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Who Is AmerisourceBergen?

Who we are:

AmerisourceBergen is a leading global healthcare solutions company.

What we do:

We shape healthcare delivery with solutions that improve product access,
increase supply chain efficiency, and enhance patient care.
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I Services and Solutions

Global Sourcing & Distribution
Services

Manufacturer

Provider Solutions
Solutions

Pharmacy
Solutions
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Xcenda and AmerisourceBergen

Xcenda, L.L.C. (Xcenda) is an indirect wholly owned subsidiary of
AmerisourceBergen Corporation, a publicly traded company under the NYSE
(stock symbol: ABC)

Xcenda has its own finances and management and operates as a separate
legal entity under the ABC corporate umbrella

AMERISOURCEBERGEN SPECIALTY GROUP

James Frary, President

e SRRSO ENG ASD HEALTHCARE GLOBAL SPECIALTY AMERISOURCEBERGEN
Dave Leverette, President Neil Herson, President LOGISTICS CONSULTING SERVICES

Doug Cook, President Amy Grogg, President

Oncology Supply Blood products > ICS Xcenda

Besse Medical BDIEWAS > World Courier Lash Group

ION Solutions Vaccines Premier Source

IntrinsiQ Specialty AmerisourceBergen

US Bioservices distribution Specialty Canada
Imedex
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I Xcenda: Who We Are

CONSULTING PROFESSIONALS WITH EXPERTISE IN:

2 lai dn aus

Reimbursement Health Economics Managed Markets Brand Strategy

Internationally recognized expertise in
MANAGED MAREKETS, CREATIVE
EXECUTION, REIMBURSEMENT, HEALTH
ECONONMICS, and MAREET INSIGHTS

We provide STRATEGIC GUIDANCE and -
TACTICAL EXECUTION that deliver value at 270+ Associates

every stage of the product life cycle .
6 Locations

STAFF MIX:
* Former managed care decision makers  * PhD health economists * Market researchers
* Former payer marketers * Data analysts * Experienced agency personnel
» Former office managers * Health policy experts * Graphic designers
* Certified coders * Clinicians (PharmDs, RNs, MDs) * Digital programmers
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I Culture of Quality Survey

A Forbes Insights, in partnership with ASQ, conducted a global survey
of 2,291 executives and managers in April 2014

A Nearly 3 out of 5 survey respondents (59%) said their organization
exhibits fAa comwrdbensl vaetegonbdbupgu

- While 75% of those with senior or C-suite titles believe this, responses
drop to less than half among those with quality job titles

R

1. Forbes Insights Culture of Quality. In association with ASQ. 2014.
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I Fostering a Culture of Quality

A Where does your company fall on the continuum?

A Are there opportunities to enhance your culture of quality?

Quality is a way of life

Limited focus on quality

R

AmerisourceBergen'



N Xcenda
AmerisourceBergen

Xcenda Quality Campaign
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I Fostering a Culture of Quality: Overview

A First annual Quality Campaign at Xcenda

A Designed to keep quality alive all year long

p _\\

/

ovvn IT.

/ We all own quality.
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Management Support Is Critical

A Input from Senior VPT Operations, Senior Directori Operational
Excellence, and other stakeholders

- Ensure alignment with corporate strategic imperatives
A Senior VP Operations introduces QA team prior to campaign kick-off
- Announces the first annual Quality Campaign

A Email from Barb (Senior Directori Operational Excellence) 1 week
prior to campaign kick-off

- Introduces Quality Fails contest as part of the campaign
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Concept Development and Planning

A Collective QA team effort from A Allow adequate time for design,
concept to execution phase planning, and stakeholder input

A Campaign goals A Input from direct line
management and other key

A Strategy stakeholders

A Tactics and timeline - Creative, Technology and

A Key quality messages Innovation, etc

A Metrics/results A Ensure timing does not conflict
with other corporate initiatives

A Recommend 8i 12 weeks
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I Quality Campaign El ements: O0Sur

client managers 4, dp?g me
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Quality Campaign Elements: Daily Emails
Quality Week Daily Emails

DAY 1 IDENG~ DAY 3 DAY 4 DAY 5

KICK OFF EMAIL (CHRIS) EMAILS FROM EACH QA FUNCTION WRAP UP EMAIL (CHRIS)

Anclude mission statement A Operational Efficiency A Announce contest winners
A Provide link to new QA A Software QA
intranet page A Quality Control/Copy Editing
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Quality Campaign Elements: Daily Emails

A Designed with the audience in mind® focus on how the team member
can support associates with regard to:

- Quality

- Efficiency/process improvement
AAl |l email s i @aoh Lidtheysibfeetmeadng
A Similar visual theme and closing sentence for each email

- Communicate diverse team functions under a unified QA umbrella
A Mardi Gras theme

- In the spirit of celebrating new ways the team can help

- To tie in with other office events
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I Quality Campaign Elements: Daily Email Sample Image

Quality Week
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Annual Campaign With Quarterly Initiatives

A Quality Week summary in Operations newsletter distributed to all
associates

A Execute quarterly initiatives using a variety of vehicles
- Operations newsletter
- Meeting with client managers and project managers
- Quality survey for all associates

A Focus on engaging ways to deliver quality messages throughout
the year
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Campaign Results

A Achieved campaign goals

A Received unsolicited positive feedback from several associates

A 30% response rate for quality survey

Consider soft
and HARD measures

when designing campaign
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Your Feedback, Ideas,
Comments
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Your Feedback, Ideas, and Comments
A Thoughts/suggestions based on your experience

A Measuring results

A Best practices
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2015 Campaign in Development

A Preliminary ideas based on team brainstorming session

Introduce team vision

Introduce new team member and role

2014 year in review

Use real-world examples, case studies to show bottom line impact of:
A Embracing quality

A Following established processes
- Adopt a quarterly newsletter approach

- Quality award
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Key Takeaways

A Management support is critical for success

A Allow adequate time for design, planning, and stakeholder input
A Focus on engaging ways to deliver quality messages

A Use different vehicles to reach your target audience

A Consider potential metrics in the design phase
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QUALITY CONTROL

Sometimes falling asleep on the job results in... awesomeness.

memecenter.com
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