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Forward-Looking Statements

This presentation by TherapeuticeMD, Inc. {referred to a8 “we,” “owur,” or “the Company’) may contain forward-looking statements. Fonsard-looking
statements may include, but are not limited to, statements relating 1o our objectives, plans and strategies, as well as statements, other than historical facts,
that address activties, events or developments that we Intend, expect, project, belleve or anticipate will er may oceur in the future, These stalements are
often characlenized by lerminology swuch a5 ‘believe,” “hope,” "may,” “anficipate,” “should,” “intend.” “plan,” “will," “expect,” "estimate,” “project,” “positioned,”
“shrabegy” and similar expressions and are based on assumpions and assessments made in light of aur managerial expearience and perception of histarical
trends, current conditions, expecied future developmenis and other factors we believe to be appropriate.

Forward-looking ataterments in this presentation are made a3 of the date of this presentation, &nd we underake no duty to update or revise any such
statements, whether as a resull of new information, future evems or othenwise. Forward-looking statements are not guaranteas of future peformance and
are subject to risks and uncerlainlies, many of which may be culside af our control, Imperlant factors that could cause aclual results, developments and
business decisions 1o differ mateally from Forward-locking slatements are described in the sections titked "Risk Factors™ in our filings with the Securities
and Exchange Commission (SEC). including our most recent Annual Report on Form 10-K and Quarterly Reports on Form 10-Q, as well as our current
reports an Form 8-K, and include the following: the company's ability to protect the intellectual property related o its products; the effects of the COVID-15%
pandemic; the company's ability fo maintzin or incresse sales of its products; the company's ability to dewvslop and commercialize IMYEXAYE,
ANMOVERAR, and BIIUVAT and obdain additional financing necessary therefor, whether the company will be able to cormply with the cowenams and
condifions under i1s term loan Tacility; the potential of adverse side effects or other safety risks thal could adversely affect the commercialzation of the
campany's current of Tulure approved prodects or preclede the approval of the company's futune drug candidales, whethers he FOS will approve the
afficacy supplement for the lower dose of BLIUWA; the company's ability to protect ifs intelzctual property, including with respact fo the Paragraph |V nobice
letters the company received regarding IMVEXXY and BIIUWA; the length. cost and uncertain results of fubure clinical trials; the company’s reliance on third
parties to conduct its manufaciuring, research and developmeant and clinical trials; the ability of the company's Bcenaees to cammercialize and distribute the
company's products; the ability of the company's marketing confractors 1o market ANNOVERA, the availability of reimbursement from govermment
authorities and health Insurance companles for the company's prodiects; the ability to grow the company’s vitaCare patient model; the abliity to grow the
campany's vitaGare patient model. the impact of product liabdity lawsuils, the influence of extensive and cosily government regulation; the valatility of the
trading price of the company’s common stock and the concentration of power in ifs stock ownership. This non-promofional presentation is intended for
investor audiences only.
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Recent Updates

Expanded patent protection for ANNOVERA with two Orange Book eligible patents

= U.5. Patent No. 10,765,628 issued on September 8, 2020 and U.5. Patent No. 10,780,047 is scheduled to be
issued on September 22, 2020

Qur flagship product, ANNOVERA, reached record high in July with ~1,500 total prescriptions;
momentum continuing in August with projected TRx of ~1,900

Previously delayed launch into Public Health, Department of Defense and Puerto Rico now underway
6" telehealth provider now live with ANNOVERA

Menopause portfolio copay card and distribution optimization now underway with goal of improving
gross to net (GTN)

Company attending the following Investor Conferences
= H.C. Wainwright on September 14" and Cantor Fitzgerald on September 17t

TherapeuticsC’
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ANNOVERA Market Opportunity

ANNOVERA is differentiated as it is patient-
controlled, procedure-free and long-lasting

ipf{rnovera | [ | @
CL i (LI BMFLANTS R
OORTRRCEFTTLS
Patient-
controlled v : v
Procedure- v - y

free

L
P v i v

% of Women using prescription
contraception by method
18.8 Million women*

Ring - Patch
Injectable 4% 1%
8%

*Chairmibe 5 PAICVS, s bl M5 Snabyuh, Campary g Long acing reserible conirecazi ke market inchudes: Mesglanas i plazon, Wicera bamiky, Pacagard and iistta Mt whesasceporsed incomzarny dlags
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Key Performance Metrics: ANNOVERA

ANNOVERA Wty TR S

2000 19 TRx to patients ~2.400
5 # Prescribers w/ TRx ~1,100

1700 =
15304° Adjudication rate ~99%
143 1

A = Projected August TRx ~1,900
= 2020 TRx of ~2,400
s = Vast majority of patients paying $0 copay
870 = In May, contraceptive visits were down
o 31% from the Jan/Feb visits**
00 BN EEERE

. — ~ "
W-Hov  31-Dee M-dan 28-Feb  3M-Mar  M0-Apr 3-May  30-Jun F-Jul 28-Aug*

Cala Source: Prescriplion data per Symphony Heallh PHAST Dala thiough B282020
® fusgust projecied TR
“HICA COVID Market Tracking Repers
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2020 Commercial Priorities

Prescriber Consumer Channel

Drive depth and breadth of
prescribing for ANNOVERA
and IMVEXXY in “Hybrid”
Reality

= Salesforce retrained, new tools
enahling effective detailing face to
face and virtually due to COVID-19

= Multichannel Marketing to
complement sales efforts and
expand to white space

= Healthcare provider access
improved in August vs July and
expected to continue

TherapeuticsC’

Accelerate performance
trajectory through consumer
campaign Launches for
ANNOVERA and IMVEXXY

= ANNOVERA Consumer Campaign
launched on July 1% and we are
beginning to see pull through that is
expected to accelerate through 1021

= IMVEXXY Consumer Campaign
“Sex Care is Self Care” launched on
August 1#; impact expected to
begin 4020

ANNOVERA acceleration
across multiple channels

Public Health, Department of
Defense and Puerto Rico
launch of ANNOVERA
reinitiated

Telemedicine platforms
beginning to contribute




Top Partners in Key Channels ﬁnnovem};

TXMD Sales Force ~135 Reps and Managers

Delivering our Current ANNOVERA Volume

-....p-n---l-r----------.......au.-_“\ﬂl LT i reay,,
V ¥ . Y
— i,
£ . WSI NURX. #5200 pitpack E
a axys P & simplesiealth :".a...'_':.e'— 2 Prestiiena
Medicaid market US Military market Telemedicine Platforms MEG- Puerto Rico
~15% of all ~3% of all Large/Growing Segment ~$200M in total
contraceptive sales contraceptive sales contraceplive sales
DN T0AITE: Syipry Health FHAST DTa a0 Girer el Roporming for s d 3 TriCan:
Al irpdemarks are the property of fher respecive owness.
TherapeuticsC’
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affordable access®

Focused on delivering
resources and access to the
public health sector




Afaxys Overview - Significant Public afaxyg
Health and Contraceptive Experience

afaxys

atferdable access

= #1 Provider of oral & emergency contraceptives to U.S. Public Health and University clinics
= 10+ Years of providing reliable and affordable access to contraception

= 8,000 Clinics and other public healthcare providers serviced nationwide

= 16M Total Oral Contraceptive months of therapy sold (2013-2018)

Therapeuticsma FOR IMVESTOR PRESEM | FURPOSES DALY 1




afaxys

Afaxys Highlights

©

=1

Afaxys will be launching ANNOVERA into the Medicaid market:
~15% of the overall birth control market

Medicaid market represents a significant revenue opportunity with ~15% of the

Medicaid overall birth control market
= 36 States cover ANNOWVERA with Unrestricted Medicaid Fee for Service Access
= Waorking to get on Medi-Cal 4Q 2020 (~16% of national Medicaid population)

Planned

Parenthood * Focus on all 55 Planned Parenthood Affiliates, 6 000 sites

Title X, s Approximately half of the clinics have registered to order AMNOVERA

STD Clinics

Universities = Cover university and college clinics nationwide

and College = Key demographic for ANNOWVERA offering significant opportunity

Clinics s Launch beginning in September 2020

TherapeuticsC’
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WSI

W8I PBG, LLC

Department of Defense:

WSI, a pharmaceutical company
focused on serving women in the
public health system

TherapeuticsC’
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WSI: A Leader in Contraceptive Sales in the Military IWSI'

WHI PHG, LLG

WSI has significant experience working in the Federal Government Healthcare Systems
WSI Previously launched NuvaRing into the military

92 Military bases = Qur goal is to have ANNOVERA in all major military treatment facilities
that provide contraception services through WS
= 24 bases have placed ANNOVERA on farmulary
= 13 bases have ordered ANNOVERA

Placed on Joint = Only long-lasting contraceptive that is on the Joint Deployment
Deployment Formulary formulary for women being deployed overseas

September 2020

In process — VA = ~432 000 women of contraception age in the VA

MNational Formulary

TherapeuticsMC FOR /ESTOR BRESENTATICH FURPOSES DMLY 11




Why is ANNOVERA a Unique Solution
for the Military?

= Women in the Military are actively on missions in
the United States and across the world
= Taking a daily pill while out in the field is not easy
to do or remember
= ANMNOVERA, with one ring in a small case, is easy
to utilize wherever these women go
* Provides a full year of protection
= Eliminates the hassle of remembering to take
a daily pill and refill your prescription
* Procedure-free
» Patient-controlled fertility and menses
= We believe this offers significant value to women
that are deployed

Therapeuticsl‘“’D' FOR INVESTOR FRESEMTATIOH PURPOEES ONLY 14




g Telehealth Channel

Online prescription
. “‘ L1 l"‘
= ) $hit NURX. @ smprn
’_Jf:] "ll 1 |l‘~

O PillPack = : Plst'Core twentyeight
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Six Birth Control Telehealth Providers Live dnoveray

= Emerging digital marketing and e-commerce platforms reaching millions of women each year
= Qver 75,000 units of NuvaRing dispensed in 2019

" PALL ELER MURK. = 5 kil

ANNOVERA

£ say hello to Annovera
The first vaginal cing that laste all year®

g o i s, e
JEer Sy

e 8,

1 r:H_Hlv—lMF
' ANMOVERA IS A WaGINAL BRTH CONTROL
Pl H RiMG THAT LAZTS AWHOLE YEAR,

e @ & % E

Why cur pathents love Annovera

B O & &

ANNOVERA is included on 6 telehealth platforms:

Fr . =

L gil 2 MNURK. &5 SimpleHealth &% Plasnfare [ FillPack twentyeight
Faagat

FOR INVESTOR PRESENTATICH FURPCOSEES DXLY. 16
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ANNOVERA: a Unique Solution for the Online Birth Control
Market

‘ Meet the birth control that lasts a year Try Annovera

» Long-lasting contraceptive market net revenue has
been growing at ~15% 7-year CAGR%"

C:‘) SimpleHealth

= The telemedicing channel for birth control has been
accelerating guickly, but until now had no opportunity
to enter the long-lasting market,

Birth control,

simplified. + ANNOVERA offers telehealth platforms the
opportunity to compete in the long-lasting
All women deserve access to birth control. We make it contraceptive market because it is the only long-

simple = with online prescriptions, automatic refills and lasting product where no procedure is needed

free home delivery.

+ Long-lasting contraceptive products, like an LD
or implant, require an in-office procedure

*Bazad on annual company filings
Therapeuticsir’ FOR IMVESTOR FRESENTATICH FURPOSES ONLY. "




Prescriber Interest in ANNOVERA Coupled with a
Positive Patient Experience will Drive Continued Growth

HCPs PATIENTS

Early feedback from Healthcare
Practitioners on ANNOVERA's value
proposition has been positive**
» HCPs aware of ANNOVERA are
interested in learning more (67% aided
awareness)

1,036 women: Phase 3 acceptability study

= After 1 year of use:

of the women indicated that of the women indicated that
they would consider using they would consider using
ANNOVERA, even If they had ANNOVERA if it were free
to pay for it

83% 100%

of HCPs who are aware of new  of those HCPs are aware of
contraceptive entrants are ANNOVERA are excited to
aware of ANNOVERA (half of prescribe the product!
those by name})

» Today vast majority of patients have a $0 copay

*C Space Ressarch *Queslionnaires ware administered and complated al cyele 3 by 1036 of the

1135 subjects enrolled in the Phase 3 drial (21%) and B11 subjects at cycle 13.
Merkalz ef al. Confracsption. 2014,90(5):514-521.
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Importance of Consumer Awareness and Education

= Majority of women know the birth control method they want before seeing their
Healthcare Professional

= Market is moving to long-lasting contraceptives at a ~15% 7-year CAGR!
= ~47% patients rejected IUDs/Implants due to not wanting a procedure?

= ANNOWVERA was developed to meet the needs of women wanting a long-lasting option
without the commitment of a procedure

Based on company liings
Arternal research fincings

TherapeuticsC’ FOR INVESTOR PRESENTATION FURFOSES DHLY "




Planned Investment in ANNOVERA Consumer
Marketing Remainder of Year

c L h POPSUGAH Media PR Campaign &
UEAE S L Campaign Celehnty Spokesperson

SORRY

OCTOBER Q4

Therapeuticsw FOR INVESTOR FRESEMTATIOH PURPOEES ONLY an




POPSUGAR Overview — 7‘(“'7_9;?9'"‘?‘;
Highly Relevant Content on a Massive Platform !

Our Objective POPSUGAR.

This program is designed to increase reach and awareness elcome >

fr ANNOVERA FULL DISGLOSURE

POPSUGAR reaches & engages our audience
* #1 female lifestyle brand

* 300M readers every month

* 1in 2 Millennials (22-38 years old)

* 33M social followers

* 500+ posts a day, supporting site engagement
* Reaches more women than all competitor sites FIND SUT MORE
* Leader in the healthy living category

presseavs nnoverar

Spurce: Popsugar.com

TherapeuticsMC FOR 14 RESENTATIZH FUF .




POPSUGAR Supporting Media ALy

Snapshot (currently live) Ml e
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7‘( nnovera

Influencer Program to Reach Target Audience i ol e
I [ ==,
Objective 0 oo,

Work with influencers who have a strong presence with our target
audiences to build content that increases awareness of
ANNOWVERA, showcases its benefits and convinces women to

trade up to a better birth-control

ANNOVERA Receives
- 22 influencers

- 45 pieces of content/post

TherapeuticsC’




Influencer Program Structure-
Launching in October

nnovera

) e atetgeand
edhiny| estradiol vagingl syslem)

Depbvary 078 mg D01 3 rag par g

Reach

nnovera 3
?l.'ly;:a?lier inﬂ:ez::ers (~# of Followers b (egestonie aretale and p ™,
per Influencer) SHMERISIRS  { Networkof |
Ll Online
Web Celeb 1 2.5MM+ + Froduct Overview . |.f encers
+ Key Messages AN
Macro Creator 4 200K+ * Target Demos
Mid-Tier 5 BOK+
Content Types per influencer
Micro Creator 5 20K+ = Insta Photos
» Social Posts (across channels)
Nane Creator 7 3K+ = Stories (# of total frames)

= Videos

FOR INVESTOR PRESENTATICH FURPCOSEES DXLY.
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Expectations for a Successful Brand

. ! . ANNOVERA Revenue
Contraception Time to Achieve ;
Market Size 4-5% Market Share at Different Example
Market Shares

@ $5 billion b st B 1%: 180K Rx, ~$360M
Maiket stee B 2%: 360K Rx, ~$720M

Lo-Loestrin ~4 years
3%: 540K Rx, ~§1.1B

28 million new
d pnescr}::-tions NUVARING® 4%: 720K Rx, ~51.4B
annua fecrogeamdietin exradc g
y e 5%: 900K Rx, ~$1.8B
@ 18 million MuvaRing ~5 years
women

Dala Sowce: Spepherry Hidlh PHAST Data
Al trsdemnzks s the proparty ol thish respective Camnars.

TherapeuticsC’
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IMVEXXY is “Redefining Relief”

Y Imvexxy

Indicated for moderate to severe dyspareunia, a symptom of

Small, digitally inserted, softgel vaginal insert that dissolves
completely

Easy to use without the need for an applicator

Mess-free administration

Use any-time of day

Lowest approved doses of estradiol 4 mcg and 10 mcg
Efficacy demonstrated as early as 2 weeks (secondary
endpoint) and maintained through week 12 in clinical studies
PK data - No increase in systemic hormone levels :‘ i ';"’-'l‘-\-\}
beyond the normal postmenopausal rangs™

Dose packaging to optimize compliance and L
convenience %

Wiia, due to menopause . [Eﬁtradlﬂ| Vﬂgl’]ﬁ] IHSBTTS"

"The dinical rdevance of sysiemic absomilon rajes for vaging csimgen fherpies is nai keown




¥ Imvexxy

Key Performance Metrics: IMVEXXY s ey e

I YT
TRx to patients ~118,000

3 # Prescribers wf TRx ~12,000
Overall adjudication rate ~44%

= Focus on fills allows for continued revenue growth
= Average of 5 fills per patient since launch

=  Market decline 3% year over year May-July, while
IMVEXXY grew 8%, according to Symphaony Health

= IMVEXXY New RX increased 33% for 8 weeks ended
B/28/20 over previous § weeks setting us up for TRX
growth in future months

Thousands

Sorce: Syrphosy
Drala Source: Prescriplion data per Symiphany Health PHAST Dala thraugh 8283020

FOR INVESTOR PRESENTATICH FURPOSES ONLY
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¥ Imvexxy
COVID-19 Impact on the Menopause Market o it

The VVA market has decreased in volume we believe due to COVID-191.23

= GYN visits for less serious events like VVA are down due to COVID-19, negatively impacting
IMVEXXY and the volume for the VVA class of drugs

= Commercial insurance receding due to job loss impacting IMVEXXY and BIJUVA volume and
net revenue per unit

= Lack of elective medical and surgical procedures being done during COVID-19 restrictions has
delayed patients hitting their high deductible insurance threshold

= This negatively impacts net revenue per unit for IMVEXXY and BIJUVA

= IMVEXXY has been able to keep or grow market share when compared to other VWA products

= Menopause portfolio copay card and distribution optimization programs now underway with the
goal of improving net revenue per unit

=  Results expected to begin in 4Q20

Wada, Marked Data Trerd by MDC; 30VIA Repanis, Monitarng the Impast of COMID-1% an the Phamacsutizal Marked: 2 Warld Ezoramic Faram, May 2020
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Continue to Optimize Net Revenue for IMVEXXY and BUUVA

Having achieved broad payor coverage,
TEMD to begin normalize patience assistant programs with the goal of increasing net revenue per script

Gross Revenue to Net Revenue Levers to Increase Net Revenue per Unit

Gross Revenue

(-} Patient Copay Assistance z)  Improve mix of starter and maintenance packs for IMVEXXY

®

Increase average net selling price

Increase patient copay

®

(-) Wholesale Costs a) Example: 535 with insurance and 575 without insurance

Set limits on patients with high deductibles
{-) Pharmacy Discounts

Reduce averall cost of co-pay card [primarily at retail)

(-) Payor Rebates Negotiated rates with wholesalers, improve as volume increases across

TXMD product partfolio

@eeé

{-) Returns, Allowances & Other Accruals Direct sales oppartunities that allow TXMD to bypass whelesaler

= Net Revenue Co-Pay Card and Distribution optimization has recently started,
and we expect positive impact to net revenue to beqin in 4020

Therapeuticsmi FOR INVESTOR PRESEM | FURPCEEES DMLY T




Women Drive the Discussion and Initiations. IMVEXXY DTC Campaign
Motivates Women to Take Action Across Multiple Channels

* lirony

TARE Y KATURE
WITH NUHTURE

W] YL A
TRSRAL WY (1)1

EIL Rx Edge - In Aisle
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Bijuva...

Key Performance Metrics: BIJUVA

BUUVA Monthly TRx

Maintain Brand Loyalists
* Targeted approach with team also

supporting Bio-lgnite L2

ity 10,84
TRx to patients ~27,600 =
# Prescribers w/ TRx ~4,200 4
Cwerall adjudication rate ~56% 8

JAN FEB MAR APR MAY JUNE JULY

Sowrca: SyTrphomy
Data Sourca: Prascriplian data per Symphony Haalth PHAST Data through 73102020
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Regulation of the Compounding Industry

National Academies of Science, Engineering and Medicine (NASEM)
* Report commissioned by FDA and published on July 1, 2020 locking at bio-
identical compounding industry

+ NASEM recommendations for stronger regulation and discipline around
promotion and dispensing of compounded bic-identical hormones

* NASEM recommendations have been both praised and rebutted by various
stakeholders

MASEM Report and Recommendations:
hiltps s nap. edulresource’s 5781 eBHTHZ0C onsens s Y205 udy ¥ 20Repod 42 0Hahlights pdf

hifps: feoena nap edulresource2 574 CBHTHRE0Recommendations %2 Dinserl. pdf

Llnk tu cumpoundmg mdustry response:
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2Q20 Key Metrics

rf{nﬂ OVEiTC?.‘I

¥ Imvexxy

sl wyng sty

Bi] LV e

Met Revenue ~$1.8M
Average Met Revenue / Unit; ~$1,332¢

Owverall adjudication rate: ~99%

P igge L ravenue per onit caloulated based o onits weld e wRoksaber end pharmasie daided e san rramue Tor the guanar
1 Beraps net reenus par unit calowlaied tased an units sold b shol esalers and pharmacies drakfed into net resamse 4o the quarier,
Thi relkec1s a chinga in mithedohgy fros prisious “cal cukinid farl nin s par uil” which wiid usits seld L gatinis in T quartis.
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~$5.1M
~$412

~44%,

~$1.4M
~%452

~56%




O vitaCare

PRESCRIPTION SERVICES

@ A pharmacy that provides a modernized consumer
experience for prescription fulfillment




@ vitaCare - History

TherapeuticsC’

vitaCare Prescription Services, Inc. is a wholly-owned subsidiary of
TherapeuticsMD, Inc.

THMD leverages vitaCare to help meet the needs of its patients and prescribers,
and ensure continued availability of products to patients

The vitaCare patient model assists patients in obtaining easy and convenient
access to their prescriptions for products at a retail pharmacy of their choice,
including via home delivery retail pharmacy options

As the vitaCare patient model matures following the commercial launches of
THMD's prescription pharmaceutical products, TXMD is considering making the
vitaCare patient model available to third party manufacturers and partnering with
others to grow vitaCare




@) A Pharmacy that Provides a Modernized
Consumer Experience for Prescription Fulfillment

The traditional pharmacy experience is broken.

Patients wait in line without knowing if the product is available
or what price they will pay

&
|

Price transparency and Solves payor hurdles Product delivery to door ar
affardability and product stocking available at any local
issLes pharmacy
o L =
@ =1 |8 |__l P
= 2| C ',G, o
FOR IMVESTOR PRESENTATICHN FURROEEE ONLY e
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Traditional Prescription Fill Experience

Prescription drugs — the only industry in the US where you have no idea how much your
prescription will cost, if it's in stock, or what other documentation might be needed to get it.

Complicated Process |

Y

T l o+ s §
— “= _?;t—p

1 jﬂiﬂ

T

@' Doctor writes script and @} Patient goes tos pharmacy @ = Patient waits in line at pharmacy,

sends to pharmacy via EMR has no idea what her medicine
will cost or if it is in stock

= Patient often suffers from sticker
shock and blames the doctor or
drug maker

Therapeuticsl‘“’D' FOR INVESTOR FRESEMTATIOH PURPOEES ONLY 40




D vitaCare: A New Simple Process

= | Simple Process

|

1 Doctor writes script @ vitaCare Pharmacy Tech contacts patient, @ Patient goes to pharmacy and
and sends to vitaCare explains cost and fill options based on = picks up prescription or
via EMIR patient’s insurance receives wia mall erder

= Fatient chooses where o fill presoripbon
and can chosa from all major retail
pharmacy chains, PEM mail ordar or PillPak

= vitaCang ranshers the patient’s prescription
with all necessary papenvark 1o the
pharmacy of patient's choice o be filled
knowing the cost of co-pay and whera the
product is in stock
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Empowers manufacturers to manage their product with
precision that reaches each script received

Manufacturers can now manage their business at the pharmacy
transaction level.

Real-time pharmacy transaction and business intelligence data is now
available to the manufacturer.

|

Manufacturers now have access to APl integrated with key pharmacy Manufacturers can manage
real-time inventory data throughout partnars allowing access to relationships and contracts with
the retail supply chain information manufacturers have payors in real-time

never had before

g e 0 0=

TherapeuticsC’
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@ vitaCare - Key Concepts

= vitaCare is a licensed pharmacy that acts as a datahub {does not
adjudicate and fill prescription) enabling a patient to make an
R educated cost-based decision on where to fill a prescription”

No additional steps needed for the prescriber, fully integrated into

:\ current prescription process. Available to physicians through EMR,
- phone or fax

“witaCare does not hold inventery or offer fulfilfment services. vitaCare may provide certain services for cash-pay palients.
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vitaCare Prescription Services End to End Process

Sales message integration

vitaCare receives the script,

Data Analytics for Commercial : proprietary software details cost

Optimization ; efficiencies and solves payor
hurdles

Customizes prescription

fulfillment / adherence program | Omni-channel patient outreach
to patient preference

Therapeuticsw FOR INVESTOR PRESEMNTATICH FURPCOSEE DXLY.
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© Simple Sales Messaging Integration

TherapeuticsC’

vitaCare ensures a seamless product and pharmacy experience
for the patient and doctor

Sales training is focused not only on the product, but also how
patient access and experience is improved through vitaCare

Mo additional cost and no additional paperwork for the doctor

Physician simply chooses vitaCare as pharmacy in the EMR




vitaCare Prescription Services End to End Process

vitaCare receives the script, |
Data Analytics for Commercial proprietary software details cost |
Optimization efficiencies and solves payor

hurdles

Customizes prescription
fulfillment / adherence program
to patient preference
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@® vitaCare Receives Script from Doctor

= yitaCare test adjudicates prescription to check insurance
coverage and gather all usable information

= Algorithm triages script through various endpoints and
provides output detailing the most cost-efficient retail
option for the patient to obtain the prescription

= CRM automatically manages ongoing patient contact
including refill reminders, auto-refill, home delivery, script
expirations, product or condition awareness, etc.

TherapeuticsC’




vitaCare Prescription Services End to End Process

@

Sales message integration

vitaCare receives the script,
Data Analytics for Commercial proprietary software details cost
Optimization efficiencies and solves payor

Customizes prescription
fulfillment r_adherence program Omni-channel patient outreach
to patient preference
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©® Omni-Channel Patient Outreach

TherapeuticsC’

vitaCare connects with patient via phone text or email

Reviews cost and coverage details with patient,
including retail and mail order pharmacy fulfillment
options

Enrolls patient in manufacturer's affordability program
if applicable

Ensures patient visibility to out of pocket cost based
on her insurance coverage

Explains importance of adherence — disease state
awareness
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vitaCare Prescription Services End to End Process

@

Sales message integration

vitaCare receives the script,
Data Analytics for Commercial proprietary software details cost
Optimization efficiencies and solves payor

Customizes prescription

fulfiliment / adherence program Omni-channel patient outreach
to patient preference
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O Transfer to pharmacy of patient choice for fulfillment

= Transfer clean, pharmacist verified prescription to the
Pharmacy patient’s pharmacy of choice

= Any retail pharmacy

A &

éi *  Home delivery

Il 4 * Proprietary CRM software customizes script renewal
e i

reminders and future communication set up per
patient’s preference

=  Omni-channel communication available to patient
via text, email or phone call
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vitaCare Prescription Services End to End Process

N

Sales message integration

vitaCare receives the script, |
proprietary software details cost

efficiencies and solves payor
hurdles

Data Analytics for Commercial
Optimization

Customizes prescription
fulfillment / adherence program

! Omni-channel patient outreach
to patient preference
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@® Real-Time Data and Analytics Inform Sales Platform

TherapeuticsC’

De-identified patient data collected by software populates the
sales platform in real-time with customized dashboards

Maximizes the effectiveness of Sales Reps
= Deliver the right message to the right HCP at the right time

Proprietary CRM software provides customized, actionable
insights on all aspects of sales process

= Patient

= Prescriber
= Payor = |
= Trade

*  Market access




D vitaCare Benefits All Healthcare Constituents

Patient Benefits Manufacturer Benefits

*  Price transparency and affordahbility = Ability to manage business at the

transaction level
*  Phanmacy services delivered omni-channel Sacaai

«  Modemized consumer experience for *  Improve visibility on prescription fill rates

prescription fulfillment via retail or mail *  Improve patient compliance to therapy
order pharmacy
eh * Enables patient to opt-into direct
* Additional access to product and disease communication with manufacturer

awareness information
*  Realtime inventory data insights

*  |mproved and ongoing care model
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