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Physicians report that they are encountering brand information across multiple digital and in-person channels, yet still

lack key information on patient eligibility, affordability, and access

ROCHESTER, Mich., May 02, 2023 (GLOBE NEWSWIRE) -- OptimizeRx Corp. (the “Company”) (Nasdaq: OPRX), a leading provider of point-of-care
technology solutions helping patients start and stay on therapy, today announced the results of a survey of more than 120 primary care and specialist
physicians, revealing clear preferences on how and when they prefer to receive information from life science companies, and when they find that
information most relevant to patient care encounters.

The survey found that physicians are actively seeking and encountering information across a wide variety of digital and in-person channels; however,
they still experience gaps in the amount, type, clinical focus, and timing of brand information they need to make fully informed patient care and
prescribing decisions. In addition, they expressed a notable interest in information related to treatment eligibility, affordability, and access.

“Information gaps can have a real impact on the ability of physicians to make informed choices. This survey clearly indicates that life science
marketers need to revisit where and when they are engaging healthcare providers (HCPs), as well as how they can best deliver the information HCPs
are seeking: personalized, actionable, therapeutic, and care-related content,” said Steve Silvestro, Chief Commercial Officer, OptimizeRx. “It’s no
longer about generic or promotional placements on select channels, but an immersive strategy that surrounds physicians with timely, relevant
information – aligned to their patients and delivered where they are and when they are making care decisions.”

For life science manufacturers committed to driving strong brand engagement among HCPs, it’s clear that physicians expect clinical relevance and
specificity of access information. Therefore, engagement preferences will vary brand-to-brand based on the unique patient journey and mix of potential
prescribers. When further layering channel preference, non-digital engagement, and contextual timing into an HCP engagement strategy, the variables
of planning rise exponentially. Data-driven artificial intelligence (AI) solutions are uniquely poised to solve this challenge.

When implemented successfully, AI-directed omnichannel engagement programs transform generic brand marketing into clinically relevant HCP
communications, by aligning with the brand’s patient journey, addressing information gaps, allowing physicians to make informed treatment decisions,
and fostering a positive brand experience for both HCPs and patients.

Survey Highlights

Physicians surveyed reported actively using more than 10 types of media and communications, both digital (email, medical
journals, electronic health record (EHR) systems, social media, etc.) and in-person (sales rep/medical science liaison visits,
conferences, etc.). The most common channels used were:

Email – 74% ranked in top three

Journal articles – 73% ranked in top three

Sales rep visit – 71% ranked in top three

EHR systems – 68% ranked in top three

Medical conferences – 63% ranked in top three

59% of physicians surveyed strongly or very strongly agreed that information is more valuable to physicians when it is
closely aligned with the patients they are actively treating.

40% of physicians surveyed strongly or very strongly agreed that when information provided by a life science manufacturer
is not personalized, they are less likely to engage with it.

What kinds of information do HCPs want:

Physicians surveyed want more immediate, tangible types of information such as insurance coverage and drug pricing, upcoming clinical trials,
safety, and as one doctor wrote, “clinical success stories and quality of life improvements.”

The top three types of information and the percentage of surveyed physicians who want more of this information:
Patient affordability – 48%

Prior authorization (PA) process – 43%

Patient eligibility – 33%

https://www.globenewswire.com/Tracker?data=teQ5Qcx4_SK3oySSQYHkGi_wImRc5QF-PB2ld8KZ4Msvo3envaIXupj3LK9Va0x6SBTaLg5LtIJOusOyVSauVw==


Percentage of surveyed physicians who conduct their own research online to stay up to date on the following topics:
Clinical results – 57%

Eligibility/ideal patient profile – 56%

Financial assistance – 48%

Formulary status – 43%

Key takeaways for life sciences brands about the best places to focus HCP engagement resources:

Surveyed physicians reported that the life science manufacturers most effective at engaging them did the following well:
Sharing clinical data in a clear and concise manner – 53%

Providing clear PA guidance and support – 48%

Providing timely, relevant information on newly launched products – 44%

54% of surveyed physicians strongly or very strongly agreed that their comfort with adopting a new product is impacted by
non-clinical factors like formulary status, prior authorization requirements, or availability of financial assistance programs.

49% of surveyed physicians strongly or very strongly agreed that their comfort with adopting a new product is increased
when life science manufacturers clearly communicate their product’s therapeutic benefits over existing treatments.

The independent research, conducted in March 2023, surveyed 123 US physicians across six specialty areas: dermatologists (n=20), endocrinologists
(n=20), cardiologists (n=20), primary care physicians (n=20), oncologists (n=23) and neurologists (n=20). To review the complete white paper, request
a copy here.

About OptimizeRx

OptimizeRx  provides  best-in-class  health  technology  that  enables  care-focused  engagement  between  life  sciences  organizations,  healthcare
providers, and patients at critical junctures throughout the patient care journey. Connecting over 60% of U.S. healthcare providers and millions of their
patients through an intelligent technology platform embedded within a proprietary digital point-of-care network, OptimizeRx helps patients start and
stay on their medications.

For more information, follow the Company on Twitter, LinkedIn or visit www.optimizerx.com. 

Important Cautions Regarding Forward Looking Statements
This press release contains forward-looking statements within the meaning of the Private Securities Litigation Reform Act of 1995. Words such as
“anticipates”, “believes”, “estimates”, “expects”, “forecasts”, “intends”, “plans”, “projects”, “targets”, “designed”, “could”, “may”, “should”, “will” or other
similar words and expressions are intended to identify these forward-looking statements. All statements that reflect the Company’s expectations,
assumptions, projections, beliefs or opinions about the future, other than statements of historical fact, are forward-looking statements, including,
without limitation, statements relating to the Company’s growth, business plans and future performance. These forward-looking statements are based
on the Company’s current expectations and assumptions regarding the Company’s business, the economy, and other future conditions. The Company
disclaims any intention or obligation to publicly update or revise any forward-looking statements, whether because of new information, future events, or
otherwise, except as required by applicable law. Forward-looking statements are inherently subject to risks and uncertainties, some of which cannot be
predicted, or quantified. Future events and actual results could differ materially from those set forth in, contemplated by, or underlying the forward-
looking statements. The risks and uncertainties to which forward-looking statements are subject include, but are not limited to, the effect of
government regulation, competition, and other risks summarized in the Company’s Annual Report on Form 10-K for the fiscal year ended December
31, 2022, its subsequent Quarterly Reports on Form 10-Q, and its other filings with the Securities and Exchange Commission.
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