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Saudi Arabia Health Trends




Number of deaths by risk factor, Saudi Arabia, 2017 B

Total annual number of deaths by risk factor, measured across all age groups and both sexes.

High blood pressure |G 1570
High body-mass index (obesity) I /.55
High blood suzar I 106
Outdoor air pollution |G - C
smoking | -0
Diet low in fruits |1 TN 2217
Low physical activity || ENGNEE =552
Diet low in vegetables | =525
Secondhand smoke | 1.570
Low birth weight [N 1.545
Druguse | 1.171
Low bone mineral density [l 652 .
Alcohol use [l 533 DeathS R|Sk FaCtOF,
Unsafe sex ] 518
Mo access to handwashing facility | 129 S d 1 b 1 O
Unsafe water source | 94 a u I Ara Ia} 2 17
Child wasting | 91
Housshaold air pollution | 22
Iron deficiency 21
Poor sanitation = 14
Man-exclusive breastfeeding | 11
Yitamin-A deficiency 10
Child stunting 7
Zinc deficiency 2
Dizcontinued breastfeeding | 1

0 5,000 10,000 15,000
source: IHME, Global Burden of Disease (GED) CCBY
P 1990 § 2017
= Change country Relative change CHART DATA SOURCES L3 - H



https://ourworldindata.org/causes-of-death

Cur World

in Data

Share of deaths by cause, Saudi Arabia, 2017

Data refers to the specific cause of death, which is distinguished from risk factors for death, such as air pollution, diet
and other lifestyle factors. This is shown by cause of death as the percentage of total deaths.

Cardiovascular diseases GGG 55550
Road incidents I 17 715

) Cancers I 12 5234
_ Kidney disease | 2.04%
Lower respiratory infections I 5.7 1%

) . Dementiz [ 5.57%
Digestive diseases 3.29%
Respiratory diseases 2.82%
Liver dizeaze I 2.6%

rHeonatal deaths 2.54%
Dizbetes mellitus [ 2.25%
Crowning [l 1.4%
Su'l-.'l::l'_l:le =D1j’.:ljﬁxﬁ
ire Wis¥
Tub losi 0.72%
uberculos's M 0725 Common Cause of
Death in Saudi

Parkinson disease | 0.5%
Cirug disorders g 0.49%
Homicide § 0.32%
Charrheal diseases | 0.22%
Hepatitis | 0.17% M
Meningitis | 0.15% Arabia 2017.
mMaternal deaths | 0.14%
Alcohol disorders | 0012%
Heat-related (hot and cold exposure) | 00115%
Mutritional deficiencies | 0.05%

Protein-energy malnutrition | 0.055%
Terrorism | 0.035%

Malaria | 0.02%
Matural disasters | <0.01%
Conflict | 0% (in 2014)
02: 5og 10%; 15% 20% 25% S0%
Source: IHME, Global Burden of Disease CCBY
P 1990 § 2017
X < i

= Change country CHARET DATA SOURCES



https://ourworldindata.org/causes-of-death

Deaths by age, Saudi Arabia

Total annual number of deaths from all causes, broken down by broad age categories.
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https://ourworldindata.org/causes-of-death

Saudi Arabia Health Trends

Comprehensive Breakdown of Health by Ages




Our World

Causes of death in 5-14 year olds, Saudi Arabia, 2017 ur Wor
Annual number of deaths by cause in children aged & to 14 years old, across both sexes. Data refers to the specific
cause of death, which is distinguished from risk factors for death, such as air pollution, diet and other lifestyle factors.
See sources for further details on definitions of specific cause categories. Data on deaths related to terrorism and

executions are not available by age group, 5o have been excluded.

Road accidents | 5
Cancers | 105

Crowning 36
Lower respiratory infections 33
Cardiovascular disease 30

Fire |G 22
Kidney disease [ 13
Digestive diseases [N 12
Liver diseaze a
HIV/AIDS = g 5 — 14
Respiratory disease i &
Dizarrheal diseazes &
Mo B Years Breakdown
Digbetes mellitus =~ 3
Heat-related deaths (hot or cold exposure) § 3
Suicide || 3
Tuberculosis | 2
Mutritional deficiencies | 1
Protein-energy malnutrition | 1
Hepatitis | <1
Matural disasters | <1
Malaria | <1

0 20 40 60 a0 100 120 140 160 180

Source: IHME, Global Burden of Disease (GED) CCBY
P 1990 #2017
CHART DATA SOURCES £ < Ld

= Change country



https://ourworldindata.org/causes-of-death

Cur World

Causes of death in 15-49 year olds, Saudi Arabia, 2017 ur Wor
Annual number of deaths by cause for people aged 15 to 49 years old. Data refers to the specific cause of death, which
is distinguished from risk factors for death, such as air pollution, diet and other lifestyle factors. Data on deaths related to

terrorism and executions are not available by age group, so have been excluded.

Road accidents I 7,183
6,185

Cardiovascular diseaze
Cancers IGO0
Crowning N 551
Suicide [N 595
Lower respiratory infections [ 255
Kidney disease 826
Digestive diseases 737

Liver disease 377
) p Fire il 454
Respiratory disease i 4446
HIV/AIDS [ 412 15 — 49
Diabetes mellitus Il 34
Drug disorder [l 318
Homicide il 269 kd
Tuberculosis 254 Yea rs B rea OW n
Alcohol disorder | 84
Heat-related deaths (hot or cold exposure) | &5
Hepatitis | 33
Diarrheal diseases | 50
Dementia | 13
Parkinson's disease | 12
talaria | 11
Hutritional deficiencies | 10
Protein-energy malnutrition | 8

Matural disasters | 3
0 2,000 4,000 6,000 8,000
Source: IHME, Global Burden of Disease (GED) CC BY
P 1990 § 2017
CHART DATA SOURCES X - HH

= Change country



https://ourworldindata.org/causes-of-death

Causes of death in 50-69 year olds, Saudi Arabia, 2017 Our World
Annual number of deaths by cause for people aged 50 to 69 years old. Data refers to the specific cause of death, which
is distinguished from risk factors for death, such as air pollution, diet and other lifestyle factors. Data on deaths related to
terrorism and executions are not available by age group, so have been excluded.

Cardiovascular diseases I 13,101

Cancers 4543
Road accidents | Z.105
Kidney disease | 1.571
Digestive diseases IR 1.249

Lower respiratary infections 1,204
Liver disease 1.053
Respiratory disease 245

Dementiz il 314
Crowning ] 224
Tuberculosis i 201
Suicide JJ 1546 50 - 69
Fire | 1256
Drug disorder | 103
Parkinson's dissase 1 76 Yea rs B rea kd OW n
HMWAIDS | 7O
Hepatitis | &7
Charrheal diseases | 35
Heat-related deaths (hot or cold exposure) | 31
Alcohal disorder | 30
Homicide | 24
Mutritional deficiencies | &
Protein-energy malnutrition | &

tdalaria | 3
Matural disasters | <1
0 2,000 4000 6,000 8,000 10,000 12,000
Source: IHME, Global Burden of Disease (GED) CCBY
P 1990 § 2017
= Change country CHART DATA SOURCES X - HH



https://ourworldindata.org/causes-of-death

Causes of death in 70+ year olds, Saudi Arabia, 2017 Our World
Annual number of deaths by cause in adults aged 70+ years old, across both sexes. Data refers to the specific cause of L

death, which is distinguished from risk factors for death, such as air pollution, diet and other lifestyle factors. See
sources for further details on definitions of specific cause categories. Data on deaths related to terrorism and executions

are not available by age group, so have been excluded.

Cardiovascular disease [IIINEEGEGEGEEGEEEEEEEEEEEEE— 12,278
Cancers 3099
Dementia G 043
Kidney disease N 1.530
Lower respiratory infections [ 1.355
Respiratory disease | 1.250
Digestive diseazes 1,092
Liver disease 814
Dizbetes mellitus &85
Road accidents [l 450
Parkinson's disease [l 333 70+
Tuberculosis i 220
Diarrheal diseaszes | 84
Fire | 51 kd
Drug use disorders | 44 Yea rS Brea Own
Hepatitis | 33
Suicide | 29
Mutritional deficiencies | 24
Protein-energy malnutrition | 24

Drowning | 23
Heat-related deaths (hot or cold exposure) | 5
HiWaIDs | 4
Alcohol use disorders | 4
Homicide | 3
Malaria | 2
Matural disasters | <1
0 2,000 4,000 &,000 8,000 10,000 12,000
Source: IHME, Global Burden of Disease (GBLD) CCBY
> 1990 #2017
+ Change country CHART DATA SOURCES X L i



https://ourworldindata.org/causes-of-death

How long do people live?
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Saudi Arabia
Life Expectancy Rate
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1990 | 2017 | 1990 | 2017
Females &7.1 6 737 794

Males 63.2 730 704 753

Life expectancy, 1990-2017



http://www.healthdata.org/saudi-arabia

Attitudes Towards

Digital Health in Saudi Arabia




FIGURE 1.

@ Important
\ . .

@ Not very important Arabs’ Attitudes
Not at all igi

@ Not at all important towards D|g|ta|

Health Care

CONSUMERS

Most (84%) consumers find technology important in managing their health (see Figure 1).

Consumers who use technology to manage their health use websites (449%), apps (40%),
social media (41%) and wearable technology (14%). Remote consultation (24%) and remote
monitoring (12%) are also used by some consumers for health management ( see Figure 2).

FIGURE 2.

Digitally Driven Healthcare Experience Saudi Arabia - Accenture



Usage Behaviour

of Digital Channels by Saudi Users




FIGURE 2.
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Comprehensive Digital Snapshot of Saudi Users

Demographic Profiles, Device Usage, Daily Usage Frequency, Most
Active Channels, E-Commerce Activities, Engagement Behavior
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DIGITAL 2019

SAUDI ARABIA

ALLTHE DATA AND TRENDS YOU MNEED TO UNDERSTAMND IMTERMET,
SOCIAL MEDIA, MOBILE, AND E-COMMERCE BEHAVIOURS IN 2019

we .
are. @ Hootsuite



SAUDI ARABIA 20y

THE ESSENTIAL HEADLINE DATA YOU NEED TO UNDERSTAND MOBILE, INTERNET, AND SOCIAL MEDIA USE

TOTAL MOBILE INTERNET ACTIVE SOCIAL MOBILE SOCIAL
POPULATION SUBSCRIPTIONS USERS MEDIA USERS MEDIA USERS

33.85 43.80 30.26 23.00 16.00

MILLION MILLION MILLION MILLION MILLION
URBANISATION: vs. POPULATION: PENETRATION: PENETRATION: PENETRATION:

84% 129% 89% 68% 47 %

£ POPULATION: UNITED NATIONS; U.S. CENSUS BUREAU. MOBRE: GSMA INTELUIGENCE. INTERNET: INTERNETWORLDSTATS; 1TU; WORLD BANK; CIA WORLD FACTBOOK; EURDSTAT . we
» - 1T T NS e -t e T - = TE/MDAIC” CEIE CEDAS U TIC -y - corre ™~
soRUATOS LA e e e e e e o @ Hootsuite" are,
\GHAEE BOSE £U.|ALL LATEST AVAILABLE DATA IN JANLIARY 2015 social



MOBILE PHONE
(ANY TYPE)

98%

TELEVISION
(ANY KIND)

83%

SOURCE: GOOGLE CONSUMER BARCMETER (COLLECTED JANUARY 2018)
ADULT POPULATION', ADVISORY: COOGIE HAS NOT UPDATED ITS CONSU
NSIGHTS INTO DIGITAL BEHAVIOURS IN THE FEATURED MARK

DEVICE USAGE

PERCENTAGE OF THE ADULT POPULATION * THAT USES EACH KIND OF DEVICE [SURVEY-BASED]

LAPTOP OR DESKTOP
COMPUTER

56%

DEVICE FOR STREAMING E-READER
INTERNET CONTENTTO TV DEVICE

5% 1%

TABLET
DEVICE

22%

WEARABLE
TECH DEVICE

Hootsuite" é?gi



TIME SPENT WITH MEDIA ey

AVERAGE DAILY TIME SPENT CONSUMING AND INTERACTING WITH MEDIA [SURVEY BASED]

AVERAGE DAILY TIME AVERAGE DAILY TIME AVERAGE DAILY TV VIEWING TIME AVERAGE DAILY TIME
SPENT USING THE SPENT USING SOCIAL (BROADCAST, STREAMING SPENT LISTENING TO
INTERMNET VIA ANY DEVICE MEDIA VIA ANY DEVICE AND VIDEO ON DEMAND) STREAMING MUSIC

6H 44M 2H 50M 3H 21TM 1H 16M

SOURCE: GLOBAIWEBINDEX (G2 & G3 2018). FIGURES REFRESENT THE FINDINGS OF A BROAD SURVEY OF INTERMET USERS AGED 18-64. TIMES ARE DAILY AVERAGES, REPORTED IN HOURS r... WE
o AN MINUTES. MOTE: SOME ACTIVITIES MAY TAKE PLACE CONCURRENTL? HﬂﬂtSl.lltE gggiﬂl



INTERNET USE: DEVICE PERSPECTIVE L

BASED OM ACTIVE INTERMNET USER DATA, AND ACTIVE USE OF INTERMNET-POWERED MOBILE SERVICES

TOTAL NUMBER INTERNET USERS AS TOTAL NUMBER MOBILE INTERMNET USERS
OF ACTIVE A PERCENTAGE OF OF ACTIVE MOBILE AS A PERCENTAGE
INTERNET USERS TOTAL POPULATION INTERNET USERS OF TOTAL POPULATION

7

30.26 89% 27.14 80%

MILLION MILLION

SOURCES: IMTERMETW ORLDSTATS; ITU; WORLD BAME; ClA WORLD FACTROOK, LOCAL GOWERMMENT BODIES AMD REGULATORY ALUTHOEITIES,; MIDEASTMEDIA ORG; REFOETS IM EEFUTARLE - - we
o i .:::;___.E-._... i {;. ..:E E-;..__._ ns :.;.: .'-..;;:'-' _.::_:E:. .; .:  MEDIAPLATFORMS VA EARNINGS RELEASES HﬂﬂtE“ltE g;giul



FREQUENCY OF INTERNET USE L

HOW OFTEN IMNTERMET USERS ACCESS THE INTERMNET FOR PERSOMNAL REASOMNS (ANY DEVICE)

EVERY AT LEAST ONCE AT LEAST OMNCE LESS THAN OMNCE
DAY PER WEEK PER MONTH PER MONTH

88% 9% 3% 0%

e e e « _WE
o BELIEYE THAT THE DATASET STILL CHFFERS REFRESEMTATINE IMSIEHTS IMTO MMGITAL BEHAVIOURS 1M THE FEATURED MMARKET: HmtSIHtE Eggi‘ul



CONTENT STREAMING ACTIVITIES 2

PERCENTAGE OF INTERNET USERS WHO STREAM EACH KIND OF CONTENT EACH MONTH [SURVEY BASED]

WATCH VIDEOS STREAM TV CONTENT PLAY GAMES STREAMED WATCH LIVE STREAMS OF WATCH E-SPORTS
ONLINE VIA THE INTERNET LIVE VIA THE INTERNET OTHERS PLAYING GAMES TOURNAMENTS

95% 52% 26%  20% 12%

. we
° SOURCE: GLOBAIWESINDEX |2 & Q) 2015). FIGURES ZEPRESENT THE FINDINGS OF A BROAD SURVEY OF INTERNET USERS AGED 14-64 Hootsuite gggial



SOCIAL MEDIA OVERVIEW L8

BASED ON MONTHLY ACTIVE USERS OF THE MOST ACTIVE SOCIAL MEDIA PLATFORMS -
TOTAL NUMBER ACTIVE SOCIAL MEDIA TOTAL NUMBER OF ACTIVE ACTIVE MOBILE SOCIAL
OF ACTIVE SOCIAL USERS AS A PERCENTAGE SOCIAL USERS ACCESSING USERS AS A PERCENTAGE
MEDIA USERS OF TOTAL POPULATION VIA MOBILE DEVICES OF THE TOTAL POPULATION

23.00 68% 16.00 47 %

MILLION MILLION

SOURCES: LATEST DATA PUBUSHED BY SOCIAL MEDIA PLATFORMS VIA PRESS RELEASES, INVESTOR EARNINGS ANNOUNCEMENTS, AND N SELF-SERVE ADVERTISING TOOLS: ARAB SOCIAL 2 ~ we
° MEDIA REFORT:- TECHRASA: NIKI AGHAEL R05E RU- KEPIOS ANALYSIS HOOtsu'te g&e:ial



SOCIAL MEDIA BEHAVIOURS ey

HOW INTERNET USERS ENGAGE WITH SOCIAL MEDIA [SURVEY BASED]

VISITED OR USED A SOCIAL ACTIVELY ENGAGED WITH AVERAGE AMOUNT AVERAGE NUMBER OF PERCENTAGE OF INTERNET
NETWORK OR MESSAGING OR CONTRIBUTED TO SOCIAL OF TIME PER DAY SPENT SOCIAL MEDIA ACCOUNTS USERS WHO USE SOCIAL
SERVICE IN THE PAST MONTH MEDIA IN THE PAST MONTH USING SOCIAL MEDIA PER INTERNET USER* MEDIA FOR WORK PURPOSES

A 83% 2H 50M 9.3 22%

[ St e R bt | Hootsuite" are.



MOST ACTIVE SOCIAL MEDIA PLATFORMS S0

PERCENTAGE OF INTERMET USERS WHO REPORT USING EACH PLATFORM [SURVEY BASED)

YOUTUBE — 13%
wratsare - [1199) Hootsuite” are. 1%

racesook | 7%
s T AG R |, 0%

TwiT e R | 5%
snapcHAT - |, 3%

FB MESSENGER 39%
SKYPE 27%
unkeoin [ 24%
LINE 19%
WECHAT 18%

pinreresT I 15%
ruvete [ 5% B socinework
TwiTeH 14% MESSENGER / VOIP
sa0c0 N 13%

VIBER 13%

@ Hootsuite" are
SOURCE GLOBAIWEEIMDEX (QZ & Q3 Z018). AGLURES EEFEESEMT THE FINDIMGS OF A BEOAD SURVEY OF INTERMET USERS AZED 1654
social




JAN

TOTAL ADVERTISING

AUDIENCE ON FACEROOK AUDIENCE ON INSTAGRAM

(MONTHLY ACTIVE USERS)

TOTAL ADVERTISING

(MONTHLY ACTIVE USERS)

TOTAL ADVERTISING
AUDIENCE ON TWITTER
(MONTHLY ACTIVE USERS)

SOCIAL MEDIA ADVERTISING AUDIENCES

A COMPARISON OF THE TOTAL ADDRESSABLE ADVERTISING AUDIENCE™ OF SELECTED SOCIAL MEDIA PLATFORMS

TOTAL ADVERTISING
AUDIENCE ON SNAPCHAT
(MONTHLY ACTIVE USERS)

POPE

15.00

13.00

MILLION MILLION
FEMALE MALE FEMALE MALE
22% 78% 37% 63%

11.27

MILLION
FEMALE MALE
29% 71%

13.65

MILLION
FEMALE MALE
51% 47%

1%]. * MOTE: FIGURES REFRESENT ADDRESSABLE ADVERTISING ALDIEMCE

TOTAL ADVERTISING
AUDIENCE ON LINKEDIN
(REGISTERED MEMBERS)

3.40

MILLION

FEMALE MALE

17% 83%

Hootsuite are. |



SOCIAL MEDIA AUDIENCE PROFILE S0

BASED OM THE COMBINED ADVERTISING AUDIENCES OF FACEBOOK, INSTAGRAM, ANMD FACEBOOK MESSENGER

7%
B FEMALE
MALE
14% 14%
13%
7%
. 4%
Hootsui A o
% 1% cia - 1% 1% % 1%
] [ ] —
[ = 18 - 24 25 = 34 35 = 44 45 - 54 55 - &4 &5+
YEARS OLD YEARS OLD YEARS OLD YEARS OLD YEARS OLD YEARS OLD YEARS QLD

o ooltsuite" are
SOURCE: EXTRAPOLATED FROM FACEBOOK DATA [IAMUARY 2019); KEPIOS AMALYSIS. NOTE: FACEBOOK DOES MOT PUBLISH AUDIENCE DATA FOR GEMDERS OTHER THAN “MALE OR FEMALE H
social




E-COMMERCE ACTIVITIES e

PERCENTAGE OF INTERMNET USERS WHO REPORT PERFORMING EACH ACTIVITY IN THE PAST MONTH [SURVEY BASED]

SEARCHED ONLIMNE VISITED AN ONLINE PURCHASED A MADE AN ONLINE MADE AN ONLINE
FOR A PRODUCT RETAIL STORE ON THE PRODUCT OR SERVICE PURCHASE VIA A LAFTOP PURCHASE VIA A
OR SERVICE TO BUY WEB [ANY DEVICE) OMLINE (ANY DEVICE) OR DESKTOP COMPUTER MOBILE DEVICE

79% 84% 64% 24% 51%

. we
e SOURCE GLOBANWEBIMDEX (G2 & Q3 201B). FGURES REFRESEMT THE FINDIMGS OF A BROAD SURVEY OF INTERMET USERS AGED 1&6-64 Hnntsulteu g;giﬂl



Why to go Digital?




> .
consulting

PATIENTS WANT A
Because.. | LEAVY DOSE OF DIGITAL

Healthcare consumers in Saudi Arabia want a

digitally enabled care experience to better
manage their health.
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Competition Analysis

Nahdi & Dawaa




Saaill

al-dawaa pharmacies

nahdi

Full of Hope Lol LIS




Posting Frequency Per Week

Number of Page Posts Jul 17, 2019 - Aug 21, 2019

100

5

i ]
. | Il s m N.

Jul 17 Jul 24 Jul 31 Aug 7 Aug 14

Sum of Page Posts

190 81

Average Page Posts per Week

38.00 16.20

Nahdi | Dawaa

Interactions Per Week
Number of Interactions on Page Posts Jul 17, 2019 - Aug 21, 2019

100k

0 — — . — . -
Jul 17 Jul 24 Jul 31 Aug 7 Aug 14

Max interactions per 1000 fans

73.986 97.347

Min interactions per 1000 fans

1.072 10.527

Sum of interactions per 1000 fans per period

87.529 184.592




0 Nahdi
}fgﬁg} 9th August, 2019

s b

pe aSLAIL G sosgill L jes )
aSaudiMOH aceall Jabasdl 9 alias
sLiv il as o W] ao Sall aSa aakaias
oo ade¥l anall ale JI aisiig placd
oo e pall Suug pall oo uls

walineg ol

Total Interactions 15938
Reactions 15652
Comments 66
Shares 220
Interaction

per 1k Fans 13071

Nahdi ‘ Dawaa

o Nahdi
ﬁgﬁf,’{ 11th August,

2019

229 UK Gar I g dannd sslen

daly pjas abs 1 Ly oolginty
1440 x> JaVl sl awit

Total Interactions
Reactions
Comments

Shares

Interaction
per 1k Fans

31109
27208
332
3569
25512

o Nahdi
g;gg} 8th August, 2019

Ppll allo aSiesn dxau W ja>

lgseS caa W aukall loy

sxall aoaii podl

14404 . alls

Total Interactions
Reactions
Comments

Shares

Interaction
per 1k Fans

1I

_Seis

13791
13656

11.310

Sl_g).” CJU.L_A.-O
30th July, 2019

5> JUS igu tlaall Ga poul Lidl> 9
duaiglall s Il ol e b,
Vool oy rinSEl sl Ggll Conpliall
b= Jl, Yo adl ol daswi, o lls

sl Y - Silisao idiie - labis ..

Total Interactions 3699
Reactions 395
Comments 3171
Shares 133
Interaction

per 1k Fans 17461

clgall lameo
8th August, 2019

e b Y] JaS L aglndl el collaod
() e ¥sS puslis Jla ol lgsiy
el 3llis Jler Loz e
http//bitly/2MdBfzY #elg il ldao

R
s

_,1"
/

Total Interactions 18 676
Reactions 18 493
Comments 115
Shares 68
Interaction

per 1k Fans 82161

clgal llpo
20th July, 2019

ps el gl 3w LS Maybelline
Jwa9s Nascita, Las ol Lle s e
saaakll 8 ELLVIE V-l Ga (ieSil
o= JU, Y- adl b dais G ls

grankll 2L,Y - 2liliy a0 siskiin - lolau>

it
Total Interactions 3022
Reactions 363
Comments 2536
Shares 123
Interaction

per 1k Fans 14.265

Snapshot of the Most Successful Content




Competition Analysis

Pharmeasy & Saydl|




Take it easy

/ PharmEasy




Posting Frequency Per Week Interactions Per Week

Number of Interactions on Page Posts Jul 17, 2019 - Aug 21, 2019
Number of Page Posts Jul 17, 2019 - Aug 21, 2019

100k

50k
i I

1 | 1 | |
Jul 17 Jul 24 Jul 31 Aug 7 Aug 14
]

Jul 17 Jul 24 Jul 31 Aug 7 Aug 14 Max interactions per 1000 fans

10

1023.333 0.000

Sum of Page Posts

Min interactions per 1000 fans

24 0

Average Page Posts per Week

2.132 0.000

Sum of interactions per 1000 fans per period

4.80 0.00

1 897.543 0.000

Pharmeasy ‘ Sayd|




PharmEasy
Twéx & wery
QPharmEasy | 2th August,
2019

Ditch those old methods and go wild
Order from the PharmEasy app, the one-

stop solution for all your healthcare

needs. To download the App, t
https://bit.ly/2MOmudq #PharmEasy

#Medicines ...

Total Interactions 61 065
Reactions 60 967
Comments 56
Shares 42
Interaction 845.588

per 1k Fans

Pharmeasy

PharmEasy

Qeharmeasy 1 4th August,
2019

Stop running around for your medicines,
simply have them home delivered from
PharmEasy. Download the App now:
https.//bit ly/2M0mudq #PharmEasy
#TakeltEasy #Medicines
#MedicalSupplies .

Total Interactions 73 866
Reactions 73618
Comments 69
Shares 179
Interaction 1 022.848
per 1k Fans

Sayd|

PharmEasy
Qphamessy  23rd July, 2019

Have you ever witnessed a diabetic
person suddenly feeling vulnerable and
nauseous? They could be suffering from

Diabet ychoss. Watch Or. Kersi

Chavda, consuitant psychiatrist talk in
detai

P
f 8. WEROI L

i w, 3

Total Interactions 1127
Reactions 769
Comments 25
Shares 333
Interaction

per 1k Fans 15.606

No Recent Posting by
Saydl|

Snapshot of the Most Successful Content




Key Findings

Nahdi, Dawaa, Pharmeasy & Sayd|




Q&aaj.ll
Aahdi

Full of Hope Lol LLLS

Comm. Strategy:

Hajj Highlights, Promotions,
95% Arabic Content, Usage of
Vector Based Imgs & Real Shoot

Media Type

Major Focus on Static content
With limited videos

Promotion Strategy:

BTL, Social Media & Discount
offering

M c'9¥Iablun

al-dawaa pharmacies
2g2a A agley

Comm. Strategy:

Self Branding, Special Days Posts
Random Highlights of Products with
Real shoots and Vectors

Media Type
Active Publishing of videos along

With static content

Promotion Strategy:
Social Media

Take it easy

/) PharmEasy

Comm. Strategy:

Leverage Trending Topics, Special
Days Posting, Health Awareness,
Self Branding, Random Facts

Media Type
Moderately using video and

Images Both through vectors
and real photos

Promotion Strategy:

Competitions, Social Media

Comm. Strategy:

Highlighting Presence only

Media Type
Through Vector videos and

Static Content

Promotion Strategy:

Not Active on Digital




May 22, 2019 - Aug 20, 2019

’ ® =
20%
(]
>
MOST EFFECTIVE POST
155 PROMOTION STRATEGY ‘ _ _
i &,«“"‘ According to their
i M recent activity and
A\* o .
g ] ® paid promotions,
F Pharmeasy
§ manage to get
:':; most paid
impressions.
» % 25% S0% 75% 100%
% of Promotad Post=s

[W] Nahdi (@) 54 === (@) PharmEasy




Media & Content Strategy

Categories.




FACEBOOK ENGAGEMENT BENCHMARKS s

THE NUMBER OF PECPLE WHO ENGAGE WITH A FACEBOOK PAGE'S POSTS vs. PAGE REACH

AVERAGE ENGAGEMENT AVERAGE ENGAGEMEMNT AVERAGE ENGAGEMENT AVERAGE ENGAGEMENT AVERAGE EMGAGEMENT

RATE FOR FACEBOOK RATE FOR FACEBOOK RATE FOR FACEBOOK RATE FOR FACEBOOK RATE FOR FACEBOOK
PAGE POSTS (ALL TYPES OF PAGE VIDEO POSTS PAGE PHOTO POSTS PAGE LINK POSTS PAGE STATUS POSTS
POST, ALL TYPES OF PAGE™) (ALLTYPES OF PAGE™) (ALL TYPES OF PAGE™) (ALL TYPES OF PAGE™) (ALL TYPES OF PAGE™)

A X ACy

4.11% S5.71% 5.91% 4.13% 2.03%

“The Distribution of Media Format has been allocated according to this data”

o SOURCE: | W I LLARY GLUIRES REPRESEMT AVERMGI R *MOTE: FIGURES REPRESEMT AVERAGE B A B RAMGE OF DIFFEREMT PAGES. O AVERAGE, PGE! Hnutsuite" H'EE
&TTH LARCER A LIDIER CES REATER FUMBERS OF *PAGE LIKES'] WiLL EXPERIERCE LOPWER LEVELS OF ERGASEMENT ACH PES. ADVISORY: MARY LARGE BRAM SES WLl . .



Media Strategy and Execution

Sunday Monday Tuesday Wednesday Thursday Friday Saturday

Video Static Video Static Static Video
User User User
. Benefit Benefit Benefit
StatIC Announcement RepOSt Announcement RepOSt RepOSt Announcement
(Video) (Video) (Video)
Value Features Convenience Features Value Convenience Repost
(Video) (Video) (Video)

Next Way Forward Suggestion based on results and engagement

—

—

Pre-Hype (Awareness)

Launch

Post Launch




Tentative Timeline of Execution




Timeline of Activities By Phases

Q Communication Channels: Facebook, Instagram, & Youtube As per the Social Media Data
=
E
-
<
(S}
c
:
TlU Brand Awareness
< ontent Publishing P
= ) ) Establishing presence
= Social Media Setup P on Social Mediums 4l Users Response Management
a

e y D post-Launch 3

nd
| 1t Month 2"Y Month




Budget

Terms & Conditions:

No Uk WN R

All Marketing Campaigns are Subject to Approval from the Selected Channels (YouTube, Facebook, & Instagram)

It may be required to re-adjust the strategy and budgets in-case campaign is not approved by (Facebook, Insta or YT).
It may be required to create a Landing Page/ Website for YouTube Campaigns to begin.

The timeline for YouTube marketing may be extended depending on the creation of landing page or Website
Initiation of the campaign is subject to the availability of creative assets. (Images, Videos on the required dimensions)
An agency service fee may be applicable for the management/ Development and handling the tasks.

The proposed results are subject to change in-case of change in dollar rate.




Total Investment Split

Budget Allocation

Allocation | Conversion to
. Channel Duration
($) (Riyal)

Facebook, Instagram &
Testing Budget 10,000 37500 Youtube 1 Month

20,000 75000 Facebook & Instagram
Scaling Budget 5 2 Months

20,000 75000 Youtube
Total Budget | 50000 USD 187,500

Note: Dollor Conversion to Riyal on 23 August 2019 is 3.75




Test Investment (Breakup)
Expected Results




Facebook & Instagram (Testing)

Facebook & Instagram (Test)
. Break-up/ .
Channel AIIocat.e d Conve.rsmn to objective Per da.y Spend Objectives Per Day Results Estimated
Budgetin $ (Riyal) ) (Riyal) Results
(Riyal)
3,750 195 Likes 150 4,500
Video Views
3,750 195 (Reach) 4000 120,000
Facebook &
5,000 18,750 3,750 Brand Awareness 9000 270,000
Instagram 125
3,750 195 Post Engagement 400 12,000
Post Engagement
3,750 15 (Quiz, Campaign) 400 12,000

Note: Dollor Conversion to Riyal on 23" August 2019 is 3.75




YouTube (Testing)

YouTube (Test)
Allocated Conversion to Bre.ak-t.xp/ Per day spend .. Pe': day Avall.a\ ble
Channel Budget in Rival objective (Riyal) Objectives available Impressions for
8 4 (Riyal) 4 impressions* 1 month*

4,688 156 Non-Skippable Ads| 1,500,000 45,000,000
4,688 156 Bumper Ads

Youtube 5,000 18750 000,000 18,000,000
4,688 156 Skippable Ads 600,000 18,000,000
4,688 156 Outsream 2,000,000 60,000,000

Note: Dollor Conversion to Riyal on 23 August 2019 is 3.75

*The Available impressions are calculated based on the campaign settings such as (Targeting, Location & Duration) but not the allocated budget
or bid. Which means the higher the budget will result in more impressions from the available pool and the lower budget will result in less
Less impressions from the pool.




Scaled Investment
Expected Results




Facebook & Instagram

Facebook & Instagram

Allocated | Conversion To Bre.ak-Elp/ Per day Spend .. Per Day Estimated
Channel . . objective . Objectives
Budgetin $ (Riyal) ) (Riyal) Results Results
(Riyal)
15,000 250 Likes 500 30,000
Video Views
15,000 250 (Reach) 25000 1,500,000
Facebook
& 20,000 75,000 15,000 250 Brand Awareness 85000 5 100,000
Instagram
15,000 250 Post Engagement 2000 120,000
Post Engagement
15,000 250 (Quiz, Campaign) 2000 120,000

Note: Dollor Conversion to Riyal on 23 August 2019 is 3.75




Youtube

Youtube
Allocated | Conversion To Break-up/ N Per: day Avallal?le

Channel . . . . Per day Spend Objectives available Impressions
Budgetin $ Riyal objective . N %

impressions* | for 2 month

Non-Skippable
15,000 250 Ads 1,500,000 90,000,000
15,000 250 Bumper Ads 600,000 36,000,000
Youtube 20,000 75,000
15,000 250 Skippable Ads 600,000 36,000,000
30,000 500 Outsream 2,000,000 120,000,000

Note: Dollor Conversion to Riyal on 23 August 2019 is 3.75

The Available impressions are calculated based on the campaign settings such as (Targeting, Location & Duration) but not the allocated budget
or bid. Which means the higher the budget will result in more impressions from the available pool and the lower budget will result in less
Less impressions from the pool.




Thank You.

In-case of any clarification required, then feel free to contact.




