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INITIATE CAMPAIGN

IDENTIFY THE PROBLEM/PURPOSE:

WE HAVE A THING THAT NEEDS TO
SELL

WE NEED PEOPLE TO BUY IT
WE NEED PEOPLE TO WANT IT

WE NEED PEOPLE TO KNOW
ABOUTIT

IDENTIFY



CREATE CAMPAIGN

WHAT DO WE HAVE?

THE EXODX™ PROSTATE TEST

WE NEED PEOPLE TO KNOW ABOUT IT: INFORM



CREATE CAMPAIGN

LET'S SHOW PEOPLE
WHAT WE HAVE

ON THEIR PHONES
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CREATE CAMPAIGN

LET'S SHOW PEOPLE
WHAT WE HAVE

FOR A LONG TIME

DELIVERABLES
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CREATE CAMPAIGN

The ExoDx™ Prostate Test & mpMRI

LET'S INCREASE INTEREST

CREATE A CAMPAIGN

A Complementary Approach - Campaign

WE NEED PEOPLE TO WANT IT: USP



CREATE CAMPAIGN

LET'S INCREASE INTEREST
CREATE A CAMPAIGN

WHAT IS OUR

UNIQUE SELLING PROPOSITION

(USP)
We advocate against unnecessary biopsy for cancer diagnosis with
our unique product (ExoDx™ Prostate Test).

“The only exosome-based test that provides unique, actionable
intelligence to help you decide if biopsy is necessary;
independent of PSA and other standard of care (SOC) features.”

WE NEED PEOPLE TO WANT IT: USP



CREATE CAMPAIGN

The ExoDx™ Prostate Test & mpMRI

LET'S INCREASE INTEREST
CREATE A CAMPAIGN
WHAT IS OUR

UNIQUE SELLING PROPOSITION
(USP)

WHY BUY FROM US SPECIFICALLY? A Complementary Approach - Campaign

"Combining the ExoDx Prostate Test with mpMRI

has potential benefits for maximizing detection of HGPCA
while minimizing HGPCA that may be missed by either
method alone.”

WE NEED PEOPLE TO WANT IT: USP



CREATE CAMPAIGN

BY USING MPMRI, WITH THE

’ EXODX PROSTATE TEST, WE COULD
DETECT HIGH GRADE PROSTATE
CANCER EASIER.

WE NEED PEOPLE TO WANT IT: USP



DEPLOY CAMPAIGN

LET'S SHOW PEOPLE
WHAT WE HAVE

ON THEIR PHONES

WE NEED PEOPLE TO KNOW ABOUT IT: INFORM



DEPLOY CAMPAIGN

LET'S SHOW PEOPLE
WHAT WE HAVE

IN THEIR INBOXES

WE NEED PEOPLE TO KNOW ABOUT IT: INFORM

DIGITAL



DEPLOY CAMPAIGN

LET'S SHOW PEOPLE
WHAT WE HAVE

ONLINE

WE NEED PEOPLE TO KNOW ABOUT IT: INFORM




DEPLOY CAMPAIGN

LET'S SHOW PEOPLE
WHAT WE HAVE

IN PERSON

WE NEED PEOPLE TO KNOW ABOUT IT: INFORM



TRACK CAMPAIGN

LET'S SHOW PEOPLE
WHAT WE HAVE

FOR A LONG TIME

WE NEED PEOPLE TO KNOW ABOUT IT: INFORM

DELIVERABLES

@ exosomed,
a bietechne brand

mpMRl is a powerful
imaging technology that
provides additional insight
into which tumors may be
clinically signficant, along
with information for
biopsy targeting.

However, all risk
assessment methods,
including mpMRI or
biomarkers, have
strengths and limitations.
The key to more informed
clinical decision-making
is to understand each
technology’s limitations
and consider the
appropriate integration of
complementary methods.

Areas for
Enhancement A Complementary Approach

The ExoDx™ Prostate Test and mpMRI

Independent but Complementary

. Reader Variability/Subject
Subjective visual assessment of mpMRI imaging is
driven by experience and expertise.*¢?3*

. Tumor Visi
Multiple factors affect tumor visibility such a

one aspect of the mpMRI false negativ,
16-24% of all HGPCa (=GG2) are not

. False Negatives
Guidelines reflect published data empt
itself, a negative mpMRI| does not omit th:
of high-grade cancer and clinicians should co
biomarkers when looking to defer a biopsy in a patient
with a negative mpMRI.3 5

. Multifocality / Disease Heterogeneity
Stabile et. al. followed fusion biopsy with TRUS b
and found 30% HGPCa outside of the index lesion.>

. Tumor Size .
60-100% of HGPCa tumors less than 1 cm are m 60-100%
by mpMRI 3424

. PIRADS Variation
PIRADS categories have a diverse range of HGPCa
levels, low-risk cancer (GG 1), and benign tis:
distribution varies depending on the PIRAD!
For example, PIRADS 4 has 60%, 9% and
low-risk cancer and benign tissue, respectively.2

False Positives

Numerous conditions can cause false positive MRI
readings. False positive rates vary dependi
PIRADS category, and range from 17-

4 &5, respectively.?%

Find more information

and references in our
Whitepaper entitled, The ExoDx
Prostate Test and mpMRI -

The ExoDx™ Prostate
Test & mpMRI -

A Complementary
Approach

@ exosomed,

a bietechne brand
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TRACK CAMPAIGN

HOW DO WE KNOW IF
PEOPLE LIKE OUR NEW THING?

ASK

ANALYSIS & GROWTH




TRACK CAMPAIGN

DIVE INTO ANALYTICS

HOW DO WE KNOW IF
PEOPLE LIKE OUR NEW THING?

CAPTURE INFO

ANALYSIS & GROWTH



TRACK CAMPAIGN

ASK MORE QUESTIONS

HOW DO WE KNOW IF * How people are seeing our campaign?
PEOPLE LIKE OUR NEW THING? e Can we expose more people to see our campaign?
e Can we expose more of the RIGHT people to see our campaign?

COLLECT & ANALYZE MORE DATA

* Social Media Metrics
* Digital Ad Metrics

e | anding Page Metrics
* Email Metrics

ANALYSIS & GROWTH



TRACK CAMPAIGN

DID WE SOLVE THE PROBLEM?

WE HAVE A THING THAT NEEDS TO SELL:
HAVE SALES INCREASED?

ANALYSIS & GROWTH



TRACK CAMPAIGN

DID WE SOLVE THE PROBLEM?

WE HAVE A THING THAT NEEDS TO SELL:
HAVE SALES INCREASED?

17% order increase by existing doctors
50% order increase by new doctors

ANALYSIS & GROWTH



TRACK CAMPAIGN

IDENTIFY THE PROBLEM/PURPOSE:
WE HAVE A (NEW THING) THAT NEEDS TO SELL
PEOPLE TO BUY IT

PEOPLE TO WANT IT
PEOPLE TO KNOW ABOUT IT

WE NEE
WE NEE
WE NEE

o U U

WE NEED PEOPLE TO KEEP BUYING IT

ANALYSIS & GROWTH



TRACK CAMPAIGN

ey are

IDENTIFY THE PROBLEM/PURPOSE:
WE HAVE A (NEW THING) THAT NEEDS TO SELL
PEOPLE TO BUY IT

PEOPLE TO WANT IT
PEOPLE TO KNOW ABOUT IT

WE NEE
WE NEE
WE NEE

O U U

WE NEED PEOPLE TO KEEP BUYING IT

18% order increase by existing doctors
13% order increase by new doctors

ANALYSIS & GROWTH



TRACK CAMPAIGN

IDENTIFY THE PROBLEM/PURPOSE:
WE HAVE A (NEW THING) THAT NEEDS TO SELL

PEOPLE TO BUY IT

PEOPLE TO WANT IT

PEOPLE TO KNOW ABOUT IT
PEOPLE TO KEEP BUYING IT

WE
WE
WE
WE

EE
EE
EE
EE

Z Z Z Z
o U U U

KEEP IT TOP OF MIND

ANALYSIS & GROWTH



TRACK CAMPAIGN

NEXT STEPS: ANALYSIS

FIND OUT WHAT WORKED AND WHAT DIDN'T:
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ANALYSIS & GROWTH
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D ARE BUYING
D NOT BUYING

D PUSH SIMILAR ITEMS TO THE BUYING AUDIENCE

- INTERACTIONS FOR SIMILAR PRODUCT CAMPAIGNS



TRACK CAMPAIGN

NEXT STEPS: ANALYSIS

FIND OUT WHAT WORKED AND WHAT DIDN'T:

e UTILIZE THE DATA OF WHO ARE SEEING AND ARE BUYING
e Reward |loyalty
e Capture testimonials for increased trust

e UTILIZE THE DATA OF WHO ARE SEEING AND NOT BUYING

e Use more targeted messaging - address the problem, solve the problem.
e Utilize increased trust / testimonials

e Push FOMO agenda

* [ncrease awareness to late adopters

e Explore influential marketing, talking heads and celebrity endorsements

e UTILIZE THE DATA OF WHAT IS SELLING AND PUSH SIMILAR ITEMS TO THE BUYING AUDIENCE
e Up sell
e Gameify
* Implement rewards for continued buying behavior

e UTILIZE THE DATA OF INTERACTIONS FOR SIMILAR PRODUCT CAMPAIGNS
* Increase the awareness by meeting the audience where the are

ANALYSIS & GROWTH



NEXT STEPS

CREATE AN EVERGREEN
CAMPAIGN

PIVOT THE
MESSAGING

CONTINUED MARKETING



NEXT STEPS

EVERGREEN CAMPAIGN

e UTILIZE THE DATA OF WHO ARE SEEING AND NOT BUYING
e Continued ad display
e Continued email sends

e UTILIZE THE DATA OF WHAT IS SELLING AND PUSH SIMILAR ITEMS TO THE BUYING AUDIENCE

e Urology Times ROS Banners
e Backtable Podcast
e Dr. Geo Podcast

e MEET THE AUDIENCE WHERE THEY ARE FOR SIMILAR PRODUCT CAMPAIGNS
o AUA Webinar

CONTINUED MARKETING



NEXT STEPS

MESSAGING PLATFORMS MARKERS OF SUCCESS WAYS TO REACH AUDIENCE
e AUA Webinar e 300 views ® Display Ads
e Urology Times ROS Banners e 200000 Impressions e Backtable Podcast
e \Web Presence/Form Fills e /0 Leads ® Dr. Geo Podcast
e Email e 50/ Opens /38 Clicks e Marketo

CONTINUED MARKETING



