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AGENDA FOR 04/13/2023

• Unique Execution: 4 TIMES IN 4 YEARS - Virgilio 

• How do we retain and motivate our talents – Denis

• What is Afya Capital Allocation Strategy - Luis Blanco

• Undergrad and Continuing Education - Flavio and Andre Raeli

• Digital - Lelio, Bruno and Felipe
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UNIQUE EXECUTION - 4 TIMES IN 4 YEARS

751

1208

1753

2139

2,750 – 2,850

2019 2020 2021 2022 2023*

Adjusted Net Revenue (R$ MM) 

~4x

GROWTH LEVERS

• Embedded Growth – maturation of 2019 seats

• 6 Mais Medicos Campuses

• 9 Medical School Acquisitions: + 1,591 seats

• Cont. Education Impressive Organic Growth

• New Business Unit: Afya Digital Services
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GROWTH WITH PROFITABILITY AND CASH GENERATION

333

563

755

961

1,100- 1,200

2019 2020 2021 2022 2023*

44.4%
46.6%

43.1%
41.6% 40% – 42%

Adjusted Ebitda (R$ MM) 
Adjusted Net Income (R$ MM) 

237.0

390.9
440.4

535.1

2019 2020 2021 2022

2.03
3.15

2.39

4.14

EPS in R$Adjusted EBITDA Margin (%)

308
391

667

877

2019 2020 2021 2022

Operating Cash Generation (R$ MM) and Cash Conversation Ratio

Cash Generation (R$ MM) 

99.7
75.7

100.8 94.4
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SOLID CAPITAL STRUCTURE, CONSERVATIVE LEVERAGING 
POSITION AND A LOW COST OF DEBT

NET DEBT (CASH) EXCLUDING IFRS 16
– (R$ MM)

LOW COST OF DEBT: 
83% OF CDI IN 2022

1.9X ND/ ADJUSTED EBITDA –
WITHOUT 2023 CASH GENERATION
Mid Guidance

1,378.9 1,380.7

2205.7

2021 2022 2022 Unit & Fits
Proforma

R$ 825,00  
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WHAT ARE THE NEXT STEPS?
UNDERGRAD

Update on regulation (Portaria 650):

Medical Courses Expansion: Public Calling

Up to 120 days

Academic Procedures & Regulatory Schedule (Seat Increase)

Up to 120 days

REINFORCES THE CONTINUITY OF MAIS MEDICOS
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WHAT ARE THE NEXT STEPS?
UNDERGRAD

PROMISSES ACHIVEMENTS 

Strong Undergrad Growth

Undergrad Gross Margin Expansion

Medicine Pricing power

IPO: to acquire 1,000 med seats up to 3 years

Afya Day 2022: +200 seats per year starting in 2022

Afya Day 2022: Opportunity to increase 1.2k seats 

(expectation to achieve 50% out of it by 2028)

Medical Students (2019 – 2022) 6,597 – 17,968 (+272%)

Undergrad Gross Margin (2019 – 2022) 57.7% - 62.6%

Pricing power (2019 – 2022) Avg of IPCA + 2.5 p.p

1,159 seats in 2 years

+340 seats acquired in 2022 and closed in 2023

92 organic additional seats in 2022
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WHAT ARE THE NEXT STEPS?
CONTINUING EDUCATION

• Strong top line growth

• Ramp up of new units 

• +50 new courses

1,588

4,181

3,189

4,280

2019 2020 2021 2022

Number of Students (End of period)

60,193

107,196

72,983

108,806

2019 2020 2021 2022

Net Revenue & Gross Margin

Gross Margin %Net revenue (R$ M) 

51.4% 61.7%
30.4%

48.0%
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WHAT ARE THE NEXT STEPS?
DIGITAL SERVICES

• Increasing penetration and engagement of physicians

• Developing our services to provide productivity, 
assertiveness and update to physicians. 

• Consolidate our B2B offerings (+100 contracts with + 50 
pharmaceutical companies)

• Increasing our penetration – LAND AND EXPAND

• R$1.2 billion Net Revenue from digital services in 2028 40,557

93,151

151,958

189,984

2019 2020 2021 2022

Net Revenue & Gross Margin

Gross Margin %Net revenue (R$ M) 

89.1%

85.8%

66.8%

75.0%

177,170

247,543 260,710

2020 2021 2022

Monthly Active Users
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Denis Del Bianco

HOW DO WE RETAIN AND MOTIVATE OUR TALENTS?
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PEOPLE & MANAGEMENT
AGENDA

C-Level Compensation

ESG Initiatives on People

Performance Evaluation & 

Talent Engagement
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34%

24%

42%

Base Pay – Monthly Salary

Short Term Incentive – Annual Bonus

• Annual Financial Results (Revenues, Ebitda, Mkt Share)
• Other KPIs (NPS, Engagement, Student Base, MAU)
• Strategic Projects (ESG, Integration, M&A, Cybersecurity)

Long Term Incentive Plan

• Share Price
• Stock Options & RSUs

C-Level Compensation

% of Target Total Compensation
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PEOPLE & MANAGEMENT
AGENDA

C-Level Compensation

ESG Initiatives on People

Performance Evaluation & 

Talent Engagement
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Public Commitment – SDG#5

ESG Initiatives on People

Q3/21 Q1/22 Q2/22 Q3/22 Q4/22 Feb/23

35,7%

37,9% 38,2%
39,6%

40,6% 40,7%

“At least 50% of Women in leadership positions by 2030”



15

Public Commitment – SDG#5

ESG Initiatives on People

Board of Directors

C-Level

Directors

Managers

Other Leaders

Staff 57,6%

60,7%

48,7%

35,5%

14,3%

40,0%

%Women Leaders %Cumulative

40,7%

54,4%

57,3%
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Volunteer members of affinity groups

ESG Initiatives on People

20

Ethnic-racial

35

Gender Equality

16

Sexual orientation

27

Disabled people
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Creation of an orientation guide about minority 
groups “do X don´t” to avoid discrimination 

situations to leadership

Release another document 
with the Afya´s positioning 

about Diversity and 
Inclusion and a mandatory 

training

NOV
2022

Accessibility of the Corporate 
University platform with subtitles 

and sign language software 
translation for all trainings

AUG
2022

Creation of editorials with disclosure 
of the affinity groups' actions;

AUG
2022

NOV
2022
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PEOPLE & MANAGEMENT
AGENDA

C-Level Compensation

ESG Initiatives on People

Performance Evaluation &

Talent Engagement
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Compensation Programs
(short & long term incentives)

Feedback & Individual 
Development Plan

Succession Plan

Career programs (Leadership 
Academy,Mentoring, Coaching)

9box MatrixEmployees performance 
evaluation

Check-out Goals

Leadership 
assessment

Evaluation Cycle & Talent Motivation  
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Succession Plan - Statistics
Evaluation Cycle & 

Talent Motivation  

97

1 1 1 1

41

2 1

16

1

31

1

0
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40

45

BA CE DF ES MG PI PR RJ RO SP TO

Geographic Distribution

7

52

34

4

0

10

20

30

40

50

60
Age Distribution

20-29 YEARS 
OLD

30-39 
YEARS 
OLD

40-49 
YEARS 
OLD

+50 
YEARS 
OLD

42.27%

57.73%

Gender Distribution

W
M

41

56

3

14

80

0

10

20

30

40

50

60

70

80

90

N1 N2 N3

Level Distribution

Number of
candidates mapped
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Evaluation Cycle & 

Talent Motivation  

GPTW 2022 | Annual certification

8.4 8.7
2021 2022

Satisfaction score 

30% 43%
2021 2022

Adherence

PULSES 2022 | Continuous Survey

84
Satisfaction

66%
Adherence
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Luis Blanco

WHAT IS AFYA’S CAPITAL ALLOCATION STRATEGY?
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Afya has an operating cash conversion ratio of more than 90% 
in the average of the last four years

308
391

667

877

2019 2020 2021 2022

Operating Cash Generation (R$MM) and Cash Conversation Ratio

Cash Generation (R$ MM) 

99.7
75.7

100.8 94.4
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WHY DOES AFYA GENERATE SO MUCH CASH?

Focus in medicine when compared to other undergrad courses:

✓ Higher Ticket and Margins
✓ 100% occupancy
✓ Lower attrition rate
✓ Lower DSO
✓ Exposure to better student profile with high income
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What is Afya’s Capital Allocation Strategy?

M&A Strategy 

CAPEX

Share Repurchase Plans

Liability Management 
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M&A Strategy

Focused on 
Undergrad 

At least 200 
seats per year

Minimum 20% Unlevered 
IRR and Concentration in 

Medicine
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(-) Schools not concentrated in medicine =

(-) Seats with CADE issues =

(-) Private  Groups =

(-) Public Seats =

Total Seats 41.473

29.456

17.067

16.607

13.898

Medical Schools Opportunities
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UNIGRANRIO 2022
(in R$mm)

2023 
BUSINESS PLAN AT THE TIME OF THE 

ACQUISITION (in R$mm)

Net Revenue 338,6 343,2

EBITDA ex-holding 170,8 169,9

Margin 50.4% 49.5%

EV/EBITDA 4.1x

Unigranrio Successful Integration

ESTIMATED IRR OF 26.4%
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CAPEX*

64
109

194

255

2019 2020 2021 2022

Capex* (R$MM) and % of Net Revenue

8.5 9.1 11.3 11.0

*Not including goodwill and license acquisition
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SHARE REPURCHASE PLANS

Main Rationale: 

Sell Side Avg TP: US$17.6

New Program up to 2.000.000 shares

• Afya intends to repurchase the shares for use in its stock option program, consideration in 

futures business combinations transactions and general corporate purposes

• The new program will be executed as “Open Market Repurchase”, following the same rules of

Bertelsmann active program (10b5-1)

• Period: From Apr/23 to Dec/24
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LIABILITY MANAGEMENT 

NET DEBT (CASH) EXCLUDING IFRS 16
– (R$ MM)

Cost of Debt

Gross Debt
(R$ MM)

Duration
(Years)

Per year %CDI*

Loans and financing: Softbank 824 3.4 6.5% 53%

Debentures 500 4.6 15.7% 114%

Accounts payable to selling
shareholders plus other financial 
obligations

529 1.2 11.6% 94%

Loans and financing: Others 621 2.1 14.1% 113%

Total 2,474 2.9 10.2% 83%

*Based on the annualized interbank Certificates of Deposit (“CDI”) rate period as a reference. 2022; ~12,39% p.y.

1,378.9 1,380.7

2205.7

2021 2022 2022 Unit & Fits
Proforma

R$ 825,00  
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Undergrad
Flávio Carvalho e Pedro Onofre 
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Where we are?
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650

1,002

1,498

2,038

57.7%

61.9%

63.8%

62.4%

2019 2020 2021 2022

 Adjusted Net Revenue (MM)  Gross Margin

Undergrad: Adjusted Net Revenue and Gross Margin
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Undergrad: Number of Students
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Overview : Acquisitions
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Closing: 05/11/2020

Faculdade de Ciências Médicas – João Pessoa/PB Centro Universitário UNINOVAFAPI – Teresina/PI
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Medical Courses

Education | Technology | Health
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Afya Medical Course

Afya’s Undergrad Medical Course brings exclusive methodologies, based on

the following premises:

▪ Active methodologies throughout the medical course

▪ Integrated and modular curriculum

▪ Incorporation of the most modern TICs

▪ Intense immersion in medical practice

▪ Integration between Extension, Research, Teaching and Innovation

▪ Medical Internship with exclusive model (EPA Resume*)

▪ Health simulation

*Entrustable Professional Activities
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INSTITUTIONAL 
PROGRESS TEST

Purpose of evaluating the cognitive performance of students 
during the course and the course itself, allowing an analysis 
of the relationship between content and curricular structure 
of the undergrad and the development of students.

ASSESSMENT
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Afya Curriculum vs Others
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Afya Others
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4.0 INTERNSHIP

EPA curriculum (Entrustable Professional Activities / Reliable 
Professional Activities), curriculum model that includes 13 
(thirteen) specific competencies for physician training.
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CLINICAL HISTORY AND PHYSICAL EXAMINATION

DIAGNOSIS

COMPLEMENTARY EXAMS

MEDICAL PRESCRIPTION

DOCUMENT THE PATIENT'S CLINICAL VISIT

ORAL PRESENTATION OF A CLINICAL CASE OF A 
PATIENT EPA7 CLINICAL DILIGENCE

CLINICAL DILIGENCE

PROVIDE/RECEIVE INFORMATION

JOIN A MULTIPROFESSIONAL TEAM

URGENCY/EMERGENCY

INFORMED CONSENT

BASIC MEDICAL PROCEDURES

PATIENT SAFETY

4.0 Internship 

EPA1

EPA2

EPA3

EPA4

EPA5

EPA6

EPA7

EPA8

EPA9

EPA10

EPA11

EPA12

EPA13
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• Daily Practical Assessment
• OSCE
• OSPE 
• (DOPS – Direct Observation of Procedural 

Skills)
• E-Portfolio

Ability

AttitudeKnowledge

ASSESSMENT
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SIMULATION IN HEALTHCARE
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ANNUAL MEETING TO EVALUATE AFYA’S CURRICULUM
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AFYA SUPPORTS MEDICAL STUDENTS BEYOND 
THE CLASSROOM

Supporting the medical career with the best healthtechs in the market 

providing extraordinary experiences

among others
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Thank You!
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PROFILE OF PHYSICIANS THAT 
RECENTLY GRADUATED 
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PHYSICIANS GRADUATING EACH YEAR

GROWTH OF 144%
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RESIDENCE COURSE 
SCENARIO IN BRAZIL
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FIRST YEAR RESIDENCY SEATS (R1)

RESIDENCY

Year

First Year Residency Seats in Brazil 

Authorized Occupied Not occupied (%) Idleness

2018 23,179 19,542 3,637 15.7%

2019 23,315 19,770 3,545 15.2%

2020 23,460 16,867 6,593 28.1%

2021 24,417 16,648 7,769 31.8%
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RESIDENT PHYSICIAN PARTICIPANTS IN THE SAMPLE, WITHOUT PREVIOUS SPECIALIZATION
TIME ELAPSED AFTER THE END OF GRADUATION, IN 2022

RESIDENCY COURSE

0% 10% 20% 30% 40% 50% 60% 70%

Up to three years later

After three years

Up to two years later

Up to one year after Graduation
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2021 CONTINUING EDUCATION
STRATEGY 
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1
ANALYSIS OF 

DEMOGRAFIA MÉDICA 
+ SURVEY WITH NEWLY 

GRADUATED 
PHYSICIANS

2
PORTFOLIO 
EXPANSION

3
MODULAR 

CURRICULUM 

2021 CONTINUING EDUCATION STRATEGY

4
INFRASTRUCTURE

5
EXPANSION
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IPEMED 23

UNITS IN ALL REGIONS OF THE COUNTRY
12 units in capitals; 01 in the countryside of Minas Gerais.

01 ONA CERTIFIED UNIT
IPEMED São Paulo

01 UNIT WITH AN INTERNATIONAL PORTFOLIO
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PORTFOLIO

PÓS GRADUAÇÃO 
PREMIUM 

PÓS OURO SHORT DURATION
COURSES

CLASS GROWTH
2020 – 113 CLASSES 
2023 – 222 CLASSES
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KPIs 
CONTINUING EDUCATION
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3%

28%
29%

20%

10%

5%

2% 1% 1%
0%

5%

10%

15%

20%

25%

30%

35%

UP TO 25 26 TO 30 31 TO 35 36 TO 40 41 TO 45 46 TO 50 51 TO 55 56 TO 60 ABOVE 60

61% of our students
have less than

35 years

39% of our students
have more than

35 years

ACTIVE DATABASE IPEMED 03/22/2023

IPEMED STUDENTS BASE
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13

316
383

101

213

60 79
120 100

5

310

696

43

419

500

241
284

184 191

306
235

62

486

805

11 16

AM BA BH CE DF ES GO MATRIZ PE POA RJ SP RO MOC

2021 2022

PER UNIT

2,396

3,783

+57.9%

2021 2022

*Only IPEMED Students
*Only Pós Graduação Premium”

IPEMED STUDENTS BASE
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69.2% 74.9% 73.9% 68.9% 77.5% 66.7% 44.8%Contribution Margin 72.5%

Average ticket

IPEMED | MONTHLY AVERAGE TICKET OF THE MAIN COURSES

3
,4

2
7

.7
 

3
,4

1
9

.8
 

3
,2

2
7

.4
 

3
,2

2
1

.2
 

3
,1

6
6

.4
 

3
,0

9
6

.7
 

3
,0

7
2

.7
 

1
,3

9
3

.4
 



69

IPEMED | NPS
NET PROMOTER SCORE (NPS)

15

69 70

2022.22020.2 2021.2

+54p.p +1 p.p
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PARTNESHIPS
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Digital Services

Lelio Souza, Bruno Lagoeiro and Felipe Lourenço
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AFYA, PHYSICIANS PARTNER ALONG ALL THEIR JOURNEY

1 3 52 4

MEDICAL STUDENT RECENTLY GRADUATED GENERALIST / SPECIALIST
PHYSICIAN WITH EXTENSIVE 

EXPERIENCE
INTERNSHIP RESIDENCY

18-24 YEARS 24-26 YEARS 26-30 YEARS 30-45 YEARS 45-70+ YEARS

MEDICAL STUDENT

1st TO 4th YEAR
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Reinforcing Digital Operation Strategy (Consistency)

GROWTH

Best Digital 
Solutions for 

Physician

More 
Physicians

More Physician 
Consultation

More DATA

More B2B Offers

( pharma, providers, payors )

More 
Patients

Afya Digital Health Flywheel

High Level Strategy :
To be the digital ecosystem 
which addresses the main 

physician needs on the 
medical practice.
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Building the Blocks
The 6-Pillars strategic Physicians needs has been full filled, mostly through acquisitions over the last 2 years. 12 different companies (including Medcel), with more than 20 different 
digital products addressing specific Physicians’ needs, shape our portfolio of digital solution.

Pillar 1: Content & Technology for Medical 
Education (CME)

Pillar 2: Clinical Decision 
Support

Pillar 3: Practice Management Tools & 
Electronic Medical Record

Pillar 6: Physician & Patient 
Relationship

Pillar 4: Telemedicine

Pillar 5: Digital Prescription
Community

Internal Development

(iClinic Functionality)
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B2P enables B2B offerings ...

.

.

.

Mkt & Media

e-Detailing

Insights

Continuous Medical 
Education

Telemedicine
Clinical Decision 

Support

Doctor–patient 
relationship

Practice Management

Prescription

B2B B2P

PATIENTS

DIGITAL  HEALTH SERVICES PLATFORM

n

COMMUNITY

Foundation

ACCESS

DEMAND

EFFICIENCY

Pharma-
ceutical
Industry

Healthcare
Providers

Payors
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LET’S WALK THROUGH 
B2P AND B2B LATELY 
ACCOMPLISHMENTS
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P1
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Certification

Learning

Social

P
as

t
Fu

tu
re

FOLLOWING THE TRENDS IN THE OVERALL PLATFORM-BASED LIFE LONG MARKET, 
AFYA IS OFFERING AND EVOLVING ITS OWN MEDICAL FOCUSED LIFE LONG LEARNING 
OFFERINGS...
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P1

Pillar 1: Combination of Medcel, Além da Medicina and Cardiopapers

Life Long Learning Content Portfolio

Digital education for students and physicians:

• Mentoring and carrier coach

• Residency and Specialist title prep

• Medical Hard skills

• Medical Soft skills
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+489k INSTAGRAM 
followers
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229k Youtube subscribers
2M PODCAST Plays
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Video nova medcel
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P2
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Pillar 2: digital solution to support physicians in clinical decision

• Point of care decision tool

• Always available : Online & Offline use

• Content, calculators , tools and decision algorithm

• B2C subscription

• Medical updates

• Content and Interactive tools

• B2B media and content
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DDX - better decision through differential diagnosis

Differential diagnosis system with the objective of 

remembering possible diagnoses for a given clinical case. 

DDX is a clinical decision support tool that assists the 

physician in evaluating relevant research hypotheses to 

come to the diagnosis.
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P345
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Pillar 345: Digital platform to support physicians in medical practice in clinics

Eletronic medical record
+55MM patient consultation

B2C Subscription
B2B Content 

Eletronic prescription
+3.7MM prescriptions

B2B insights and content

Payments and
financial services

Fee by transaction
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P6
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Pillar 6: Patient and physician relationships
Bringing patient data intelligence into the Afya ecosystem

• Drugs search and purchase market place

• Patient adherence to treatment

• 5.5M annual visitors

• B2B media and content, CPA, CPC

• Increasing clinical support to diabetes patients

• Patient adherence to treatment

• Calculators and tacking of glucose

• Scientific articles

• B2B insights and content
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We are proud to share the value 
we are creating for physicians ...



www.websitename.com
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Solutions impact

More than 2 million visitors to 
the PEBMED Portal monthly

40 million consultations 
in 2022

World's 1st insulin dose
calculator app

2,150,000 digital prescriptions 
filled out in 2022

22 million electronic medical 
records generated

More than 114 thousand 
teleconsultations made

Impact on the lives of 
15% of Brazilians

More than 210,000 doctors 

using the app

More than 200 contents 

produced per month

1st app in the country for the 
treatment of all types of 

diabetes

Impact on the lives of 
200,000 patients

Largest health update portal for 

professionals in Brazil
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B2B STRATEGY
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Quick strategy recap

260k physicians

Results in 2 important assets

Audience & Data
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Quick strategy recap
Healthcare verticals we want to help:

Pharmaceutical
Industry

Healthcare
Providers

Payors
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Quick strategy recap
Healthcare verticals we want to help:

Pharmaceutical
Industry

Healthcare
Providers

Payors
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Pharma Industry BU
First Results
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(24 hours, 7 days a week)

(text, articles, videos, podcasts, 
webinars, free samples)

(hospital,  med. office, home, traffic, 
gym)

Medical relationship

the physician wants!

when,
where,
and the way

Targeted reach to

physicians in more than 50 
medical specialties
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How we are helping Pharma
4 product lines

We make available all of our 
expertise as the Medical 

Education leader in Brazil to 
the Pharma Industry.

Our learning metologies and 
technology, combined a deep 

understanding about the 
preferences and user behavior 

on a individual level to 
education physicians about the 

newest scientific knowledge 
and updates.

Our high capacity of 
segmentation allows the 

Pharma Industry to deliver the 
right message, on the right 

format, at the 
right channels in order to boost 

its marketing and 
communication strategies, 

promote content, campaigns, 
events, etc.

Physicians can easily opt-in and 
subscribe for receiving free 
samples at home or their 

medical offices, with no hassle.

Our e-Detailing solution 
combines both the online and 

offline worlds in a new phygital 
experience, that results in a 

complete and eficient 
omnichannel experience.

We use extensive analysis of 
our data to provide Pharma the 

best insights to make better 
decisions.

The combination of user 
generated data with large 

medical surveys in our 
database helps the industry to 

answer important strategic 
questions.

Medical Education Marketing e-Detailing Insights
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The LAND & EXPAND strategy is taking off

booked
contracts

97

pharma 
companies

45

36

4

4

5

7

16

TOP 5 CUSTOMERS – # OF PROJECTS

CUSTOMER A

CUSTOMER B

CUSTOMER C

CUSTOMER D

CUSTOMER E
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Pharma Companies

Customers
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Specialized Marketing Agencies

Customers

International Marketing Agencies
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2023 New Customers

Customers
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Cases
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Case #1 – Medical Education

Customer: A Brazilian pharma company focusing on gastroenterology

Pain / Goal: To build an education track about the disease their drug treats, specifically for 

independente physicians in their medical offices.

Solution: Segmented content delivered at the context of the medical office, using iClinic as a 

channel.

Results:

✓ Reach of + 15k doctors

✓ 6 different targeted specialties

✓ Segmented content by different specialties

✓ +80% reader positive reactions

Testimonial: "Vimos o resultado rápido, porque é tudo mensurável, tudo muito rápido e isso no 

ambiente digital é legal, a mensuração é rápida. Nesses primeiros feedbacks foi uma 

comemoração, foi aquele sentimento — nossa, a gente conseguiu encontrar um modelo. Foi um 

sentimento de conquista”
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Case #2 – Medical Education

Customer: A big German company, focusing a high cost treatment disease.

Pain / Goal: To promote and have atendees for a really specific scientific event. Goal and

challenge: to fully book all the spots available less than one week before the simposium.

Solution: To start an extensive e omnichannel communication plan promoting the event to all

Nefrologists inside Afya’s ecosystem.

Results:

✓ 8,5k specialists were impacted

✓ Goal achieved and event fully booked in 24h

Testimonial: “O investimento valeu muito a pena e conseguimos a maior parte dos nossos 

convidados vindos da Afya, numa ação de emergência executada há três dias do evento e com 

um investimento que não foi o maior. A Afya se mostrou um veículo a ser considerado para 

qualquer próxima ação que tivermos.”
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Case #3 - E- detailing

Customer: Big French dermatology and cosmetic pharma company.

Pain / Goal: To promote and have atendees for a really specific scientific event. Goal and

challenge: to fully book all the spots available less than one week before the simposium.

Solution: To boost the opt-ins and free sample requests to as many specialists as possible and

optimises the deliverability of it at the best place for the user.

Results:

✓ 6.963 sample sets was shipped in 6 months to physicians in our ecosystem;

✓ 97% accuracy and entregability

Testimonial: "Entregar amostras através da RX PRO aumentou o compartilhamento dos 

benefícios dos nossos produtos ao médico, e proporcionou essa experiência aos seus pacientes. "
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Case #4 - Insights 

Customer: American pharma company focusing on dermatology.

Pain / Goal: To understand the Botulin Toxin market in Brazil from the dematologits perspective.

Solution: A customized quantitative survey with a big sample of dermatologists, in a record time,  

collected among different Afya solutions such as Whitebook, iClinic, RxPro.

Results:

✓ More than 500 respondents;

✓ 95% of statistical confidence level

✓ 50 important questions answered digitally;

Testimonial: “A pesquisa entregou muito mais do que eu esperava. Vou apresentar internamente 

e indicar para que os demais procedimentos também façam.”
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Case #4 - Insights 
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2023
What we are working on
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Scale Pharma Solutions go to market

To keep improving products and 
consolidate the portfolio for the segment1

Rethink and optimize our pricing strategy in order to 
boost revenue2

Reinforce Afya’s brand positioning as the 
partner of choice for pharma on the digital space 3
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Pharmaceutical
Industry

Healthcare
Providers

Payors

Start a new BU focusing on Healthcare Providers

First Customers


