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* History
— First biotechnology company
— Founded on April 7, 1976 by Herbert W. Boyer and Robert A. Swanson
— 30 years of delivering on the promise of biotechnology

— The company has headquarters in South San Francisco, Calif. as well as manufacturing
facilities in Vacaville and Oceanside, Calif. and Porrifio, Spain.

* Current Business
— Over 30 products in the development pipeline
— Currently marketing 13 products/indications nationally
— Total operating revenue on track to meet ~ $5.2 billion (quadrupled since 1999)
— Market cap $100 billion (grown from $9.8 billion in 1999)
— Experiencing extremely rapid growth over the last 5 years
* Culture
— Based in South San Francisco
— Winner of numerous awards including
* Fortune Magazine’s 100 Top Employers for the 7" consecutive year in a row
* Best company for working moms
* 100 top employers by Science Magazine
* “Wired 40" list, plus many other awards

— Strong history of community involvement and philanthropy — Hurricane Katrina: $200 MM in
relief aid within 3 days of the disaster from grants and diréct donations
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Genentech

IMN BEFSINESS FOR LIFE

¢ Our Products

¢ Avastin ® (bevacizumab) for use in combination with 5-Fluorourcil-based chemotherapy in the treatment of first-line
metastatic cancer of the colon or rectum;

* Tarceva® (erlotinib) for the treatment of patients with locally advanced or metastatic non-small cell lung cancer after

failure of at least one prior chemotherapy regimen;

* Herceptin ® (Trastuzumab) for first-line therapy in combination with paclitaxel and as a single agent in second- and third-
line therapy for patients with metastatic breast cancer who have tumors that overexpress the HER2 (human epidermal
growth factor receptor2) protein;

¢ Rituxan ® (Rituximab) for the treatment of patients with relapsed or refractory low-grade or follicular, CD20 positive, B-cell
non-Hodgkin's lymphoma; treatment of Rheumatoid Arthritis (RA)

. X((j)lellir® (C:malizumab) for Subcutaneous Use for the treatment of moderate-to-severe persistent asthma in adults and
adolescents;

* RAPTIVA® (efalizumab) for the treatment of chronic moderate-to-severe plaque psoriasis in adults age 18 or older who
are candidates for systemic therapy or phototherapy;

* TNKase ™ (Tenecteplase), a single-dose clot-busting agent for the treatment of acute myocardial infarction (heart attack);

* Activase ® (Alteplase, recombinant), a tissue-plasminogen activator to dissolve blood clots, for treating patients with
acute myocardial infarction, acute massive pulmonary embolism (blood clots in the lungs), and acute ischemic stroke
(brain attack) within the first three hours of symptom onset;

* Cathflo ™ Activase® (Alteplz_a,seg, a thrombolytic agent for the restoration of function to central venous access devices in
both pediatric and adults patients;

* Nutropin ® [somatropin (rDNA origin) for injection] human growth hormone for treating growth hormone deficiency, for
treating growth failure due to chronic renal insufficiency prior to kidney transplantation, and for treating short stature
associated with Turner syndrome;

. Pu(ljmozymg)@ (dornase alfa, recombinant) Inhalation Solution, for the management of cystic fibrosis (including patients
under age 5).
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* Historical Infrastructure

— Very few IT standards

— “Federated model”, teams act independently to meet needs
® Current Focus

— Developing & refining enterprise wide architecture

— Obtaining buy-in from the business

— Coordinating initiatives across the organization
* Where does Customer Master fit in?

— The need for a Customer Master was identified early

— Many disparate transactional systems with pieces of customer data —
couldn't share data; lots of 3" party syndicated data

— Strong senior management support for a Customer Master system
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“A person or entity who is involved with the purchasing, prescribing, or
who is administered Genentech products.”

* vs.. SAP R/3’s definition:

“A person or organization with whom we have a sell to, bill to, payer,
ship to, or forwarding agent relationship.”

* In general, this includes the following:
Physicians
Nurse practitioners, Physician’s Assistants who prescribe
Patients
Payers (managed care companies)

Distributors, hospitals, clinics and other organizations where the above
customers work or are prescribed Genentech products
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Customer Master can be perceived as an
“Infrastructure Project” with no direct value
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Attempt to link to transaction data:
* GNE product sales
» Competitor sales

* SFA call data

Create Target List from
various sources

® (2

Example: Creating a new Market (how we do it now)

Linked via DEA #
Which can be
inaccurate

Current Problem : Sales & Marketing spend the MAJORITY of their time
hunting down and piecing together disparate customer data sources which
diverts crucial resources from fully utilizing strengths to drive new business
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Customer Master Justification

Data
Warehouse
& Data Marts

3 0
Customer Sales \ | | ﬁ
Master Data L J

Current Sales More effective
@ Competiive Data = allocation of sales &
/‘\/ marketing resources;
SFA Call Data
Single Customer Better new pI’OdUCt
List — Affiliation Information launches!!!

The goal is to create a simple process for defining markets by specialty &
class of trade and an easy way to link the customers to key performance indicators
leveraging customer information & analytical capabilities of the Data Warehouse.
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Business Benefits Example:
Using Market Share for Contests

* Business Need

— Brand Team (Genen-speak for Marketing team...) has launched new customer
segmentation strategy based on market share

— Brand Team is using market share movement within customer segments as a
basis for an incentive compensation contest

* What's slowing us down?

— Competitive data and targeting information is at physician level. Raptiva sales
data Is at address level. Pieces of information are spread across multiple
versions of customer records

— No consistent way to calculate market share

* Prescribing behavior cannot be viewed ‘“in total”
* Raptiva market share at segment and national level is understated and inaccurate
* How will Customer Master help?

— CM will tie competitive data, targeting information, and sales data together in
one record — Now we can focus on the business issue of the most accurate
way to calculate market share

— CM Team will provide options to the Brand Team outlining pros and cons of
using market share at address level vs. customer/account level — CM Team will
give_ the brand team the information necessary to make the best business

ecision to meet contest needs
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Master Data Management:
Strategy to Tactics

* Select a master system to create — Customer Master
* Create a Cross-reference — Integration Phase
— Integrate internal & external sources of data

— For external, focus on industry standards and force all others to provide
an industry standard

Create plan to fully support a downstream client — Data Warehouse for
sales & marketing reporting

Create a Total Data Quality Management Program — focus on 3 party
data new source “on-boarding”

* Customer Master as Source of Customer

— Customer Master acts as broker for management of customer records in
new transactional systems

— Create plan to migrate control of customer management in legacy
transactional systems

— Integration with other master systems — Product, Targeting, Alignment,
Employee, etc.
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Solution Conceptual Architecture
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Solution Selection Process

* Q4-2004: Received 2 custom development proposals from Sls

* Solution space review identified 5 vendors in Customer Data
Integration space

— Oracle — new

— Siebel — tight relationship to CRM solution, multiple partnering with other
vendors

— 2/3 remaining vendors specialize in Finance industry

— Siperian — Life sciences industry knowledge and starting point design
pattern

Q2-2006: This space has narrowed to Oracle and SAP as ERP
vendors, IBM under Information Integration platform, and Siperian as
standalone a CDI/MDM provider
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Solution Selection Process (cont’d)
Buy vs. Build Assessment

* Build Option (System Integrator proposal)

— Custom development would leverage Cleansing (First Logic or

Trillium) + ETL (Informatica) + Oracle (repository) + Java (web
interface) technologies.

— Pros: Flexibility, Familiar technology

— Cons: Solution built around “coding” not business rules. Rule
driven solution expensive

— Vendor solution allowed data driven business rules that can be
seen, updated, and versioned by the business

— Sufficiently detailed metadata for additional analysis
— Increased predictability around implementation period
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Solution Selection Process (cont’d)
Buy vs. Build Assessment

* Buy Option
— New space, new solutions  unknown
— Desire to not reinvent the wheel

¢ Vendor Solution Assessment before Commitment & Decision
— Conducted data model review, identified ~60% commonality
— Successful Proof of Concept within restricted time
¢ Integrated few source system data
* Extended model to assess impact
* Provided results to business
— Revised cost and timeline projections
— ... and proposal was approved by IT and business management
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Analysis Approach

1. Interviews to collect perspectives on Customer definition and Types

2. ldentified Where and How these types are being Created and used
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Analysis Approach (cont’d)

3. Collected unique identifiers per Application and Customer Type
— Included Name/Address combinations
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Data Model was a Key Deliverable & Driver

©2005

The DAMA International Symposium & WILSHIRE Meta-Da ta Conference
Denver, Colorado  April 23-27, 2006



Genentech Customer Master - An MDM/CDI Implementatio n
Mehmet Orun, Genentech, Inc. & Stephen Thompson, Genentech, Inc.

What was delivered in Phase 1? (April 2005)

@ Siperian Installation @ Cross-reference Reports & Files
Integration of Internal &

External Source Systems
Into Siperian Tool

¢ 7
b
> Details Include:
Validation Reports by Source System
l& Customer Cross Reference Report for linking of files in
Master the form of “temporary tables”
b

Sources Include: Short Term Benefits Include
EXTERNAL: )
3': Party Physician Data « Use the cross-reference report to link external dat  ato
3 Party Organization data internal sales data to support analysis
(non-retail)
INTERNAL: « Distribute reports source system owners to guide so urce
Sales Tracking System
Reimbursement system data Clean'up

Order Entry
Contracts
Speaker Bureau

© 2005, Genentech

2002, Cenente

What was delivered in Phase 2? (November 2005)

@ Hospital & Group Practice @ Create SFA sub-Master for Customer
Affiliation data Create a sub-master system for the SFA
« Physician to hospital team that will enable SFA team to match
« Physician to Group Practice temporary data sources & truncate later.

Provide x-ref from gCM back to SFA sub-

master.

r SFA Only
iht . Tz:::‘SA 11]9 Data Sources
For Match
DT o
Team B JJL-J ;Flli
Master
% % % % Sales lm
Team C 1=
Hospital &
Group Practice Affiliations <a"s?:‘29'> . Value of “SFA sub-
Master”:
« Enhanced Matching
of SFA data
>  Ability to match
Customer temporary sources of
Master customer data
« Ability to remove
sources (no merge)
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What was delivered in Phase 3? (April 2006)

@ Organization to Organization @ Integrate customer IDs from an external
Affiliation Data co-promote partner

* GPO to Payer (managed care plans) « Support for new product launch

« Payer to Payer « Coordinate SFA & sales data exchange

* Payer to Hospital with partner

* Hospital to Clinic « Establish process for future partnerships

Data I_>
Warehouse | = (——— <+—|_SFA
o

Data based on 3" party sources
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gCM Short & Long Term Plans

* Support needs of downstream clients (Data warehouse; CRM initiative)

— Downstream systems are the best place to showcase success of a master
data system

— Become the best source of cross-reference in Genentech
* Clean up source to source cross-reference; beat out source imbedded IDs
* Create navigation path for affiliations
¢ Allow for multiple hierarchies; match/merge if possible
¢ Allocate resources to manual maintenance of hierarchies/affiliations

— Provide single source of customer (add new sources as necessary)
* Create a Master Data Management Strategy & Roadmap

— Introduction & timing of new master data systems

— Support for other projects

— Migration strategy from cross-reference to customer data broker
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gCM Short & Long Term Plans

* Continue to build Total Data Quality Management Program
— Short term deliverables include:
* Assessment
® Score cards for gCM inter-source system match rates
® Create a new 3' party data “onboarding” process — in-house validation, user experience
— Long term to focus on data administration, meta data management, & quality
* Migration from gCM as cross-reference to broker / manager of new
customer creation and modification
This is the real challenge — will not be done over night

“Carrot” approach — be the best source of customer in town! Groups will want to
convert

Onboard new transactional systems with customer life-cycles to support this model
Develop 2-way data delivery systems (EAl / ESB; Ell)
* Migration from “Customer Master” to “Party Master”

— Develop process & policy hubs

— Provide customer information in context sensitive format to users
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Lessons Learned — Observations

* Pre-work: Data Standardization

— We preceded our CM project with a 2 year data standardization project regarding
Customer

— This set a solid foundation for matching & reconciliation
* Early wins
— Offer an Ad-hoc matching service (downstream clients)
— Help source systems consolidate and clean up their data (upstream clients)
— Provide seed customer data for new systems

— Engage marketing teams to help them simplify new market definitions — this is how we
pushed adoption

¢ Staffing Your Team

— Experience with industry specific data not important; just need to know data &
common data integration issues

— Need a strong mix of business and technical team members — many ways to design;
few ways that add business value

* Working with Data
— Obtain subject matter expertise on ALL DATA SOURCES in your CM system
— Develop technical and business expertise

— Develop use case scenarios
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We have a Customer Master, now what...

¢ Data Quality

— Having an integrated source does not mean it is trusted. Need to define

metrics, have data stewards, measure and publish quality

* Data Governance Model

« Define content &
quality needs.

« Specify points of
data entry,
update, & use

« Responsible for
content, quality,
... requirements
and monitoring

Data Owner ] [ Data Owner ]

[ Data Owner ]

P

I

P

Data Data
Steward Steward

Data Data
Steward | | Steward

Data
Steward

Data
Steward

f
'

~NA TS

I

* Monitor & audit
system content

« Identify root
cause of problems

© 2005, Genentech * SME for projects
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System

System

System

Data Warehousing

We have a Customer Master, now what...

* Should Customer Master data model map to data warehouse
customer dimensional area?

If/since Customer Master is the source for Customer Dimension, Yes for

logical:

— Makes mapping, ETL, and testing

— Physical model consistency may be difficult as match-merge algorithms of

CDI solutions may require additional denormalization

* At what level (Contributing vs. Customer) should the data be tracked?

— Do not underestimate the impact of unmerging records...

— Retain Merged and Contributing records in the normalized warehouse;

link transactions to the contributor

— In your dimensional stores (data marts/star schemas), build Customer
dimension based on the Consolidated view. Aggregates will roll up
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We have a Customer Master, now what...
Beyond Customer Master... (MDM)

* Beyond Customer Master, there is Vendor, Partner, or... Party
— Party Master business value proposition is different and must be established
— Party Master ownership and stewardship is at a different organizational level

— Customer Data Integration technology can enable Vendor... data integration or de-
duplication as part of the cleanup activity

— Implementing a Party and Party-Role model can still support a customer master
implementation

* Customer or Party relates to other master data (Product, Location)

— Focus on business value and identify if these relationships can be better managed
in their system of record and combined in a physical or virtual layer

— Ask your vendors how they would handle this
— Focus on change management and governance features
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Question & Answer

THANK YOU
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