INITIAL CONCEPTS

Olympic Excellence
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Concept One ‘ Colors Icon Style Going for Gold! f “«

This concept starts with the basic Olympic colors and adds a secondary and tertiary
level to bring depth to the patterns. They are full of vibrant life and movement. Icons

are comprised of these beautiful patterns or a statement in white depending on the ‘ V
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background they are placed on.
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Concept Two % Colors Icon Style o
is is your
This cqncept takes us ban?k to the ancient Greek Olympic games. It uses the current . . . . Q O presentation title B : ; :
Olympic colors, but is paired with more natural, subdued tones. It pulls in Greek I
patterns, columns and other architecture. There are God illustrations for added . . |
personality. The icon style is squared off and strong, much like the patterns and @ ;
d
é . This is a slide title “This is a slide tit

athletes of the ancient games.
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Concept Three Colors Icon Style
Hello!
This concept really highlights the Olympic colors. It showcases them in a line, circle or . . . . Q an ekl iouloi
abstract shape. These bold colors are paired with photography in black and white. The }-’
icons have a flow similar to the Olympic rings with motion and style. (o] L
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SUPPORTING ASSETS

Example presentation using the PPT template Teams backgrounds
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GSL Department Liaisons 2020 Panel Updates GC Student Rotation

Business Development

2021 p—— KEY STATS FEEDBACK

Melissa Holman
Megan Nathan

usiness Operations Business Development Lo Mowin + Program launched Sept 2020 “Just want to send a quick note of ) .
Soran o aneoner e Gaeos .+ 18 students total thanks to let you know that Miles Don’t be afraid to go
Marketing e care LOVED his rotation with you. He N
Susan Toomey e s campin « 35 applicants learned a ton, got great exposure, BIG and aim for the
P Srooke Oerstreet Jesicacage I I I + 15 programs and thought the rotation was very .
R I o @ Vel coordinated and organized. top of the mountain!
JesicaGage oot Kelly Burgess » i Really appreciate all the time and
e Reporting thought that you put into it and for
Cathrine schltz Marketng JesscaLaprise CANCER PANEL UPDATE NEURO PANEL UPDATE excellent supervision!”
Layla Mowlavi Heidi Swanson-Fellows. ‘Student Rotation "
Sareh Compian ‘Emily Wiseman Shabnam Asgarl —Program Director at Stanford

Rachel Bluebond Catherine Schultz

2020 N N T

26-page printed binder for attendees NSM website (worked with the
web team)

Notes: Notes:
Jump Start with CARE
WELCOME To sion, we will eview how to position the benefits of CARE. We will also walk ing AmbryPort® updates and the new Ambry Interactive Portfolio Guidel In this
Hane Ryu introduction of the Interactive Portfolio Guide. h c NTDO Afbiy2021
National Sales Meeting

" Somue e e Tomies - Ky e+ Wendy Aion o
" trasoioe

LEARNING OBJECTIVES:

LEARNING OBJECTIVES; . Portolo Guide to artculate the broader Ambry value
. eal customers and opportunites for CARE. proposiion Cuhy A <howcase the ullbreadth of the Ambry portflio
+ Unet withba

nd knowlecige of the compettve landscape

ormitme ol
ity o e e f nan

DR — + Build a deep understanding of new and upgraded AmbryPort features f—
+ Prepare plans to engage/e-cngage clients around the upgraded AmbryPortordering

experience, ncluding objction handling and win- back trategies

Tt e s gt Keep Doing; Keep Doing:
o nd o ot e, s et doutied o rclogy Key Dates
i

7000 COVID st ntonnice BOOMI

Session Pre Work due : Monday, Aprl 12,2021

product

tionsnto e nextphase. Wih th growth

Stop Doing; Stop Doing: o for the Gldr NSM Website Launch : Monday, Aprl 19,2021
o . o ok, Firs Day of the Natonal Sales Meeting: Monday, May 24, 2021

ot e hors s et e AT o spma s ek iy nd

Lets GO FOR THE GOLDY

NOEXCUSES > JUST RESULTS Start Doing: Start Doing:

Flags for each team

SESSION: SESSION:
SPECIALTY ONCOLOGY
Notes: Notes:
Understanding the Playing Field: Archery in Hereditary Cancer Genetics: Napkin Commitment
Ambry's Competition in Specialty Testing Targeting New Call Points

Use the space inthe napkin below o write down one commitment.

The purpose of

i . onthe Builing our oncology presence requires creating opportunites with call points who ke pcture and send to commercialundates b
Iandscape and market trends. Designed for Specialty Account Executives and Genomic raditionally may not include hereditary cancer teting a partof ther practice, I this

s 5. participa s session il st key partc 4

competitors in cardiology,neurology, and clincal genomics. Additonally, AEs and GSLs who iic dynamics), product postining and persanas (educationlvel, motivations, pain

complete this raining should gain confidence in positioning Ambry againt the competiton points) for Urologits, terclogist, OB/GYN, and Primary Care Physicians, After

‘and handiing common competiive obiectons. u foundations of ticipants will engage in

scenario exercses to buid call plans for each physician type.

PRODUCERS:
+ Wendy Anderson + Mark Minor PRODUCERS:
+ Kimberly Boudro « Jessica Profato + Sassan Tamaddoni + Heidi Swanson-Felows ' ' '
+ Jessica Gage + Jason Sakata-Thompson + Eugene Hallgan + Lucas ) Agricols
+ PatLemieux + Shannon MeNicol + Stacy Feinstein
LEARNING OBJECTIVES: LEARNING OBJECTIVES:
deeper understanding of market trend i Specialy genetic testing - Unde arkets p arap c and practice

services, and trends + Learn which products relat tothe types of physicans and why
. rmmon competitive obisctons and Ambry against the + Refine your abity to positon Ambry Genetis'products and sevices

‘compeiton through role-playing -+ Recogrize which sles colltera,socetal recommendations, publicatons, and
+ Wity availabl resources to help faciltate successful conversion of compelitor accounts partnerships can be leveraged

Keep Doing: Keep Doing;

E Ambry Genetics'

Stop Doing; Stop Doing;

Start Doing: Start Doing:




