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#1 BCH
Brand
IN Volume

#3 BCH

Brand

N Sales
(Net & Retail)

Within BCH

HASPIRIN

HASPIRIN

52 Top 3
Countries presence Brand for BCH
3 Regions in Value Sales

NA, EMEA, LATAM

‘
Gross

+5.4%

Retail Sales

Growth

24 vs 23 Profit
8% of BCH Categories
Net Sales Heart H. | Pain | C&C



HOW CAN ASPIRIN
expand reach to fulfil

" ROADro
B2t ONS ambition?

ASPIRIN —




ROAD o
BissONS

Growing
Penetration

GROWTH AUDIENCE:

C&C sufferers, open to treat
with multi-symptom OTC

PAIN 12
GROWTH AUDIENCE: Bl

Life Jugglers: highly-functioning adults /> A0
affected by modern life-related pain

-
HEART HEALTH =

_ S i
GROWTH  The cardio vascular LS/5
AUDIENCE:  dijsease underestimators \ . ’

CVD: A SILENT 700 MM Living P2 e
GLOBAL CRISIS undetected at-high risk S L

#1 Killer 20 MM 80%
1inevery 4 .
lives lost of them
dﬁ]ameaﬁaégtD every year | Preventable
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BRAND
ESSENCE

Works Wonders
for Health Everyday
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Brand Equity Brand World Sustainability

‘

Health Challenges

whether big or small, are an
unavoidable part of life...

BRAND

INSIGHT

GHASPIRIN



SIEale R Architecture Brand World Science  Sustainability

INSIGHT

... and navigating these challenges
can often feel overwhelming, as they
come in various forms and impact our
lives in unique ways within our

HEALTH JOURNEY

GHASPIRIN



The Health Journey | Our Brand Architecture Driver

I

|_

5 MANAGE PROACTIVE ONGOING HEALTH
g EVERYDAY HEALTH PREVENTION MANAGEMENT
@) treat occasional symptom get ahead of emerging health risks control chronic conditions
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HEALTH JOURNEY
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Our Brand Architecture

DEMAND
SPACES

SEGMENT

BENEFIT

HASPIRIN

MANAGE
EVERYDAY
HEALTH

treat occasional
symptoms

Manage

Stress & Pain
(Headache, Neck,
Shoulders)

C&C / lliness
(Cough, Cold, Flu,
Sinus, Sore Throat,
Fever, Body Aches)

General Pain
(Including headache
and occasional aches)

Treat occasional symptoms

BAYER &

A A BRI B0
GENUINE ASPIRIN

@ASPIRINPLUS @

:&'!5 : eyt ey

FUTURE

©ASPIRINA

s o e ebre

PROACTIVE
PREVENTION

risk management

Primary
Cardio

Prevention
(Before
Heart Event)

Metabolic
Syndrome
Prevention

Upper c
Respiratory e
Prevention Sl

Get ahead of emerging health risks

|
BASPIRINA

PREVENT

LOW DOSE

FUTURE

Brand Equity [AgeliCla 0=l Brand World Sustainability

ONGOING
HEALTH
MANAGEMENT

condition management

Cardio
secondary
prevention

+ rescue
(After Heart Event)

Severe
Pain
Management

Metabolic Cancer
Syndrome Management

Control chronic conditions

BAYER
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T ©ASTIRNA

FUTURE
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Brand Equity Brand World Sustainability
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When facing
these health
hallenges, how we
communicate
hese UPLIFTS in a

visual language...

BASPIRIN




Our Graphic Device

The UpSweep

The UpSweep is our primary distinctive asset.

It symbolises the Aspiring Effect and the transition
from physical symptoms to positive impact.

It should be used on all brand communications.

Physical The Aspirin Positive
Symptoms Effect Impact

GHASPIRIN



It is our most valuable asset and should The primary use of our Brandmarks
be featured with care and consistency. It eso appear in white on an Aspirin teal or
comprises the Bayer Cross and the dark green background, or in black

Aspirin Wordmark on a white background

BAYER

aAm<p>w

PIRIN
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Brandmark

Colour
B ®
A
BAYER
]
R

one of voice

Uplifting, positive
and reassuring

Typography

From health worries...

...To worry free living
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PAIN CARDIO

®ASPIRINA

PREVENT

ACIDO ACETIL SALICILICO

®ASPIRINA

Acido Acetilsalicico

Erkaltung bz

Tableta Bei Schnupft

mit Schmerz
und Fieber

500 mg Ayuda en el alivio del dolor y la fiebre
Cajacon Ayuda en el alivio de dolores de cabeza
20 tabletas

AYUDA A PREVENIR:
EL INFARTO AL MIOCARDIO* 1 TABLETA

EVENTOS CEREBROVASCULARES* AL DIA
FORMACION DE COAGULOS*

20 Compresse effervescenti

ALL = =

PACKS ) Employ the Bayer Teal Upsweep Colors, icons, form,
cross, ASPIRIN Green Shape illustrations + claims
or ASPI prefix differentiate pillars

and products

HASPIRIN



Brand Equity Architecture [Elellefelilel Science  Sustainability

How does it come to life?

SABOR NO NECESITA
NARANJA AGUA

Alivio del dolor '3 i y
de cabeza - <r » SI PERSISTEN LAS MOLESTIAS, CONSULTE A SU MEDICO.

Permiso de Publicidad: 24330020180025

S| PERSISTEN LAS MOLESTIAS, CONSULTE A SU MEDICO.
Permiso de Publicidad: 24330020180025

- 2 \

RAPIDO ALIVIO DEL DOLOR

SI PERSISTEN LAS MOLESTIAS, CONSULTE A SU MEDICO,
Permiso de Publicidad: 24330020180025

HASPIRIN
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@ Communication

@ Point of Sales

@ Packaging

Graphic NUEVO
Brandmark Device Uplifting,
positive and \
reassuring AS PlRI NA
tone GO

Rapido alivio
del dolor

Pruébalo

&

oo e d 'l Alivio del dolor
d de cabeza

Science
Color Visualization

GHASPIRIN




How our

brand delivers
these UPLIFTS
from a Science
perspective?




Health Challenges

from a Science perspective

High Prevalence

Medical Insight

Stress, pain and cough & cold
are significant concerns in
modern society, impacting
individuals’ physical and
emotional well-being, as well
as quality of life

1 in 3 adults globally
experience pain each
year, affecting daily life

Over 70% report regular
stress, raising blood pressure
and cardiovascular strain

People need affordable,
effective solutions

HASPIRIN

Effective & Versatile

Benefit & POD

The remarkable range
of Aspirin’s properties -
analgesic, antipyretic, anti-
inflammatory, anti-platelet,
potential chemoprotective
benefits

Low-dose lowers serious
vascular events by about
12% in people with ASCVD

Over 70% of adults with heart
disease use aspirin for heart-
attack and stroke prevention

Versatile, science-backed
solution

Brand Equity Architecture Brand World ESeEIle=W Sustainability

Trusted Partner

Brand Credibility

Trusted by doctors,
guidelines & patients

On the WHO Essential
Medicines list for pain & fever,
used by billions worldwide

125 years of reliability

19,500+ publications
in the last decade

Blocks COX enzymes —
less pain, fever, clotting

Simple mechanism,
proven impact




Brand Equity Architecture Brand World SleEle=Y Sustainability

Brand Science
How does it come to life?

¢Como detener la espiral del
. . icl és y dolor?
Modern Life Pain Tratamients tegraf et
HCP Toolkit " P

Demand Space Afrontamiento del

ciclo dolor-estrés " La relacién dolor-estrés es bidireccional,
' exacerbdndose entre si (Figura).'? IMPACTO DEL DOLOR Y DEL ESTRES
EN LATINOAMERICA

e

en la cultura latina

En comunidades hispanas, admitir

P A Figura. Modelo conceptual de la relacién entre dolor y estres,
que se tiene dolor y usar analgésicos

se perciben como debilidades.’

DOLOR b 4 ESTRES

SON LAS EPIDEMIAS DEL SIGLO XXI'*

79%

Permanecer estoico y evitar los medicamentos puede 1decada 5 et siste kgon
. : personas en el mundo grodo de
ayudar a guardar las apariencias dentro de la Podece dolor

19.6 millones
de personas limitan sus
eiaades por dotors

comunidad.’

Escolo de evaluocion numerico

, Perd,

Argentina,

Ecuador, Chile y

Brasil cuentan

con las peores

calificaciones

de est

v

75%

de los presentan

Por ello, para lograr una evolucién clinica éptima los Totinoament
servicios de salud culturalmente competentes deben
considerar el trasfondo del paciente, asi como sus 8o Tievodo
creencias y valores relacionados con la salud y la ~ 40 millones

de mexicanos viven con
dolor (27%)

de dolo
de 29.7 0 52.8%
« Mayor impacto en
mujeres y personas
de edad avanzada

enfermedad.? Adoptods de Lunde CE, et ol Front Newrosei, 2020 Mor 2614:270

Prevalencia casi del doble
en personas > 65 ahos que
a de los jovenes’

Ry

« Aun mas que China y
Estados Unidos

Mailings
@DASPIRINA.

Qg Eestris provoca dolor Y Asuver, el dolor puede
musculossquelético acompanarse de
y cefélico por tensién ¢ estrés/angustia’
muscular™®

Whatsapp messages
Infographics

ASPIRIN



BRAND
PURPOSE
& IMPACT
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How our Purpose -
Advancing
lifelong better

health with you
Impacts our society
In a Sustainability
view?

SHASPIRIN




Our Sustainability Strategy

_ How we bring to life our
é Champion Area sustainability Champion Area

Risk Awareness & Action

Access to life
Saving heart health

Empower people to
understand their heart health
risks and take proactive steps

Accessibility

Break down barriers to

healthcare access - so

people can get the care they
o need, where they need it

Affordability

Make prevention affordable
- SO cost is never a barrier to
heart health

HASPIRIN

Brand Equity

Architecture Brand World Science [ESIISelElelliy



2\ WHEN BRINGING
') ALL THESE
"/ ELEMENTS

~ ) FROM OUR BRAND
TOGETHER
WE GET TO...

GHASPIRIN



Our
Brand
Hive

us

BAYE|

ASPIRIN®

Brandmark

HASPIRIN

GLOBAL

GASPIRIN

Logo
& Color

Aspirin
Effect

ORI

BRAND
INSIGHT

Health challenges —
whether big or small — are
an unavoidable part of life
but managing them can
feel overwhelming

DISTINCTIVE
ASSETS

SHASPIRIN

BRAND
BENEFIT POD

Functional Benefit
Simply effective management
of your key health needs

Experiential Benefit
Accessible in every sense- affordable,

easy to take, always on hand - versatile,

fitting seamlessly into daily life

Emotional Benefit
Gives me a sense of control,
so | have peace of mind | can
live life on my terms

BRAND
ESSENCE

Working
WONDERS
for Health
Everyday*

BRAND
CHARACTER

Trusted Partner

Smart
Credible
Reliable

Supportive

BRAND
CREDIBILITY

The Wonder Drug
Pioneering, science-
backed, proven wonder
solutions for your evolving
health needs — safe, reliable
and trusted for over 125
years and counting

PURPOSE
& IMPACT

Advancing
lifelong better
health with you
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With all these tools In
our hands we all will
pbe prepared to boost
Aspirin brand,

but how to grow our
portfolio in

a cohesive way?




Masterbrand Development Model
Cardio Priority Checkpoint Model

Masterbrand
Segment Role

“~ Core Segment Cardio OTC / Rx*

Cardio-Led / New Entry Markets
rchetype

Path

: !

Acido Acetilsalicilico 100 my

g Ol

L OSE g,

Build
0 Base

Build Brand
Penetration and

Efficacy credentials

0 Build
Depth
Increased frequency
and/or targeting
new occasions
and/or additional

benefits with
premium solutions

0 Build
Breadth

Expand into new
adjacent segments
by introducing
offerings or
indications

HASPIRIN

*Rx Cardio Business,

 —— although not part of CH
portfolio, is a fundamental
Heart Health part of the Aspirin
Segment \  Masterbrand’s Equity 7/
N o o e e e o ”’
¥

BAYER.

LSPION (NSKD) PN FEUFVER

Faster and/or CHEWAREY BAYER
Sensorial @ oo CHEWABLE o)
solutions %
T —
. ©
@ASPIControl. @©ASPIControl. ©ASPIControl

GLUCOSE

BLOOD PRESSURE CHOLESTEROL

ERBAL EXTRACT BAL EXTRACT

ithy blood pressure levels  eholesterol levels
o

Metabolic
Syndrome Segment

Growth Levers Pain & C&F

Established Pain/ C&F Led Markets

Headache &
Migraine Segment

Segment

©ASPIRIN

T T
ASPIRING GO
ANTIGRIP HOT
:

: N2
“On the go” & “On the go” &
Effervescent solutions Sensorial solutions
Strategic Checkpoint

Given brand’s Rx foundation, when expanding into new segments,
consider Cardio-adjacent innovation as choice?

@ASPIRINA

DASPIRINA
y

ALIVIO RAPIDO

4

Sore throat
Segment

Modern Life Pains
Segment

Brand Penetration
Brand Equity
Efficacy Index

+Unit/unique
consumer

+Value/unit

Penetration
Efficacy index

New space
(SEGMENT or
CATEGORY)

Brand Penetration



Brand

Development Model
How does it come to life?

Vsebuje
flurbiprofen,

ASPIGOLA

ki klinicno dokazano
lajsa bolece grlo
in ima protivnetno
delovanje.”

Expanding
via Sore
Throat 6

ASPIGOLA

8,75 mg/odmerek oralno
prsilo, raztopina
flurbiprofen

Primerno za odrasle
od 18 let dalje

2 okusom medu in limone / s okusom meda i limuna | m" F

-
¥
‘\‘ 8,75 mg pastile 2
\ futbiprofe <)
\ = sugbmindatrs l.;;
\ N 1
\ 3 3 R
N 1 plasteaka (85 razprikor)
N

HASPIRIN



Aspirina C, the leading brand in C&C segment in Italy with strong
equity, successfully expanded to sore throat segment.

Build Base ©ASPIRINA
Multi Symptoms {

INCREMENTAL SALES

Thsrgl:; Build Breadth = 9 S Th t
2 (18%)  expansion Cold & Flu (25%) Chesty Cough (15%) ore inroa
. pEE 22%
= 0
k)
3 from total Aspirin range
Build Depth = Nasal (14%)
+benefits/premium solutions ‘9@~=‘
P Runny Nose
€1 1 B =< becomes Nasal
J A 2 Congestion
ITALY S ¥
CCSFN Hea Dry Cough (15%)
Category o Throat

@3

Head/
Body Ache

2 o\;;

Lingering
Dry Cough

Prevention Early Cold Symptoms Full Blown Cold Symptoms Lingering Cold Symptoms Recovery
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