





customization. Women could upload their own images and, with the help of a series of easy to use,
intuitive tools, create highly personalized messages. The HCP section of the site focused on the
unique nature of the product and combined with e-Detailing programs helped ensure that physicians were
not only aware of the product and its benefits but were prepared to answer patient questions relating
to vaginal administration, comfort, impact on sexual activity, and side effects. HCP communication
was essential in the context of DTC e-coupon activities that encouraged women to visit their doctors to
inquire about the product.

Results

Despite the established strength and traditional preference for oral contraceptives, NuvaRing has
gained a 6 to 7 percent market share since its launch. In terms of prescription habits, select obstetrician
and gynecologists report that NuvaRing now constitutes 15 to 20 percent of their contraceptive
prescriptions. These physicians also report that recent direct consumer advertising has led many
women to request NuvaRing, validating the impact of DTC activities.

In terms of e-channel activities, NuvaRing.com was recognized by Manhattan Research as one of the
top 10 customer acquisition sites for 2006 and is a platform for continued market share growth.
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