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\\( studiocom Discovery Update

Meeting Objectives & Accomplishments

" Review
- Discovery Objectives
- Requirements Gathering Sources

= Review Findings From

- Stakeholder Interviews

- Competitive Analysis
= Review Recommendations
ldentify Issues and Action Items
Validate Proposed Solution
= Discuss Next Steps
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~  studiocom Discovery Objectives

What did we accomplish to date?

= Interviewed 14 stakeholders and consolidated feedback

= Reviewed competitive sites for best-in-class functionality and
features

= Incorporated best practices based on established patterns in
corporate Web sites

= Created User Experience (UX) strategy/recommendations for
DSI.com
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Requirements Gathering

Three types of data were collected/incorporated:

Stakeholder Competitive Best

Interviews Analysis Practices
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STAKEHOLDER INTERVIEWS

»
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~ swiocom  Stakeholder Interviews | Conclusions

What we learned

= Studiocom facilitated seven focus groups that encompassed 14 employees
from a breadth of roles and departments. Each group discussed likes and
dislikes of the current site, and verbalized what different audiences need to
know, do, and feel on the future redesigned DSI.com.

= Four major themes were identified across stakeholders’ objectives, goals, and

critical success factors for the newly redesigned DSI.com.
- Content
- Ease of Use
- Brand Recognition
- Company Culture
= Four additional themes that were identified include:
Pipeline
Corporate Responsibility
HR/Recruiting
Business to Business
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\V studiocom Stakeholder Interviews | Conclusions

Key Themes

= Content
Ensure our content is relevant, crisp, effective and consumer-focused

|
g DSl.com must use relevant, accurate, simple messaging

Ensure that the right information is being communicated in the right
places.

= Ease of Use
Create an intuitive site structure with effective functionality

Everyone should feel empowered to quickly find the information they are
looking for.

Critical success factor — Ease of use!

»
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~ swdocom  Stakeholder Interviews | Conclusions

Key Themes

= Brand Recognition
Help users better understand who DSI is and what we do

Corporate branding is a critical success factor. People know our products,
but not our brand. We must make our brand known to everyone.

DSl is a progressive, forward thinking, cutting edge company — we need
to show it!

= Company Culture
Communicate the enthusiasm, excitement and passion of our culture

Convey that we are a fun, creative, forward-looking company.

We do not do a good job of communicating the uniqueness of our
culture. We do not capture that. Our employees are not seen on the

O Web site.
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~ swdocom  Stakeholder Interviews | Conclusions

Additional Themes

= Pipeline
Our pipeline shows what we are working on and how committed we are to patient health

Who we are, what are we doing, what is the pipeline?

Want a products pipeline, kind of like what is currently on the site, but
enhance the appearance and functionality.

= Corporate Responsibility
Convey our commitment to philanthropy and social responsibility

B | Patient’s assistance program subsidizes insurance for people that can’t
w afford it. Patients from product sites would come to this page specifically.

It is an important message.

Show what we are doing for patients, in communities, what kinds of
organizations do we provide support for.
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~ swdocom  Stakeholder Interviews | Conclusions

Additional Themes

= Human Resources/Recruiting
Our fundamental belief is that each employee helps shape our success

~ Job seekers want to know about the company, understand the company,
career path, about the department.

|
Create a WOW experience for candidates when they come to visit

the site. Video, testimonials.

= Business to Business
Managed Markets: Represents our business to business opportunities

| There is a lot of interaction with the accounts to pull through the contracts
- and get rebates. No real presence on DSl.com — just press releases that
may pertain to what we do.

Managed Markets identify with company vs. product. Want to
understand the portfolio of the products. Daiichi needs to show their

presence and show that they’re big.
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COMPETITIVE ANALYSIS
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~  studiocom Competitive Analysis

Why a competitive analysis?

= Studiocom conducted a competitive analysis to gain a better
understanding regarding best and worst Web site practices within the
category, and to establish a baseline for DSI.com.

= The primary benefits of this analysis are a better a understanding of
what competitors are doing, what they are offering to customers, and
what DSI needs to do to maintain a competitive advantage.
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O > X °



High-Level Competitor Analysis

2
>% @@a
& & h
?:do \'é(\ 6\ & ‘;.6_0
M o A & o
s & 0 S & &
& o 20 /2 > s*
> A o > a2 o2 &
< £ & & & & <@ o
&€ L & e & $ oo & &
3 > od £ @ 3 & o & A 57
S &E T & S S8 >
&GS TS S S s
P ¢ <€ o® <° P e
DSl
Forest
Laboratories, Inc
Lilly
Abbott
Astra Zeneca O 4. Excellent
Boehringer Engelheim 03. Good
02. Fair
Bristol Myers Squibb
Ol.Poor
Johnson & Johnson
OO None
Merck
Novartis
Pfizer
Takeda




Competitive Analysis | Conclusions

Key areas on DSIl.com that must be enhanced

= Provide more in-depth, engaging content throughout the site.

= Refine the organization of the site to make it easier to find specific
content.

= Elaborate on the DSI History - especially the innovation of the later
years - and create an interesting, interactive timeline.

= Increase the Corporate Responsibility section by adding corporate
citizenship/social responsibility content.

= Expand your Research & Development section to show that you are
committed to finding solutions.

= Enhance the Press Releases section by adding press release-specific
“search” and “filter” functionality.
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Competitive Analysis | Conclusions

Key areas missing from DSIl.com

= Add content on Home page (This is the most valuable content area on your
site - and can provide a significant amount of value.)
= Create a site-wide search

= Incorporate a persistent secondary navigation in your page design
(For ease of knowing where you are, finding content and navigating the site)
= Create an Achievements/Awards section (Contingent upon content)

= Create an Investor Relations section (Although this is not that relevant
within the U.S.; content with links to daiichisankyo.com should be provided)

= Include Media information within the News section - with Media
contact information & downloads

= Create a Business to Business section (Contingent upon content)

= Incorporate video/multimedia throughout the site
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DSI :: Home Page

A global leader in pharmaceutical innovation contact us | site map | text size (=) (=

Daiichi-5ankyo

Daiichi Sankyo

Dedicated to Research. Devoted to People.

Dalichi Sankye, Inc., headquartered in Parsippany, New Jersey,
is the U.S. subsidiary of Tokyo-based Dalichi Sankyo Ca., Ltd.,
which is a global pharmaceutical innovator.

aboutus products medical information clinical research news & resources corporate responsibility careers




Lilly :: Home Page

login * contact us worldwide v sitemap search this site

HOME ABOUT US RESPONSIBILITY PRODUCTS

e

Measuring Ourselves Against the Toughest Challenges in
Health Care

Making medicines has never been easy. Butin today's global health care
environment, the challenges are unprecedented. Familiar ways of working aren't
working anymore, so Lilly is transforming to meet the challenges head on — from
how we make medicines to how we talk about them. Throughout our

organization, we're asking tough questions and discovering befter answers

About Us Responsibility

Facts at a Glance Lilly Foundation

Public Affairs Improving Patient Qutcomes
Diversity Investing in Communities
Partnerships Patient Assistance Programs
Ethics and Compliance More About Responsibility
More About Us

RESEARCH & DEVELOPMENT

Innovation is personal

INVESTORS

CAREERS

At Lilly, an idea becomes an innovation only when it
makes a meaningful difference in a person’s life.
Because personal experiences with illness are as
important as the science of a disease.

March 23, 2010: Revised Notification
of Stolen Lilty Products

Latest News

April 1, 2010

Lilly Confirms Date and Conference
Call for First-Quarter 2010 Financial
Results Announcement

April 1, 2010

ALIMTA(R) Recommended by Special
Health Authority in United Kingdom as
Maintenance Therapy for Advanced
Monsguamous Mon-Small Cell Lung
Cancer

April 1, 2010
U.S District Court Rules on Validity of
Lillys Gemzar Patent

More news

oril 2
April 2,

LLY NYSE $36.18 5-0.0

Our Products

Select by Product Name A-

For Investors

Pl

Stock Information
Product Pipeline
Annual Reports
Webcasts & Presentat

Hotice of Proposed Sel
Derivative Claims

Copyright® 2010 Eli Lilly and Company. Al rights reserved

Careers | Terms of Use | Privacy | For Suppliers | Sitemar

Search

Bristol-Myers Squibb :: Home Page

Bristol-Myers Squibb

Lou DiMaggio, Heart Attack Survivor

L

Our Company Products Investors

Being
BioPharma

Biopharmaceuticals and our
String of Pearls Strategy

LATEST NEWS

March 17, 2010
U.S. Food And Drug Administration Accepts New Drug Application For Once-Daily
Fixed Dose Combination Of Onglyza™ (Saxagliptin) And Extended Release
Metformin For The Treatment OF Type 2 Diabetes Mellitus In Adults

March 12, 2010
Sanofi-aventis and Bristol-Myers Squibb Announce Important Updates to PLAVIX
U.5. Prescribing Information

March 9, 2010
Bristol-Myers Squibb and AstraZeneca Announce the Commencement of the
Saxagliptin Assessment of Vascular Outcomes Recorded in Patients with
Diabetes Mellitus Trial (SAVOR-TIMI 53]

March 8, 2010
Bristol-Myers Squibb to Present st Cowen and Company Health Care Conference

@ 2010 Bristol-My
Your use of the information on this
of our Legal Motice an

rs Squibb

Partnering

Responsibility Careers

T US | TERMS | PRIV

Health Care Professionals
Access medical information and resources

Clinical Trials

Bristol-Myers Squibb-sp

clinical trials

Need Help Paying for Your
Bristol-Myers Squibb Medicines?

Learn about our assistance programs.

2009 Annual Report &
). 2010 Proxy Statement

G Our Environmental
Stewardship

& iz subject to the terms
y Policy.



About Us

Overview
"About Us" is the category to learn about DSI as a progressive, forward-thinking, cutting-
edge company. Small enough to be flexible, yet large enough to compete with the large
pharmaceutical companies.

= |ntegrate mission, values, and vision - showcasing DSI’s company beliefs and recognition

= |Incorporate and expand the existing sections "Comprehensive Compliance Program" and
"Supplier Diversity"

= Significantly enhance the History (Our Heritage) section and create a visual timeline

Include: Key Facts; Leadership; Awards & Recognition; Partnerships; and Investors

Related information
- Corporate responsibility/citizenship
- Recent award/achievement feature
- Links to daiichisankyo.com and 2009 annual report

; -, Customers want to know who they are working with — and
—_— e that they are credible company.
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X\( studiocom About Us (continued)

Proposed Sections

- Our Vision & Values - Partnerships (and Licensing)
- Key Facts - Compliance

- Leadership - Diversity

- Awards & Recognition - Investors

- History

Potential content

= Ability to learn more about DSI’s brand and commitment to helping patient health
DSI's culture

Corporate responsibility/citizenship

Key partnerships

Key awards and achievements

Daiichi-5ankyo  April 2010

o o &k"‘*



About Us | Best In Class

Morgan Stanley :: About Us

HOME | CAREERS | PRESS

Morgan Stanley
OUR VIEWS INDIVIDUAL INVESTOR:! INSTITUTIONAL SERVICES GLOBAL CITIZEN

Company Information Global Offices Investor Relations. Careers In the Community Awards and Recognition

CONTACT GLOBAL OFFICE!

CardinalHealth :: About Us

seaecy [ ©

Contact us | Signin | 2 A A | 8 U.S.A. {Change) - English

About Morgan Stanley

Since 1935, Morgan Stanley has served as the preeminent financial
advisor to companies, governments and investors from around the
world. Use the resources below to learn more about our peaple,
our lines of business, our perfarmance and our heritage.

@ View the most recent quarterly results

Explore our history with this Interactive Timeline.

Corporate Governance Facts at a Glance

At Morgan Stanley, we recognize the importance of
good Corporate governance. Morgan Stanley

compi corporate
guidelines for years before corporate governance
became headline news.

-
+ Board of Directors
+ Management Committee .
+ Bylaws -~

o $782 Billion in Assets
Under Management

Full Year
November 30, 2007

+ Organization Chart

g - &
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Investor Relations Careers

Morgan Stanley Is one of the world's largest
diversified financial services companies, with a
reputation for excellence in advice and execution on
a global scale.

Are you Morgan Stanley? Talent and passion of
people is critical to our success. We share common
values rooted in integrity and excellence.

+ Annual Reports + Presentations Recruitment Diversity

o g;":";"‘lf‘ Releases : :Aq.m + University Levels » Workforce Demographics
ings ey Contacts + Entry & Experienced Levels + Career Development

+ Request Information ¢ BN Of pouniias

In the Community Awards and Recognition

Morgan Stanley |s committed to doing Its share as a
respansible corporation by Improving the quality of
Iife In the communities where our employees live

Morgan Stanley has earned recognition as a leader in|
every aspect of financial services and as one of the
most agmired companies In any Industry.

CardinalHealth

About us
+ Our commitment

Better, safer healthcare delivery

You focus on what matters most:
improving people’s lives. We focus on
helping you do just that. Through every
link in the chain of care, pharmacies,
hospitals and dlinics rely on us to improve
quality, safety and productivity.

+ Diversity and inclusion

lspon-nﬂp- Awards and recognition

Terracotta Army + Our leaders
British Museum exhibit ¢
ane of the greatest arch. + Corporate governance
5 o Our businesses

Morgan Stanley Innov + Our history
Multi-year collaboration
Soclety celebrating Asia
both traditional and cont

About us

Cardinal Health, Inc. is a Fortune 18 company that improves the cost-effectivenese of health
care. As the business behind health care, Cardinal Health helps pharmacies, hospitals and
ambulatory care sites focus on patient care while reducing costs, improving efficiency and
quality, and increasing profitability. Cardinal Health employs more than 30,000 people
worldwide.

Our commitment

Dedicated to fostering an inclusive work Useful links:

environment : P
Supplier d

» See what our leaders have to say HRRHEF EivSrRIty
Careers

Diversity News

We recognize the value of working in an Contact us

environment that celebrates individual = =

differences Related information:

= Learn about our broad perspectives of £

diversity B Cur view on

“w healthcare reform
in the United

Awards and recognition States (21 Kb)

We are proud of the awards and recognitions
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Chevron

=

Human Energy-

Home HumanEnergyStories Global Issues Energy Sources Products & Services  Careers  About Chevron

Our Businesses

Translations

Diversity

Operational Excellence
Company Profile
Advertising

Daiichi- "iank_m

Chevron :: Vision & Values

The Chevron Way

The Chevron Way explains who we are, what we do, what we believe and
what we plan to accomplish. It establishes a common understanding not
only for those of us who work here, but for all who interact with us.

Vision
_ At the heart of The Chevron Way is our vision.._ to be the global energy company most
E admired for its people, partnership and performance

Qur vision means we:

+ provide energy products vital to sustainable econemic progress and human development throughout the world;
- are people and an organization with superior capabilities and commitment

+ are the partner of choice;
- deliver world-class performance;

- earn the admiration of all our stakeholders — investors, customers, host governments, local communities and our
employees — not only for the goals we achieve but how we achieve them

where we work

Integrity

We are honestwith others and
ourselves Ve meet the highest ethical
standards in all business dealings. We
do whatwe say we will do. We accept
responsibility and hold ourselves
accountable for our work and our
actions

Trust

We trust, respect and support each
other, and we strive to earn the trust of
our colleagues and partners.

April 2010

Diversity

We lzarn from and respect the cultures
in which we work_\We value and
demonstrate respect for the
unigueness of individuals and the
wvaried perspectives and talents they
provide. We have an inclusive work
environment and actively embrace a
diversity of people, ideas talents and
experiences

Ingenuity

We seek new opportunities and out-of-

Our company's foundation is built on our values, which distinguish us and guide our ac
We conduct our business in a socially responsible and ethical manner

Ve respect the

support universal human rights, protect the environment, and benefit the communities

Protecting People and the
Environment

We place the highest priority on the
health and safety of our workforce an
protection of our assets and the
environment. We aim to be admired |
waorld-class performance through
disciplined application of our
Operational Excellence Management
System

High Performance

We are committed o excellence in

| ‘CONTACT

Bristol-Myers Squibb :: Key Facts

Bristol-Myers Squibb

Together we can prevail

Our Company

Our Company

Qur Mission &
Commitment

v Fi

Leadership
Governance
Compliance & Ethics
History

Diversity & Inclusion
Our Websites
Achievements

Business
Information

Products

Our mission is to help patients prevail over serious diseases.

Investors

Partnering

That's why | come to work every day.

Key Facts

Chairman and CEO:
Headquarters:
Business:

wWeb Address:
NYSE Listing:

Net Sales:

R&D Investment:

Largest-selling Products:
in 2009:

Selected Key Products:

m Home » Our Company *

James M. Cornelius
New York City
Biopharmaceuticals
www.bms.com

BMY

$18.8 billion in 2009
$3.6 billion in 2009

PLAVIX®, $6.1 billion
ABILIFY®, $2.6 billion
REYATAZ®, $1.4 billion

AVAPRO®/AVALIDE®, $1.3 billion

SUSTIVA® franchise, $1.3 billion

ABILIFY® (aripiprazole)

Responsibility

ATRIPLA® (efavirenz / emtricitabine /

tenofovir disoproxil fumarate)
RO
BARACLUDE® (entecavir)

(irbesartan)

(cetuximab)

(ixabepilone)
(abatace]
(=axagliptir
VIX® (clopidogrel bisulfate)

21

Careers
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~  studiocom Awards & Recognition

Overview

Awards & Recognition is an excellent way to showcase the many awards and
achievements that DSI has received over the years. This not only shows that DSl is a
forward-thinking company, but provides significant credibility to your commitment to
patients, physicians, employees, partners and the community.

(NOTE: Most awards are B2B, so incorporating this section into the new site will be dependant on
having usable content.)

= Include all of the awards and achievements that DSI has received over the past few years
= |Incorporate logos of each award, which lends additional credibility

Related information
- Global citizenship feature
- Research and development feature
- Award-related press releases

»

o > X °
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Customers want to know who they are working with — and that they
are credible.




Nike :: Awards and Recognition

Awards & Recog n
Aiming to lead, in every way.

i"ogf:" her we can pre
Featured Awa

/\ Carporate Responsibility Magazine (the new name of

annual 100 Bi Corpora List® March 2, featuring
c“o‘s 10 Beg, 5 ; .

Our Company Products Investors Partnering ity Careers

The impact on the patients’ lives truly motivates and

C“’I’g:;'_;g“"*/ \ trumps anything else that comes as a benefit of the job.

—
W thecro <

n, Marketing empic
vic d
INVESTY

MEDIA Corporate Responsibility

NIKE RESPONSIBILITY Responsibility

DOING BUSINESS WITH NIKE istol-Myers Squibb

Foundation Achievements

Sustainability

What sets Bristol-Myers Squibb apart? It's our commitment to patients with

sistance
serious diseases, and our focus on finding innovative medicines to combat those

Patient A
ograms

10z diseases.
Building © HHERREES

Communities

Ower the years, Bristol-Myers Squibb and it= employees have received numerous distinguished
awards and recegnitions, including the National Medal of Technology, the Lasker Award for Medical
m Research and the Prix Galien Award. Also, we've been hailed year after vear as one of the best

5 ; 5 companies for working mothers, a great place to work for scientists and an acknowledged industry
g COMPANIES s i = 8 ok ; Clinical Trials leader in environment, health and safety.

Combating

Courkeiel D Below is a selection of awards and recognitions we have received.

The Bristol-Myers Squibb (E.R. Squibb & Sons, LLC)
U.5. Distribution Center in Mt. Vernon, Indiana, has
received accreditation by the National Association of
Boards of Pharmacy (NABPE) as a verified-
accredited wholesale distributor (VAWD®) for
prescription drugs.

The National Association for Female
Executives =elected Bristol-Myers Sguibb as a Top
Company for Executive Women in 2010. This

marks the eighth straight year the company earned
this honor. To make the list, companies must have
at least two women on the beard and track gender
in executive-level jobs, including the percentage of

wamen who are direct reports to CEQs, running
major divisions or managing country operations.
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y studiocom History

Overview
"Our Heritage" currently contains five sentences of body copy providing a very brief
overview which focuses primarily on your initial company history. Creating an expanded

"History" section is a great opportunity for visitors to understand your rich company
history, and provide considerable credibility.

= Significantly expand the History (Our Heritage) section and create an interactive timeline
with engaging photos, imagery and content

= |t is important to establish the heritage of your company and highlight your past
innovation and milestones in research. However, you should also focus on where you are
today - and vision for the future

Related information
- Research & Development/Pipeline
- Recent award/achievement feature

4
h History establishes credibility. However, we must convey where
r—-.. _ we are now — and how we are keeping up with the times.

o > X *
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Morgan Stanley :: History

MORGAN STANLEY INTERACTIVE TIMELINE

UPS :: History

History

UPS Corporate

In its first full year of operation,
Morgan Stanley manages or co-
manages $1.1 billion in public
offerings and private placements

Leads a group of 102 underwriters to
diseribute the United States Steel
Corporation's offering of $100 mill
of debentures.

old Scanley and others
. to form the

investment banking firm of Morgan Stanley.

The Firm formally opens its doors for business

percent marlet share.

1907-1929

on the nineteenth floor of 2 treet on

Monday, September 16, 1935. Heads syndicaie for $60 million

flotation - larges: rail financing to

Messenger Service

Firm debuts with an offering of UPS Time Capsule

$19.1 million of first lien and dare.
unifying moregage bonds of the

)) Richard Sylla, Financial Historian,
Stem School of Business, on Morgan
Staniey’s founding

1971523

Consumer Power Company.

Solutions for your

- business

==

MORGAN STANLEY INTERACTIVE TIMELINE

History

Announces the formation of the "Carbon Principles,” Treasusy regarding

climate change guidelines for advisors and lenders to the troubled Government-Sponsored
Enterptiscs, Freddie Mac and Fannic

Morgan Stanley Private Equity enters the India market. Mac. A team drew on expertise from
in the emerging market will funnel through the

Firm's third Asia-dedicated PE fund.

pawet companies in the United States. The Carbon
Principles are guidslines to strengthen environmental
across the Firm to assess the
situation with Freddic Mac and
Fannie Mac and propose solution.

and economic risk management in the financing and

construction of electricity generation.

Reinforced commirment to its

Spansors 2 landmark
festival at the Kennedy
Center in Washington,
D.C. fram February 5 — 17. The festival,

HyperCulture, displayed performances and free events by more than 450

artists o showease the diversity of Japanese culeure.

LY ->ankyo
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clients and served as "chief
diplomat” in brokering an

agreement between PE shops and

banks in the $17.9 hillion buyout

af Clear Channel.

Becomes a Bank
Holding Company
and farms & Strategic

25



History | Best in Class

Abbott :: History (Flash Interactive Option)

Abbott e Abbott :: History (Static Option)
Abbott Alibest

select a Country | Site Map | Contact Us

et 3 cerery e B | o

seins” B Qur History

P =
ARp Ay ——————3
durtoarae Edi R History Timeline
a3k e
Chairver 1n40s 18205 1a3ns
et Home: A Tradition of Innovation
S SR About Abbott
By N Our Promise + Back to "Our History"
Seatlariduide y i full ti
g:‘q’“ge froming More than 120 years ago, 30-year-old Dr. Wallace C. Abbott, a practicing physician and pharmacy proprietor, founded the company that bears
“""":u S his name. Using the active part of a medicinal plant, known as the "alkaloid,” he formed tiny pills, called "dosimetric granules ™ which provided
gy oyt Fast Facts more accurate and effective dosing for his patients than other treatments available at the time. The demand forthese accurate granules soon
Epacy ‘Areas of Expertise far exceeded the needs of his own practice and, from these modest arigins, was born Abbott, one of the world’s most broad-based health care
L »History companies and a global leader in the discovery, development and manufacture of products that span the continuum of care.
Irnvezor Radasicns % :
r—— Abbott Worldwide
Product 5 - = 3 ¥ =
Aric bl ol Yol A e s ity oy o el Gt e 19505 - 19605 ~ 19705 — 19805 - 39908 - 20008
itizenshij ta 7% I - Cay
|Bmmls. This lecatien will serva as e mmpany's heasquariers for more =
Careers
tham 40 years,
Hews & Media
Investor Relations 1888-1800

o e 1888: Seeking better and more accurate medications for his patients, Wallace C. Abbott, W.D., begins producing dosimetric granules in the

-apartment above his People’s Drug Store on Chicago’s Morth Side. First-year sales are $2 000.

Or. &bba# dies in.July, 2=d Dr. A%med Btephen Burdick is mamed prosidest o
the compamy.

1894: Dr. Abbott acquires, and becomes editor of, the medical journal The Aikaloidal Clinic.

The dewelopment of Sushr, 2 butyd aloohol-Sased nesthetic, marks
the bapinming =f Atbott's Iong, produstive and grousdhrezking
Imusdvemend n anesthesla.

& top of page

1900s

1900: The business is officially incorporated in lllinois as the Abbott Alkaloidal Company.

| merey o

aviwsos staton, cHicass
lam T

1906: The company’s first sales force — composed of seven "Abbott missionaries™ —is formed.
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~  studiocom Investor Relations

Overview

Although Daiichi Sankyo is not traded in the U.S., creating a new Investor Relations
section would provide additional credibility that DSI is part of a large corporation.

= This page/section should provide general information about DSI - as well as Daiichi
Sankyo Co, LTD

= Links to appropriate press releases, 2009 annual report and other information on the
global Daiichi Sankyo Co, LTD Web site should be considered

= Additional content may include items such as pipeline information, patent expirations,
etc.

Related information

- Related links, such as Contact Us, Compliance & Ethics, Research & Development, Pipeline
- Awards & Recognition feature

p

Customers (physicians) want to know that they’re doing business

j.\ with a major corporation.
O _— > K * b
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Investor Relations | Best in Class

Home Depot :: Investor Relations

Lilly :: Investor Relations

How We're Helping Supp login ¥ contact us worldwide ¥ sitemap search this site Bear

Shop Cnline | Stora Finder | Contact Us

Investor Relations

» Stock Information
Corporate Governance
Financial Reporis
Sharehalder Senvi
News Releases
Evenls & Presentation:
Investor Facts

+ Contactinvestar

ABOUT US RESPONSIBILITY PRODUCTS RESEARCH & DEVELOPMENT INVESTORS CAREERS

Quick Links Building Towards Success ¢ Investor Relations

[# E-Proxy Voting Webcast
Home Depot Inc at Citi Retail Conference (Replay) Facts ata Glance .
RSS Feed:
@ 3 03/23/10 at 11:30 a.m. ET Investor Relations
4, E-mail slerts . Investor Overview
3 e Corporate Profile Current Stock Price
& R contacts Founded in 1978, The Home Depot. Inc. is the world's HD {Common Stock) Stock Information ::::;an:;;::h;’&iya:::?;n;m 900
Bnancial Tear Sheot largest home improvement specialty retailer and the fiith Exchange NYSEMUS Dol = - . ! : 200
e largest retailer in the United States with fiscal 2008 retail 9 ( Financial Information passion —achieving medical 00
m Latest Annual Report sales of 566.2 billion and earnings from continuing Price $32.57 i At P advances for patients who urgently i :g'gg
Quarterly Earnings operations of $2.6 billion. The Home Depot has more Change (%) ~ 013(05 H need answers. The measure of our Lot Stock Information
Archive than 2,200 retail stores in the United States (including e e . Select Pipeline Products success is the strength of our o fibeETin T
i St i Puerto Rico and the U.S. Virgin Islands and the territory Volume 5.176.654 products and pipeline and our ability  Jec 2010 Feb War ’ 535.94.} - jruu I;M e
P
of Guam), Canada, Mexico and China. The Home Depot's Data as 0f 03/29/10 1:30 p.m T | E-mail Alers to maximize their benefit. Explore @ 2o Deme & 1ve g
Did You Know? stock is traded on the New York Stock Exchange Minimum 20 minute delay this site to find more information
(NY'SE: HD) and is included in the Dow Jones industrial Refresh quote Webcasts & Presentations Shoiiticue besAHBrGLah DrOMIAE L ——— - .
The Home Depotis the youngest retaiierin average and Standard & Poor's 500 index. ; gh pi Quotes =f—ls-=. s le=st 20 .r- inutes.
e Eoriune 50 Shareholder Services and financial performance Information provided by eSignal
*  More Quick Facts Ehpersis Cousmance Shareholder Toal
I \arehol r Tools
Recent News Releases inestarigs Reseah * i B Sharehoider Briefcase

Mar 18, 2010 The Home Depot Moves Black Friday From November To Spring T Macdl, Hv Aot anl [T) Requestinvestor Packet

Lilly USA Updates Health Education 012010 Earnings Call

Mar 16, 2010 The Home Depot To Present at the Citi Investment Research 2010 Re Program to Help Patients With 4 E-mail Alerts
Conference on March 23, 2010 Depression Build Network of Support  View all events & presentations » & Downbad Library

Mar 04, 2010 The Home Depot Announces U.S. Store Energy Savings of 2.6 Billio
Kilowatt-Hours Since 2004: Sets Energy Use and Greenhouse Gas Eﬂ Mar 26, 2010 B lewsreeds
Targets for 2015 Thermo Fisher Scientific and Lilly

Feb 23, 2010 The Home Depot Announces Fourth Quarter and Fiscal 2009 Results; Announce Expanded Clinical Trial Search Investor Relations

Waterials Relationship 7-
Go
ﬂ View all releases » @ investor site

@) Section only
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~  studiocom Responsibility

Overview
Create an entirely new section dedicated to community involvement, corporate
citizenship, and corporate philanthropy.

= Showcase community programs & corporate giving/philanthropy

- Highlight key programs, such as the Patient Assistance Program (Cause marketing)
= Integrate employee programs

- Volunteerism

Related information
- Global citizenship feature
- Patience Assistance Program
- Scholarships
- Awards & recognition feature

Our site must show how we are engaged with people and humanity.

|
O > X ° A
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Bristol-Myers Squibb :: Responsibility

&% Bristol-Myers Squibb SRR B Morgan Stanley :: Responsibility

Together we can prevail”
HOME CAREERS PRESS CONTACT US GLOBAL OFFICES ™

rodu nvestors i Y c e (TAUR N Pleass select -
i oy Morgan Stanley oo TR
searcn I ©

We see the company’s mission in real life — in the villages, in peoples’ hor]  OURVIEWS ' INDIVIDUAL INVESTORS, - INSTITUTIONAL SERVICES. ECIGLIARLELIRI  ABOUT MORGAN STANLEY
We serve those who are experiencing health dispari

Global Citizen Press Releases
October 22, 2009
Microfinance Industry
Proactively Develops Bast
Practices

Morgan Stanley is dedicated to making a positive contribution to society
through our focus on the environment, our people, responsible business
practices, community investment and strengthening the next generation
of citizens. Because our firm was founded on the principal of doing first-

Responsi BMS.com Home sponsibility class business in a first-class way, we take the larger view that the way -

~ = business is done matters to our clients, { September 14, 2009
Bristal-Myers Squibb R b l t . . . . X Alliance of Finance Experts to
Foundation es DO Nnsibill y Our global citizenship is a direct reflection of the firm's core values and { Act as Resource to Federal

Government on Rensvable
Energy Bolicy

g iy enhances our ability to provide superior service ta our clients, our
Sustainability P - " . employees and our communities.
We take our responsibilities in the world seriously and always strive to do what

Patient Assistance
Programs

right. We do this for our customers, for our employees, for the environment, for our

Septemnber 14, 2009
Morgan Stanley Works With
Gramasn America To Develop

Building Our s rting Dur Global C: o Taki Strategic A I . Financial Projections And
; upporting Our Global Community aking a Strategic Approach
Communities : Analyze Funding Needs

families and friends, and, for the communities in which we operate.

Morgan Stanley is committed to doing its share Morgan Stanley has created the Environment,

Grants & Giving

i 2= a responsible corporation by improving the Social Finance & Community Reinvastment i August 31, 2009
Position on Key gquality of life in communities around the world. Group to take on envirenmentsl, social and Wingd Farms Set Wall Street
Issues community issues more effectively than ever. Aflutter

By int=grating our =fforts scross all thres sreas,
we @im to transform these challenges inte new

Clinical Trials

opportunities. i June 22, 2009
Combating + Community Affairs * Sponsorships . When Charity Begins At The
o + Annual Charitable Report  * Statement on Human Rights Offica
Counterfeit Drugs =4 * Environment, Social Finance & Community Reinvestment H
Achievements Reducing Health | Sustaining Paying for Your = Building Our February 24, 2005
< B E 3 i = ing Our Peopl. P ing Our L M Stanley Rai
Disparities Our World Medication Communities e b e B R Rt
The Bristol-Myers We foster We assist eligibile We are a good Our people ara Margan Stanley’s foundation, We operats each day with respact for our firm, Envimnnent sns Seekt
Squibb Foundation sustainability through patients who have neighbor, supportin shr compEtitve adyantde and our fulue E:["::_“_Etw apdethepainkl in which we cddicy
helps build bridges to environmental, social financial hardships the communities
health for underserved | and economic and who need where we live and ¢
populations. progress, our medicines. business. " g : : " A
' Diversity Programs * Campus Recruitment * Responsible Business * Company History
* Career Opportunities Practices

* Code of Ethics

Grants & Giving
4 Apply or learn more about our
grants and charitable giving

’ ,}" Positions on Key Issues
= Our stand on important issues
facing the Biopharma industry €

s | Contact Us | Global Office:

| Privacy | Terms of Use

£ 2010 Morgan Stanley, All rights reserved,
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\\( studiocom Products

Overview

The existing Products page on DSI.com can remain relatively intact. However, there are a
few enhancements that should be incorporated.

= Placing content at the top of this page is an excellent opportunity to reinforce your
position of being a forward-thinking, innovative company, your commitment to patience
health, etc.

= Add a brief description of each product in addition to the existing logo and link

Related information
- Patient Assistance feature
- Product-related Award/Recognition feature
- Product news (Press Releases)
- Research & Development/Pipeline

We want patients come to our site to learn about our current
products as well as those that may help them in the near
future.

»

.-h
o > X
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Chevron :: Products
BMS :: Products

Chevron
vll Human Energy-

g 3 HOME | CONTACT US | INDEX
Home HumanEnergyStories  Global Issues  Energy Sources  Products & Services  Careers  About Chevron BrlStOl—MyerS Squlbb

Chevron Our Company Products Investors i i Careers
mance
k The impact on the patients’ lives truly motivates and
Chevron Chevron =2&ecB) B A P ,P ! S :
" trumps anything else that comes as a benefit of the job.
U Chevron is committed to superior product performance and quality, Over Merchandise 3
more than 125 years, it has grown to become one ofthe leading . Buy brandec
marketers of refined products, including gasaline, diesel and aviation merchandise
Zorch

fuels and lubricants in North America.

[F Chewren Br
Business Opportunitie: Products
Become an independent Patient Assistance
Chevron service siation de Programs PI’OdUCtS
TEC’ ERON Techron '; Prescribing

INo gasoline offers lower emissions, higher performance and a cleaner Information What sets us apart? We believe it's our commitment to
engine than Chevron gasolines with Techron. Techron is a patented

gasoline additive that helps keep car engines clean.

patients with serious diseases, our focus on finding
innovative medicines that combat those diseases, and our

Brand Sponsorships RaD

Chevron supports organizi Clinical Trials

[ visit Chewron With Techron St e ke Counterfal Dnigs commitment to help our patients prevail over serious
Submit a Proposal 2 diseases.
Preduct Information
Inquiries

Listed below in therapeutic order are the brand names of selected kay

Financial Hardship

Delo Bristol-Myers Squibb medicines. Flease click the preduct link for -
i and Uninsured?

e 0 Delo has a long history of developing superior lubricants. Delo products complete information (for U.S. residents only). You may access ¥ou may be eligible to
provide customers ‘_‘"m Doftom-line value and proven performance additional information about these and other Bristol-Myers Squibb receive your Bristal-
abave industry requirements products via the links at left. Myers Squibb medidine

o . free of charge. Find out
' . Drive Smarter Adverse reactions to Bristol-Myers Squibb's products can be reported how.

Learn how much fu to Bristol-Myers Squibb at 800-721-5072.
you could save by,

improving your

% ExtraMile driving habits. _
m ExtraMile is Chevron’s newest retail brand, focused on providing an y Cancer (X-' R&D
exceptional convenience store experience Chevron ExtraMile offers one- Our researchers are
stop, high-quality products, an appealing environment and great sernvice. ERB'THX ERBITUX® dedicated to discovering
CETUXIMAB =N (cetuximah) and developing innovative
O Visit Extraliile wanw, erbitux.com medicines.
®  IXEMPRAE

chevron z i 2 Y

[ oronite  OTONItE . (ixabepilone)

L Chevron Oronite is a leading developer, manufacturer and marketer of ‘XEMPRA WWw.ixempra.com
performance additives for fuels and lubricating oils. Oronite additives (xabepilone) for injection

(dasatinib) B

product information

’-‘H S P RYC E L SPRYCEL®
dasatinib . We =re committed to

protecting patiznts from
counterfait drugs.

Diziichi-Sankvo April 2010 Cardiovasculars and Metabolics
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~  studiocom Research & Development

Overview
Research & Development is a critical part of every pharmaceutical company’s future.
Consequently this section is very important to many of your audiences. By expanding this

section and providing the appropriate content, you can greatly enhance your brand - and
credibility.

= Pipeline is a very important and should be highlighted on this page
= Include any R&D highlights or Awards/Recognition

= |Incorporate content about Disease Areas of Focus with links to appropriate disease-state
Web sites

Related information
- Pipeline
- Research & Development-related Award/Recognition feature
- Research & Development news (Press Releases)
- Products

- Patient resource feature/content with links
People want to know who we are, what we are doing and what

O {4 is in the pipeline. A 4

Dalichi-Sankyo  April 2010 TOPT . * — *
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Lilly :: Research & Development

login v contact us worldwide v sitemap Search this site

Novartis :: Research & Development

ons

worldwide |

sitemap

U, NOVARTIS

INSTITUTES FOR
BIOMEDICAL RESEARCH

HOME ABOUT US RESPONSIBILITY PRODUCTS RESEARCH & DEVELOPMENT INVESTORS CAREERS

NE Welcome to NIBR

Home = Resesrch & Development

Research & Development

Research

About us

Careers

Research & Development
Research Pipeline
Discovering Mew Drugs
Value of Medicine

Clinical Trial Registry

Lilly Research Laboratories (LRL) is
responsible for the discovery, development,
and clinical evaluation of pharmaceutical
products and for providing ongoing scientific
support for marketed products.

Discovering and developing innovative therapies for many of the world's unmet
medical needs is atthe core of LRL's mission

Approximately 7,000 people work in LRL in the U.S. and ather countries around
the world. Research and development locations in the United States include
several sites in Indiana and California

The most recent listing of sites has been revised to United States, Canada,
China, England, Japan, Singapore, Spain, and a joint venture facility in Australia.
In addition, LRL conducts clinical research in more than 50 countries around the
world.

Research Pipeline

Improving patient outcomes |s the goal of all research at Lilly
Research Laboratories. To achieve this goal, LRL has built
ong of the best mid-stage pipelines in the industry with
approximately four dozen distinct compounds in clinical
development, including 17 priority biotech and small-
molecule candidates, all aimed at improving the lives of
patients around the globe

> Learn More have the potential to be in Phase
2009, add to Lilly'’s own oncolog
Discovering New Drugs meenfibrmeniDionll =00 e e B B B SR P RS SBSTSBRRR,

Lilly is among the industry’s leaders in investing in research
and development. The process of discovering, testing and
developing a new drug is complex, costly, andtime-
consuming — costing $800 million ar mare and spanning 10
to 18 years. In recent years, we have taken steps to
accelerate the development of our medicines so that they can

raarch natiants factar

Principles of Medical B Disease areas

Research

Lilly has established policies,
standards, and protections throu
the R&D process to ensure that
needs are foremost at all times. 7/
begins with our Principles of Met|
Research, an overarching stater
about how and why Lilly conduc
research, its relationship to
researchers, and how it shares.
research and development resul
Learn Mare

ImClone Systems
acquisition strengthen

* Autoimmunity,
Transplantation &
Inflammation

* Cardiovascular &
Metabolism

* Gastrointestinal
» Infectious

* Musculoskeletal
* Neuroscience

* Oncology

* Ophthalmology

* Respiratory

Li]ly’s Dncology pipcli B Discovery sciences
and biotech capabilitie g cinjcal sciences

Lilty has a rich history and deep
expertise in oncology, which wil
augmented by ImClone’s cufture
discovery. ImClone’s pipeline adc
several molecules in mid-to late-t|
clinical development targeting vir
all major solid tumor types. Thes:
targeted therapies, three of whic

development. Learn More

Partnerships

At Lilly, we value partnerships. (
historv has nroven — and nur 31

Disease Areas

Disease >

Cardiovascular & Metabolic Diseases »
Heart disease, heart failure, hypertension, type 2
diabetes...

Gastrointestinal Disease »

Irritable Bowel Syndrome...

Infectious Diseases »
Hepatitis B & C, Staph. aureus infection...

Musculoskeletal Diseases >
Osteoporosis, muscle atrophy, sarcopenia...

Neuroscience >

Oncology *
Many types of cancer ...

Ophthalmology *
Glaucoma, macular degeneration...

Autoimmunity, Transplantation & Inflammatory

Rheumatoid arthritis, multiple sclerosizs, transplantation,
psoriasis, lupus.

Inflammatory Bowel Dizease (IBD), Gastroparesis and

Newsroom

Novartis clinical trials are
designed to find better
ways to treat or prevent
diseases.

@ visit the Novartis
clinical trials website

JOB OPPORTUNITIES

[

Find out what opportunities

await you at one of the
most exciting places to
work in the life sciences
industry.

C@ Search for jobs

& search for jobs in the
us

PHARMACEUTICAL
BUSINESS AT NOVAR

Alzheimer's disease, depression, Parkinson's disease

Novartis discovers and
develops innovative
medicines with improved
efficacy and fewer =ide-
effects.

O Learn about our
Pharmaceuticals
division

& Learn more about

Nowvartis products in
development



X\( studiocom NEWE

Overview

A "News" page should be created to provide users a consolidated view/landing page to
see and access of all DSI's news items, including:

= General news

= Press releases

= Media content/contact information
= Upcoming events (if appropriate)

= A few key Award/Recognition logos

Consider Including
- E-mail alerts
- RSS feed(s) - users can subscribe for site updates

Related information
- Global citizenship feature
- Award-related press releases
- Research and development feature

o : > X
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Chevron :: News
BMS :: News

Chevron

b=

Human Energy

| CONTACTUS | INDEX

—

"j,?'{—i% Bristol-Myers Squibb

B Together we can prevail.”

Our Company Products News Investors rtnering Responsibility Careers

Chevron Signs Gas Deal in China | am the champion. Rheumatoid arthritis is not.

Chevron will work with China National Petroleum Corporation to
jointly develop a large gas field in central China.

= enal News BMS.com Home
Speeches E Press Releases
Chevron in Ecuador Tl NEWS
Publications
om the latest informati o
- I for the E4 Media Library Our success as a hext-generation BioPharma company
smissal . - : .
i y David J. ORellly ey Key Facts will be measured by the difference we can make in the lives
1gola LNG airm a s 2 .
Ehslmnn snd GED Leadership of patients fighting serious disease. Members of the press
MORE SPEECHES » Financial Reportin may learn more about our company, our philanthropy and < - .
BRI Y 3 AR, DL B Py Connecting City Kids
N— Features our focus on innovative medicines by viewing the resources to Nature
Achievements on this page. Funded by Bristol-Myars
e Squibb's Community of

Learners Frogram, the
Watershed Association

Next* Magazine
Chevron's tech

Subscribe to e-mail

alerts
magazine reports offers summer day camp

on the latest
innovations

schalarships to city kids.
read maore

X Download (7.0 MB)

@‘ Subscribe to our

'(:'" Press o~ - , by
Releases (] Publications Library e-mail alerts

All press releases

Latest Press Releases SEC Filings

End-of-day stock quote
March 17, 2010
U.5. Food And Drug Admir
Once-Daily Fixed Dose Combination Of Onglyza™ (Saxagliptin) And
Extended Release Metformin For The Treatment Of Type 2 Diabetes

\ Mellitus In Adults

March 12, 2010
Sancfi-aventis and Bristal-Myers Squibb Announce Important Updates to
i

istration Accepts New Drug Application Far

Media
contacts

¥ U.5. Prescribing Information

March @, 2010
Eristal-Myars Squib
Saxaaliptin
Mellit

nounce the Commencement of

aZenaca

scular Outcomes Recorded in [ ents

R-TIMI 52}
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Overview
Creating a Media section on corporate Web sites has become a standard. All of the
competitors that were benchmarked for this project contain media-specific information,
which allows media - and general users to access media related content. Content on this
page/in this section should include:

= Media contacts

= Publications information with links to
- Global company brochure
- DSl specific philanthropy brochure
= Library for downloading photos (senior executives, events photos, etc.) general media-
specific assets, logos, key presentations, etc.

Related information
- Global citizenship feature
- Award-related press releases
- Key facts
- Research and development/pipeline feature

OKey partnership(s) feature
o > X *
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Chevron :: Media

INVESTORS | NEWS

Chevron
e

Home  HumanEnergy Stories  Global Issues  Energy Sources  Products & Services  Careers  About Chevron

Human Energy-

Press Releeses Media Resources
Speeches
Publications

Media Resources

Media Contacts

Members of the media can contact Chevron Corporate Media Relations by phone at: +1
925.842.0050 or by email at pubaffmri@chevron.com.

Ifyou are not a member of the press but would like to contact Chevron, please see the
Contact Us page for more information

You can also follow us on |j' Twitter.

Chevron Background Information

Chevron Corporation ranks among the world's largest global energy companies. \
Company Profile

Available in POF format are a corporate fact sheet and biographies and photos of our
executives

T Download Fact Sheet (138 KB)

T Download Executive Bios (53 KB)

Annual Report and Supplement

2008 Annual Report

wnload 2008 Annual Report (4.2 MB)

TX Download 2009 Annual Report Supplement (4.4 MB)

2008 Corporate Responsibility Report
2008 Corporate Responsibility Report

2008 Corporate Responsibility Report Download Page

Download Chevron Corporation Hallmark for Media Use

The images located on this Web page are for editorial use only in newspapers, news
magazines, trade publications, broadcast media and online media. Allimages remain the
property of Chevron. The images cannot be edited or altered in any manner. These images
cannot be used for any personal or commercial purpose.

]

ﬁ Four Color JPEG, Print-Quality (87 KB)
' £ Four Color EPS, Print-Quality (490 KBY*

I

-

£ Grayscale, Print-Quality (472 KBY*
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Press Release Alerts

Get email alerts informing |
press releases, financial r
and Investor Relations eve

Sign Up Now

Chevron on Twitter

Now you can get Chevror
and information on Twitter

[P Follow Us

Chevron on YouTube
[ chevron Channel
% Richmond Refinery
ﬁ‘ Texaco in Ecuador

Fuel Prices
Read about
factors that
influence th
of fuel.

[ www thepriceoffuel.d

Chevron Worldwide

Chevron has operations ir
countries around the globs

View Worldwide Operatio

BMS :: Media

| CONTACT Us | INDEX

> Bristol-Myers Squibb
—

Together we can prev

Our Company R&D Products Investors ibility Careers

| am a cancer warrior.

Mark B., R&D e

News BMS.com Home # News » M

Media Library

Media
contacts

Press Releases

Publications

Media Library
Product Madia Kits

If you are a member of the working press and need a
photo, image or video that is not available on this website,

Devans biclogics
facility
RED Photos

please e-mail your request to news@bms.com and we will

make every effort to respond as soon as possible. Please fg'] Subscribe to our

ow our " 2.
Facilities Photos follow our terms for usage. e-mail alerts

Mast Our Patients All press releases
Meet Our Employees

v N
Logos J O\)\u\ab‘

SEC Filings

End-of-day stock quote

Key Facts
¥ . CE\_.
Leadership R:{
Financial Reporting \
Features MPR
Achievements IXEM\%"
e |
Media Contacts
> ) Product media kits Devens biologics R&D photos
Subscribe to e-mail facility

alerts

Meet our patients

Facilities photos Meet our employees

videos videos & photos
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Overview
Site-wide search is standard functionality that provides users an effective tool to easily
find specific content they are looking for. Although Web sites are designed to eliminate
(or at least minimize) the need for users to use Search, many users utilize this

functionality instinctively. (Note: All of the competitors that were benchmarked for this
project incorporate a site search on their sites.)

= Incorporate Search functionality throughout the entire site
= Provide filter/category options

= Related items
- Featured Results in right column (based on search text criteria)

o=

I > X *
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United Technologies :: Search (with categories)

Carrier Hamilton Sundstrand Otis Pratt & Whitney Sikorsky UTC Fire & Security UTC Power Q@ Search

J & J:: Search (with filters & featured results)

- : UTC in the News
% United Technologies ! 2O Employees Careers Investors News Partners ContactUs Find [ Enter product name, company or k

HOME ABOUT UTC INVESTOR RELATIONS CORPORATE RESPONSIBILITY GOVERNANCE CAREERS RESEARCH CENTER

Our Products Our Caring Our Company

I

=

Seérch Results

“You Searched for; | @ investors Results per page:[10_[=]

CATEGORY:

Al

O About uTe
(WY
[ corporate Responsibilty
[ Governance

[ nvestor Relations

Match: @ any search words © all search words @ exact search words

124 resutts found
13 pages of results.

ABOUT UTC show all results

Gregory J. Hayes
Greg Hayes is Senior Vice President and Chief Financial Officer of United Technologies Corporation. He has global
responsibility for UTC’s finance function. Greg also directs communications and interactions with UTC's

Quality
in us orin another company. Only by offering superior value to both customers and investors three main elements:
Culture and philosophy based on the teaching of the late Yuzuru Ito, the

NEWS show all results

UTC Reaffirms 2010 Outlook; Expects Earnings Per Share Of Between $4.40 And $4.65, Up 7 To 13
Percent

MNEW YORK CITY — United Technologies Corp. (NYSE:UTX) will outline expectations for 2010 this marning in New
York atits annual investor conference, which will be broadcast live on the - 12 Mar 2010

Advisory: Investor And Analyst Meeting Scheduled For Thursday, Dec. 10
HARTFORD, Conn. — United Technologies Corp. (NYSE:UTX) will broadcast its investor and analyst meeting
scheduled from 6 p.m.to 7 p.m. ET Thursday, Dec. 10, 2009 - 02 Dec 2009

United Technologies Corp. Second Quarter Earnings Advisory To Securities Analysts, Investors And
News Media

HARTFORD, Conn. United Technologies Corp. (NYSE:UTX
release Tuesday, July 21, prior to the stock market openin:

il issue its second quarter 2009 earnings press
- 01 Jul 2009

CORPORATE RESPONSIBILITY show all results

Stakeholder Engagment
sessions in New York and Beijing. In response to the meetings, attended by socially responsible investors

Aj Lifig:Han, Phil Crowley, and Steve Santos, USA ¥
Johnslb & Johnson >
The d”ers\ty‘of our employees brings a richness

to Bl dork gpvironments

Search Results

Results 1 - 20 of about 5440 for produ

are Products 2

... Our Products. Every day, millions of people around the world enjoy the benefits
of preducts from the Johnson & Johnson Family of Companies. ... Our Products. ...

Jucts & P Is

Consumer health care products and services from Johnson & Johnson
Your family's health and well-being is our passion. ...

(PoF) Page 1 of 3

... WWW 5993 5685 5 4% 16% 3 8% 22 520 24 567 -8 3% -6 1% -2 2% MAJOR NEW PHARM

PRODUCTS
(5) PREZISTA US 88 50 76.0% 76.0% - 303 159 90.6% 90.6% - ...

... Our Products. Every day, millions of people around the world enjoy the benefits
of preducts from the Johnson & Johnson Family of Companies. ... Our Preducts. ...

Prod

JnJ offers consumer health care products for baby care, skin and hair care, oral
care, nutritionals. pain relief, wound care, and much more. ... Consumer Products. ...

Consumer health care products and services from Johnson & Johnson
Your family's health and well-being is our passion. ...

products

Refine Your Search
Results From:

JiJ.com

Our Family of Company

Our Citizenship & Caring
News Releases

=

hie experts in gentle care for young skin
and hair

Products that help you obtain noticeably
clearer, more beautiful skin

Codman B,

So i
Active treatment for athlete’s foot and
other fungal infections

View all Feature Results
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USER EXPERIENCE STRATEGY/RECOMMENDATIONS

o > x*

. April 2010
Daiichi-Sankyo  Apri AT ; * a
- . X ]



~  studiocom Strategic Recommendations

Enhance the overall user experience

Inform

= Ensure that the information for the core audiences is available and intuitive

= Content should be relevant, crisp and effective

= Incorporate Global Citizenship. "DSI is a company you feel good doing business with."

Standardize

= Create a seamless, intuitive navigation

= Develop familiar main site navigation as other major corporate websites

= Design a compelling experience that aligns with the new brand positioning

Organize

= Make the information easy to find for each user type

= Make the site more searchable, findable, and browseable

= Use navigation best practices: indicators as to page and section, breadcrumbs, and related links in
the right navigation as appropriate

= Create search functionality for:
- Press releases
- Entire Web site

= Redesign the overall user experience to significantly increase usability, intuitiveness, and user
satisfaction

O o > X *
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\V studiocom

Proposed Navigation

Initial Site Structure Recommendation
Search [

Medical Information for Physicians | Contact Us

Home About Us Responsibility Research & Products Busmpss to News Careers
Development Business
Left Navi g ation Home > Breadcrumb > Breadcrumb e

econ Link

condary Link Content
Tertiary Link (Copy, links, Images)
Tertiary Link Callout area
ﬁmm Lorem ipsum dolor

£con n sit amet, consectetaur

econ Link

Callout area

Lorem ipsum dolor
sit amet, consectetaur

External links are indic
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\V studiocom Next Steps

Next Steps

= Begin User Experience and Information Architecture phase: 4/6
= Begin development of Creative Brief

= Review of Creative Brief: 4/15

= Round 1 Review of UX: 4/21

= Design begins: 4/27

o - > x*
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y studiocom Stakeholder Interviews

What we learned/major theme: RELEVANT CONTENT

DSIl.com must use relevant, accurate, simple messaging.

Our content must be crisp and to the point. It cannot be too wordy.

Ensure that the right information is being communicated in the right
places.

Our site should have video and interactive content.

Doctors/Healthcare Providers and Patients should feel more educated —
and feel better about working with DSI.

Although current employees have access to the intranet to get detailed
information, the public site could provide them a high-level view of what
is going. They want to get a synopsis of what is now going on.
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What we learned/major theme: BRAND

[ 0 Ml
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Daiichi- ‘;:mk_';u )

Corporate branding is a critical success factor. People know our products,
but not our brand. We must make our brand known to everyone.

Customers want to know who they are working with — and that they are
credible vendors.

We need to make sure we convey who we are and where we are going —
with an emphasis on where we are going.

DSl is a progressive, forward thinking, cutting edge company — we need
to show it!
f:_»"t.
We must convey who we are and what we do as a company in a
consumer-focused way.

We must make sure users know who we are and where we are going.
And that we are small enough to be flexible, yet large enough to
compete with the big pharmas.

N
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X\( studiocom Stakeholder Interviews

What we learned/major theme: BRAND

Doctors know our brands, but they don’t know our name.

Managed Markets identify with company vs. product. Want to
understand the portfolio of the products. Daiichi needs to show their
presence and show that they’re big.

We need to show where we fit into the global matrix.

We must be sure we appear as a creative and forward thinking company.

Need to convey who we are, what are we doing, what is in the pipeline.
\

O o a-.k"‘*
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studiocom Stakeholder Interviews

What we learned/major theme: EASE OF USE

DSl.com is very primitive. Not a lot of functionality and offers only a
minimum of what it should have.

Has to be easy to navigate — usable, searchable.

We must make sure everything is easy to find without having to go to the
Japanese site and try to filter through their content to find what they are
looking for.

Critical success factor — Ease of use!

Everyone should feel empowered to quickly find the information they are
looking for.

Make phone numbers much more prevalent then they are now. ‘

o Db
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y studiocom Stakeholder Interviews

What we learned/major theme: CULTURE

We do not do a good job of communicating the uniqueness of our culture.
We do not capture that. Our employees are not seen on the Web site.

We must make sure to convey an excitement in our culture and future. ’

We do not do a good job of portraying uniqueness of our culture or
stories about out people.

We want our customers to feel that there is a great company and culture
behind delivery of the products.

Communicate enthusiasm — people are very motivated.

Website is okay, but does not encapsulate the passion, energy of the
company itself.
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\V studiocom Stakeholder Interviews

What we learned/major theme: GLOBAL CITIZENSHIP

|
) Our site must show how we are engaged with people and humanity.

L
DSI piece is just donations. Talk about what we ARE doing for our
communities.

|
’ Add diversity to the Web site.

Interview employees in a video, and employees talk about the company. {

o - ’)-’g**
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What we learned/major theme: MISC

Potential licensing partners would like them to feel long-term commitment
and dedication.

& el

Having a product pipeline shows how serious we are on this.

Smaller companies who may be interested in partnering with DSI want to
see how DSI has successfully partnered with other companies.
(See our track record)

4.[__,"'\. -
Take what we have now, make it more substantial and provide
interactivity.
f:_ﬂ.
Our site must be robust, modern, have more content, and really provide a
WOW factor.

/ A
L_J”L -

Success Factor: Web site must be perceived as valuable by internal
people, so they’ll start directing people to the site.

— [:“_,1
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X\( studiocom Stakeholder Interviews

What we learned/major theme: MISC

- History and Company Information are important; however, our history of
innovation is very important.

|
History establishes credibility. However, we must convey where we are
now — and how we are keeping up with the times. (

History is a means to drive credibility; foundation is rooted in that, but we
must also show what happened the last 100 years.

Make sure we convey innovation, forward-thinking and cutting edge.
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