From: Briddick, Heather (CHI-GOL) <HBriddick@golin.com>

To: Matthew Day; Liza Tresser; Shannen Kelly

CC: Reggio, Jaimee (CHI-GOL); Leys, Alyssa (CHI-GOL); Francisco, Julianne (NYC-HLX); Pantaleo,
Nancy (NYC-FCB); Raplee, Allie (NYC-HLX); Johnson, Jacqueline (NYC-HLX); Chang, Angela
(CHI-GHI); Patel, Geeta (CHI-GOL); Culbertson, Kallie (CHI-GOL)

Sent: 2/15/2017 11:20:09 PM

Subject: Pain Matters 2016 Analytics

Attachments: Pain Matters 2016 End of Year Recap_2-15-17[1].pdf
All,

Please find attached a PDF of the combined 2016 analytics for the Pain Matters website and NPP initiatives. Happy
to set up time to discuss further as desired. Please don'’t hesitate to let us know if you have questions.

Thank you to all who had a hand in making this such a comprehensive report.

Best,
Heather

Digital Director, Healthcare
| c. +1 810.278.2423 | t. +1 312.729.4183 | hbriddick@golin.com

This message contains information which may be confidential and privileged. Unless you are the intended recipient
(or authorized to receive this message for the intended recipient), you may not use, copy, disseminate or disclose to
anyone the message or any information contained in the message. If you have received the message in error,
please advise the sender by reply e-mail, and delete the message. Thank you very much.
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FOR INTERNAL PURPOSES ONLY — NOT FOR USE IN @
PROMOTION

This presentation contains proposed confidential and proprietary marketing and promotional
strategies, tactics, and programs, as well as market research and other similar programs, all of
which will only be developed and implemented after appropriate review and approval has been
obtained in accordance with applicable policies (e.g., CARE, PARC, or Legal/Compliance
review). All sales and marketing activity shall be strictly limited to the indications currently
listed in a product's approved package insert. This document may also contain forecasts
regarding Teva products that have been prepared for confidential business contingency analysis
and planning purposes only to consider various business scenarios. Such forecasts and the
assumptions used do not reflect or constitute a legal analysis or opinion regarding the merits of
pending or anticipated litigation or a legal assessment as to which scenario(s) is/are more likely.

Nor do they represent a final agreed course of action and any inference to that effect is not
intended and is hereby expressly disclaimed.
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Pain Matters Campaign Objectives & Strategy

Campaigh Objectives:

»  Further establish Teva as the trusted leader in responsible pain management by activating digital campaigns in
line with key moments in time to drive traffic to PainMatters.com

» Extend the Pain Matters campaign to increase awareness of abuse deterrent technology, chronic pain, and the
role of opioids among HCPs especially in the current fast-changing and overly scrutinized space

Strategic Approach: Leverage best performing tactics from the 2015 Pain Matters campaign to continue to
drive qualified HCP traffic to PainMatters.com

Paid Promotion Budget:
Total Budget: $541,165
Healix: $483,000; Golin: $58, 165

Search & Display Flight: February st — May | 1™ (I'st Phase), September |st — December 31st (2nd Phase)
Social: Always on (spend increased in September and October)

Media Channels & Measurement Plan:

» Display and Mobile: Clicks, Key Website Engagements

»  Paid Search: Quality Score, Avg. Position, Key Website Engagements

»  Social: Website clicks, page followers, and post engagement (only Q1-2)
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e Key Metrics Overview

1 ::,'Alll%agvhcy Paid Digital =  Total Clicks from Paid Channels A
':‘v.:‘:v St Speﬂd : s :.. o R B

iSource:Google Analytics
Benchmark 2015 Ea PMatters.con
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Activating paid promotion during relevant moments @
demonstrated greatest success

The greatest volume of traffic to PainMatters.com resulted from a combination of live event presence at medical
conferences, supporting paid search efforts, and promoted social campaigns. When promotional efforts were
paused from June to August, traffic volumes decreased but remained consistent.

Total Visits to PainMatters.com

Pain Matters 2016 paid campaign is live
with social, search, and display.

2/18-2/21: American 4/30: PAINWeekEND

2,500 Academy of Pain Medicine

5/10: American Pain
Sodety

2,000

1,500 -

1,000 -

0 ST e\ M
17172016 2/172016 3/112016 41112016 5/172016 6/172016 7/112016 8/1/2016 9/172016 107172016 117172016 12/172016

2015 Sessions e Total Sessions

(92

Source: Google Analytics
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Targeted, paid promaotion drove higher quality visits after the @
refresh

Pre-Refresh Post-Refresh
(Jan —Aug 2016) (Sept — Dec 2016)

65K 49.4K 25% 16K 89.5K 23%

Website Visits Unique Users Returning Visitors Website Visits Unique Users Returning Visitors
5% vs. 52K BM F11% vs. 445K BM 10 PPTs vs. 15% BM 8% vs. | 25K BM ~4% vs, 93.5K BM -3 PPTs vs. 26% BM

1.99 70% 1:34 .77 59% 1:24

Pages per Visit Bounce Rate Avg. Time Spent Pages per Visit Bounce Rate Avg. Time Spent
-0.04 pgs.vs. 203 BM +1 PPT vs. 69% BM Flat vs. 1:34 BM 015 pgs.vs, 192 BM - PR T vs. 70% BM 002 vs. 1126 BM
7

Source: Google Analytics
Benchmark: 2015 PainMatters.com performance
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Paid search, social and display were most effective in driving @
website traffic

Paid social, rich media units, and paid search were the most efficient in driving clicks to the site indicated by the
lower cost per click (CPC) rates. Overall, paid channels drove the majority of site traffic (83%), especially in the last

four months of the year due to increased campaign support.

To bring visits to the site consistently throughout the year from paid digital sources, consider an always-on paid
approach that reaches target audiences.

Website Activity by Media Type

Metric Paid Social ™ Paid Search Display Rich Media*

Spend $58,165 $177519 $245,266 $58,475
Impressions 1,923,243 4,009,954 9,337,246 9,100,000
Share of Total Visits 19% 42% 20% 2%
Total Clicks 35,545 78,584 44,524 26,553
Avg. CPC $0.30 | | | $2.26 $5.51 | $2.20
Avg. CTR 1.85% 1.96% 0.48% 2.24%
Engrageﬁwents/Corrwversiorns | | 77;285 | | | | 3,076 | | | [,901 | I —;
Avg. Engagement Rate 4.02% 39% 427% 2.24%

Source: Google Analytics, Facebook Insights, Datorama Pain Matters Dashboard
#Clicks, CPC, and CTR are reflective of unique engagements with Contobox units
##Cost covers email list and two email deployments

“For paid sodial, only includes posts that were optimized to website didks

(o]
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Audience demographics align with HCPs @

Pain Matters visitor demographics align with statistics which show that 85% of nurses and 53% of PCPs are women.
Pain Matters audiences continue to skew female and are most often aged 55+, and from the U.S. (98%). The age
range also aligns with the fact that 26% of PCPs are over the age of 55, and an estimated 60-/5% of people aged
65+ report living with pain.

The majority of visits (74%) occurred on mobile and tablet devices, indicating that the majority of users are accessing
the site on-the-go. Given that these devices are driving the most traffic, the site should continue to simplify the user
experience and streamline the path to information and resources on the mobile site.

Device

Gender

74% 26%

Female Male

vs.61%in 2015 vs. 39% in 2015
35,000 - Age
30,000
25,000 - 19%
20,000 -
15,000
10000 4 5%
5,000 o

O e '

18-24 25-34 35-44 45-54
W2016 Visits #2015 Visits G

Source: Google Analytics; 2016 MRI Doublebase; Chronic PainAging, and Staving Healthy
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Insights and Optimizations: Website Overall

Confidential

Key Insights

- Webs;te tr“afF ic and engagement mcr"eased Wlth Paléd:_ s
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Optimization

Continue to infuse paid digital activity around key relevant
moments and targeted campaigns

Consider implementing an always-on paid approach for
consistent visits

. Retummg v1sfcor~s 0 the s f‘wer‘e more. engaged the i
. pew visitors indicati ng that retummg users foumdrthef ,

| Tesolrces to be compellmg amd usef; . .

Place retargeting pixels on the site and extend to
Facebook to recapture visitors on all channels, bringing
them back to the site

1 ‘Whaie site enr“otlmems arzdeDF denEQads were

- 1‘51gmf‘ cant share of actions, as most paid support dmve 10

.. other pages. Only 196 of unrque visitors opted o) 5|gn up -
. onthe page. - o

Highlight desired conversions on internal website pages
and encourage action with a concise CTA

-+ lhetop pages vi isited were intended for: people affected
. by chronic pain, even whem healthcare professmnals Weka

‘ifi”the mam target audleﬂc  via promotiol

Refine paid strategy for reaching HCP targets according
to most active online HCPs

Promotional destinations should be HCP-focused to stay
relevant to the intended target
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PAIN

Insights and Optimizations: Paid Promotion irveRs

Website Traffic
. All mediums exhibited a substantial increase in Visits YoY with the exception of Display (-9%). Paid Search accounted for the greatest share of traffic at 41%,
. Mobile and Tablet were top drivers of traffic volume throughout ' 6, accounting for 45 % and 29% of overall traffic, respectively. Top three leading drivers of traffic

broken out via Medium and Device are Paid Search Mobile, Display Tablet and Facebook Mabile.

Paid Search

* Paid search was the largest individual driver of traffic in 2016, accounting for 42% of all site visits with the strongest site engagement of all media aside from direct and
organic traffic.

*  Overall clicks and CPC exceeded OGSM goal by 15% for the second half of campaign flight, contributing to a 24% increase in conversions YoY.

*  In terms of registrations, mobile and tablet devices stand out as the most efficient converters despite an overall CPA higher than desktop.

Display Media (Medscape and Google GDN)
+  Overall CTR was 0.48% which is an increase of 220% from last year's 0.15% CTR and well above the industry benchmark of 0.09%
* Performance was primarily driven by mobile and tablet
*  GDN delivered a stronger CTR of 0.51% vs. Medscape’s 0.26% while the CVR is comparable between the two partners
+  Optimizations;
*  Wih limited funds in 2017, Healix recommends extending the Google GDN Retargeting program in order to drive users down the funnel
Conference Coverage (Social Reality, Haymarket Media, Opera Media, Practical Pain Management)
*  Social Reality delivered a total of 12 conversions throughout the AAPM conference at an overall conversion rate of 0.60%, which aligns with last year's mcbile
conversion performance
* In order to have a strong presence at they key pain conferences in September, Haymarket Media, Opera Media and Practical Pain Management were utilized in order
to reach the HCPs attending
* Allthree partners had similar CTRs; however, Opera Media saw the highest CTR of 0.22% with their gec-fencing program surrounding PAINweek and AAPM
. g 2pI'ng'zaI'Qns.

*  Healix recommends continuing this tactic in 2017 in order to reach key HCPs

Rich Media Unit (Viant)
* Overall unique engagement rate was 2.24%, for the campaign, which is lower than 2015’ UER of 6.54% but still exceeds the unit’s benchmark of |.85% for this unit

* Asa resuft of Viant continuing to drive an increase of user interactions within this rich media unit, Healix recommended extending this program into 2017

Social Promoted Content Posts (Facebook)

* Facebook accounted for approx 20% of overall traffic and was the most notable new source (+33K), starting in early 2016
* Optimizations. H

* Lowest CPC and greatest engagement was observed when HCPs and page followers were targeted and posts were optimized to drive website traffic

Confidential TEVA_MDL_A_08762991
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Website traffic was reflective of paid promotional support @

Overall site traffic remained fairly consistent following a drop-off in May with the pause of campaign.
» Paid Search accounted for 42 % of Total Gross Visits throughout ‘1 6, while Display received 23%, closely
followed with Facebook [9%.

All mediums exhibited a substantial increase in Visits YoY with the exception of Display (-9%). However, Display
was still the second strongest driver of traffic in 'l 6.

Mobile and Tablet were top drivers of traffic volume throughout "1 6, accounting for 45% and 29% of overall traffic,

respectively .

* Paid Search Mobile (42,622 | +37%) and Display Tablet ( 26,256 | + 2x) were the leading drivers of site traffic
via Medium & Device.

* Facebook Mobile (25,106 | 14%) accumulated the third largest group of granular traffic volume.

Traly Mades : 2. Tozal Spcxione by Divics

totad e A

v 44 2 i
B . e
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Website engagement remained relatively consistent @

Overall engagement throughout ' 6 remained fairly consistent despite a substantial drop after the month of May-
consequently after the campaign paused.

* Anincrease in time on site overlapped with the PCPC medical meeting in July

* Quarter 3 saw a spike on avg. time on site due to increase in visitor engagement from Display, specifically from
Google Display Network (GDN).

»  Overall engagement from Paid Search and Display, top drivers to site, displayed substantial improvements YoY.

* Bounce Rate from Paid Search visitors improved - 15 % YoY, and avg. time on site exhibited the stronger
efficiencies YoY ( +12 seconds).

Bounce Rate: -7 % | PV/Session: +0.7 | Avg. Time on Site: +| YoY

16 COn-Site Engagement by Medium

Confidential TEVA_MDL_A_08762994
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Returning visitors demonstrated better engagement compared @
with new visitors

Returning users visited more pages per session and spent more time on the site than new visitors, indicating that
these users found value in Pain Matters resources and returned to consume more information.

Frequency of Visits

138,125
140,000 -
120,000 -
100,000 - .
The majority of
80,000 - visitors came to There is a small group of
the site |-2 times people who have visited
60,000 9-25 times
40,000 -
19819 gorensanas e .
20,000 - : :
. 7,185 3,807 2318 | 594 1,190 883 : 2,858 |,645 :
0 -+ . — i
2 3 4 5 6 7 8 9-14 [5-25
Visitor Type

Bounce Pages per Avg. Time

Bounce Pages per Avg Time

Pre-Refresh Visit

Post-Refresh

Rate Visit Spent

New Visitor 75% /0% New Visitor
Returning Visitor 25%  71% 221 Returning Visitor 23
Source: Google Analytics
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The user journey reveals opportunities to elevate key content @

Secondary visits and user interactions show that paid efforts should drive deeper to relevant content and
promotional content should align with the linked page based on the target audience. Watching the documentary

often prompted visitors to engage further within the site.

Starting Pages by

Traffic Volume |t Interaction 2™ |nteraction

Primary

Secondary

Source: Google Analytics
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Both HCPs and patients are seeking patient-centric resources @

Though the majority of promotional efforts target HCPs, the most popular pages after the homepage provide
information and resources to support people affected by chronic pain, possibly due to HCPs sharing the site with

patients.

While content specifically intended for healthcare professionals lagged behind the homepage, patient resources
and the documentary significantly, visits to the HCP resources page were comparable to the majority of patient-

focused pages and showed significant time on page

Top 10 Pages: Page Title Visits Avg.Time Spent
Home _ 169, I?S _ 203
Videos & Downloadable Tools: For People Affected By Pain 29,895 2:23
Pain Matters Documentary 9,242 2:30
People Affected By Pain: Appropriate Use, Storage & Disposal 8,836 13
People Affected By Pain: Managing Your Chrenic Pain /.555 118
Peoble Affécted By Pain: Prescription Opiocid Medicine : 7473 : 144
People Affected By Pain: About Chronic Pain 7,459 0:54
People Affected By Pain Section Home _ 7268 _ S 040
Tools & Resources for Healthcare Professionals ' el 137
gga\thcare Professionals: A Multidisciplinary Approach to Managing Chronic crgy
ain ’

Source: Google Analytics

Confidential
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Top pages reveal opportunities for paid to drive deeper @

Remaining fairly consistent throughout the year, in ‘16 the "Homepage”,“People Affected by Pain”, and “Healthcare
Professional” page categories ranked top 3 in terms of volume of page views.

The “Homepage"” exhibited the most notable incline in PVsYoY (+33K), driven by a incline in views from Paid Search

and Facebook visitors.
* Decline in "Healthcare Professionals " PVs from Paid Search usersYoY was largely offset by an increase in PVs from

Facebook visitors (+8K).

The “People Affected by Pain” pages displayed the most substantial lift in views YoY (+38K), almost entirely attributable
to an increase in PVs from Facebook and Paid Search visitors.

Year over Year Pageviews by Uategory

(FERge sy 4

e

S

18
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Videos and downloads continue to be most popular @

The top downloaded documents include resources for people affected by pain and/or their caretakers. The most
played video is the Pain Matters documentary, which was expected as some social posts linked to the video.

Popular downloadable tools support the need for improved exam room communications and abuse mitigation

information.

Most Played Videos

Document

Top Resources

Downloads/
Document .
Views

ACPA Quality of Life Scale - PDF

[Tallk To Your Doctor - PDF

Eight Opioid Safety Principles for Patients and
Caregjvers - PDF

\
e,

U
C

%)
.
L

Opioid Abuse/ ACPA NSAID Safety Video

Documentary 2.374
Ms. Generous/The Painter | 080
Living With Pain Perspectives: Derek 404
Animated Abuse Deterrence Technology 365
Living With Pain Perspectives: Marianne 329

Source: Google Analytics

Confidential

ACPA Care Card - PDF 236
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HCPs are driving patients to sign up for resources

While live events and medical meetings were the primary driver for HCP database enrollments with a total of

 PAIN
MATTERS

12,095, website enrollments demonstrate HCPs find website resources valuable for patients. Of the 79% of sign ups

that provided a mailing address, 8% are from California (AAPMed), followed by 6% from Texas (APS/AIPMan), and
5.5% from Florida (PCPC), which aligns with convention presence.

The total number of sign up (CTA) button clicks on the Facebook page totals |82 for the full year. Of all people who

signed up in 2016, 86% report having chronic pain.

Website Enrollments

. Other Other HCP
Is a Family 3%
Member of
Someone
with Chronic
Pain

5%

Source: Google Analytics

Confidential

Has Chronic

Live Event Enrollments

PAINWeeke
hds

PAINWeek

CRM
77%
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OVERVIEW BY CHANNEL




Major spikes in overall traffic aligned with paid search and
social efforts

Major spikes in overall traffic were most heavily impacted by paid search and promoted social posts during
relevant events throughout the year, indicating that targeting strategies reached relevant audiences that ultimately
visited the site.

During times of minimal promotion (June — August), the site still drew visits from paid social efforts. Executing an
always-on paid campaign can ensure a consistent flow of site traffic throughout the year.

Website Traffic By Search and Social

PainMatters.com site
3500 - refresh

922 - 9/25
9.2K visits

3000 - : 10/18—10/22
: 5K visits

2500 -

2000 -

2/18 -2/25 4/26 - 5/11
TK visits | 75K visits

1500 -

1000 -

500 -

W T o 1
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O i 4 - il i AR
17172016 2/172016 3/1/2016 4/1/2016 5/1712016 6/172016 77172016 8/1/2016 9/1/2016 10/1/2016 17172016 12/172016
. fbté[“‘«/_lis%té_:_: Visits from Paid Search
181,091 76,193
Dl asits visits 2
Source: Google Analytics
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Targeted, paid social drove quality visits and engaged followers @

Follower growth stabilized with minimal changes MoM following the Like ads (February), as focus shifted to driving
clicks to the site and engagements on-platform. Despite the change in objective, the Pain Matters Facebook page
gained more than 3K new fans from engagement and website driving posts.

Targeting
relevant
audiences on
social drove
quality site visits.

Paid Social Performance 25000 - Facebook Follower Growth

SRR P T
o 4% F10% +0.3% +04% +0.3%

: 20000 - +2.6%
‘ ] 27’000 _ +1,846%
Website clicks 35545
f 33,000 15000 -
Cost per click CB030 $1.00
: ' 10000 -
Paid click th : i
AR I =% 1.50%
rate : !
: 5000 -
Total Budget: $58,165
Website Click Ad Budget: $23,524 L . BN . B B BRSO EE B .

Jan-16 Feblé Mar|6 Apr-16 Maylé Jun-16 Jul-16 Auglé Sep-16 Oct-16 Nov|6 Dec|6

23

Source: Google Analytics. Facebook Insights.
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Paid Search Metrics Overview @

Overall 2016 CPC remained flat vs 2015 and above OGSM goal despite a 10% increase in spend YoY.
* Bid optimizations implemented on top traffic terms around “chronic pain” and “pain management” resulted in
steady CPC improvement in [H which carried through to re-launch in September.

Overall CTR remained flat vs 2015 but slightly below OGSM projections as top traffic terms were bid less
aggressively to ensure flat CPC.
* As high impression queries decreased position overall CTR saw a slight erosion.

CTR Performance CPC Performance

IR Perfprmance ! CPC Performance ;

WSROI LERKE TR

,,,,,,

24

Source: Datorama Pain Matters dashboard
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Paid Search Metrics @

Overall the 2016 campaign delivered 3,076 key website engagements and registrations at a CPA of $57.71 with a

conversion rate of 39%.

* This represents a significant improvement over 2015, as optimizing budget toward top performing terms
resulted in 24% more conversions for a CPA | 19% more efficient Yo.

Of the 8 website events tracked as conversions, 76 users registered for updates on-site from October-December

following updated tagging for the re-launch.

+  While mobile and tablet traffic tend to see higher overall CPAs, they actually are the most efficient drivers of
registrations.

Conversions

B

Corversion Tag Name Conversions

o - - - - 368

25

Source: Datorama Pain Matters dashboard
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Paid Search Keyword Metrics t

Following an initial 50/50 split of budget in 2016, spend was continually optimized toward Google throughout the
year due to a CTR, CPC, and CPA at parity with Bing but the ability to drive more conversion volume.
*  Allocation will continue to be slightly weighted toward Google in 2017/ to ensure efficiency is maintained.

Pain Management and Pain Education related keywords represent the largest areas of opportunity to drive
additional site traffic and key page visits without sacrificing CPA efficiency, however in anticipation of Vantrela launch
in 201/ recommend concentrating spend down to core “Pain Matters” and “Competitive” campaigns due to strong
CVR and CPA.

Performance by Search Network

s Mane FmrEsEinng T

Joal - 40095  7E3RE SUTIS20 196%

Performance by Campaign

STapaten e e : e 5 : ey oo Rlaadie Papag

- Total 4,009.952° 78,584 $177.520 i 391% STV

Source: Datorama Pain Matters dashboard
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PAIN

Overall Display Performance RS
Overall CTR was 0.48% which is an increase of 220% from last year's 0.15% CTR and well above industry benchmarks of 0.09%.
All partners exceeded the industry benchmarks for this campaign, which reaffirms Healix's recommendation of extending the same partners into
the second phase of this campaign.
+  Mobile and tablet saw the highest CTRs of 0.43% and 0.83% respectively, which shows the importance of being on mobile.
Overall CVR was 4%, with majority of the conversions coming from the Tools & Resources page.
*  This campaign saw similar increases in conversions in March, May and September, which can be a result of the incremental partners that were
added in the first half of the campaign & the heavy conference coverage support in September.
*  The site refresh that occurred on September Ist could also have an impact on user engagement.
Parfeeoanse Metrios By Sorgh
Mo oo bl Teeaie = e e A @
HR el R S AR0 AL 13883 b TEE P SIRE * $OEI50 G.43% 2ak
4 DEPF ZO58 ; e 1 1% $2 809 B2a% 44,5248
[ FT [T AFtE HEY 550, R HER % Fr 4 45188 .48 %%
0 O s A Wi ol pages Wi . .o Whiionsm pmam L pmeer
5 LF o 13 52 3 E es ] 232 $27
17 te L £L23 fas £ E] w2 1,906
3T £ 3 T P 5% Nl o W 4% B 1% & S
£ wHE $5 g f > Yosds Haskd p 2 ] E ] FA b LX) 5131
8 L £8 165 5 204 5 £38 4 a8
17 526 oy B ) kL e b} 3 LO3E
Performance by Device
| Device lmp%essimf\sﬂ. Clicks  CTR MediaCo CPM  Conversions
Total = 9,337,245 44,52 0.48% $250,017 $27

Source: Datorama Pain Matters dashboard
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Display Performance by Partner @

GDN delivered the majority of impressions for this overall campaign and performed stronger than Medscape in

terms of CTR,

* The retargeting tactic through Google GDN continues to perform strongly YoY since the ads are retargeting users
who have previously visited the PM site.

Although CVR was consistent amongst both display partners (4.01% vs. 4.48%) Medscape had the stronger CVR.

Healix recommended extending the Google GDN program in order to further drive users down the funnel.

Performance by Site {GDN & Medscape - Full 2016}

SiteName  impressions *  Clicks

28

Source: Datorama Pain Matters dashboard
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Rich Media — Contobox

 PAIN
MATTERS

Overall unique engagement rate was 2.24%, for the campaign, which is lower than 2015's UER of 6.54% but still exceeds the unit's benchmark of

|.85%.

Overall CVR for this program was |4.28% with majority of the conversions driving from the Tools and Resources Page (32 conversions).

Performance on desktop and mobile was similar for this partner driving an overall CTR of 0.02%.
*  Since this unit is rich media, the primary KPI should be interaction rate as users should be engaging within the unit itself.

Since this rich media unit continues to be one of the largest drivers of traffic, Healix recommended extending this program into 2017.

Deerbe | moEw L

September 1,137,969

S oApnl

-

specificrmedia’

Source: Datorama Pain Matters dashboard
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Conference Coverage Performance @

Social Reality delivered a total of |3 conversions throughout the AAPM conference at an overall conversion rate of 0.60%, which aligns

with last year's mobile conversion performance.

*  Users who clicked on a Pain Matters ad on their mobile device during the conference viewed on average 3.38 pages on the website
and spent an average of 2.23 minutes on the site compared to the overall site average of 3:09 minutes per session for all display
partners

In order to have a strong presence at PAINweek and the American Association of Pain Management (AAPM) conference, Haymarket
Media, Opera Media and Practical Pain Management were utilized in order to reach the HCPs attending. These partners similar CTRs;
however, Opera Media saw the highest CTR of 0.22%.

In terms of CVR, Haymarket Media also achieved a higher CVR than the overall average of 18.57% and PPM saw z slightly lower CVR of

14.29%.

*  Haymarket's strong performance can be attributed to their multi-channel approached that was used to serve our message. This
included banners surrounding the content on their Clinical Pain Advisor & Monthly Prescribing Resource sites and having a presence
within several eNewsletters focused around key pain conferences.

As a result of the successful performance at the key pain conferences in 2016, Healix recommends continuing participating in conferences
for 2017 and utilizing a new partner to run the geo-fencing tactic at a more cost-effective rate.
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Key Website Engagements — All Display @

The Pain Matters campaign saw a total of 1,286 total conversions for the month amongst all Display & Mobile Partners for
this campaign.

Most of the conversions are driving from the Tools & Resources Page (513 conversions), which remained consistent
throughout the year.

* As a result of the site refresh on 9/1,the Tools & Resources landing page was moved into the “Videos & Downloadable
Tools" tab, which seemed to be a strong CTA for HCPs seeking more info on chronic pain management.

This campaign then saw the second and third highest amount of conversions driving from the Understanding Opioid
Abuse & Misuse Page (299 conversions) and the Stakeholder Efforts in Opioid Abuse Deterrence Page (1 /0 conversions).

* Since these landing pages drive from tabs within the homepage, this makes it easier for our target HCPs to access,
which could be a result of why we are seeing strong engagement amongst these pages.

Key Website Engagements — Display and Mobile Partners
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