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SECTION 2 – FINANCIAL INFORMATION
 
Item 2.02 Results of Operations and Financial Condition.
 
On November 7, 2016, we issued a press release announcing the results of operations for the quarter ended September 30, 2016.
 
The press release is furnished with this Current Report on Form 8-K as Exhibit 99.1. The information furnished under this Item 2.02 and Item 9.01 of this
Current Report on Form 8-K, including Exhibit 99.1, shall not be deemed to be “filed” for the purposes of Section 18 of the Securities Exchange Act of 1934,
as amended, or otherwise subject to the liabilities of that section, nor shall it be deemed incorporated by reference in any registration statement or other filing
under the Securities Act of 1933, as amended, regardless of any general incorporation by reference language in such filing, except as shall be expressly set
forth by specific reference in any such filing.
 
Section 8 – Other Events
 
Item 8.01 Other Events
 
On November 7, 2016, the Company held a conference call to discuss the Company’s earnings for the quarter ended September 30, 2016 and other matters of
business, a transcript of which is furnished herewith as Exhibit 99.2 and is incorporated herein by reference.
 
The transcript is furnished with this Current Report on Form 8-K as Exhibit 99.2. The information furnished under this Item 8.01 and Item 9.01 of this
Current Report on Form 8-K, including Exhibit 99.2, shall not be deemed to be “filed” for the purposes of Section 18 of the Securities Exchange Act of 1934,
as amended, or otherwise subject to the liabilities of that section, nor shall it be deemed incorporated by reference in any registration statement or other filing
under the Securities Act of 1933, as amended, regardless of any general incorporation by reference language in such filing, except as shall be expressly set
forth by specific reference in any such filing.
 
SECTION 9 – FINANCIAL STATEMENTS AND EXHIBITS
 
Item 9.01 Financial Statements and Exhibits.
 
Exhibit No.  Description
99.1  Press release, dated November 7, 2016
   
99.2  Transcript, dated November 7, 2016
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SIGNATURES
 
Pursuant to the requirements of the Securities Exchange Act of 1934, the registrant has duly caused this report to be signed on its behalf by the undersigned
hereunto duly authorized.
 
 OptimizeRx Corporation
  
 /s/ Douglas Baker
 Douglas Baker
 Chief Financial Officer
  
 Date: November 9, 2016
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Exhibit 99.1
 

 
 

OptimizeRx Corporation Reports Third Quarter 2016 Results
 

Rebranding, Expanded Allscripts Partnership, and Investments in Sales Team Support Growth in Q4 and into 2017
 
ROCHESTER, MI – November 7, 2016 – OptimizeRx Corp. (OTCQB: OPRX), a health technology software company whose premier content-delivery
platform enables pharmaceutical companies to offer doctors valuable product information and patient support right at point of prescribe, reported results for
the third quarter ended September 30, 2016.
 
Q3 2016 Highlights & Subsequent Events
 
● In October, the company announced independent research results confirming OptimizeRx delivered pharmaceutical brands a return on investment that

ranged from 300% to 1,200%.
  
● In October, the company expanded its partnership with Allscripts, a global leader in healthcare information technology solutions, to increase focus on

clinical messaging for pharmaceutical companies.
  
● Financial messaging, i.e., eCoupons, distributed for 75 brands in the third quarter of 2016, up from 71 brands in the third quarter of 2015 and continued

testing of the market with 60 generic financial assistance programs.
  
● Gross margin was $1.1 million or 59% of net revenue in the third quarter of 2016, as compared to $1.0 million or 48% of net revenue in the third quarter

of 2015. The increase was due to a favorable product mix shift to higher margin brand support.
  
● Cash and cash equivalents totaled $7.6 million at September 30, 2016, as compared to $7.6 million at June 30, 2016.
  
● Completed re-branding of the company in the quarter to demonstrate its ability to provide financial and clinical messaging as well as brand support

services, such as drug file integration and sales force training.
 
Q3 2016 Financial Summary
Net revenue in the third quarter of 2016 was $1.8 million versus $2.0 million in the same year-ago quarter. The decrease in net revenue was due to a number
of brand programs completing ROI studies requested by large pharmaceutical clients. The company expects that the studies will confirm that the OptimizeRx
platform substantially increases total prescriptions for its promoted brands given the platform’s very positive history with these ROI evaluations. In fact, the
company recently announced publicly the results of independent research studies demonstrating that OptimizeRx delivered pharmaceutical brands a return on
investment ranging from 300% to 1,200%.
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Operating expenses in the third quarter of 2016 were $1.3 million, as compared to $0.9 million in the same year-ago quarter. The increase was primarily due
to an increase in expenses related to growth initiatives, including investments in the company’s executive and sales team and related marketing and travel.
Since the third quarter of 2015, the company has appointed a vice president of client services, a senior vice president of business development, a senior vice
president of product and strategy, an additional vice president of sales, a director of sales, a vice president of channel development, and a new CEO.
 
Net loss was $243,000 or $(0.01) per basic share, as compared to net income of $88,000 or $0.00 per share in the same year-ago quarter.
 
Cash and cash equivalents totaled $7.6 million at September 30, 2016, as compared to $7.6 million at June 30, 2016. The company continued to operate debt-
free.
 
First Nine Months of 2016 Financial Summary
 
Net revenue in the first nine months of 2016 increased 5% to a record $5.5 million from $5.2 million in the same year-ago period.
 
Operating expenses increased to $4.1 million as compared to $2.7 million in the same year-ago period. The increase was primarily due to increased human
resource costs and professional fees related to growth initiatives as described above.
 
Net loss totaled $1.2 million or $(0.04) per share, as compared to a loss of $180,000 or $(0.01) per basic share in the same year-ago period.
 
Management Commentary
 
“In Q3, we rebranded our company from one product to multiple services in and around point-of-care,” said OptimizeRx CEO William Febbo. “We rolled out
new marketing materials to better represent our ability to provide not only financial messaging, but clinical messaging and brand support services. These tools
will allow for more up-sell opportunities to existing clients. In addition, we continue to invest in our sales team as demonstrated by placing an account
manager within one of the WPP companies to manage that relationship.”
 
“We recently expanded our partnership with Allscripts to increase and diversify our revenue base. In particular, we acquired all of their LogRx (messaging
within EHR) inventory for the remainder of 2016 and 2017, which has the effect of making us their exclusive partner allowing us to sell the messaging
solution and extend our point of care solutions that we bring to the medical community.”
 
“Looking ahead, we expect a resumption in top-line growth both sequentially and year-over-year in the current quarter, primarily driven by recommencing
brands currently in ROI studies, signing new brands, as well as continued expansion of financial messaging, clinical messaging and brand support.”
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Conference Call
 
OptimizeRx will host a conference call today to discuss the third quarter 2016, followed by a question and answer period.
 
Date: Monday, November 7, 2016
Time: 4:30 p.m. Eastern time (1:30 p.m. Pacific time)
Toll-free dial-in number: 1-877-627-6544
International dial-in number: 1-719-325-4874
Conference ID: 6212792
 
Please call the conference telephone number five minutes prior to the start time. An operator will register your name and organization. If you have any
difficulty connecting with the conference call, please contact Liolios Group at 1-949-574-3860.
 
A replay of the call will be available after 7:30 p.m. Eastern time on the same day through November 28, 2016, as well as available for replay via the
Investors section of the OptimizeRx website at www.optimizerxcorp.com.
 
Toll-free replay number: 1-844-512-2921
International replay number: 1-412-317-6671
Replay ID: 6212792
 
The company expects to file its quarterly report on Form 10-Q today.
 
About OptimizeRx Corp
 
Based in Rochester, MI, OptimizeRx Corporation (OTCQB: OPRX) is a health technology software company that is revolutionizing the point of care
experience through technology to improve clinical decisions and outcomes. OptimizeRx’s unique consumer and physician platforms help patients better
afford and comply with their medicines and healthcare products, while offering pharmaceutical and healthcare companies effective ways to expand
awareness, access and adherence to their medications.
 
The company’s core product replaces drug samples with electronic trial vouchers and copay coupon savings that are electronically added to an e-Prescription
and sent electronically to the pharmacy and is integrated within leading electronic health record (EHR) platforms in the country, including Allscripts, Quest
Diagnostics, Practice Fusion and other EHRs to reach over 300,000 healthcare providers. In turn, OptimizeRx promotes patient savings and support from the
world’s largest pharmaceutical companies, including Pfizer, Lilly, Novartis, AstraZeneca and many others. For more information, please go to
www.optimizerxcorp.com.
 
Important Cautions Regarding Forward Looking Statements
 
This press release contains forward-looking statements within the definition of Section 27A of the Securities Act of 1933, as amended and such section 21E
of the Securities Act of 1934, amended. These forward-looking statements should not be used to make an investment decision. The words 'estimate,' 'possible'
and 'seeking' and similar expressions identify forward-looking statements, which speak only as to the date the statement was made. The company undertakes
no obligation to publicly update or revise any forward-looking statements, whether because of new information, future events, or otherwise. 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 material risks.
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OPTIMIZERx CORPORATION

 CONDENSED CONSOLIDATED BALANCE SHEETS (UNAUDITED)
AS OF SEPTEMBER 30, 2016 AND DECEMBER 31, 2015

 

  
September 30,

2016   
December 31,

2015  
ASSETS       

Current Assets       
Cash and cash equivalents  $ 7,574,638  $ 8,207,565 
Accounts receivable   2,324,343   2,847,450 
Prepaid expenses   102,759   70,623 

Total Current Assets   10,001,740   11,125,638 
Property and equipment, net   89,273   10,239 
Other Assets         

Patent rights, net   789,332   832,884 
Web development costs, net   376,011   340,470 
Security deposit   5,049   5,049 

Total Other Assets   1,170,392   1,178,403 
TOTAL ASSETS  $ 11,261,405  $ 12,314,280 

         
LIABILITIES AND STOCKHOLDERS' EQUITY         

Current Liabilities         
Accounts payable - trade  $ 191,397  $ 212,191 
Accounts payable - related party   -   570,000 
Accrued expenses   42,402   6,983 
Revenue share payable   2,220,703   2,355,608 
Deferred revenue   766,107   227,002 
Total Liabilities   3,220,609   3,371,784 

Stockholders' Equity         
Common stock, $.001 par value, 500,000,000 shares authorized, 29,672,132 and 29,030,925 shares issued and

outstanding, respectively   29,672   29,031 
Preferred stock, $.001 par value, 10,000,000 shares authorized, no shares issued and outstanding   -   - 
Stock warrants   2,294,416   2,329,508 
Additional paid-in-capital   33,623,051   32,185,499 
Stock payable   -   1,132,148 
Deferred stock compensation   -   (13,800)
Accumulated deficit   (27,906,343)   (26,719,890)
Total Stockholders' Equity   8,040,796   8,942,496 

TOTAL LIABILITIES AND STOCKHOLDERS' EQUITY  $ 11,261,405  $ 12,314,280 
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OPTIMIZERx CORPORATION

CONDENSED CONSOLIDATED STATEMENTS OF OPERATIONS (UNAUDITED)
FOR THE THREE AND NINE MONTHS ENDED SEPTEMBER 30, 2016 AND 2015

 
  For the Three Months Ended   For the Nine Months Ended  
  September 30   September 30  
  2016   2015   2016   2015  

             
NET REVENUE  $ 1,786,137  $ 2,007,409  $ 5,458,944  $ 5,200,419 
                 
REVENUE SHARE EXPENSE   723,396   1,044,415   2,539,021   2,683,183 
                 

GROSS MARGIN   1,062,741   962,994   2,919,924   2,517,236 
                 
OPERATING EXPENSES   1,311,959   875,425   4,133,505   2,698,694 
                 

INCOME (LOSS) FROM OPERATIONS   (249,218)   87,569   (1,213,582)   (181,458)
                 
OTHER INCOME (EXPENSE)                 
                 

Interest income   6,634   368   27,292   968 
Interest expense   -   -   (163)   - 

                 
TOTAL OTHER INCOME (EXPENSE)   6,634   368   27,129   968 

                 
INCOME (LOSS) BEFORE PROVISION FOR INCOME TAXES   (242,584)   87,937   (1,186,453)   (180,490)
                 
PROVISION FOR INCOME TAXES   -   -   -   - 
                 
NET INCOME (LOSS)  $ (242,584)  $ 87,937  $ (1,186,453)  $ (180,490)

                 
WEIGHTED AVERAGE NUMBER OF SHARES OUTSTANDING                 

BASIC   29,433,846   23,259,837   29,374,319   23,060,787 
DILUTED    N/A    24,348,551    N/A     N/A  

                 
NET INCOME (LOSS) PER SHARE                 

BASIC  $ (0.01)  $ 0.00  $ (0.04)  $ (0.01)
DILUTED      N/A    0.00        N/A         N/A
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Company Contact:
OptimizeRx
Doug Baker
dbaker@optimizerx.com
248-651-6568 x807 
 
Investor Relations Contact:
Liolios Group
Ron Both, Senior Managing Director
oprx@liolios.com 
949-574-3860
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C O R P O R A T E P A R T I C I P A N T S
 
Douglas P. Baker, Chief Financial Officer
 
William J. Febbo, Chief Executive Officer and Director
 
C O N F E R E N C E C A L L P A R T I C I P A N T S
 
Justin Cook, Private Investor
 
Jim Kennedy, Marathon Capital Management
 
Joey Delahoussaye, Private Investor
 
Jon Merriman, B.Riley & Co.
 
Ron Chez, Private Investor
 
Graham Jervis, Private Investor
  
P R E S E N T A T I O N
 
Operator:
 
Good afternoon and thank you for joining us today to discuss OptimizeRX's Third Quarter ended September 30, 2016. With us today are the Company's Chief
Executive Officer, William Febbo; and its Chief Financial Officer, Doug Baker. Following their remarks, we will open the call to your questions. Before we
begin, I would like to provide the Company's Safe Harbor statement.
 
Statements made by Management during today's call may contain forward-looking statements within the definition of Section 27A of the Securities Act of
1933 as amended, and Section 21E of the Securities Act of 1934 as amended. These forward-looking statements should not be used to make an investment
decision. The words estimate, possible, and seeking and similar expressions identifying forward-looking statements and they speak only to the date the
statement was made.
 
The Company undertakes no obligation to publicly update or revise any forward-looking statements whether because of new information, future events, or
otherwise. 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 and contemplated by or underlying the forward-looking statements. The risks
and uncertainties to which forward-looking statements are subject and could affect our business and financial results are included in the Company's Annual
Report on Form 10-K for the fiscal year ended December 31, 2015. This form is available on the Company's website and on the SEC website at sec.gov.
 
ViaVid has made considerable efforts to provide an accurate transcription. There may be material errors, omissions, or inaccuracies in the reporting of the substance of the conference call. This
transcript is being made available for information purposes only.
1-888-562-0262  1-604-929-1352  www.viavid.com
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I would like to remind everyone that today's call is being recorded and it will be available for replay through November 28, starting later this evening. Please
see today's press release for replay instructions.
 
Now with that, I would like to turn the call over to the Chief Financial Officer of OptimizeRX, Mr. Doug Baker. Sir, please proceed.
 
Douglas P. Baker:
 
Thank you, Julian (phon). I would like to thank everyone for joining us on today's call to discuss our results for the third quarter of 2016. Following my
financial review Will is going to comment on the large market opportunity and our key accomplishments thus far in 2016.
 
Now turning to our financial results for the quarter, our net revenue in the third quarter of 2016 decreased to 11% to $1.0 million as compared to the same
year ago quarter. The decrease in net revenue was partially due to some brand programs were put on hold while return on investment studies are being
performed by customers while at the same new brands launched during the quarter generated lower volumes.
 
Our number of brands in Q3 increased slightly over the year ago quarter and remained relatively constant from Q2 to Q3. It's not always a direct correlation
between number of brands and revenues as revenues depend on the type of brand. Many of the brands launched in the third quarter were especially brands
that generate a lower volume of transactions. We expect some of the brands that were pods to resume an anticipate that the ROI studies will confirm that
OptimizeRx platform substantially increases total prescriptions for its promoted brands. In fact, we recently announced results of independent research studies
demonstrating we delivered pharmaceutical brand a return on investment ranging from 300% to 1200%.
 
For the first nine months of 2016, our net revenues increased 5% to a record $5.5 million versus the same year ago period. Our gross margin was $1.1 million
or 59% of net revenue in the third quarter of 2016, an improvement compared to the $1 million and 48% of net revenue in the third quarter of 2015.
 
For the first nine months of 2016, our gross margin was $2.9 million or 53.5% of net revenue. This is an improvement versus the $2.5 million or 48.4% in the
same year ago quarter. This gross margin improvement in both periods was due to a favorable product mix shift to higher margin brand support such as drug
file integration and messaging. As we continue to diversify our business to be less relying on eCoupon transactions, our margin has improved.
 
Our operating expenses in the third quarter of 2016 increased 50% to $1.3 million as compared to the same year ago quarter. This increase was primarily due
to an increase in expenses related to growth initiatives including investments in our executive sales team and related marketing and travel. Since the third
quarter of 2015, we've made several key hires including a Vice President of Client Services, a Senior Vice President of Business Development, a Senior Vice
President of Product and Strategy and Additional Vice President of Sales, a Director of Sales, a Vice President of Channel Development and of course Will
our new CEO. None of these costs existed in the 2015 quarter so all of these represent an increase in the current quarter.
 
For the first nine months of 2016 operating expenses increased 53% to 4.1 million. This increase was primarily due to increased human resource cost and
professional fees related to growth initiatives which I mentioned a moment ago. Even though costs are up through September 30, we anticipated this and our
operating costs remain below our budget operating cost. Three main areas of cost increase our human resource cost which accounted for $700,000 of the
increase. Legal, attributable for $100,000 of the increase, and marketing and promotion primarily related to our rebranding effort which amounted to
$200,000 of the increase.
 
ViaVid has made considerable efforts to provide an accurate transcription. There may be material errors, omissions, or inaccuracies in the reporting of the substance of the conference call. This
transcript is being made available for information purposes only.
1-888-562-0262  1-604-929-1352  www.viavid.com
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Our net loss was $243,000 or $0.01 per share as compared to net income of $88,000 or $0.00 per share in the same year ago quarter. For the first nine months
of 2016 net loss totaled $1.2 million or $0.04 a share as compared to a loss of $180,000 or $0.01 per share in the same year ago period.
 
Turning to our balance sheet, cash and cash equivalents remain unchanged from June 30 to September 30 at approximately $7.6 million. We used $50,000 of
cash in operations during the nine-month period however, that included $350,000 of cash used to redeem shares to our previous CEO, without that transaction
we would have generated positive cash flow from operations $300,000 for the first nine months.
 
We have consistently generated positive cash flow from operations over the past year. We manage our cash closely and time our vendor payments to coincide
with our cash impulse. Our largest use of cash is for our revenue share payments to our partners. Contractually, the majority of these payments are tied to
payment by our customers, in addition we try to obtain customer prepayments whenever possible.
 
With our cash on hand and our positive cash flow from operations we do not anticipate a need to raise additional equity for operating purpose. However, we
may consider strategic investments that would allow us to accelerate the growth of our business. We continue to operate debt free. Our (inaudible) cash
balance will also allow us to make investments to accelerate revenue, this is our recent purchase of all scripts log our ex-inventory which we will be going to
be discussing in more detail later.
 
Now with that I'd like to turn the call over to Will.
 
William J. Febbo:
 
Thanks, Doug and thanks everyone for joining us today. Since joining OptimizeRx eight and a half months ago now we've discussed in previous calls many
items. The team has been focused mainly on securing the foundation for a scalable business. While our core product revenue is down slightly due to the need
to run, a few returns on investments that Doug mentioned, I see our foundation coming together as a digital content delivery platform, supporting the
pharmaceutical industry's shift from legacy paper prescriptions sales representatives and sampling to a digitally enabled relationship between patient and
medical provider to improve outcomes. To this end we've accomplished several key milestones thus far this year.
 
Prior to speaking directly to what we've accomplished I want to spend some time on the market opportunity and why we believe and you should as well that
it's compelling for all stakeholders. The shift to digital spend within the health marketplace has multiple channels from traditional media outlets to consumer
oriented sites like WebMD, to pharmacies, to the newest entrant, Electronic Health Records or EHR companies.
 
We believe our pharmaceutical clients and their agencies will start to shift the spend to the EHR channel for several factors. First the EHR has now become
the number one tool for doctors spending their time with over 3.3 hours a day. Secondly, Life Sciences companies are increasingly shut out of direct access to
a HCPs, yet HCPs want just in time content, patient support, and rep availability on their own schedule. With 47% of HCPs are not accessible according to
Manhattan Research reaching them is getting tougher and tougher. Third, accelerating shift of the life science market to expensive specialty medications
significantly increases the need for patient assistance both financial and educational. Fourth, the EHR capture is typically the first digital stop on the patient
journey and opt-in to Life Sciences Company relationships is a key opportunity. It's very hard to reach the patient. Fifth, SureScripts (phon) forecast for more
than 2 billion electronic prescriptions through EHR for this year. And finally, the EHR market is incredibly fragmented with over 400 EHRs below the Top 10
and our clients do not want to deal with more service providers and sales teams that only address a piece of the market or rather independent advisors who
compiled together compelling strategies for the entire channel.
 
ViaVid has made considerable efforts to provide an accurate transcription. There may be material errors, omissions, or inaccuracies in the reporting of the substance of the conference call. This
transcript is being made available for information purposes only.
1-888-562-0262  1-604-929-1352  www.viavid.com
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Our aggregation of EHR partners and the automation of access to HCPs for branded drugs represents a total projected addressable market between $400
million and $500 million based on market data from both Access Monitor and Manhattan Research.
 
This number includes the co-pay programs and media spend currently being distributed through the EHR channel. While still a small percentage of the overall
market spend by pharma, we anticipate this shift to continue. By connecting the fragmented EHR environment with pharmaceutical clients we deliver the
streamlined information to physicians and measurably improve the patient experience as they continue to push for more transparency, understandable data,
and interoperability of their medical information.
 
Given the nature of the point of care access through hundreds of EHR's the industry is looking for a leader which is not an individual EHR or a e-prescription
platform or a co-pay advisory firm, but rather an independent partner able to advise across the entire landscape of opportunities. In the EHR market there are
multiple single solution companies calling on the same client. The EHR market has a need for a consolidated service offering and the leading aggregator will
win the prize and we feel we are well positioned for that.
 
Moving on to some accomplishments in Q3, we rebranded our Company from one product to multiple services in and around point of care. As seen in recent
release, we rolled out a new marketing materials website, corporate presentation and video to better prevent our ability to provide only to provide more than
just financial messaging, but include brand messaging and brand support services. We believe these tools will allow more upselling opportunities to our
existing clients and future clients. Our core offering of financial messaging while not showing much growth in 2016 has the potential to grow given our
success at showing the return on investment on the spend to our client as Doug stated earlier. And let me spend a minute on this.
 
The ROI studies are designed to measure the impact of physicians prescribing changes when a co-pay or free trial was deemed available for a brand name
medication, that was being considered for e-prescriptions. The studies are conducted by third parties like Cognizant and Ogilvy Analytics (phon) and they
were done over the last 12 months on behalf of top global pharmaceutical companies our clients, who utilize OptimizeRx to deliver their available co-pay and
free trial vouchers with any prescription. The results along with other independent reviews confirm that our solution substantially grows total prescriptions for
its promoted brands by delivering meaningful support right at point of care within its network of healthcare providers.
 
In fact, OptimizeRx delivered a return on investment as Doug stated from 300% to 1200%. These results are well above the traditional effects of alternative
promotional web advertising results and highlight the unique value we bring to our clients. They take time and thus the drop in revenue. We anticipate those
results will resume revenue on those brands and we've also put on a very strong effort as you've seen through press releases and social media to bring that
message directly to our clients.
 
Turning to brand messaging, we added messaging services to our each EHR to provide branded awareness, banners, reminder ad, clinical messages, and
unbranded messages. This is driven by a sophisticated business rule and criteria including everything from specialty to diagnostic codes to patient criteria
such as age and gender.
 
Very relevant to this service is our recently expanded partnership with ALLscripts to increase and diversify our revenue base. In particular, we acquired all of
LoggerX inventory or messaging within the EHR for the remainder of this year and all of next year which has the effect of making us their exclusive LoggerX
partner allowing us to sell the ALLscripts inventory solution at point of care to our client base.
 
We are still finishing 2016 and we do not give guidance but I expect this revenue to grow much faster than financial messaging we did in previous years
through 2017.
 
ViaVid has made considerable efforts to provide an accurate transcription. There may be material errors, omissions, or inaccuracies in the reporting of the substance of the conference call. This
transcript is being made available for information purposes only.
1-888-562-0262  1-604-929-1352  www.viavid.com
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Additionally, we expect ever own proprietary messaging platform embedded within as least two partners for Q1 of 2017. It's taken a quarter longer than
expected, but the ability to manage the distribution of media spend within select EHR partners will give us not only a more compelling value proposition for
our clients and media agencies but it will improve our gross margin considerably.
 
Turning briefly to brand support, on the day of product launches it's critical for the new product to be available in the HCPs e-prescribing and EHR systems.
However, given that many EHRs are not cloud based the process of loading the latest list of products into an EHR can sometimes take weeks or even months.
In these cases, physicians are not able to find the product in the EHR and therefore unable to e-prescribe it. These new brand support services include new
product launch, drug file integration, sales training and support, and EHR strategy and planning. We will touch base after closing out 2016 more on this and
I'll speak to the progress we're making, but I feel it's a critical piece to maintaining a trusted relationship with our clients and given the potential price point
and a number of brands coming to market over the next few years this could be meaningful to our revenue growth.
 
A quick update on our channel, it is safe to say we are the largest aggregator in the market with direct and indirect connections to the majority of the HCPs in
the United States. I want to highlight two elements in this area, what does access mean and how do we maintain our leadership position. As I've learned over
the last few months, there are varying degrees of access to HCPs depending upon our partner. While the HCP is required to use an EHR by law to maintain
their patient records, there are many of them with older technology that does not have the capability to receive our financial or branded messaging services.
Each partner is working on improving that and we're working closely with them to get the appropriate technology updates so we can reach more HCPs and
generate more revenue for our existing partner.
 
We need to maintain the leadership in helping our partners as mentioned with technology and incentive, but we also need to expand our reach. I wanted to
update everyone that we're on track to roll out touch works in Q1 2017. This is a significant increase in reach to 45,000 HCPs over the year of 2017 and we
have an exclusive relationship around financial messaging. As I mentioned earlier the EHR fragmentation is high and the consolidation of marketing services
within this channel is ready for a leader and we're exploring multiple options for growth.
 
Quick update on WPP, we plan to continue to grow clinical messaging by leveraging our exposure through media companies owned by WPP, one of the
world's largest media companies and in the marketplace. WPP completed the acquisition of CMI one of the leading healthcare media agencies and we are
actively setting up the appropriate relationship to drive business to this EHR channel. We anticipate a significant impact in 2017 related to this relationship.
We also recently placed a full-time account executive within Ogilvy another partner through WPP and we’re seeing early results of improved
communications. It's that kind of leadership that I think expands the channel and also brings credibility to OptimizeRx in front of their clients. Our pipeline of
brands has 15 new eCoupon and 15 clinical messaging brands from our relationship with WPP reflecting three new brands added in Q3 as well.
 
Although brands in this pipeline did not launch last quarter due to additional work needed between the agency and the client, it's important to understand that
the brands are signed and remain confident that they will launch in the next few months. The addition of these brands will equate to significant monthly
revenue.
 
Quick update on pharma and our clients, during the quarter we continue to invest in our sales team as demonstrated by placing the account manager within
one of the WPP companies. We also hired a full-time sales representative in Q3. While we are late to build the sales team, we are actively hiring in this area
and feel our service suite and channel access makes for an attractive opportunity best development team. In looking to the future, I see enough potential where
we can acquire more channel partners, more pharmaceutical clients, and brands coupled with our stated product expansion to work towards a $27 million
business with a generating an EBITDA of around $6 million obviously, that is not guidance but I can see the market handling that type of business and I can
see it over the next few years.
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In conclusion, looking at the current quarter we expect a resumption of topline growth both sequential and year-over-year. This growth is expected to be
driven by recommencing brands on hold for our ROI studies, signing new brands as well as continued expansion of financial messaging, brand messaging,
brand support, and strategic partnerships. We have the capital to continue to expand our sales and marketing efforts as well as launch new products and
services to drive revenue growth.
 
So, just wrapping up we have got a large market opportunity with pharmaceutical companies needing new marketing channels, it's a fragmented channel with
partners looking for revenue and people to enable revenue for them and as the shift in spend happens within pharma, we're in a good position to capture those
budgets and return it to a great growth story.
 
Now with that I'd like to open the call to your questions. Operator, do you want to…?
 
Operator:
 
Thank you. If you would like to ask a question please signal by pressing star, one on your telephone keypad. If you’re using a speaker phone, please make
sure your mute function is turned off to allow your signal to reach our equipment. Again, please press star, one to ask a question.
 
And we will take our first question from Justin Cook, Private Investor.
 
Justin Cook:
 
Hi, I was curious if you could give a little more color around the impact to net revenue of the pause due to the ROI investment? For the ROI studies?
 
Douglas P. Baker:
 
We can't obviously give names around companies because they're protected through confidentiality, but we had—there were about six brands that were pulled
to do those studies, and I would say it's approximately $200,000 to $300,000 in revenue.
 
Justin Cook:
 
Okay. Thank you.
 
Douglas P. Baker:
 
Sure.
 
Operator:
 
We will take our next question from Jim Kennedy with Marathon Capital Management.
 
Jim Kennedy:
 
Hi, Will.
 
William J. Febbo:
 
Hey, Jim.
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Jim Kennedy:
 
Quick question for you. Congratulations on your product breath if you will and going to market with new services, but one of the things that I'm wondering is
as you make your way through the pharma’s and through these clients are you spreading yourself a little thin, or are you at one point of contact with each
pharma. I mean to introduce three or four new revenue opportunities; can you walk me through a little bit about how you do that at that customer level?
 
William J. Febbo:
 
Absolutely. I think it's a great question. So, the truth is we were selling all these services when I showed up, right? They are just the majority of our revenue
was financial messaging. They are all the same buyer. So, we certainly have an efficiency there, it's not having to set a new group of clients that we're selling
to and frankly my concern with staying as with one product is just being one product Company, if pharma starts to perceive you that way and pharma is
shifting towards working with larger agencies that can handle multiple needs that they have and given that the EHR space is still relatively young it's time to
capture mind share and the pharm is not listening to our earnings call and trying to pick out what percentage of what product is our revenue, but they now see
very clearly that we can help them not just with their financial assistance within the her, but their media spend within the EHR and then some very tactical
issues that they have as they learn how to work in and around the EHR.
 
So, I don’t think we’re over extending ourselves. I think we’re actually protecting ourselves because if we did stay as I said with one product I think we
would start to not be invited to the table as much, whereas now we're seeing it on multiple levels Jim. I've seen us being taken more seriously by potential
channel partners, by potential strategic partners with other products and services and I've certainly seen an uptick in our pipeline around new manufacturers
wanting us to come in and educate them and then the agencies obviously the more you can bring to them at one point the more efficient that process is to
getting the education up but it's a fair question. If I was starting to sell a new service completely I would be nervous, but these things we were doing
previously, we really just package them I think in a better way, align the incentive with the sales team and now we have twice the sales people as well. So, I
think you rolled that up with better marketing and we should start to see some nice results on it.
 
Jim Kennedy:
 
Okay. So, I was going to say they kind of answers my second question and that is if you were indeed offering them before, why the lack of success or lack of
uptake? So, in other words you more or less rebranded, reposition you're going deeper in the pharms with more people to get better results. Is that pretty much
encapsulate it?
 
William J. Febbo:
 
That's right. As a matter of fact, our capabilities deck even is less pages even though we have more product. So, I think we've really streamlined the value
proposition to our clients and what's really exciting to me and this is sort of—this is the holy grail of pharmaceutical companies is moving to enterprise
pricing where you offer multiple services that are interconnected and come up with annual budgets and targets and I can say we have a couple of those
discussions going under way because we didn't have just one product. So, it really gives the salespeople more content to generate more interest.
 
Jim Kennedy:
 
Do you anticipate being able to announce maybe not the name of the customer but the specific service going forward and if so how do we gauge success if
you will?
 
William J. Febbo:
 
Sorry I'm not sure I follow.
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Jim Kennedy:
 
So, in other words are you going to be able to—now you're offering—let's call it a suite of products and let's suppose that I want A and B from your suite of A
through E, are you going to be able to announce those as more or less standalone services and products in a release, or is it just going to be we're pleased to
announce a contract with a pharma?
 
William J. Febbo:
 
Yes. Unfortunately, in pharma land you really can't announce revenue, what we can do over the time is give updates of brands per service. We will be working
on our also our Qs and Ks to make sure it's reflected appropriately so it is transparent and I think you'll see a good increase. I think we will bring eCoupon
back because now we've got the solid ROI data that it's really having an impact not only with our existing clients but with those that we're considering the
channel and then on messaging we will see—you'll see that will become more relevant and actually help revenue when you have a soft month, the other
media spend tends to be pretty consistent. So, we won't announce closing deals with pharma, we can't, in fact I would love to but we will…
 
Jim Kennedy:
 
Do you think you will far along at the end of the year? Will you be able to talk about the fourth quarter in terms of service per brand or brands per service or
are we too early in the game to be breaking those out that way?
 
William J. Febbo:
 
No, no I think—I'd like to get there, Jim. It's actually helpful it's how I am managing the business as well. So, I would say when we report for Q4 we will be a
lot closer to that I'd like to get into specifics. I just can't talk names that’s all.
 
Jim Kennedy:
 
I understand. Okay, thank you very much.
 
William J. Febbo:
 
Thank you.
 
Operator:
 
As a reminder, it is star, one if you would like to ask a question.
 
We will take our next question from Joey Delahoussaye, a Private Investor.
 
Joey Delahoussaye:
 
Thanks for taking my call. I’ve been involved with the Company as a shareholder for probably four, five years now and I got involved because I like the
potential of the eCoupon business, but I'm always quite astonished just how much potential to go unfulfilled with the eCoupon strategy and the revenue
growth from that product offering. It seemed like this isn't the first time a quarter has been—you know a little slow due to some ROI investment, seems like
two or three quarters ago maybe a Urology Group is doing it or something.
 
How many of these ROI studies are necessary before pharma really grasps the importance of eCouponing and then I guess I'm always still stunned given the
potential of eCouponing and yet we’re the market leader and our revenues can't even top $2 million in a quarter on a consistent basis from eCouponing. Any
comments in any event?
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William J. Febbo:
 
Absolutely. I'm living them all. I understand the frustration and I appreciate you just staying in with us. There's a couple things I think that deal with that, one
is while you've been in for a couple years I think the initial revenue growth was that very early believer where we had multiple brands. They were just sort of
throwing money at it to try it and this channel is not for every brand and so what you've seen in the last probably 12 months is this push for ROI because they
want to make sure they're allocating the right spend for the right brand and I think we're also as a Company getting better at recommending which brands are
best. So, that's one thing that's working itself through which has stunted growth.
 
The second is channel, you know—there are 700 plus branded drugs, pharmaceutical companies allocated up to $3 billion to spend on co-pay programs, right.
So, you just do that math and you look at the doctors we can reach and you think well why isn't this a $20 million business, right? The reality is a lot of the
therapeutic areas that dominate those brands we're just getting into and a lot of our channel partners actually while they may say they have 100,000, I talked
about a little of this access, right, what does access mean? There's a good percentage of them that don't see our content right.
 
So, we're working very hard at cleaning up the base of our existing channels, helping them get technology updates so that our eCoupon can be seen and then
we're also looking for those relationships on more channels so that we have a better distribution network. I appreciate and understand your frustration, I ask
you to hang in there because I think it's a relatively immature market. There's a lot of money being spent as we know by pharma in this spin around the space
and I think the agencies are finally getting up the curve on education such that they're recommending it as a go to channel.
 
So, not a completely direct answer but that’s the truth from me to you and we're working hard to increasing the channel making sure that education is done so
we can actually make this a good growth story.
 
Joey Delahoussaye:
 
But, it's between more brands coming online, more penetration with your doctored network more of a vet—I just can't fathom how this isn't a 30% minimum
year-over-year revenue growth story just from the eCouponing initiative alone quarter-after-quarter there's too many tailwinds and yet here we are just
because 6 products out of 73 or something go offline for an ROI study, we showed negative year-over-year growth in eCouponing and by the way have you
really and this kind of maybe ties into a question from the previous caller, of the $1.8 million in revenue in this quarter could you disclose how much of it was
from eCouponing versus other say non-eCouponing new growth initiatives you guys are trying to get out there?
 
William J. Febbo:
 
Doug, can you answer that question?
 
Douglas P. Baker:
 
I don’t have that exact breakdown handy. We can look it up and get back to you.
 
Joey Delahoussaye:
 
Is it safe to say that the new growth initiative of non-eCouponing is probably less than $300,000 of revenue?
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William J. Febbo:
 
No, it's the two new efforts would be more than $300,000. We actually saw growth in those and we saw dip in the eCoupon and I think this is while the
numbers on the surface make a lot of sense that there should be just rapid, rapid growth. Pharma doesn't work that way; they don't go all in fast. So, that's one
of the big frustrations to just selling to pharmaceutical companies is it's not a upload, click, pay, model and I think what we're doing I think with our current
team is we went from effectively one, 1.5 type sales people handling a very book a big book of business. I mean $7 million book for 1.5 people selling all
time is huge for pharma.
 
Usually it's a $3 million to $5 million book, we now have four people that are—we have hired them in the last six months so we’re in the early stages of them
getting to their production. So, I think you're going to—I would say stay in for '17 growth on the eCoupon and then I think when you layer on these other
products to the same buyers which they're actually more comfortable with the spend because it's a media spend which requires less return on investment
assessment. I think we're going to get back there but it's—so I think it's a combination of relatively small sales force relatively immature market, but they're
there and we're working hard on them every day.
 
Joey Delahoussaye:
 
Okay. It just seems like that there is a lot of—you mentioned that $3 million in pharma advertising budget or something along those lines, it seems like a $1.5
million a quarter from numerous pharmaceutical Companies, that should be like between the couch cushion money, I mean it should be given from an early
ROI study and the EHR networks it's mind boggling that here we are still talking about $2 million revenue per quarter Company at best and you mentioned
you can see a path $27 million in revenue. I can't see a path of $15 million in revenue at this point at the rate we’re going. I mean we have these growth
initiatives but yet we layered on SG&A and that kind of…
 
William J. Febbo:
 
Yes, I understand your frustration, you’ve been watching it for a while and we have overpromised and under-delivered, but we’re working hard to turn that
trend into the opposite direction, I appreciate your continued support hopefully.
 
Joey Delahoussaye:
 
All right. Good luck, guys. Thank you for the call.
 
William J. Febbo:
 
Thank you.
 
Operator:
 
Our next question comes from Jon Merriman with B. Riley.
 
Jon Merriman:
 
Hey, Will. Question I don’t think we touched on the call what's the competitive landscape look like? I mean I know you haven't been there very long but is
that shaping up. Do you see anybody out there that presents the threat? I mean it's a big marketplace and doesn’t seem like anybody has really penetrated it
yet.
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William J. Febbo:
 
Hey, John. Good to hear your voice. There are competitors and it's interesting, in the discussion in the earnings call I said that pharma has a lot of signal
service offerings which means there are EHRs like Practice Fusion, Epocrates part of Athena that call directly on pharma and sell similar products and
services, but keep in mind they are selling access to just their community, right? They are not an aggregator they don’t sell to the broader EHR community.
 
So, we are—we compete with them just for pharma mindshare and then there is another aggregator called PDR which is now part of a Company called
Connective RX they are a partner and a competitor, but they have a pretty nice network and then I'd say that the third one well their partner opportunities are
the agencies really trying to advise on the total spend and then they bring us in and sometimes that can slow the sales cycle but we view those guys as partners
more than competitors so you're right it's early days it's one or two and that's really why we needed to rebrand as well those companies have showing more
breadth and more access actually makes us stand apart and certainly being independent is key.
 
Jon Merriman:
 
Got it. Thank you. Thanks, Will.
 
William J. Febbo:
 
Thanks, Jon.
 
Operator:
 
We will take our next question from Ron Chez, Private Investor.
 
Ron Chez:
 
Good afternoon.
 
William J. Febbo:
 
Hello Ron, how are you?
 
Ron Chez:
 
I share the same sentiment as the caller before Jon Merriman, in that it feels all the time like this ought to be significantly bigger, you’ve made the hires,
you’ve effectively demonstrated ROI data so have you exhausted your excuses or the companies excuses for not growing now?
 
William J. Febbo:
 
I think we have, it on our shoulders. I anticipate getting back to growth numbers and hopefully under promising and over delivering in future quarters, but I
think we've done some good clean up over the next—over the last six months and you are never done with businesses this size as you know Ron, but I'm very
optimistic about impressing the client with that recent data and that's very fresh. I mean we just generated a lot of that data in October, right. So, we're
marketing it like crazy.
 
We also just relaunched the look and feel and train the sales team and we're still building the sales team. So, those are our excuses now we need to deliver. So,
I am focused squarely on that.
 
Ron Chez:
 
With respect to the ALLscripts deal that you made where you bought position, are you seeing early results or not that justify that purchase or commitment?
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William J. Febbo:
 
Absolutely. I'm very excited about that commitment. We've made not only with our partner ALLscripts on the Top 10 EHRs in the country, clients are seeing
us as the only source to go to anecdotally one of the—our largest clients big pharma did not want to work directly with ALLscripts for some reason, but now
that we're doing it they are absolutely on board too so we're seeing not only commitment from our client base, we're also seeing credibility go up and the sales
team is successfully connecting that product to our financial messaging product. So, that gets you up into enterprise pricing and commitments and—so very
encouraged Ron, I think that was a good strategic move for us and it will drive revenue.
 
Ron Chez:
 
So, with respect to some understanding there, what would you save the revenue from that particular service would be in the period ending 12/31/16 ball park?
 
William J. Febbo:
 
We don’t give numbers but we did—you can look last year we did about $400,000—$300,000 very little insignificant I see 3X that for this year and I see 3X
for that next year.
 
Ron Chez:
 
Okay. So, significant growth?
 
William J. Febbo:
 
Yes.
 
Ron Chez:
 
It's working well right now?
 
William J. Febbo:
 
Yes.
 
Ron Chez:
 
You're satisfied with the sales hires that you've made within reason?
 
William J. Febbo:
 
Yes, and as a matter of fact just before this I interviewed another person who was tremendous and I think we're going to start getting a nice talent pool here
because we do have a differentiated value prop.
 
Ron Chez:
 
To your—to the prior caller to Jon who talked about added SG&A, you are mindful of leveraging SG&A one would assume?
 
William J. Febbo:
 
Absolutely. I'm a cash flow trained guy. So, we watch the cash and Doug always keeps me in-line.
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Ron Chez:
 
Always, uh?
 
William J. Febbo:
 
Well almost always.
 
Ron Chez:
 
It would seem like there ought to be as you talked about a path at some point in time the $27 million and $6 million of EBITDA it would be nice to show how
you get and deliver how you get to $15 million to demonstrate that you all know what you're doing there.
 
William J. Febbo:
 
That’s right. I couldn't agree more.
 
Ron Chez:
 
Okay. All right. Thank you.
 
William J. Febbo:
 
Thanks, Ron. Have a good night.
 
Operator:
 
As reminder that is star, one to ask a question. Our next question comes from Graham Jervis, Private Investor.
 
Graham Jervis:
 
Hello, Will and Doug.
 
William J. Febbo:
 
Hi, Graham.
 
Graham Jervis:
 
Is there any progress on the veterinary side or is that dead in the water?
 
William J. Febbo:
 
No, good question. I’ve a group looking at it. I think it's a little early the market is not quite ready for the deliverable but they are—we have very good
conversations going on with a couple key players but it is as Jim Kennedy highlighted you can't do everything and so we've really focused our efforts on
pharmaceutical companies, human drugs, and increased channel distribution.
 
I do have a consultant that is tremendous in the animal health space that not much cost and he's really pioneering and Dave Herald (phon) is also helping us in
that area and it's something he had started. So, nothing to report, not dropped, but not a high priority.
 
Graham Jervis:
 
Okay. As we comeback (inaudible)?
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William J. Febbo:
 
So, getting a little bit more color on that they are not back online yet but we do have a new contract into them. I anticipate them coming back online in '17.
We’re also just we're not just waiting for that we're also in discussions with two or three others in those therapeutic areas. So, I would think in ‘17 we can
bring that access back to our clients which was significant that was you know a $1 million plus a year in revenue. So, we are definitely staying on it.
 
Graham Jervis:
 
Okay, any progress about PCO. I think you (inaudible) PCO?
 
William J. Febbo:
 
We have a—when I brought on Brian Dhillon (phon) as SVP of Strategy and Product, he has launched and built several product companies inside this space,
and so right now I have our VP of Engineering and two other engineers reporting in to him. I think given the product—we know our products suite; we know
what we can and can't do. We have a good team right now for that. If we start to see traction in all those and want to do another round of investing next year
in new product we may need to amp that up but for now we're okay.
 
Graham Jervis:
 
Okay. I know you guys really watch your stuff, boy (inaudible) it would be nice (inaudible) to buy in the market or maybe using cash (inaudible) a buyback.
I'm did actually more (inaudible) so I'm confident.
 
William J. Febbo:
 
Thank you, Graham. Company our size the buyback is pretty difficult, we will always look at those and uplifting and any other type of strategic consideration
that drives value of the shareholder. So yes, we do watch it and we've got help and I speak do investors frequently so we'll keep doing them.at
 
Graham Jervis:
 
Okay. Maybe to your corporate profile, May 2016 I think is on the site. Okay that’s it.
 
William J. Febbo:
 
Yes, got it. Thank you, Graham.
 
Operator:
 
We will take our final question from Ron Chez, Private Investor.
 
Ron Chez:
 
I forgot to ask you, you mentioned generic opportunity there?
 
William J. Febbo:
 
Yes, we are assessing multiple partners and I would anticipate in Q1 we'll have an announcement around that. It's—we need to make sure we approach that
market well given that we're dealing with retail products and those two don't always cooperate with each other but it's in line with what we've done our tests
with various partners. We like one in particular, we're not done closing that yet but we will be and will announce it and I think it will just again it will
facilitate more financial assistance to the patients that need it and I think the physicians will appreciate it. Our channel partners will appreciate it.
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Ron Chez:
 
So, now the story is essentially the same, is it not?
 
William J. Febbo:
 
It is.
 
Ron Chez:
 
Yes, go ahead, I'm sorry.
 
William J. Febbo:
 
Yes, Ron, it is its same workflow, point of care, financial assistance. Yes, you’re right.
 
Ron Chez:
 
Last thing I would like you to make sure that there is intense focus on the couponing as the bell weather is the leader of this effort.
 
William J. Febbo:
 
Absolutely. I am focused on it. I think we've got our core product with good data behind it. I promise you the team is on that; we will grow that next year and
this messaging I'm pretty excited about as well.
 
Ron Chez:
 
Okay. Thank you.
 
Operator:
 
At this time this concludes our question-and-answer session. I would now like to turn the call back over to Mr. Febbo. Sir, please proceed.
 
William J. Febbo:
 
Thank you. This was best call yet. I know it's never good to see when you put your money at risk down quarter. I take that on my shoulders, the team is
focused on reversing that and having a very good Q4 and '17. So, stay tuned. You know you can always reach out, I am very accessible and really appreciate
your continued support. Have a good night.
 
Operator:
 
I would like to remind everyone that this call will be available for replay starting later today. Please refer to today's press release for dial-in replay
instructions. A webcast replay will also be available via the Company's website at www.optimizerxcorp.com. Thank you for joining us today. You may now
disconnect.
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