sirategic advisory teams so that each project manager is supporte
advisory team comprised of a relevant set of senior practitioners. These advisors do not pla
role in the management of the account; their role is 1o bring experienced thinking and new iteas
in support of the project manager as needed. Since they do not have a role in exscution, their
impact on the program budget s very limited,

s Incorporating proasciive thinking into sl of owr account management so that we can move
beyvond current activities to congider anticipated changes and frends, conseguences and
resulting issues. This allows us to remain ahead of the communication curve on behalf of our
olients,

ARCO has in-depth knowledge of the specific issues facing your organization, and we will leverage our
collective experiences (o provide you with the right solutions and opportunities.

The APCO Team

Cur core team would include an overall program lead, an APCO team manager, and specializad
communications experts o deliver advice and program implementation in 8 seamless and integrated
way. This core team will also be supported by strategic counse! from experts from across the firm, and
san be built out based on project needs as work is underway. Our team structure anticipates any needs
that may arise throughout the campaign, but the structure of the final team will be adjusted 1o
correspond with the approach HDMA chooses.

An organization chart and biographies for APCOs program team are oullined below.
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Biographies

Michael Tuffin
Program Laad

Michael Tuffin, managing director of APCO Worldwide's Wag%‘? i

office, is an acmmpiashed strategist with extensive experience in mumm Do
heaithcar& and national politics, He previously served as axecutive vice
praesident at America's MHealth Insurance Plans (AHIP), where he led public
affairs strategy for the industry at the centar of the nalional debste on
healthcare reform. Mr. Tuffim's responsibilities included communication,
advertising, media relations, new media, grassroots advocany and
management of AHIP's Center for Policy & Research. He also represenled the
health inswance industry on & wide range of national news programs.

Frior to joining AHIP, Mr. Tuffin served as a vice president at APCO, where he
helped launch a flagship pharmaceutical indusiry prescription assistance
campaign and directed a major retirement securily initiative backed by a broad-
based coalition of leading national business associations. As a consultant, he
periodically appeared on BBC television and radio, offering insights on
American politics 1o & global audience. Mr, Tuffin previously served as senior
director of strategic communications &t the Pharmaceutical Resesarch and
Manufacturars of America (PhRMA)

Earlier in his career, Mr. Tuffin worked on a wide range of political campaigns,
holding key positions on two presidential bids. In 1996, he directed
communications for the successful referendum campaign that enabled the
MEA's Miami Hesat o build the American Airlines Arena. From 19831885 he
worked on legislative staffs in the U5, Senate and LS. House of
Represeniatives, focusing on economic and fiscal issues.

Mr. Tuffin holds an MBA with a finance concentration from the Owen Graduate
Sohool of Management at Vandsrbilt University and an economics degrae from
Frovidence Collegs.

Shoshana Derrow
Team Manager

Shoshana Derrow, director in APCO Worldwide's Washington, D.C., office,
specializes in advising clients on health policy issues. Shoshana previously
served as counssl and legislative assistant to Senator Joseph Lieberman
whare she guided his pricrities throughout the yvear-long debate on healthcare
reform and counseled him on all issuss affecting healthoars, welfare, military
and vetarans’ health,

Shoshana began her policy career on the Hill as g legislative assistant for
Represeniative Marion Berry for whom she worked on several pieces of
legisiation related to pharmacy issues in addition to managing the bipartisan
Congressional Community Pharmacy Caucus.

she s an allorney at law having received her juris doctor from The Ohio Siate
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University and completed her undergraduate mgm
of Michigan. Shoshana initially began her career in
wealth management for Goldman, Sachs & o and 33‘?}
mutual fund sales for JP Morgan Fleming Asset Managen

Chrystine Zacherau
Research Director

Chrysting Zachearau, director for ARPCO Insight in Washington, 0.0, prw;d@&;
opinion resagrch and analysis in the heglthcare sector. Mg, Zacheray
manages APCO Insight's global healthcare research offering that helps ¢ lients
betiter understand the needs and expactations of healthcare practitionars and
bulld stronger ties with stakeholders. Her healthcare expertise combines
experience and education as both a research professional and & Heensed
registerad nurse,

Mg, Zacherau is & specialist in advanced qguantiiative methods and discrele
sampling methodologies for hard-to-reach populations, particularly among
healthcars stakeholder gudiences. Her expertise in complex sampling and
data collection has helped clients sigrificantly improve communication and
thought leadership through the use of rigorous opinion research. She has
conductad numerous public opinion studies used for public release on
pressing heglthcare issuss ranging from physician engagement o drug
imporiaton.

Ms. Zacherau is also a BEN, licensed registered nurse who worked the front
lings of healtheare delivery. She was privileged o serve patients as a staff
nurse for g national hospital corporation. Ms. Zacherau is passionats about
women's health ssues and maintains her nursing credentials, which allows her
to continue providing direct patient care.

Ms. Zacherau has conducted opinion research projects for many of the
nation’s best-known research organizations, including Voter Naws Bervice,
The Marist institute for Public Opinion and the Center for Survey Research and
Analysis at the University of Connecticut. She also served as a research
analyst af the Roper Center, America’s leading academic institution for opinion
research, whers she helped establish the world’s largest archive of public
opinton data for journalists, scademicians and business leaders,

Earlier in her career, Ms. Zacherau previously served as senior research
manager ai Behavior Research Center, an opinion research firm working in
public polliing, customer satisfaction research and corporate branding. And,
she was a senior research analyst at AdvancePCS, where she conducted
gualifative and quantitative research in the pharmaceutical and healthcare
saciors. Her groundbreaking work there helped develop protocols for point-of-
care sohutions that use handheld tachnologies for presoription writing.

Ms. Zacherau holds a Bachelor of Arts in political science from Marist College,
a Bachelor of Science in nursing from George Mason University and a Master
of Arls in survey research methodology from the University of Connecticut.
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Rob Sholars
Risk and Izsuss Management Director

Rob Sholars is a director in APCO Worldwide's Washin _
where he provides counsel to businesses and other organizatio
critical communication challenges that affect thelr valuation, corporale
reputation or ability to achieve business obiectives. He has significant

axperience in Bigation communication and crisis management,

Prior to joining APCO, Mr. Sholars was an associate al Brunswick Group,
whare he managed a team responsible for BP's communication initiatives
ralated o the Despwater Horizon accident, including official accident inquiries,
criminal and civil government investigations, multi-district Htigation and
settlements. Prior to his work at Brunswick, Mr. Sholars handled
sommunications for Mokinsey & Company's Social Sector Office, which
addresses challenges in economic development, public health, education and
phitanthropy.

Mr. Sholars started his career at APCO and also held summer positions with
LS. Senator Barbara Boxer, Abernathy MacGregor and Citigroup's Political
and Economic Sirategiss Group.

Mr. Sholars holds a master's degrees in international economic policy from
Columbia University and a bachelor's degree in infernational affairs from Lawis
& Clark College.

Alina Plaszynski
Risk and Issues Management Support

Alina Plaszynski, consultant in APCO Worldwide's Washington, 0.0, office,
provides olients with strategic counsel in the areas of litigation and crisis
communication, grassroots advocacy and issues management. She has
experignce providing communications counssl and assistancs o clients facing
a number of business and regulatory challenges including class action
fitigation, govarnment investigations, product recalls, and mergars and
acquisitions.

Mz, Plaszynskd has sxperience designing and exsculing strategic
communication and media relations programs for Fortune 500 companies,
trade associations and nonprofit organizations in a varety of sectors including
technology, healthoare, financial services, and transportation and
infrastructure. Ms, Plaszynski works with clignis to develop compeliing
messages and media strategies 1o promoie positive coverags. Her sxperience
has resulted in kigh-profile coverage for clients in national media outlets
including The Wall Streel Journal and The Washington Post.

Mz, Frasgynski graduated with honors from the University of Marviand with a
Bachelor of Arts in communication,
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David Oary
Digital Strategy Director

David Oarr, director, digital strategy in APCO Worldwide s
office, has more than 10 years of professional experisnce
and Qeveiog}ment of software applications. He has worked in all area
software system life cycle, including system analysis, requirements “d ‘fm
design and implemeniation. -

&2

Mr. Qarr has managed the development of several of APCO s flagshin
products including the Advocacy interaction Manger (AlM), APCO's propn ﬁmry
contact management systam and APCO’s propriety onling suivey fsyatem He
leads a team of developers and Web content specialist, currently servicing
more than 40 client projects. These projects inchude Web sites, infranets,
surveys, audits, onling communication outreach and information mmnétoring

Mr. Oarr managed & ground-breaking study and report sponsored by the
Malaria Vaccine Initiative (MW to determineg the level of funding govermnments,
nonprofits, research instifutions and private enterprisaes were giving towards
the research of malaria vaccines. The study consisted of managing complex
funding and financial data as well as oversesing the studied scientific research
aspects for hundreds of international organizations and thelr involvement in the
malaria disease community.

Frior to joining APCO, Mr. Carr worked for the Henry M. Jackson Foundation,
where he served as both a protein chemist and primary technology manager
for his laboratory section. He set up intranst Web servers, installed and
configured Web-aocessible databases, developed custom scientific software
applications and created technology solulions 1o increass the infra-laboratory
information sharing as well as streamiine laboratory processes,

Mr. Oarr has demonstrated experience and formal training in software
development languages and systems. His speacially is developing database-
driven Web-based applications. Specifically, he is an expert in Oraci8i 8, 300
Server 2000,2003 and MyBgl He has experience in many software languages,
including JavaSoript, ASP, Visual Basic, Perl, JAVA, © and Cold Fusion.

Mr. Qarr holds his Bachelor of Science in Life Sciences from the Universily of
Marviand and a Master of Science in Bistechnology/Bioinformatics from Johns
Hopking University,
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James Quindlien
Creative Dirpctor

Him Guiindlen, creative director of digital for ARPCO C}n
team & d'gétai cr@aiiv& eﬁ‘mis ft)c:us ing on shategy, mncep

Web deveimpmam With more than 10 years of experience in digital mﬁf’iﬂ ing.
he has a comprehensive understanding of the unigue communication
opporiunities availgble through inferactive platforms and the socigl Web, %
recert yvears, he has focused on developing creative executions for stralegic
social Web engagements and has developed strategic design solutions for a
diverse array of clients including issue advocagy, government, B2E and
consumer rands.

Frior to joining APCO Worldwide, Mr. Quindlen was an interactive art director
at Ogilvy Public Relations Worldwide. As part of Ogilvy's 380° Digital Influsnce
team, he used social media, digital marketing and new technologies to help
olients build and sell their brands. His efforts (0 create engaging experiences
onting resulted in measurable improvements in brand awareness, loyally and
advocacy for a number of high-profile companies, such as IBM, the Lance
Armstrong Foundation, LG, Unilever, Madimmune, Nestlé, CDC and FEMAL

Eardier in his career, Mr. Quindlen was an art director for Washington, D.C.-
based Mindshare interactive, wheare he directed a team of designers and
produced award-wining interactive projedcts for largs issus advooacy
campaigns including The Business Software Alllance, The Bill and Melinda
Gates-funded Ed in '08 Campaign, Easter Seals and UNICEF. He also
praviously served as the lead Wab and mullimedia director for The Sutlar
Group, Inc., where he headed projects for high-profile clients in the automotive
industry. He led the development of multiple flash-based projects and
interactive campaigns for clients such as Land Rover, Jaguar and The Ford
Motor Company.

Lindsey Tayior
Digital and Creative Support

Lindsey Tayior is & project consultant with APCO Worldwide's digital strategy
team. She works closely with clients o develop and exacute integrated online
campaigns, especially focusing on online cormmunity building and social media
counseal, Lindsey recently earned her Master's degree in Interactive Media
from Elon University, where she aliso received her Bachelor of Arts in strategic
communications,
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Courtney Piron
Strategic Outreach Director

Courtney Piron, senior director in APCO Worldwide's
speciaizes in advising clients on health policy issuss. Ms P
15 years experence in health policy, govermnmaent relations and oris

communication, -

Ms. Firon has exdensive background in policy development and strategic
sommunication for the healthcare sector. Prior to joining APCO, Ms. Piron
served as a director in the economic policy research group, a division of
corporate affairs at Plizer inc. Al Plizer, Ms. Piron's primary areas of
responsibility included health system reform, policy communication, the
industry’s economic contribution to states and U.S. regulatory policy issues.
Ms. Piron has extensive knowledge about pharmaceutical and biotech policy
issues, healthcare reform, Medicare coverage and reimbursement, dissase
management, and Food and Drug Administration regulatory policy. She was a
frequent speaker on public policy issues facing the pharmaceutical industry
and served as a source o the media on issues refated 1o the field.

Before ioining Plizer in 2001, Ms. Piron was director of health policy for Wyeth,
During her five-vear tenure she was responsible for analyzing federal health
policy related (o the pharmaceutical business and developing policy positions.
bs. Piron previously worked as a communication consultant with Burson-
Marsteller in its lobbying and crisis manageament departments in both
Washington, 1L.O., and New York, Ms. Piron also worked on Capitol Hill and in
the ULE. Food and Drug Administration’s Office of the Commissioner,

Ms. Piron holds a Bachelor of Arts in Political Solence from Dickinson College
and a Master of Public Administration in Public Policy from the University of
Pitisburgh.

Brian McLaughiin
Government Affairs Director

Brian Mclaughlin, associale director in APCO Worldwide's Washington, DG,
office, manages policy development, international relations, and meargers and
aoguisitions strategies for governments, corporgtions and associations.

Prioe to joining APCO, Mr. McLaughlin worked for Sen. Richard Duwrbin as &
staffer with the Senate Governmental Affairs Committes. He was responsible
for developing policy positions on government oversight, first responders, the
Census and the District of Columbia. In addition, he organized committes
hearings and prepared the Senator for his dulies as subcommities chairman of
the Oversight of Govermnment Management, Federal Workforce and District of
Columbia Subcommittes. Mr. Mcobaughlin was aclively involved in the creation
of legislation oreating the LS. Department of Homeland Security and the
Directorate of National intelligence.

Mr. McLaughlin graduated from the University of Marviand with a bachelor's
degres in government and politics.
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Lily Durfee
Strategic Outreach Support

Lily Durfee, consultant in APCO Worldwide's Washington, D C
supports the policy and regulatory goals of healthcare clienis b
research, developing policy toolkits and identifying key stakeholder
afforts often contribule o guidance on messaging and postioning. M
Durfes's clients include leading biopharmaceutical companies, insurers and
other related organizations. '-

Frior o joining APCO, Ms. Durfes assisted with science policy research and
writing at the Potomac Institute for Policy Studies. Bhe was primarily
responsible for performing analyses of healthcare and regulatory science
imsues, drafiing reports on science policy research and assisting with final
messaging in documents for publication. She was involved in projects ralated
to controversial FDA regulatory decigions, classification of sclantific information
and the responsibility of the media in communication of scientific principlas.
Me. Durfee also has three yvears of pharmacy experience, through positions at
YWalgreen’s Pharmacy and Denver Health and Hospital Authoriiy,

Ms. Durfee holds a Master of Sciance in Biomedical Science Policy and
Advocacy from Georgetown University and a Bachelor's degree in Molecular,
Cellular and Developmental Biology from the University of Colorado at
Boulder.

William Plerce
Media Dirsctor

William Plerce, senior director of APCO Worldwide, joined the firm in 2008, Mr.
Pigrce spacializes in providing strategic advice and counsel, tactical execution
and reprasentation to healthcare clients and those in other industries. He helps
clients develop strategies and tactics that combine media relations, policy,
advocacy and alliances in campaigns 1o achisve definable objectives. He also
provides orisis communication counssl.

Prior to joining APCO, Mr. Plerca served as the deputy assistant secratary for
public affairs at the Department of Health and Human Services (HHS). At
HHS, Mr. Plerce was senior spokesman for the department and the secretary,
and provided public affairs counsel o HHE and s agencies including the
Centers for Medicare and Medicaid Services, the Food and Drug
Administration, the National Institutes of Health, the Centers for Disease
Control and Prevention, and the Office of Global Health Affairs. He also
worked with HHS secretary Tommy Thompson on the HHE's diet and exercise
CRMPAIgN.

Frrior to HHS, Mr. Pierce served as the director of public affairs for the Blus
Cross and Blue Shield Association, and before that worked first 85 8 press
secratary for Congresswoman Olymipia Snowe (R-ME), then Congressman Bill
Thomas {R-CA). Before working on the Hill, Mr. Pierce was director of
sormmunication for the National Taxpayers Union, an account execudive for Hill
& Knowlton and a research associate with Government Research Corporation.
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He began his career in Washinglon as a researc
Rapeolican Senatorial Commilies,

master's degree in international relations from the University
also holds the designation of Professional from the Academy Tor b
Management. In 2000, he became a founding member of the George
University Mercatus Center's Advisory Council for Capitol Hill Programs
center providing educational programming on & wide variely of issues o
Capito! Hill staff and members of Congress.

Mr. Plerce is an adjunct professor &t The Johns Hopking University Advanced
Academic Program, where he teaches classes in media relations and crisis
communicstion.

LeRoy Colaman
Media Support

LeRoy Coleman, consuliant in APCO Worldwide's Washington, D.C. office,
serves on the government relations and issues management team. Mr.
Coleman has exiensive experience in offering counse! on message
development, crisis communication and media relations.

Mr. Coleman most recently served as the director of communications for the
Chris Dudley for Governor of Oregon campaign, where he oversaw the
development and implementation of the campaign’'s commumnication strategy.
Prior to the campaign, Mr. Coleman served as director of media affairs and
regional press secretary for the Republican National Committee, whers he
managed media relations and developad strategio communication plans
romoting committes infliatives and candidates to national and local media.

Before working for the RNC, Mr. Coleman served as director of
communications for LLS. Senalor Norm Coleman (R-Minn.), where he oversaw
all press inguiries and spoke on the record with national and local media. Mr.
Coleman also served as spokesman for the U.S. Senate Permanent
Subcommittes on Investigations, where he developed a national media
strategy for investigations that exposed government waste, fraud and abuse.
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Martin Sawer
Industry Counssl

Martin Sawer is a senior director based in APCO Worldwi
Mr. Sawer left Whitehall to join the public affairs industry in
praviously worked for nearly threa vears at 10 Downing Street
office of the then Prime Minister, Margaret Thaicher. A founding member o
APCO's UK operations, Mr. Sawer is APCO's senior adviser for clisgnts ‘e:}r by

with officials in UK govemment departments, having now provided policy
development advice for mors than 17 years.

Mr. Sawer has paricular experience working in regulated sectors. For
axample, in the elecommunications secior, Mr. Sawser worked with several
sarvice providers as they sought 1o define the regulatory shape of thelr market,
while latterly advising the Oftel Direclor-General and his board on its
positioning as it evolved into Ofcom. He has also advised FT Top 100
Companies as they respondad {o investigation and mergers and acquisitions
decisions from the competition auwthorities.

in the healthcare field, Mr. Sawer has created strategies for a number of
clients, including Roche, Lioydspharmacy and the British Association of
Pharmaceutical Wholesalers (BAPW). He has also run high-profile campaigns
for patient groups such as the Multiple Sclerosis Bociety and the leaming
cisability group "Rescare.”

in addition, Mr. Sawer has workead alongside trade associations during most of
his career. Most recently, he worked with the British Phonographic Industries,
which represents the UK's record companies. Mr. Sawer alst currently acis as
the execudive director of the BAPW.

Mr. Sawer has developad APCO's charitable partnership with Connection at
St Martin's, a central London-based charity, which tackies homslessnass in
the area of London in which APCO's office is situaled.

In July 2008, Mr, Sawer was named UK Consultant of the Year, by Public
Affairs News, an award voled on by his peers in the industry.

Carl Truscolt
Law Enforcement Counsel

Carl 1. Truscoll, senior vice president of ASERD Woridwide, is the former
director of the Buresu of Alcohol, Tobacoo, Firearms and Explosives (ATF)
and a former head of presidential protection and assistant director of the ULE.
Secret Service, Mr. Truscolt works with APCO fo advise clients on strategic
plans for security preparednass and law enforcement issues,

Mr. Truscol! has 26 vears of federal law enforcement experisnce, having
provided strategic and operational leadership in uniguely challenging situations
at two of the most prestigious and multifaceted federal law enforcement
agencies in America. He has an exceplional background and experience in all
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phases of law enforcement, counterterrorism ﬁ’framgwﬁ and
security planning and solutions. v

Mr. Truscott was appoiniad by the atlomey gensral o sty

and Research and mnstrucﬂ:ﬁd @ new fraini ﬁg academy. Most ammftaﬁﬂy 6
5 000 men and women of ATF were able to make effective contributions to the
Department of Justice’s highest priority — the prevention of terrorism ~ through
intelligence sharing, investigations, regulation, training, laboratory services and
an expanded infernational presence.

As an assistant director with the Secret Service, Mr. Truscott was responsible
for the investigative and protective intelligence, threat sssessmernt aclivitias,
technical secunly, information technology and emergency preparedness. Prior
to his term as assistant director, he served as the special agent in chargs of
the Presidential Protective Division, where he had primary responsibility for
supervising all protective matiers relating to the president, the first family, and
the YWhite House. During 8 period of unprecedented global threat and ferrorist
activity, Mr. Truscot! implemented a strategic approach o security structure,
functions and operations. During his Becret Service tenure, Mr. Truscoll was
also assigned o the New York and Los Angeles field offices, he was detailed
as a professional staff member {o the U.S. Senate Appropriations Commitiee
in the 105th Congress and he served as the Secret Service coordinator for the
19968 Republican National Convention in San Diego. He bagan his law
anforcement career in 1880 as an investigator for the New Jersey Department
of Law and Public Safety.

Mr. Truscoll received a Bachelor of Scignce in Criminal Justice from the
University of Delaware. He attended executive programs at The George
Washington University and Harvard University and participatad in the Director
of Central infelligence’s Intelligence Community Senior Leadership Program.
Ha has lectured at the University of Pennsylvania’s Department of Criminclogy
and at Harvard Unbversity's John F. Kennedy School of Government. Mr.
Truscolt serves on the Cal Ripken, Sr. Foundation Board of Directors and the
MNational Law Enforcement Exploring Committes, and he is a member of ASIS
international. Mr. Truscott also served on the Executive Committee of the
international Association of Chiefs of Police and on the Board of Directors of
the National Center for Missing and Exploited Children. Mr. Truscol’s
numearous honors throughout his law enforcement career include the
Presidential Rank Award as Meritorious Executive in 2003,
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Wayne Pines
Regulatory Counssld

Wayne L. Pinas, member of APCO Worldwide s Intermn:
and president of regulatory services and healthcare for th
provides strategic counsel to clients facing crises or media, legisial

regulatory or marksting challenges.

Mr. Fines has worked on healthcare and reguialory issues: litigation: prt}ﬁu »
approvals; advertising issues; recalls; and congressional issues involving the
reguiation of pharmaceuticals, medical devices and food,

Mr. Pines served 10 years in senior positions at the United States Food and
Drug Administration (FDA) He was FDA s chisf of consumer education and
information, chief of press relations and associate commissioner for public
affairs. He was the chief media spokesman for the FDA for seven years and
alse was the founding editor of FDA consumer magazine. in 2004, Mr. Pines
was named the FDA's Alumnus of the Year. He has authored or edited 10
books about orisis communication and the FDA,

MMr. Pines is chairman of the board of the Medstar Research Institute, which
ovarsess resaarch at sight hospitals in the Washington-Baltimore area; and s
a member of the boards of Scolr Pharma inc., The Palient Channel and the
FDOA Alumnt Associgtion. He is president of the Alllance for g Stronger FDA, a
coalition of 180 organizations seeking more appropriated funding for FDA. He
was previously a member of the Public Healih Service’s first Task Force on
AIDS Bducation, executive vice president of a large international public
refations agency and chairman of a market research firm.

WMr. Fines has published a number of books on the origls management, the
FDA and public affairs including: FDA Advertising and Promotion Manual;
FDA A Century of Consumer Protection; A Framework for Pharmaceutical
Risk Management, How to Work With the FDA; Making Your Cass o the FDA
Strategic Communication Before, During and After Your Drug’s Approval, A
Practical Guide to Food and Drug Law and Regulation; and Communicating in
a Health Care Crisis,

Dion Riegle
Legisiative Counsel

Don Riegle, former United Slates senator, serves as chairman of APCO
Worldwide's government relations team and helps develop and diredt client
strategy for governments, companias, associations and various
nongovernmental organizations. With more than a decade of axecutive-level
communication agency experience, Senator Riegle brings 1o clients a proven
ability in crafling and execuling complex public affairs programs and
govaernment relations iniliatives. He also serves as & sirategic coungelor fo
chief executive officers and other senior executives on business sirategy.

With 28 vears of congressional service, 18 in the United Siates Senale and 10
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in the United States House of Representatives, Senator ?%aagi‘ﬁ

kemwiedga of the inner workmgs of gmvamm@ﬂi and ‘&h

rasstruz:turmg bills to @naﬁtmam He also mrvazj on four other magz:ar Senat
committees: Finance, Commerce, Labor and Human Resources, and ﬁuﬁg%
Additionally, he chaired several key subcommitteas, including Health Care
Securities, and Science and Space. He was the lead Senale sponsor of the
suscessful Chrysler Loan Guarantes Bill

Senator Riegle has also served on the boards of direclors of two New York
Stock Exchange listed companies, WeliPoint, Inc. and the Stillwater Mining
Company. He is widely experienced in all areas of corporate govermnance.
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Case Studies

PARTNERSHIP FOR PREBCRIPTION ASSISTANCE

The Challenge
Improving access to medicines is part of the pharmaceyutical industry s overall commilr
of al people. That's why many of America’s pharmaceutical companies have patient assistance
programs that make medicines available to low-income, uninsured or underinsured consumers for
or nearly free. Unfortunately, many prescription assistance programs — both public and private - an
underused simply because millions of people who may qualify for assistance are not aware that help

axists. :

The Solution

Launched in April 2005, the Partnership for Prescription Assistance (PPA} is the largest-ever, private-
sector affort to help qualifving patients who lack prescription coverage get the medicines they need
through the public or private program that's right for them.

Through a toll-free (1-888-4PPA-NOW) number and user-friendly Web site (www.ppancorg), the PPA
offers a single point of access o more than 475 public and private assistance programs, through which
patients can access more than 2,500 brand-name and generic medicines,

Working in tandem with s sirategic pariners, APCO developed the following obieclives for the PPA's
awareness and education campaign
¢ Raise awareness of and boost enroliment in public and private patient assistance programs;
e Drive people who may be sligible for assistance with theilr prescription medicings o a national
clearinghouse of ali public and private programs; and
+ Demonsirate the sustained commitment of the pharmaceutical industry and s partners in
healthcars 1o improving acesss o healthcare, including prescription medicings.

ARCO, in coordination with s strategic pariners, developed and implemented a multi-faceted
communications strategy in order o achieve these objectives. The strategy involved the recrultment of
mora than 1,300 local and national organizations, including the American Academy of Family
Physicians, Easter Seals, National Alllance for Hispanic Health, Nationa! Urban Leagus, NAACP and
United Way of America. The approach also consistad of identifying wavs 1o engage local and national
media in order {0 raise awareness of the PPA among target audiences.

Key outreach tactics include:
An aggressive national and paid and samed media campaign;
A 50-state grassroots education and mobilization program targseted at consumers, healthcars
providers and policymakers;
The "Help is Here Express” —a bus tour fraveling o hundreds of cities (o spread the word; and,
Integration with pharmaceulical emplovee and partner organization outreach efforis.
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The Result ‘ H
The Parinership for Prescription Assistance has been extremely successful.
e Media Coverage: The PPA has gamered maore than 7,500 positive and
clips over the last vear in national and local putlets across the countiy. ?héﬁ
broadoast and onling media.

e Patisnts Helped: Since its launch in April 2005, the PPA has helped mrzn@m more
million patients {o at least one patient assistance program that likely maets their needs

represents an impressive match rate of more than 70 percent of the more than 3.5 millio
paople who have contacted the PPA, highlighting the success of our targeted cﬁmmunacm
strategy.

e Satisfaction: According to KRC Research, a full-service market research firm hired to survey
paople who used the program, awareness of the PRPA has been driven through g varisty of
communications channels, including television adveriisements, television news, friend or family
and doctors’ offices. Satisfaction with the PPA is high (70 percent), with more than 80 percent
finding the program to be 8 “very useful public service”

o Award-Winning Campeign: In September 2005, the PRPA was recognized by the Arthur Page
Society, an organization of the most senior public relations and corporate communications
professionals. The PPA was awarded the annual Page Principles Award in recognition of a
program that exemplifies the principles of the Page Society: Tell the truth; Prove it with action,
Listen to the customer; Manage for tomorrow; Conduct public relations as if the enfire company
depends on i) and Realize a company’s frue character is expressed by its people.

ADVAMED

The Challenge

AdvaMed is the world's largest trade association representing medical device manufacturers, makers of
medical sguipmeant and medical software and supplies, AdvaMed was faced with & billlon dollar plus
problem. The Center for Medicare and Medicaid Services (CMB) was proposing changes (o the way
and amount that hospitals were paid that would directly impactreduce the reimbursament s member
companias received for their producis.

Adding to the challenge was the fact that when APCO was asked o assist AdvaMed in its campaign t©
change this proposed rule, it had already been made public and the timeframes for making changes was
teas than 80 days. Finally, the impact on Advaied member companies was not a direct one. The rule
itself, which was very tachnical in nature, actually determined which hospitals were reimbursad for all
their services including the use of meadical devices and technology. 1 was through the hospitals that
device manufaciuras got paid, making the impact even harder o understand for the average member of
Congress and certainly the public.

The Solution

ARPCC's strategy was o simplify the issus so that a member of Congress not paying attention 1o the
issue in general would fake notice and see how this proposed changs might negatively impact hisfher
constituents, specifically seniors. We used the same strategy on members of the media to simplify and
help them understand what was at stake for the industry. We also wanted {0 make swre that members
of Congress and CMS officials who were working on the proposad rule saw the key messages as often
as possible through advertising, lelers and a-mails from people who worked in the medical device
industry and media stories.
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Strategic objectives:
e Communicate with key decision makers about Advaled and the indu
proposed rule
e Communicate with key madia
Broaden the concams of the medical device industry o include relaled aii
devices and technology for better haallh
»  Modify the rule so that the maior changes were either withdrawn or g:}hasm% in weri

Taclics: L
We assisted AdvaMed in creating an alliance designed fo educate policymakers and other influential
audiences about the pitfalls of certain reforms {0 the medical device reimbursement process. This
mnchuded coalion building, print and ondine advertising and key media outregeh. AdvaMed was able 1o
communicate their concerns (o key policymakers and get CMS to reconsider the proposed reforms.
APCO developed a series of three advertisements that ran in key publications, including Rolf Cafl, The
Hill and National Joumal's Congress Daily. They ran over a six-week period, right up to the close of the
cublic comment period. ARPCO also organized two major media briefings; helped to devalop the press
materials used at the briefing; created an internal website {and developed most of the materials on the
website) designed for Advaled members o use (o take action such as writing letters o members of
Congress, the media and submitling op-ads. APCO maintained a steady contact with media throughout
keening them informed of the progress and status of the rule, writlen comments, new members of the
coalition, sfo.

The Result

CMS modified the proposed rule 1o the satisfaction of AdvaMed and its members companias,
cotentially saving them billions of dollars in lost revenue. The campaign was noted in 8 major news
publication, The Mew York Times, as baing successful and innovative.
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PARTNERSHIP TO FIGHT CHRONIC DISEASE (PFCD)

The Challengs
Despite the fact that it accounis for 75 percent of healthcare costs in the Unzt@sﬁ‘ﬁm
chronic disease was not resonating with large segments of the public and policyma
concern prior o ‘mea 2008 elections. Dam showad that the uni murm and heg ‘mmm.a

2008 election cynie Chronic disease as a haaéimara issue Was ai&‘sm largely umxpim@d i:}y g}u*&ﬂ:ﬁ:
private initiatives. '

The Solution

APCO brought together hundrads of patient, provider, community, business and iabor groups, and
health policy exparts to form a national and state-based coslition dedicatad 1o raising awareness of
chronic diseass. The Parinership fo Fight Chronic Disease aunched in 2007 to challenge policymakers
from both parties {0 make this the central focus of U.S. heabhcare reform efforis —~ and still continues o
make this issue a priority in the media and on Capitol Hill,

APCO's acliviies included:

s Creating a diverse national coalition of haalthcare stakeholders (o raise awareness of the crisis,
develop a policy platform, and advocate for change;

s Recruiting distinguished healthcare experts (o lead the effort;
Launching a grassroots campaign in the most politically important areas o the media,
policymakers, and the national debate, Le., early primary and battleground states, and
Washington 0.0

s Garnering national and siate media, and reaching out (via media and direct outreach) to
campaigns and policymakers; and

» [Developing a policy platform and supporting research on the issue and proven soluions in
chronic disease prevention and management.

The Result
APCO helped the Partnership to Fight Chronio Disease:

¢ Build an unparalieled network of influgnes on this issue With more than 120 national
partners, representing diverse national organizations and hundraeds of state pariners in the 17
states in which it is active, the group is one of the largest, most active and influantial healthcare
coaldions in axistence,

s  Gensrate unprecedented attention among the media for the value of wellness, prevention
and disease management as common-senses solutions in health reform. Nearly avery
major national newspapser and magazing has written about chronic disease as part of the health
raform movemsant, Major cutlets that have run articles on chronic disease, FFOD stories, op-
ads, and LTEs over the past three years include:

o Every mefor rogdoast media outlet, UNN, ABC, FOX, MSNEC, NPR, CBS News

o Major daiffes and wires: UBA Today, Washington Post, New York Times, Wall Strest
Jourmnal, Boston Globa, Chicago Tribune, LA Times, AP, Reulers

o Major newsmagazines: TIME, U.8. News & World Report, Newswesk, Reader's Digest,
Forbes
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o “Inside-the-Beliway” publications: POLITICO, Congressional Quarler

Hill, National Journal, Kaiser Health News, CQ Healthbeat

o Blogs: The Huffington Post, Dailly Kos, A Chronic Dose, The %«faa

e Succeed with influencing the political debate and discussions of health

o President Obama, director of the White House Office for Health Refor

DeParle and HHES Secretary Kathleen Sebelius all publicly staled that i

management of chronic disease is & critical component of healthcars refonm.

o Many of the top-tier candidates from both parties in the 2008 elections (Clinton, Romney,

Obama, Huckabee) issusd statements praising the PRCD for s work,

o Both the Democratic and Republic party platforms featured extensive language amn
prevention and disease management.

We all wantit. =
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AR TRANSPORT ASS0CIATION

The Challenge .
To reduce the federal deficlt, the White House proposed raising texes and fees on t
and its customers. The impact of the additional taxes would result in massive job los
reductions and increased costs. To protect the airline industry from suffering this m&ij r

Transport Association (ATA) needed o educate mambers of Congress ~ and specifically, m&mh@:m
the Super Committee about the negative economic impacts the taxes would have, and rally sup;:mri:
against the proposal. Additionally, they sought to garner support from employess and consumers of
alrtines.

The Solution

ATA partnered with APCO Worldwide to formulate an issues advocacy campaign to defeat the
proposal. A dedicated website, StopAirTaxNow.com, was created o educate the public about the
impact of the proposed tax and garner support. From the site, supporters could directly email the White
House and thelr congressional representatives or send them “tweets.” The information could also be
aasity shared through Facebook, gither from the microsite or from a campaign Facebook page.

The site was promoeted heavily through print and online advertising in
publications that reach members of Congress and their staff. Additiona
placemenis on Facebook targeted travelers and airlines employees and
urged them to “like” the Slop Alr Tax Now page. Additionally, APCO worked
closely with ATA o provide materials for s members that they, In turn, could
send o their customers. This included sample lelters and emails for use in
newsletters and employee communications, banners that could be placed on
airlines’ websites, posters that girlines placed in thelr offices and other
collateral.

The president of ATA handed out branded air sickness bags during a speech
to the International Aviation Club of Washington that illustrated the
association’s opposition with the headling, "Sick of taxes?” The bags
received exiensive media coverage from earnad meadia in local and national
outiets, Later, 8 team of ATA representatives handed out the branded bags to flvers at Reagan National
Airport. The air sickness bags wers also featured in a full-page print ad that ran in USA Today.

The Result

ATA's outreach and promotions have generated overwhelming support in opposition fo the taxes, Since
the campaign’s launch in late September, the StopAirTaxNow.com site has generated more than 20
rrition ad impressions {print and onling}, and sent more than 140,000 letters 1o the White House and
Congress from nearly 20,000 citizens. The Facebook page has more than 40,000 "likes,” and more
than 4,000 sir sickness bags ware distributed at D.C.-area airports. Earmed media is also significant,
with stories in major news oullets, including The Hill, Fox Business, the Houston Chronicle, Politico,
CHN and in leading industry publications, including Hemispheres (United) and US Alrways Magazine,

Confidential Anda_Opioids_CA_SF_0073863
P-03861 _ 00058



LEHMAN AND MF GLOBAL ~ BANKRUPTCY LITIGATION

The Challengs

Following two of the largest bankruptcies in U.S. history — Lehman Brothers in 2008 -
2011 — the Court appointed Hughes Hubbard & Reed LLP partner James W, Giddens as the %&
investor Protection Act (BIPA) Trustee responsible for oversesing the liquidation of the %:ammmw

of the two defunct financial firms. In both instances, the Truste: "
I;[u hgs role was as the customers’ advocate with a mission to identify,
A recover and returm assels to the righthul owners. The confounding

) '55'5' e and unigue circumstances of these bankrupicies made @ clear from
the baginning that recovery of all customer assels, I possible,
I u ar would be a complex and timely ordeal.

While the Trustee’s work was primarily under the jurisdiction of the Bankruploy Court and included
complen legal actions, non-legal stakeholders showsd significant interest in his efforts, including: former
customers, the media, reguiators, govermnment officials and financial analysts. The priorities of these
groups differed, and at imes, the Trusiss faced a hostile environment as he attempled to administar
the liquidations fairly and efficiently. Both bankruplcies were covered continuously by major media in
the U8, and the UK, and the Trustee and his efforts became an integral part of the story as these
bankrupicies unfolded. APCO Worldwide was retained in both liquidations 1o develop and implement a
long-term strategy for communicating with all inferested parties.

The Solution

APCO servad as the worldwide spokesman for the Trustee, developed all media statements, managed
alt media relationships, and provided around-the-clock avaitability to reporters. Both bankrupicies were
covered by major financial media ~ including the Wall Stree! Journal, New York Times, Dow Jones,
Bloombery, Rewlers, Associated Prass, Financial Times, CNN, ONBC, and Fox Business — on a regular
and ongoing basis. In addition, the MF Globa! bankruptey was covered by political media due fo the
involverment of former New Jersey Senator and Governor Jon Corzing.

To communicate with the former customers of the brokerages, who were eager o leam how and when
thaey would receive their assets, ARCO developed and managed websites that included:

Regularly updated messages o customers from the Trustse

Court filings

Claims forms and claims filing instructions

Answers to frequently asked questions

@

% £ @

Following the MF Global bankruptoy, the Trustes was asked o testify at tree Congressional hearings.
APCO prepared the Trustes and his counsel for the testimony and served as the Trusles's governmaeant
ralations advisor on all Congressional ingquiries.

The Result

APCO implementad a program for communicating to the wide range of stakeholders that was
consistent with the Trustes's legal strategy and regulatory duties. Through this program, the compiex
actions taken by the Trustee, a3 well as the sensitive siluations faced by the Trusies, were clearly
definad and explained in the cormsext of the Trustes's customer-first mission. Through both strategic
and tactical engagemaeant, APCO supported the Trustee’s SIPA obligations while managing relationships
with alf stakeholders.
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Thank You

Thank vou again for giving APCO this opportunity to help HDUMA to further buéﬁ‘ét:i

industry’s reputation. We would be happy to provide any additional information or ¢
guestions that vou may have at vour earliest convenience. We look forward 1o work

For more information, please contact:

Michael Tuffin
Managing Director

APCO Worldwide

700 12" Streat, NW.
Suite 800

Washington, D.C. 20005

(202} 478-1248
mituffin@apcovworidwide com
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INTRODUCTION

Ay eiderly woman receives her arthritis medication in the mail, A hearl surgeon prescribes pain
madication folowing bypass surgery. A maother drives through & OVES pharmaoy window o St a
prasoription for her son who is fighting 2 strep infection. Every day miliong of prescriptions,
ovar-the-counter and related haalth products conveniantly reach consumers who need theme—
and no ong gives g thought to what has laken place behind the scens o make this possible,
The system works, The network of primary health care distributors that HOMA represents
ramains 3 largely unknown, vet essential iink in the nalion’s health cars system. T has besn a

comfortabls lsvel of anonymity for HDMA mambers.

But the health care landscape B changing. An ongoing and often tumulluous public debats
about the futurs of the nation's health care systam has people fesling anxious and frusirated.
Advances in iife saving drugs—and their occasional recalis— have heightenad awaraness and
attention o drug safety. Presonplion drug abuse 5 rampant and being met with an agorassive
White Mouse Nationa! Drug Controd Strategy in parinarship with the DEAL Drug shorlagss have
ipled since 2005, And as HUMA meambers know firsthand, industry naws coverags more often

than not seeks o seare rathar than inform. These Bs5uss arg nol going away 800,

s against this backdrop that the HDMA must decide how i wanis to be known, You have a
positive alory to el about the impact of your indusiey on people’s ves and the vital role vou
play it our health carsg system. Bamg o relatively unknown industiy 8 & luxury in this day and
age, vet it offers HDMA a blank canvas to position the industry and demonstrate vouwr lsadership
and valua, You need 0 proaciively tell vour story in your voice and on vour terms. Untit vou do,

vou remam vulnerable, allowing others o define you.

GRMME would like 1o be your paringr in this endeavar,

Overview
We recommend developing a proactive, pogitive posilioning strategy for HOMA that foocuses on

two objsclives

1. Effectively communicating who vou arg, what you do, the value you provide for the nation’s

health care system and the people i serves.

HOMA:
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2. Building & reservolr of support among apinion leaders, polinymakers and other staksholders
fike the DEA.

Strategic nperatives

«  Define who vou are 30 ofhers canmnod Jdo i for you, You are ving 1o reach and build
understanding and goodwill among opinion leaders and policymakers who are pradispossd

o skepticism, HDMA has an opportunity 1o position the indusiry as more than a “vital link

thinking leadsrs,

o Hefld a strong indusiry positioning platform and supportive messages. Positioning s 8
fundamental commumications building block. Hwill provide messagess and ool o meest
HOMA's immediate neads and underpin public affairs, advocacy and communications
strafegies g0 therg 15 & congistent voice, will also serve a8 a foundation for fulure

campaigns and initiatives.

«  Actively engage HODMA members, We anticipate that HUMA members will have different
points of view on pogitioning the industry—whather it is needed, how it s done, when it ig
dong and what will bg the refurn on investment, Without their buy-in and support, any
posilioning effort will fall short, Your membaers are the keepers of the stories we need o
develop and will be the frontine messengars. s sssential that we seak their insights and

ideag, gain their rust and engage and bring tham along in the process,

POSITIONING
AL GMME, we believe in order o create real and lasting changs, organizations must first be able

o clearly arficulate the story—mission and valuss brought to ife. Then, they must share,
promote and defend i, in order to build & firm and ongeing befief from vour audiences in what
v do, Bvery organization has 8 brand—a perception in the minds of the public—whether they
manags # or not. 8o, when brand stories are altacked and challenged,  becomes imperative 10
continuously re-tell yvour story in 8 wide variety of content, wheraver and whanaver your

audisnce finds your brand.

HOMA:
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Typically when yvou can't articulade yvour story:

«  Confusion arises aboul vour organization’s role and purpose

= Your grganization’s pointotvisw s ost among competing storiss

= Your organization’s culture and valuss become diffused and weaakensd
= Your mission becomss vagus and open fo re-definition

«  Your ability o defend your position s weakensd by opposing narratives

We will examing HDMA's story and purposs and how 118 being toid by vour membaers, the key
apinion slite {nfluencers on policy and reguiation), the media and your pariners. We will ask
several key questions to get i the foundation of vour brand and orafl messages 80 vouwr
industry can proaclively tall its story— and take contral of your story whan somaona tries o re-

define who vou are and what vou stand for,
Collectively, we will sharpen HDMA s story by asking:

+  Whaere do vou coms from? (organization oniging}

= Why do you sxist?

= What value do you provids?

= YWhers s your world going? {the landscape, competitive and future trends)
= What s yvouwr community and what values do yvou share? {who vou are fon)
 How go you behave? (vour aclions 835 8 COMpany N your osommumnity}

s What do vou fight for? (whal you oppose, what yvou stand up for}

= What s vour positioning? {the defining story)

Throughout this process we will help vou clearly articuiats the benefits and value of HDMA and

how your organization improves peopla’s lives.

Prase b Discovery
To get to HDMA s story, we will use primary and secondary research to gather existing stories

{peroaptions, attiiudes and opinions) from thres targs! sudisnces—HDMA, member company

lzadership and the opinion glite (Influencers). We will conduct a variely of sclivities, ncluding:

«  HDMA Leadership Ressarch: In-depth intervigws {(HDs) with senior leadership at tha
HEOMA and the leaders of HDMA member companies. We anticipate conduating 6-8

s, Depending on feasibility and timing, we recammend conducting the HDs around

kay mealings or events for efficiency.

Confidential Anda_Opioids_CA_SF_0073869
P-03861 _ 00064



«  Qommunicstions Acdit An audit of 8 represaniative sample of HDMAs intermnal and
axternal communications matenals, including but not imited o annual reporty,
brochures, website, social madia, newsleflers, member communications, spesches,
festimonies and press releases 10 assess how vou currently tell you story and the
channsais you uss,

= BMadia Scan: A benchmark andscape of the HDMA brand, key issuss and frends in
frade, national and farget state media and social media, The culcome will he g
comprehsnsive audit of the stories being told about HDMA, categorized and prioritized to
highlight threats and epportunities for the organization that will serve as a benchmark for
future media efants.

= Opinion Eilte Hesearehy In-depth infervisws (DIs) with influencears at think tanks,
foundations and associations, manufacturers, physician and heglth cars organizations,
congressional aldes, Health and Human Services, the FDA, slo. We anticipate

conducting 1215 s,

Again, the main goal of "Discovery” 8 10 producs buillding blocks of intelligenos o inform vouwr
sommunications plan and longerderm campaigns and initiativas you may create, GMMEB will
share the findings and ingights from the 1Dg, media sean and communications audit with HDOMA

and use the findings © inform the development of & pogitioning platform,

Prase H DEVELOPMENT
Tha nexd sfep v o develop & communications plan and materials o axplain who you arg, why

you axist and what the benefit of HEMA s o the public,

Programmatio slements may ncluds:
= A branded slogan for yvour industry, 1o be used throughout your communioations 1o help
bt vour positive repuiation around one main ides
= A& strategic messags framework, or brand story, that articuiates who vou are, what yvou
do, and why  matiers in & single page. This would be buill off of any exdsling slements
o have
s A consistent and noticeabls look-and-fee! for all of vour materials

Communicstions tools may ncluds;
= Wabsite anguage and content
»  Yideos
*  infographio
«  Shump speech and recommended speaking opporiunities
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= Talking points tailored to various audiences

¢ Lagve-behind materals for Government Affairs stalf

= Evenis and convenings

= Targsted advertisemeants
Ons additional channe! we will explore s social media, &s part of the communication audit we
will ook at HOMA and vour memberg use of social medis—which on first blush appears
minimal. Bassd on the findings, we will oreate o digial engagement plan o help you tell vour
story o opinion legderg and polioymakers—many of whom are active in sooial media and have

staff dedicsted o monitoring these channels and engaging on key msuss daily,

Puase HE: DissEMINATION
When HDMA's story is ready {0 be told §will be rollsd out to intermal and external audiencss,

Internal Communications Strategy

Infroducing the stralegio messaging framework o HDMAs intermnaliarget audiences iz g oritical
first sten fowards making thig initiative & succsss, The Exsoudive Committes, Board and
Association Staff will become the primary meassengers of the information, but extending to the
broader member companies through appropriate channsls will also be important whether or not

they play a frontline role in talling the story.

Through the Dis in the Discovery phass, we will have engaged HDMA mamber companias in
the process o inform the new positioning and massage framework, Bacauss the new massags
framawork will guide many activities and be woven into all infems! and extermal
communications, HOMA senior staff and member companies should be tramed and motivated
incorporate the new framework into their work-—idaally, an initial presentation on the messags
framework will take place prior o any extemal communications afforts, GMME will work closely
with HDMA'R lsaderghpn o ensurs that these key audisnces undarstand the rationals for the
naw framework and positive positioning, and that uniting under the new message framework will

amplify and strengthen HDMA s voice with polioymalkers.,

We recommeand the following internal conymunications process:

A, Develop Framework Education Materials
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Iy order to prepars o roll out the new messags framework to HDMA {sadership and staff, we

recammend developing the following maternials:

= Framework guide, This guide would include HDMA s refreshed positioning and
meassaging for how 1o communicate the information, providing guidancs on how o
ncorporate the new ramswork into existing resources and activities, Hwould alsg
contain & guastion and answear documaent aboul the ramswork,

= Talking points. A stand-aglone document (o sarve 3% an aasy referance ool for HDMA
and is mambers.

+  Audiowisusl presentation. This presentation would be used at stiaflimember ralnings

o communicats the new framswork,

8. Educate the Board and Senior Leadership

Our first fask will be {0 unvall the new framework and s componants o those at the highast
levels within the organization—board members and sanior staff—in order 1o get them

axcited and investad, B8 important that HDMA's lsadership publicly demonsirates s support of
the effort and make it clear that staff membaers are sxpecied o follow accordingly. We
recommend, for axample, that HDMA condudt & framework unveiling session, vig wabinar prior

fo the extamal roliout,

O, Brisfing Calls with Communications/Government Affairs Exsoutives

Wa Nghly recommend organizing briefing calis/webinars with the Member companies—at a
minimum the big thres companies—and targsting he communications and governmant affairg
axaoutives within the companiss.  will provide an opportunity to discuss the importanes of the
gositioning, the slements of the new framework and the strategias for communicating the
framework moving forward, I schedules allow for an in-person mesting prior o the exemsl
ratiout of the framework, that would be ideal However, at & minimum, we recommaend & brigfing

cali{s) to bring this important group of exacutives togethsr (o discuss the plan,

External Communications Strategy
We envision the refreshed posilioning and messags framework will be incorporated into

HOMA's overarching communications plan and supported by a variely of communication tools.
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Confidential

OF particudar interest and importanes will be HDM& s meadia relgtions, orisis communications and

poticymaker outreach stratagies.

A, Medis Relations

HOMA must be ready 10 engages in 8 stralegic, aggressive and effective meadia relations
strategy. instead of gorimartly plaving defense, we recommeand HDMA sesk opporiunities 1o el
s positive story that will reach key policy makers and stakeholders, Onoe the core massages

are developed, proactive outreach can begin, We would suggest the following approachs

o Create an HOMA Spesgkers Bureay ldentify a core set of spokespeople who are easily
aceasgible, nowlsdgeabls and sffective that represent a broad group within the
Association {s.g. distributor owner, supportive health care provider, HDMA CED, HDMA
saue axperts) so more than ong perspective can be shared with a reporter if neaded,
Ensure that they are rained on the new messags framswark,

«  Engage g varfely of media and oudlels. Engage reporters o reguest desk sids mestings,
offer experts for radio grograms, build positive clips in regional newspapers, and sngags
sedect blogoers covering aspects of the issues {a.g. health care, presoription drugs)

o Offer “hehind the scenes” aocess. Consider offering one or two key reporters behind the
seenes access o gat firsthand expernence of what wholssale distribution actuslly looks
G

v Engage editorial board writers. By engaging sditorial board writers and regquesting
aditorial board maestings, HDMA can proactively frame the nareative and get ahead of
staries.

o Sesk fargeted opporfuniiss fo engage. Respond 1o press coverage on the industry, pich
ap-ads and letlerg to the aditor

«  Qonduct press events for largeled activitiss, Press evenis could happen via conferencs
calls with kay spoksspeople {a8.g. releass of new research) or by hosting physical svents

{2.g. launch of 3 fulwe campaign or nitiative).

B, Crisiz Communications
When the national news headiines foous on fake pharmacies, drug shoriagss and lawsuidls
against distributors, s imporiant that HOMA has a rapid response systam in place o guicidy

assass the seripusness of the threat and delarming the course of action o taks, it doss not

HOMA
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already sxizt, GMME recommeands orealing & formal orisis communication fsam that includes
the main spokegperson for HDMA who will be the "on camerg” industry representative, the
sommunications director who can be reached by reporters at all imes, public affairs
reprasgritatives for coordination of government affairg, an ssus-spacific axpert, lagal counsed,

and an sxecutive-lavel manager who can maks quick and real-tims degigions.

Some kay actions in dealing with & orisig communications sttuation includs:
s Develop g sef of response profocsis bassed on an assessmend,

Lavael 1) Serious) immadiale attention angd action s nesd;

O

Level 2 Moderate; Thers I8 time 10 s how the {ssus unfolds; i may or may nad
naad action; and
o Leval 3 Low; Monitor the situation.

= Develop a sef of origis communivation foods that can be quickly customized bhasad on the
orisis {e.g. publio statement, alling points, Q8&A, Industry dats points, imagesi-roll
footags) that are approved by sanior leadership,

s nunedistely ssfablish HDMA 3 role a8 an expert and provider of timely, acowrate and
cradible formation regarding the issus o reporiers,

s Qorrset aff misidormation and stay on messags,

€. Policymaker Qutreach
As HDMA knows from axperiance, policy makers are barraged with information from a wide-

range of indusinies. A majority of important policy conversations and communications are with
Congressional stalf, who are normally juggling mudtiple ssuss and have Imited ime. And toan

imke an extracrdinagry number of tmes before & messags breaks through and "stickg”

Thea refreshed posilioning and message framework provides HOMA an opportunity 1o infroducs,
and, in some cases, re-introduce Hself to polioy makers in Washington, We will work with
HOMA's governmeant and reguiatory affairs representatives to determine what type of
gommunication ools would be the most effective in support of thelr efforts o engags
poticymakers, We recommaend developing materials largsted toward policymakers that shars
the naw message ramework in 8 visually frisndly format such as an infographic that can

funclion 23 8 leave behind and digital sngagement tool
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3. Partnerships

Ag part of HDM& s story and message framework, we anticipats there will be an opportunity o
talk about your current parinerships and thelr impact For example, highlighting vour
nvobverment in Parinership for Safe Medicing, By Response, and The Parinership at

Drugfres org’s "Wake Up o Medicine Abuse” campaign that is rolling out in Seplember of this
vaar, These parinerships provide a loverisk opportunity for HDMA to begin proactively
shownasing your leadership and commitment 1o helping address some of the serious ssuses

from counterfel drugs o emergency preparsdness o presoriphion drug abuss.

The research we conduct during the Discovery phass will also provide insight into issuss ang

parinership areas where key stakeholders sxpect {o sae yvou and whers they would ke {0 see

your involvemeant, as well as ntiatives and campaigns conductad by individual mamber

companies, which will inform future coalition and pardnership engagement.

We will also look for additional low-risk engagamaent opportunilies (o explors shorbtsrm that
oould provids HDMA vigibility and build vour reputation but require minimal time and rasources
such as the Acetaminophsn Awarenass Coaliion's Know Youwr Dose campaign and the National

Consumers League, Soripd Youwr Fulire campaign.

Prase 1V: ASSESSMENT
Cur mantra, Cause The Effect, means we care about resulis. We gropose foousing on both

short and long-term changs i key melrics 1o maasurs how wa'rg doing.

i the shorbterm, we will measure infemal adoption and use of the posiioning, messages and
materials, We believe #is vitally important for maximum sfectiveness {0 engage vouwr member

companies, That will gerve a8 a gritical, nitial metric,

A will also look at the uptake of HOMA messages i naws stories against the inttial media
analysis, We sxpact o ses greater incorporation of ouwr massages and mors positive reporting

as the resull of cur work,

We will rely on reporting from vour govermnment relations tsam for the degres 1o which
policymakers comwmeant or feedback our messages. While this is anscdotal, s an exiremaly

important plecs of the puzzls In gauging owr impact

HOMA
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Iy the long-term, “After-Action Parformances Reviews” in a communications orisis are also part of
& sound long-term racking study 1o assess and improve performancs during unpradicted

avanis,

Wa will ook for o greater digital presence. We expec! 10 incraase visils o vour websils and
greater engagemeant with all digital platforms, We will track the anling “share of voios” for HDMA

and Hs meamber companias on the Key issuss we are addressing

.

Finally, should vou agree (v do targeted adveriising, we will track the onling adveriizing portion
of the work for click-throughs and engagement with vour digital ads. These anabdlios are

gasential o managing vour media buy and measuring s sfectivensss.

For bottom line svaluation, we suggest that HDMA benchmark and rack assogiation and
industry reputation through annual or bhannual swveys, This could be dong very efficiently by
purchasing questions on axisting omnibug surveys such as the Harrs Beltway Influsnoers

Survey, We have included firstvear benchmarking in the budgst for this groposal.

Looking Aneap: Potentiat Issue CAMPAIGNS
Depending on the oulcomas of our Biscovery phase, wa may recommend & more robust

gommunications effor! on specific issues. Below are three areas whers we sae potantial,

Drug Diversion Campalgn

Tha issue of drug diversion hag beooms 8o strong in the minds of yvour epinion lsader sudisnes
that i may warrant a focusad effort to ghift peresplions in the shord term. Without pre-iudging the
rasearch, wa think packaging the industry's work on this issue inlo 8 campaign could be
powerful, We would bulld the camgesign from yvour brand story, but concentrate our fogus on
vour sxigting offorts o combat this Bsus In partiouwlar. You're doing the work, but just not getling

gnough oradit for i

Wa would packages & collection of yvour current efforts, such ag "suspicious orders” monitonng,
into & branded campaign with & dedicatad communioations strategy and oreative matenal, This
CAMPAY'S purposs would be o demonsirate vour proactive stancs on the issus ~ that you taks

it seriously and that vou're bBaving a posifive impach
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Howould hely inchude 2 campeign names, & dedivatad web site, spaaking engagsmaents, paid
advariising and potentially & 3-8 minute video that provides & mors emotional and robust
storvisliing platform for the campaign. This vidso would live onling, but also be an effective,
amotional ool o ick off ve svenis or any in-person mestings. Al of these crealive slemeants

are designed 10 reach your most imporiant audiences n & vansty of ways.

Building a spacific campaign around ong issus gresents ancther opportunity o keep others from
defining you. Just a3 & pardioular produst can defing a company like Apple — positively or
nagatively — & particudar vsue can defing & rade association. A specific, focused issus
sampaign “pushes back” against attitudes about vou being shaped by others, and gives vou

another way o lake control of vour story,

Frosoription Drug Abuse
Fresoriphon drug abuss 8 not new, bul iP's become a focal point for the CDC, White House,

DEA and other staksholders as the numbers have socared o epidemic proportions. g an issus
HEMA a3 an industry leader s already heavily investad in addressing throughout the supply
ghain operations ncluding support for suspicious order monifaring lechnologias, uniformity of

cedigres standards, and serialization of products at the unil level

As noted earlisr, "Wake Up o Medicing Abuse” expands HDMA leadership bevond business
and gperations {o dirgeHo-consumer aducation. s an imporiant step. Given that the majority of
new o aocasional nonmedical users of prescription pain relisvers obiained the drugs from
family or friends, according to the Office of Nationa! Drug Controd Policy, we helisve ancther
step MIOMA could congider s 1o join In & new campaign with others o promote drug safety.
HOMA could convens & group of s choosing 1o ask the question, "How can ws heip

consumesrs, family and friends with knowledge and tools 1o use drugs safely?”
Somes possible allies, many whom vou know wall already, include:

= National Consumers League

= Consumer's Union

« AARP

= American Ganocer Society

*  American Academy of Family Physiclans
«  American Academy of Nurse Fractitionars
s Onoeology Nursing Socisty

= National Association of Chain Drug Stores

HOMA
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Regping in mind our targst audisnce, HOMA would not condugt consumsr outreach, but work
with these groups who already have direct consumer and patisnt contact. in 50 doing, HOMA
wouldh

= Demonstrate s commifment o promoting safe drug use
= Engage aliss who can testify o HOMA's work in this area
+  Direct allention o drug abuse solutions that are not Bmited o street drug issuss

HIDMA can play a role of iis choosing, including providing resources and materials or support
and coordination for such 2 coglition. Whather and when o ake this approach would depend on

the research and development as the work unfolds.

Drug Shortagss

Looming drug shortages grabibed the headiines sarlier this vear a8 sxpearts wamed the nation
wWas running low on medicines orifical o managing chronie diseass as well as antibiotios and
anoology drugs. it's a complex issus. There isn't onsg entity that is responsibls for shorlages or
ong who alone can fix . As a guardian of Americg’s drug supply pipeling, HDMA could ake this
O 8% an issus in the public arena and promots whal yvou are doing that goss beyvond support for
policies like uniform pedigree, HDMA members are continually sssking ways {o improva
communication within the supply chaing and members play an imporiant role in helping o
coardinate and share information whan shortages arigs. Thess efforls present HDMA with an
apportunity 1o oreate 2 special communicalions campaign o promote the voluntary industry
guidalines you developed on improving communicaiions batween supply chain pariners in the

gvent of & product shortags,

While we don't know the form this would take—or 15 viability—peanding owr intemal research
and Discovery phase, such an sffort can help define and demonsirate the value of HOMA o the

haealth care systern and the nation as 8 whals,

CONCLUSION
What is the HOMAT What do the HDMA s member companies do? How do they do i1F What

valug does the indusiry provide for the American health system, and the people 1 serves? How

s it addressing kay ssues like drug diversion and presoription drug abuss? Ow targst
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audisnces will know the angwers 1o these quastions as g resull of our work fogether, This is the
minimum that must be achisved © put HDMA into & betler pogilion with the opinion lsaders and

poticymakers who can affect the ability of 18 mamber companies 1o succesd I the markeiplace,

We will have strengthenad the ability of the industry to communicats with & unified voice, Each
member company ocan play an mporiant part in ereating a belter policy and media environment

for the industry. We need 10 engags and support those rasources.

We will have buill & betler grisig communisations and response capabilily inside the HOMA and

mamber companies. The result will be beltar, faster, sasier raaction when nesdad,

We will have gone from g defensive footing 0 & proactive footing telling our story and defining

the industry.

if the research bears i oul, we will have taken the work of the trade association and iis member
companies on drug diversion and packaged them into @ more powerful platform to demonsirals
how the industry s sading on the ssus. We want people 1o recognize HDMA s leadership, not

erificize i lack of acton.

We can achieve each of these objectives, We kKnow how o get i done, We have done # before

for other rade associations and industries. We hope we have the chanoe o do i for HDMA,

TIMELINE
There i a8 nead © get your positive story oul fo arget audiences and begin defining who you

ars on your terms. Because of this, we recommend an agarassive imsaline 1o complats our
disoovery process and refresh vour current positioning in order 1o beller communiocats your
valua, YWe recommend HDMA roll out the strengthened posilioning in the first quarter of 2013,
ag the new Congrass convanss inJanuary and the Administration — naw or not ~ resets. Below
% & proposed schedule, however we oxpect and look forward 1o working with HDMA to further

rafine i based upon competing schadules and intermal processes not accounted for here.

Part I Teeung Your Posimive STory

Discovery: September ~ November 20142
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= Communications Audit

¢ Redia Sean

= Folicy and Key influencer Dis
+ internal Stakeholder D

+  Brand FPositioning Pressniation

Development December 018 — January 2013
*  Sirategic Message Framswork
«  Campaign Positioning
= Additional Communicaltions Materials
> Website revigions
o Video
o infographio
¢ Audience Quitrsach Sirslegies and Malerials

Dissemination: February 20135 - Ongoing
= internal Rollowt
s External Ouireach Beging

Asssssment: Begins Deosmber 2013 and through Year 2
«  Media Scan
= Biannual Benchmark Surveys

Part H: Porenmiad Issug Canvpalcan — Druc Diversion
This campalgn can begin development as seon as the Discovery has been completsd in Part |

if needed. We recommeand this campaign begin in the second quarter of 2013, However, we will

work with you to delermine the right time for the lsuneh of this campaign.

To give vou a betler sense of schedule, our creative procsss typically follows the schedule

below for developmaent of positioning campaign slemenis:

= Sirategic Briet One {o two weeks
= Creative Platform Development Two to four weaks
= Addifional Comnunications Vehioles/Content {fo hegin developmeant when the Grealive
Platform s completel:
oo Key Messages: One waek
o Opeads One o fwo woeks
o Twoeminuds posttioning video Four to eight weeks
o Campaign website: Thres o six months
Flash banner ads {(2-3) for DO polioymaker paid adverdising campaign: Two fo
three weeks
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BuDGET EsTIMATE
Below we have prepared a budgst for GMMEB staff hourly fees and sxpenses for the work
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agutlined in this proposal. We have made some assumptions in generating this budgst {(ncluding

numbers of infervisws conducted, malerials reviewed, communications pisces developed, sio}

o bast il our recommendsd process,

We ars ready and looking forward 1o working with vou o devalop & budget that s your needs,

Should we be sslected to waork with vou on this prosct, we will work closaly with yvour tsam o

deveiop & detailed Scope of Work and budget bassed on clearly defined goals and deliverables.

GRME will Dill HDMA only for hours worked and sxpensss incurrad on & maonthly basis, with

payment dus within 30 days,

Part b Teoung Your Posimive Story

S

LN

oy
ey

Tonnd
v

Discovery

inoludes policymaker and opivdon elifeinfivencer infervisws (12-15},
infernal stakeholder inferviews (6-8), benchmarking swrvey with opinion
effes, communications and melenals sudi, media scan and brand
posifioning pressntalion o lsadershi

Davelopment

includes development of slralegic message framework, Corg Messages,

strategic brief, ouwtreach siralegies for spsoific sudisnces, 223 minute
pasifioning video, infographic and website recommeandations

Dissemination

includes internal roffowd deployment, supoart for policymaker sutreach,
ongoing samed medis oulreach for one vesr, meadia monfioring and
QOGOInG orisis communiestions support for one year

Assessment
Recommend svalualion beging in vear two.

Part i Potenmiat Issus Canpaion — DruUG DivERSION
A

Creative Platform and Campaign Nams

S138,400.00

S156,700.08

$212,000.00

$32,700.00

Includes developing the core valuss, positioning statement and campsign nams

based on findings from Discovery fn Part L

Earned Modia and Policymaker Strategy, Materlals

Davelopment and Outreach SRE,G00 - $120,8060
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includes development of Key Messages, Talking Points, and other media materials
fo use o promols campaign with largeiad media

. Positioning Video SR 000 - FV5 000
fchedes development of bwo- fo threg-minute campeaign posifioning video

0. Campaign Website $I8G,000 - $206,000
fncludes development of dediceied campaign websile ncluding confent developmentd,
design, build and launch

E. Speaker Engagement Srategy $18,000.00
includes ientifving spportuniies for HOMA fo engage wilh key audisnces, spegksr
preparation as needsd

F. Pald Adverlising Creative Devalopment $15,000.00
includes development of 3-8 fash banner digital ads for use in g paid ssarch and
contexiual digisl sdverlising campaign targeting poficymakers and opinion efites in DO
Doss nol include cost for medis planning and placement,

5. Pald Media $125,000
nchedes meadia planning and placement for & highly-targsted, BO opinion
alite media buy ulilizing paid ssarch and contextual largeting
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Your Team
GMME builds & team for sach of our clients that combines the right mix of slills and expenencs.
We are pleased o present the following accomplished team of professionals who will serve as

your core strategists and aooount managers,

David Mitchell, senior pariner, will oversee the HOMA account and provide ongoing strategic
gommunioations counsel John Gundiach, senior vice prasident and oraative dirsctor, will laad
the HDMA posilioning developmant Jos! Johnson, senior vics prasident and strategic planner
will lead the research. Christine Glung, vice president, will manage account aclivilies and
conduct national samed media strategy and outreach. Ashisy Middellon, account supsivisor,

will manage the development of communications materials,

HOMA:
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DAVID MITOHELL

David Mitchell s g senior pariner 2t GMMB. After several vears in broadoasting, David has
spant more than 30 vears as 2 strategic comynunications consullant. He guides many of

GMME's cause and issue aclivities, particularly thoss related {0 health care and publio health.

David brings a 380-degres perspactive on health and health care policy. e has advised and
producad madia for Johnson & Johnson, America’s Heslth Insuranee Plang, Kaiser
FParmanenie, Abbolt Natrition, Nove Nordigk, the American Academy of Family Physicians and

the Campaign for Tobacoo-Frae Kids,

David guided GMMEB’s work with Visa to create a new corporate reputation platforme—QCurrency
of Progress. Me has advised Visa on s financial inclusion work in this country and around the
world, He providad counsel o the Bl & Melinda Oates Foundation's Global Davelopment
Program as § was launching s Financial Services for the Poor aclivities, focused on promoting

safe places o save,

David plaved & key role in the development of the Click # or Ticke! campaign, which increased
seat belt use in the Uniled States from 81 percent fo 82 parcent. He led GMMEs work on the
Alr Bag & Seat Bell Safely Campaign, which s cradited with raducing child deaths from air bags
by mors than 85 percent. The National Trangportation Safely Board called the shilt {0 keep kuds
out of the frond seat "one of the most remarkably successtul changes in societal behavior in

racant decades, rivaling changes in atlitudes toward smoking and drunk driving”

He lad GMMEB s work on a globa! adverlising campaign for the Save Darfur Coalition n suppart
of systainable peace and an end 1o the genocide in Darfur. The ads inoreased worldwide public

pressure o help the people of the region.

Prior o GMMEB, David spent eight vears with the United Auto Workers, whers he was director of
public relations and publications. He holds bachslors and master's degress from Michigan

State University.
SJOHN GUNDLACH

John Gundiach, senior vics prasident and group oreative director, brings over 19 vears of

gxparignce in product and issue adveriising, a3 wall as sxiansive axpeniancs in brand buiiding.
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John oversses oregtive development for GRMME, covering event, digital, television, print, radio,
interactive, and branding, delivering 2 trug senge of campaign integration o all craative efforts.
As a brand strategist, John lsads the development of positioning and oraative slemaeants from
inial regearch through fingl execution, heldping o find g strong voice for issues, grganizations

and campaigns.

«  Hrand and advertising leadership for the FINEA Foundation's Savedndinvest.org
financial eracy campaign, the Amaerican Cancer Society's Cancsr Action Netwaork,
OTHA — The Wireless Association, Blus Cross and Blue Shiseld Association’s Walking
Works fitness program, Visa’s Currenoy of Frogress campaign, SHREMs We Know Nexd
campaign, The Molt Foundation's Make #f Stick campaign,

«  Hrangd development for The Global Fund, The Nature Conservancy, Mothers Agasinst
Drunk Driving, the Dave Thomas Foundation for Adoption, Washinglon and Vermont's
haealth exchangs, and Conssrvation International.

s Creative development for SARP's You've Eamed 4 Say campsaign on Medicare and
Social Security, the USDA Food Stamp Program, Robert Wood Johnson Foundation's

Cover the Uninswred Week, the Campaign for Tobacoo-Fres Kids

John bagan his caresr &% an art dirsction at MoeQann-Erickson, working on GMC Truck, He then
moved 0 Young & Rubicam, developing advertising campaigns for Lincoln Meroury, Brita, the
Detroil Tigers, The Salvation Aoy, and 8 new brand launch for Ford Motor Company: Visteon,
Ha then helped establish & naw creative department in Y&R's SBan Francisco office, After
several vears on the west coast, he joined in the Interna! revolution, Bking a senior sl dirsclor
position at Digitas, working for Charles Schwab and new brand identities for several intemest
start-up companias. John graduated from the University of Michigan with a Bachelor of Arls in
Spanigh, followed by the Cender for Crealive Sludies in Deltroll, where he received 2 Bachelor of

Fine Arts. He also teaches a3 an adiunct professor at Georgstown Universily,

SOEL JOHNSON

Josl RO Johnson joing GMME as Director of Strategic Planning lsading the positioning and

rasearch procass with nearly 13 yvears of sxperence brand strategy in social marketing and

advocany.
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Jogl has g long carser developing holistic markeling campaigns for purpose-driven brands,
agenoias, and non-profits. He has lod brand strategy T many op haealth cars brands inchuding
Marck, Sanch, American Stroke Association, and Johnson & Johnson, Previously, he was EVP,
Divector of Strategic Planning af Porter Novelll NY, Director of Digitel Strategy at Sapient Nilro
and Managing Direcior at Spike DDEL

Joel s a plonesy in the discipline of branded documentary, having produced films that highlight
the social causes of Skype, Ford, and Sanoft among othars, In his spare time he writes about

hig fly fishing adventures and blogs abouwl marketing &t Think See Do Differently. Follow him on

Twitler at joelrohnson,

CHREIBTINE GLUNE

Christine Glung, YVice President, has over 12 vears of strategio communications axperianca in a
wida variety of public polioy ssues, including health care, higher sducation, energy, velerany’
haalth, child support and the environment. She has spent & significant amount of ime in politics
and government, having worked iy the White House for Fresidents Obama and Clindon, on
Captial Hill, for the State of Hinois and on several high orofile political campaigns. Bhe has
provided strategio counsel o slecied offivials, developed policy initiatives fram the ground up

and has helpad 0 manags national and sialewids organizations,
ASHLEY MIDDLETON

Ashisy Middiston pined GMME in 2008, bringing sxcelient communication and writing skills
the firm, Ag an account supsrvisor, she has helpad her olisnts expand thelr onling presencs,
generate media coverags, hulld relationships with allisd organizations, plan svents, and develop
communications tools ranging from talking points and toolkils o program videos and radeshow

axhibits.

Ashiay has providsed support o & variely of associations, social advocacy, public health, faith-
based, global health and development groups. Accounts have noluded the American Beverags
Association whers she lad parinership development, the Episcapal Relief and Developments

intiative NefsForlife, Mothers Against Drunk Driving's Campaign fo Eliminate Drunk Driving, the
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Cave Thomas Foundation for Adoption, the Armerican Academy of Ophithalmoslogy, and

UNAIDS.

Most recently, she has provided samed media suppart to the Communications Workers of
Ameries o develop & digital strategy and has provided communications support o the Chardes

Stewart Molt Foundation’s sducation initiative, New Day for Learming.

Ashley graduated cum lauds from Duke University in 2004 as English major. She 5 a native of

Charloftasville, Va,
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