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Smart Ph‘!&!ﬁl& The French OTC Market

Pharmaceutical products can be split into prescription-bound and non-prescription-bound drugs,
knowing that some of the prescribed drugs are not reimbursed

Classification of pharmaceutical products in France

Pharmaceutical products
(requiring a marketing authorization)
|

Non-prescription-bound
(not listed among toxic/

Food supplements
(no marketing authorization)

Prescription-bound
(included in the List | or Il
of toxic/dangerous substances
or in the list of narcotics)

Prescription
not required

Prescription
conditions

dangerous substances
nor narcotics)

|
Reimbursable Not reimbursable

(only if prescribed) (OTCs)

Reimbursable /
non reimbursable

Reimbursement
status

Not reimbursable

2
DTC advertising Not allowed* Not allowed’ hIeBEllIEe 3 T u;:on Authorized upon request®
Not requested request
Deli int Pharmacy Pharmacy Pharmacy Pharmacy Pharmacies,
elivery poin Behind the counter Behind the counter Possible free access® Possible free access® Parapharmacies, etc.

Prescription

No prescription l l l
Health products’
I

Self-medication Market (OTC + Food supplements + certain medical devices)

Note: OTC = Over-the-counter, OTX = combination of prescription (RX) and over-the-counter (OTC), DTC = Direct to consumer

Ethical drugs

OTXI'V'afket OTC Market (strict definition?)

1 Rare exceptions (e.g., vaccines) — 2 Psychotropic or narcotic drugs —3 When the pharma company does not wish to communicate to the general public —* Whatever
the claims —° Possibility of “free access” within the retail pharmacy for certain OTC products — ¢ Only for claims relating to healing, alleviating or preventing diseases —
7 Other than drugs and pharmaceutical products — & Defined as the non-listed, non-reimbursed and non-prescribed drugs bought by consumers at retail pharmacies

Sources: ANSM — DGCCRF —
Smart Pharma Consulting analyses
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The total self-medication market — at sell-out value — increased by +4.5% p.a. over 2019 - 2023,
with a strong growth of food supplements and medical devices, unlike OTC/OTX drugs

Self-medication: Market segmentation & dynamics (2019 —2023) Sell-out value
In € M? (Sell-out) CAGR
2019-2023 * The self-medication market
5000 - . .
+1.3% v includes all the products which
4,356 /V 4,414 Total +4.5% are non-Rx bound, bought
+1ﬁ3y3 SRS ] without a prescription and non-
e 0 reimbursable
4000 4 3.8% +7.2% 3815 | qo73 210% 848 Medical devices  +7.9% moy o
3,699 4 3557 A {1948 A7 (19%) = The self-medication is split into
T M three categories of products:

— Drugs:

) 1,351 * OTC (e.g., Toplexil)
..................... ” -0 70 Food supplements +8.1% )
* Non-prescribed OTX

(31%)
(e.g., Helicidine)

(27%) g = — — Medical devices
2000 ~ T T (e.g., Phytoxil)

3000

— Food supplements
(e.g., Tux-actifs)

1000 - "y 1,814 OTC/OTX drugs +1.5% = A patient / consumer who
(51%) needs a solution for a given
ailment may be advised by the
pharmacy staff or ask for a
product belonging to one of
these categories

2019 2020 2021 2022 2023

Sources: Openhealth Company (Neres January 2024), based on a panel of 13,491 retail outlets —

1 el . Lo .
Smart Pharma Consulting analysis Sell-out, in public prices including VAT
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The OTC market is mostly driven by pharmacy staff proposition and delivery, consumers having a
low level of awareness and little, if any, OTC products being displayed in the over-the-counter area

Self-medication: Consumer journey from perceived need to delivery

3 possible situations

The consumer knows the brand he wants,
and helps himself, if the product is in the

A —  over-the-counter area

The consumer knows the brand he wants,
but the product is not authorized or
_ available in the over-the-counter area

The consumer decides e —

to go to the retail

Retail Pharmacists
(advising and/or dispensing)

pharmacy to get a The consumer looks for a piece of advice, ; -
solution to address and the pharmacy staff proposes a product q g
a minor a”ment e — Visrmconall 10 mg

~ — L
—

7 e AR

The ANSM has set a positive list of drugs authorized over-the-counter. They are not systematically displayed in this area in all outlets
Consumers asking for a given brand will be delivered —in most cases — that brand. However, the staff may propose an alternative one

When a brand is proposed, it can be an OTC drug, a food supplement or a medical device, which are all non-listed and non-reimbursed

It is unlikely that an OTX drug! is proposed, because the price and the margin set by the CEPS? are much lower than for the other products types

Sources: Smart Pharma Consulting analyses 1 Non-listed but reimbursable if prescribed —2 French drug priced committee
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In 2023, the OTC market (i.e., non-listed, non-reimbursed and non-prescribed drugs bought at
retail pharmacies) amounted to € 1.7 B*, accounting for 6.2% of the retail pharmaceutical market

Size of the OTC market (2023)

In € B! (Sell-in) P ———— N = OTX (i.e., non-
I Non-prescribed OTC Prescribed OTC . prescription-bound,
I (i.e., non-prescription-bound —— (i.e., non-prescription-bound OTC.:‘?; et reimbursed only if
' non-reimbursable drugs) non-reimbursable drugs) (prescribed or not) ibed
Self-medication | 6.2% (€ 1.7 B) prescribed) are
I 3.4% (€ 0.9 B) 2.8% (€ 0.8 B) el bed
market S U 0| T masswg y prescripoe
by physicians

4.2% (€ 1.1 B) Non-prescribed OTX
(i.e., non-prescription-bound
reimbursable drugs)

0.8% (€0.2 B)

(sometimes at
patient request),
which tends to limit
the self-medication
market growth
potential

Prescribed OTX
(i.e., non-prescription-bound
reimbursable drugs)

4.8% (€ 1.3 B)

* Sales of products with the

Reimbursable/non-reimbursable status of food supplements or

Total oh tical retail ket medical devices which can
otal pharmaceutical retail marke compete with OTCs drugs

(ex-factory prices excl. tax) Q (e.g., treatments for cough &
€27.0B S 88.2% (€ 23.8 B) cold) are not included

prescription-bound drugs
(either prescribed or not)

Sources: Smart Pharma Consulting estimates based on GERS and IQVIA (Pharmastat) data 1 Ex-factory price, before rebates and taxes
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The OTC market has been quite stable since 2010, but
the generics market share grew (+ 6 pts in 13 years)

OTC market evolution (2010-2023)

1 .

In€B (SeII—ln) CAGR CAGR
2010-2023  2019-2023

v v
2
1.67 'rl;qo;fklgTC +0.6% +1.9%
Generic +5.4% +9.0%
\ OTCs3
WEY { PremiumOTCs  +0.1% +1.1%

2010 2011 2012 2013 2014 2015 2016 2017 2018 2019 2020 2021 2022 2023

6% 6% 7% 7% 7% 7% 8% 8% 8% 9% 10% 10% 10% 12% < Share of generic OTCs

1 Ex-factory prices before rebates and taxes —? Not listed nor reimbursed —3 OTCs commercialized by leading generics companies:

Sources: GERS dashboards — Smart Pharma Consuiting analyses Arrow, Biogaran, EG Labo, Sandoz, Teva, Viatris (before the acquisition of almost all its OTC portfolio by Cooper in July 2024) or Zentiva
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In 2023, throat preparations led the French OTC market,
followed by non-narcotics antalgics and antipyretics

Top 10 therapeutic areas — OTC market (2023)

Sell-in value

In € M* (Sell-in)
................................................................................................................. 50.3% of the OTC market ...y
180 - Total market: € 1.7 B
135 -
SN 170 168
45 -
56
0 - () 0w on un ! wn ' ~ O w wn QO O wn ' T Vv ' > (7]
= O O O ';-gu > = c o = = s c = b -g-o-l
o S C s @ o £ S 2 £ £ o 3 5 S S s S
E=] 0= 0 c , C o =] Qg = 35 o Y S
© O 8 = —_ o0 - O - o ) " n =
— a2 > T .2 = 9 @ C 9 »w © 2 O 2 ®© S o v
© ©c S a OB ®© < > o 4 > © = oo = s 2
S £l REZ =@ 8 a2 £ 8 5 ¥ 2 & E
o c = o T o £ = S ‘B
= (= o 0 P ] = ] - v v
2 2 5 "2 g =t E T 5 s £
© c -E = ] © — = <
o S © o5 [
S > O o 4"-:!
<
= £ o
3
Market share } 10.2% 10.0% 5.2% 4.9% 4.1% 3.5% 3.3% 3.2% 3.0% 2.9%
Sources: GERS —Smart Pharma Consulting analyses 1 Ex-factory prices, before rebates and taxes
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The top 10 brands of the OTC market — including six umbrella brands -
accounted for ~24% of the total sales in 2023

Top 10 brands and umbrella brands on the OTC! market (2023)

In € M2 (Sell-in
( ) ------------------------------------------------------------------------------------------------------------------ 23'7 % Of the OTC market ------------------------------------------------------------------------------------------------------------------
75 1 Total market: € 1.7 B
50 -
39 Average turnover=€40 M
T e e e 34 33 33 an e
28
25 -
0 B T T T T T T 1
Humex Nurofen Doliprane Strepsils Lysopaine Daflon Voltaren Oscillococcinum Fervex Ultra-levure
(Urgo) (Reckitt) (Opella)® (Reckitt) (Opella) (Servier) (Haleon)* (Boiron) (UPSA) (Biocodex)
"_fﬁ;’:" b 33% 3.1% 2.8% 2.7% 2.3% 2.0% 2.0% 2.0% 1.8% 1.6%
2022 ), 23 34 1 4= 5= 6= 7= 11 & 10 & 8 %
ranking 3 2 s
JRise & Drop = No changein 2023 vs. 2022 ranking I - Umbrelia brands (multiple brands) = Brands (“single” brands)

Note: All these brands have been marketed for 30 years or more on the French market

1 Non-listed, non-reimbursable products —?2 Ex-factory prices, before rebates and taxes —3 Sanofi entity, being partially sold to
Sources: GERS —Smart Pharma Consulting analyses CD&R (exclusive negotiations for the repurchase of 50% of Sanofi’s stake in Opella) and to BPI France (which should acquire
a minority stake of almost 2% of Opella) —* Company created in February 2022, prior to its demerger from GSK in July 2022
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The OTC business of companies operating in the French market is relatively small,
with only six of them showing sales above € 100 M

Top 10 companies on the OTC' market (2023)

2 .
In € M (Sell-in) 65.2% of the OTC market
200 - (10 leading pharma companies out of the 121 with OTC sales in 2023)
176 Total market: € 1.7 B

150 -

Average turnover = € 109 M

100 -

50 -

0 |
Opella® Cooper* Boiron Reckitt Kenvue® UPSA Bayer Viatris* Urgo Pierre Fabre
"g'ﬁ;'::t ) 10.5% 9.0% 8.9% 6.9% 6.7% 6.6% 4.5% 4.4% 3.8% 3.8%
i‘f’izl;zt?:: b 3.1% +10.8% +10.5% +9.9% +2.5% -10.6% -4.3% +12.7% +11.8% +12.2%

1 Non-listed, non-reimbursable products —2 Ex-factory prices, before rebates and taxes —3 Sanofi entity, being partially sold to CD&R (exclusive
Sources: GERS — Smart Pharma Consulting analyses negotiations for the repurchase of 50% of Sanofi’s stake in Opella) and to BPI France (which should acquire a minority stake of almost 2% of Opella)
—41n July 2024, Cooper acquired almost all the OTC portfolio of Viatris —°> Company created in August 2023, after its demerger from J&J
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Since the acquisition of Viatris OTC products by Cooper in July 2024, the latter has become
the top selling OTC company on the French OTC market, with a fragmented portfolio

Top 10 OTC products of top 10 OTC companies (2023)

In € M1
176 150 149 115 112 110 75 74 64 63
100% Others; 4% ][7 "f Others; 7% o Others; 3%
Aspegic; 1% Nurorenfém; 1% hers:11% | DafaleanCaps: 2% | Others; 8% Humex Loratadine; 3%
Others; 11% afalganCaps;
]prafe|ne 4% Stre S||S OVIt Cd 2% ex C % Rhone aspirin; 3% DICIOfenaC 4/0 Oth
Magnevie B6; 6% Others SilS 5., 2% o Effera\igan Bl 8 2% Bepanthene; 4% Others Hu thers
, . Nuro en Caps 2% p WA Polysilaine; 3% : — 289 Dry cough; 6% 24%
Maalox. ™| 28% Strepsils S/SUC; 6% | Hextril; 5% Vit. C; 4% Vit. B1-B6; 4% 8% W
StellEEREleAe)s Others Nicorette Mucomyst; 5%  Mopralpro; 4% arbon belloc; 47
Dulcolax; 8% 45% Nurofen; 9% Spray; 5% Biotine; 5%

. Revitalose; 3%
Cocculine; 3% Loperamide; 3% Humex; 8% Omacor: 3%

Lansoyl; 5% Efferalgan Biseptine-
. 10% P! 0 NACOV,
Maxilase; 9% Soryzolia; 306 | WEEELUEIIIN  ImodigmCaps : R e e Drill HR; 5%
0 (4] Pt .
Sportenine; 4;, 022 Actifed Cold: 7% Rennie; 9% Carbocisteine; 4% Cetirizine; 10% Diaseptyl; 5%
Doliprane liquiz ctifed Cold; 7%

Stodal: 4% Betaine Citrate Cetirizine; 4% Carbolevure: 6%
9% Hexomedine;3% d . 19% Mycohydralin Diosmine; '
i 5 g iosmine; 5%
50% - Hemoclar; 3% [SCdatifPG4% Gavis!;c;nell Biafine 11% . Pansoral; 6%
Toplexil Glycerine: 3% Homeo- ° 10% Omeprazole 5 .
0 Dacryoserum; 3% | ine; 89 7% o sugar Dri
13% 2 Y/ L Il plasmine; 8% Betad 6%
ocadys; 3% . ) Microl etadine Humex .
Cortisedermyl; 5% Arg;/gel Strepsilspray |1c5%ax Donormyl Euph\étose 8% Throat LAA Alopexy; 6%
: Sedorrhoide ° Lidocaine 21% 19% 14% :
Doliprane tabs » 16% b f Drill S/SUC
17% Mag, 2 Camilia Imodium- ”‘iﬂ{?»/ene HL; 10%
as, 11% lingual € Humex
8% 14% Hay fever
0,
CO||L}dO| 15%
8% ; Nurofenflash Bepanthen :
" Oscillo- - Eludril Pro
SEDENE di coccinum 27% Titanoreine 28% Flavonoides Humex 25%
22% Hexomedine 22% 19% 22% Th
ranscutaneous g 8 roat
13% 16%
0% -
Opella? Cooper? Boiron Reckitt? Kenvue® UPSA Bayer Viatris? Urgo Pierre Fabre*
Note: Boiron is a company focusing on homeopathy products
Sources: GERS — 1 Ex-factory prices, before rebates and taxes — 2 Sanofi entity, being partially sold to CD&R (exclusive negotiations for the repurchase of 50% of Sanofi’s stake in Opella)
Smart P.harma Consulting analyses and to BPI France (which should acquire a minority stake of almost 2% of Opella) — 3 In July 2024, Cooper acquired almost all the OTC portfolio of Viatris —* S.: strawberry

/ O.:orange / HL: honey-lemon / HR: honey-rose —° Company created in August 2023, after its demerger from J&J
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The generic OTC market growth which accelerated since 2020, driven by inflation, is quite
concentrated with the three main players accounting for 77% of the total market

Generic OTCs! market shares evolution (2010-2023) eslalialie
In € M2 (Sell-in) — CAGR 2019-2023: +9.0% — CAGR 2010-2023
v
192.9 Total +5.4%
o Zentiva +8.6%
m Arrow +5.7%
6%; 11.9 Sandoz +8.1%
156.7
o/ Teva +4.2%
133.5 136.9 1371 g%:102 [PEW ] )
‘ ~ 1229 1239 EFEE 129.3 [ 20/m2-0] oyl EG Labo +4.8%
117.1 117.7 DOFR 9%; 12.0 ETAESE 7%; 6.4
111.6 11%; 14.7 BBTEl B33 7%; 9.3
106.3 m 10%: 12.2 9%; 11.0
S & 116 14%:17.0 pprss i B Y o ot Biogaran +11.8%
ty, 7. 9 13%; 14 7 15% 9 5 o 11% . 50.1 G0
s BE 7% 202 ff % @ 10% - 145

4% o % 13_§ 470; 5.0 13826 17% 18% 18% 21% ’ — S =77%
135 o W 118 : 17% W 214 | 226 @ 222 § 224 : 27.2 '

o B B3 0 6% | 8% f 186

11.8 11.0 17.5 20.7

38%
yZXol \iatris? +3.1%

52% 49% 44% 40%
49.9 48.8 46.5 47.3

2010 2011 2012 2013 2014 2015 2016 2017 2018 2019 2020 2021 2022 2023

10TCs commercialized by generics companies — 2 Ex-factory prices before rebates and taxes —3 In July

Sources: GERS dashboards — Smart Pharma Consulting analyses 2024, Cooper acquired almost all its OTC portfolio
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The only relative competitive advantages of generic vs. premium OTCs are a lower consumer price
and a higher margin for retail pharmacists, assuming the difference is considered as big enough

Key success factors of generic vs. premium OTCs

= Premium OTC brands have been on the market for several decades, showing lower sales levels, have adopted a push marketing strategy
and supported by important and regular investment in: based on pharmacy staff advice...

— Mass media (e.g., TV ads, radio, newspaper; and since early 2000s = ... which is so far the strategy also adopted by generic OTCs

through social networks, products websites, YouTube) = Certain generics players, like Biogaran, communicate on mass media

— Point of sales ads (e.g., posters, gondola ends, leaflets, totem) to create the demand for or enhance the acceptance of their OTC

= As an alternative to this pull marketing strategy, some originals, EoitoliSleyiERSicaus st eI apase D ISP IACY T

Key success factors Relative Premium OTCs  Generic OTCs
of OTC brands importance of KSF performance performance

Brand features O O

Price & margin

Brand
features

Services -

Brand awareness

Brand
awareness

Services

¢ ® 6
®» & @

Sources: Smart Pharma Consulting analyses 1 Key success factors
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Generic OTCs are considered by retail pharmacists as win-win products, because they apply
a higher margin on these products and the customers still benefit from a lower public price

Financial impact of generic and premium OTCs for retail pharmacists %

What margins and prices differences do you apply on these two types of products?

Generic OTCs = List prices vary a Iqt amongst premium
OTCs, the highest list price being up to
seven times the lowest list price

Premium OTCs

= Rebates on generic OTCs are de facto
139 hugely variable, going from -10% to -70%

= The interesting buying price for retail
pharmacists is therefore the net price...

100
= _.which must be lower for generic OTCs
% than for premium OTCs
= Pharmacists’ margins are higher for
generic OTCs (x 1.7 ratio) than for
premium OTCs (x 1.4 ratio)
= Generic OTCs are therefore much
appreciated because:
Net  Pharmacists VAT Public Net  Pharmacists VAT Public — Pharmacists end up with a higher
buying gross (10%) price buying gross (10%) price margin (in % and in absolute terms)...
price? margin after VAT price? margin after VAT — __ while customers benefit from a
) _ ) lower public price
Base 100: premium OTC net buying price
(x) Number of quotes, 20 respondents
Sources: Interviews with retail pharmacists (April 2024) — 1 Ratio applied by the retail pharmacists between the net buying price and the selling public price —
Smart Pharma Consulting analyses and estimates 2 After potential rebates and before taxes

Situation Analysis & Trends December 2024 13
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Pharmacists are becoming more open to generic OTCs in a context of inflation, but their delivery
requires to convince their consumers who may be used to another brand for a given ailment

Value of generic OTCs for retail pharmacists %

Value Comments

More affordable product offering
for customers of retail pharmacists

For benign pathologies or conditions, for which patients must pay out of
their pocket, pharmacists consider low-priced drugs as very attractive,
especially in a context of inflation

However, the generic OTC offering remains limited, as well as the number
of suppliers and pharmacies having them listed

High margin level

Pharmacists expect higher margins (in percentage & absolute terms) than
those they get from original premium OTC brands...

... knowing that they must, in some cases, convince their customers to
accept a generic and/or to replace the brand they are used to

Opportunity to increase
the advisory role of the pharmacist

Most pharmacists propose generic OTCs when a customer asks for a piece
of advice, and less frequently when they ask for a given brand

Pharmacists admit that consumer advertising through mass media and/or
on the point of sale facilitate the acceptance of generic OTCs

Sources: Pharmacists interviews — Smart Pharma Consulting analyses

Situation Analysis & Trends
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Generics companies can position their OTC products as branded or non-branded (INN) generics
or as a “copy” not listed in the Generics Directory, but in this case, they are not substitutable

Premium vs. generic OTC branding

® OTC products are either:

Branded Non-branded (INN?)
— Premium drugs, and branded (e.g.,
Doliprane)
. ) Eggf;ag“é;ﬁiﬁ’fetam°” Tabs - NA — Generic drugs, most of the time non-
Premium branded (e.g., Dosmine Biogaran
drug ® Nurofen (ibuprofen) 200 mg Conseil)

(Reckitt Benckinser) ) )
— Non-generic copy drugs, since they do

not belong to a generic group in the
Generics Directory, they cannot be

" Alopexy (Minoxidil, Pierre Fabre ® Carbocisteine Arrow Conseil 5% legally substituted by retail pharmacists,
: Médicament) i i
Generic ® Minoxidil 5% Sandoz Conseil when prescrlbe.d by a physmgn
drug o (paracetamol Biogaran Conseil)
® Bronchokod (Carbocisteine, EG . , . )
Labo) Oméprazole Viatris Conseil 20 mg o )
® The decision to market a non-premium
drug under a brand name (e.g., Diarfix)
o o or an INN (e.g., Carbocisteine Arrow
® Diarfix (Racecadotril, Cristers) B Aspirine UPSA Vitaminée C

Conseil) is just a marketing decision

Non-generic " Gingko Zentiva 40 mg

® Exomuc (acetylcystein, Recordati)

copy drug

® Ppurified Flavonoic Fraction Viatris " On the OTC market, the substitutable or

® Kendix 5% (Aciclovir, EG Labo) Conseil 500 mg Eon]SUIbStitUtablefSta;CfUS fo(; a pr?deCt
as little impact, if self-medicate

Sources: Repertoire of generics, ANSM (February 2021) — Public database drugs (February 2021) — GERS —

; . ) .
Smart Pharma Consulting analyses International Non-proprietary Name

Situation Analysis & Trends December 2024 15
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Several strategies are possible for generic OTCs
in terms of brand names and promotion

Generic OTC brand & commercial strategy

The generic OTCs can be marketed...
|

... under a brand name
(as chosen by EG Labo and pharma companies
such as IPSEN?, Bayer Healthcare, etc.)

... under INN + company name
(as chosen by Biogaran, Viatris?, etc.)

The generic OTCs can be promoted ...

... With mass-market ... Without mass-market

... By the same sales reps as ... By dedicated sales reps . L
those used for ethical generics (no example in practice) adyerhsmg . ad.vgrtlsmg .
(e.g., Curanail from Galderma) (e.g., Minoxidil Sandoz Conseil)

= Companies generally use the same sales reps to promote their generics = Some companies favor advertising for the whole portfolio (e.g., the
OTCs and Rx-bound products Biogaran Conseil TV campaign at portfolio launch) when others only

= Pharmaceutical sales reps do not necessarily have the skills to sell OTC target certain products (e.g., Smectalia from IPSEN?)
drugs (the price and rebates are not the only levers, the associated = The high cost of mass-market advertising restricts some companies
services like the merchandising actions also play a role) from using this promotion channel

LIPSEN has sold its OTC business to Mayoly in 2022 —

Sources: Business Intelligence — Smart Pharma Consulting analyses 2 In July 2024, almost all its OTC portfolio was acquired by Cooper
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The OTC market has never been very dynamic, but it could be
revitalized by applying several fundamental principles

Key factors in the development of the OTC market

Training of the pharmacy team
in counselling and cross-selling
(pathologies and sales techniques)

Mobilization of officinal teams
(organization of competitions)

Agreements with complementary health
insurances around the reimbursement J,

of baskets of non-reimbursable drugs y
(e.g., agreement in the past

between Allianz and the CNGPO?)

Awareness campaign targeted at
patients and carried out by pharma Improvement of merchandising
companies, insurance companies, etc. ) ' (animation of the point of sale,
(e.g., on the management of benign setting up, theatricalization, etc.)
pathologies treated by OTCs)

Online sales of OTC products

" Collectif national des groupements de pharmaciens d’officine:

Sources: Smart Pharma Consulting analyses National collective of voluntary trade organizations
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The main hurdle to the development of the OTC market in France is the reluctance
of patients to pay “out of their pocket” for medications, even for minor disorders

Main barriers to the development of the OTC market

= Prescription of reimbursable drugs on
patient demand (client-based approach)

= Reluctance to recommend and/or
prescribe OTC drugs (but less and less)
considering they are not effective

= | ack of information on non-reimbursable
drugs

= Limited know-how of OTC drugs
merchandising and retailing for many
pharmacists

= Important time required to counsel self-
medication products

= Pricing policy not always adapted to OTC
market demand, in small to medium-sized
pharmacies

Pharma companies

= Low interest of major pharmaceutical
companies in their OTC activities

= Limitation and low reactivity of
promotional investments

= Limitation of Rx-to-OTC switches

Complementary insurances?

= Some complementary health insurances
offer packages for the reimbursement of
medicines not reimbursed by the National
Health Insurance Fund (limited to smallest
insurance companies®)

= Little inclination to purchase non
reimbursed drugs (absence of OTC
culture)

= Negative perception of OTC drugs, often
considered as less effective and more
expensive than reimbursable drugs

= High proportion of individuals who do not
seek treatment for minor ailments

Health authorities

= Coexistence of reimbursed and de-
reimbursed formulations for a same drug

= Negative speech on "de-reimbursement"
motivations from the goverment?

= High control of non-reimbursed drugs
promotion (e.g., DTC3 communication)

= Conservative position regarding Rx-to-OTC
switch permissions

Sources: Smart Pharma Consulting analyses

Situation Analysis & Trends

" Complementary health cover provided by mutuals, private insurers and provident institutions — 2 De-reimbursement being associated
with a low/insufficient therapeutic benefit —3 Direct to consumer —* To attract new clients and capped to a limited amount per year
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The French OTC Market

Pharmacists expect new OTC products to fulfill a growing demand for cheaper and natural
products, but the uncertainty on their future margins worries them

New launches

Evolutions in the OTC market

Prices & Margins

“Many companies do not launch real
novelties; they just copy each other” (9)

“There are always new products
replacing an expensive product, or
covering a new indication” (3)

“New launches that broaden the OTC
portfolio of suppliers are well
appreciated to avoid pharmacists to deal
with a too large number of companies
to cover all indications” (3)

“However, some brands are too strong,
and clients do not want a generic
version of it, because they are used to
their favorite product (e.g. patients have
a habit-based preference for
paracetamol products)” (1)

“Ex-factory prices of generics OTCs will
increase, just as the premium OTC prices
did these last two years...

... and our margins will strongly
decrease” (5)

“Ex-factory prices should remain stable
for generic OTCs: it is their strategic
positioning” (3)

“Margins should remain stable in
percentage, but decrease in value” (2)

“Premium OTCs have exponentially
increased their prices, to a point which
seems unfair for both the pharmacists
and the clients: | want to bring my
clients a product cheaper, but of
equivalent quality” (1)

Cx

Customers’ demand

“More and more clients want cheaper
care, such as generic OTCs” (13)

“Advertising on TV and social media are
impactful on OTC sales (5)...

... and the price has become an essential
criteria for some clients” (3)

“There is a growing demand for natural
products, (8)...

...50 that natural OTCs would be well
received” (5)

“Some indications lack on the OTC
market, such as in:
Ophthalmology (3)

General and dental pain (3)

— Dermatology (1)

Infectiology” (1)

(x) Number of quotes, 20 respondents

Situation Analysis & Trends

Sources: 20 retail pharmacists' interviews (April 2024) — Smart Pharma Consulting analyses
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The OTC market segment is estimated to grow by +1.8% p.a. over the 2023-2029 period,
and the generic OTCs to reach 19% market share, driven by a broader offer and better prices

OTC market sales forecasts (2023-2029)
In € B! (Sell-in) CAGR = Forecasts have been built based on CAGR
20192023 2019-2023 trends:
1.87 lotal OTC*  +1.8% — Total OTCs market: +1.9%
1.79 1.83 - market . _ 0
1.70 1.73 176 T — Generic OTCs: +9.0%
1.67 I = P g$2e3ric +10.5% — Premium OTCs: +1.1%...
S

= .. and adjusted as follows:

— Slow down of premium OTC growth
due to stronger generic OTCs
competition

— Increase of generic OTC growth by 1.5
pp due to:

* Broader offer (new launches)
Premium 0 * Better consumer awareness and
OTCs +0.4% acceptance
* Higher consumer price sensitivity
— Total OTC market growth limited by:
* Food supplements competition
(e.g., stress & sleep, vitality &
immunity, digestive system)
* Cheaper OTX products (e.g., pain,

2023 2024 2025 2026 2027 2028 2029 cough & cold, digestive system)

Share of .
12% 13% 14% 15% 16% 17% 19% 4 generics OTCs = Globally, no price changes for the segment

Sources: GERS dashboards — 1 Ex-factory prices before rebates and taxes —2 Not listed nor reimbursed —3 OTCs commercialized by leading generics companies:
Smart Pharma Consulting analyses Arrow, Biogaran, EG Labo, Sandoz, Teva, Cooper (since its acquisition of almost all the OTC portfolio of Viatris in July 2024) or Zentiva
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The French OTC market will grow by less than 2% p.a. by end of 2029, facing food supplements
and medical devices competition, and Premium OTCs will be strongly challenged by generic OTCs

Key Takeaways

1.1n 2023, the OTC! market amounted to € 1.7 B, 2. OTC sales are strongly driven by pharmacy staff who
accounting for 6.2% of the retail pharma market, benefit from the trust of consumers, even if the latter’s
and grew by an average of only +0.6% p.a. since 2010 awareness has significantly increased over the past years

£

3. The top OTC products are all branded OVER-THE- . 4. Generic OTCs may potentially offer a
drugs launched for 30 years or more COUNTER 4 |ower consumer price and a higher margin
by established pharma companies for retail pharmacists vs. premium OTCs

5. The OTC market is increasingly challenged by food 6. OTCs are estimated to grow by +1.8% p.a. over the 2023-
supplements and medical devices which are more 2029 period, and the generic OTCs to reach 19% market
innovative and agile due to lower regulatory constraints share, driven by a broader offer and better prices
Sources: Smart Pharma Consulting 1 Defined as the non-listed, non-reimbursed and non-prescribed drugs bought by consumers at retail pharmacies
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Consulting firm dedicated to the pharmaceutical sector operating
in the complementary domains of strategy, management and organization

Market Insights Series

= The Market Insights Series has in common to:
— Be well-documented with recent facts and figures
— Highlight key points to better understand the situations

— Determine implications for key stakeholders

= Each issue is designed to be read in 15 to 20 minutes and not to
exceed 24 pages

The French OTC Market
Situation Analysis & Trends

This short report gives an overview of the French OTC market and 2029
perspectives, including the following information and analyses:

= 2023 self-medication and OTC market sizes and dynamics

= Self-medication consumer journey: from perceived need to delivery
= Leading OTC therapeutic areas, brands and pharma companies

= Key driving factors and barriers to the OTC market development

= Key success factors of premium vs. generic OTCs

* Financial impact of premium vs generic OTCs for retail pharmacists
= OTC market sales forecasts (2023-2029)

Smart Pharma Consulting Editions

= Besides our consulting activities which take 85%
of our time, we are strongly engaged in sharing
our knowledge and thoughts through:

— Our teaching activities in advanced masters
(ESSEC B-school, Paris Faculty of Pharmacy)

— Training activities for pharma executives

— The publication of articles, booklets, books
and expert reports

= Qur publications can be downloaded from our website:
— 43 articles
— 88 position papers covering the following topics:

1. Market Insights 5. Marketing
2. Strategy 6. Sales Force Effectiveness
3. Market Access 7. Management & Trainings

4. Medical Affairs

= Qur research activities in pharma business management and our
consulting activities have shown to be highly synergistic

= We remain at your disposal to carry out consulting projects or
training seminars to help you improve your operations

Best regards

Jean-Michel Peny

1, rue Houdart de Lamotte — 75015 Paris — France ® +33 6 11 96 33 78 ¢ jmpeny@smart-pharma.com ¢ www.smart-pharma.com
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