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ABOUT PARS

leading publishing industry innovator

for more than 25 years, PARS

International is proud to be the official
content and IP licensing agent for many of
the world’s top media brands. We offer a full
suite of products and services that includes
hardcopy and digital article reprints, editorial
permissions, specialty products, and logo &
accolade licensing to companies looking to
extend the power of coverage in the premier
media brands we represent.
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WHAT WE DO

ur success stems from a blended

approach to inbound and outbound

marketing and long-standing, deep
relationships with some of the world’s largest
consumers of content across all categories.

Inbound: We respond to demand funneled
through various channels, including our media
partners, relationships with brands and preferred
supplier partnerships.

Outbound: Our team of dedicated salespeople,
sales assistants and researchers, reviews,
prospects and proactively contacts companies
and individuals who may be interested in
leveraging our partners’ content in their
corporate communications, advertising and
marketing.
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WHY IT'S IMPORTANT

Incremental Revenue — Content licensing
is a seven-figure revenue line for many of our
media partners. With little to no expense, this
revenue drops straight to the bottom line.

Increased Brand Exposure — Licensed
content, particularly logos and accolades that
appear in advertising, marketing and recruiting
efforts, expose your brand to a wide audience.

Protect Editorial Integrity — Having an

arm’s length in the transaction between creation

and the sale of content ensures editorial integrity
is maintained.

Deter Copyright & Trademark
Infringement — PARS polices suspected
infringements of your copyrighted content and
trademarked logos through the use of digital
and offline sources. Our efforts both monetize
infringing uses and protect the core value of
your assets.
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WHAT DO | DO IF SOMEONE IS
INTERESTED IN LICENSING?

e

et the PARS Team involved as
soon as possible. We will work
with you to properly assess and

value the client’s ask so we can together
determine the best path forward.
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LICENSING
DIGITAL ADVERTISING & MARKETING
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MERCHANDISING

_BEST COMPANIES
TO WORK FOR® 2021
2021 FORTUNE
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OUT OF HOME (OOH)
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OUT OF HOME (OOH)
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TRADE SHOWS & EVENTS
AND PRODUCT PACKAGING
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UR PRODUCTS

REPRINTS, E-PRINTS AND PLAQUES

JUNE 13 » 2022 ONLINE EDITION

Forbes

POLIC

Regulatory Attacks On Pharmacy Benefit
Managers Will Not Lower Drug Prices

BY IKE BRANNON
CONTRIBUTOR

b IKE BRANNON IS A SENIOR FELLOW AT THE JACK KEMP FOUNDATION
R e
N o he market for prescription drugs is exceedingly complicated, billions of dollars by limiting the ability of PBMS to drive down costs and
D I in part because there are many disparate actors. Besides the not coincidentally — help pharmacies increase their profits as well, at the
N \ pharmaceutical companies that make the drugs and the patients expense of consumers and taxpaye
BN who ultimately consume the drugs there are a number of entities that “The reality is that PBMs provide essential services to their clients,
. b o intermediate the relationship between these two groups: For instance, health  most notably by negotiating on their behalf to obain lower prices for
insurers and public health programs pay for most of the prescriptiondrug ~ prescription drugs, but they provi valuable services as well
8 costs of the people they cover, and unions and large employers do thesame  Consumers and the policymakers that represent them should know the
. for their workers. Pharmacists work with insurers and their pharmacy benefit  price tag for these proposals currently being debated, especially as inflation
. x. . ‘managers (PBMs) to provide the prescribed medications to their enrollees. continues to climb.
% ‘The government also plays a huge role in the market: Besides regulating ~ We have examined the four main proposals pushed by independent
o the market,it also pays for most of the prescription drugg costs for tens of acies and some akers to constrain PBMs. Below, we detail the
& " = millions of workers, disabled Americans, and retirces via Medicare Parts B of these policies and how they would sharply increase

and D and Medicaid, as well as current and former government employees.
1n 2020 the total spending on prescription drugs in the U.S. was almost
5350 billion; the federal governments share was roughly $125 billion.

State and federal regulators have indicated their desire to reduce drug
costs. Opportunistically, other parties have entered the debate with their
own self-serving “solutions” to the problem of high drug costs. In particular,
independent pharmacies have focused their energies on lobbying state
legislators and federal regulators for policies that would benefit their
bottom line at the expense of consumers and taxpay

As aresult, regulators and policymakers have turned their attention to
aconcern often raised by independent pharmacists: regulating pharmacy
benefit managers, or PBMs. PBMs negotiate discounts on prescription
drugs from pharmaceutical companies on behalf of the insurers, unions,
and large corporations who pay for health coverage. An ostensible rationale
for limiting PBMs’ cost-saving tools is that they are merely “middlemen”
and that any profits they make somehow could have otherwise gone to the

TS,

drugpurchas ining their negotiation power will therfore,
reduce drug prices.

However, this notion does not comport with reality, and much of this
rhetoric i driven by independent pharmacists, who claim against evidence
that their revenue has fallen because of the cost-saving practices of PBMS.
They advocate for a policy agenda that will cost consumers and taxpayers

Banning Preferred Pharmacy Networks

HR 2608, The Ensuring Seniors Access to Local Pharmacies, is a bill
that would limit the use of preferred pharmacy networks in Medicare
Part D. PBMs and health plans create preferred pharmacy networks with
pharmacies that agree to participate in the network by negotiating a lower
price in exchange for increased business from plan members. This tool is
common throughout health care.

‘While banning such networks would likely increase the business done
by small i ies, it would come at a significant cost to
patients, as these networks allow PBMs to lower premiums and deductibles,
optimize drug delivery, and limit unnecessary spending

For instance, a report published by the Department of Health and
Human Services found that limiting preferred pharmacy networks results
drug costs and greater ineffi

from

ey, since such limitations prevent

Astudy published in the American Economic Journal: Economic Policy
found that preferred pharmacy networks have greatly benefited Medicare
Part D, while an Oliver Wyman report estimated that prohibiting preferred
pharmacy networks would increase spending in Medicare Part D alone
by $4.5 billion a year. The report also found that Part D premiums would
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POSTERS, RETRACTABLE BANNERS
AND FRAMED PRINTS

SUNDAY, JANUARY 24, 2022

Business

3 g
2, §
44'% 2022 /S

)
ety of e

COLLEGE
NAME HERE

Recognized as one of
The Princeton Review'’s

Best Online Doctor of

Education Programs

Top Places to Work: Diveass

The list is led by Commonweal 1 Eg#

By Katie Johnston
‘GLOBE STAFF

n online sports betting company
might not seem the most likely
employer o offer progressive ger
der-transition benefs, but Draft-

Kings recently rolled out a comprehensive

ot ust Bk v prospcs b4 e
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'BTQ candicates and peonle y=ydie- 1 "5,
as well as those with

on these metrics. Some hire outside
nies to conduct pay-equity audits and require

plan that what many
organizations provide. The Boston company-

‘cedures is also covered as part of the medical
leave benefit.

At a sports-focused company, it seemed
especially important t0 take these steps
to let employees and ~potential Job can-
didates know the company is an open,
accepting place, said chief people officer
Graham Walters

“There's an unfortunate perception in gen-
eral that sports s a place for straight, white,

ciated with the company.
‘The Springfield life insurance provider

MassMutual offers paid bereavement leave 1o

mourn the loss of anyone an employee cor-

the technology world, ineluding people who
were the firstin their family to be born in the
United States or to get a college degree.
Commonwealth Care Alliance, the top-
ranked organization, which serves people
with significant medical, behavioral healt,
‘and social needs, is in the process of exam-
ining nearly every aspect of its operation to

said.

> & and the pandemic

siders a loved one. HubSpot, a Cambric
marketing software company, holds . & color.
nual First.Gens in Tech event to recruit 1 1 t0 be passive, she s
didates who might not traditionally be part cf

W
promote the NgIge PP=¥Te

I
prs
P

g

KDL

“Our goal s to make sure that everyone feels
Ik they belong here”

DraftKings' focus on making people of
all ethnicities, abilites, genders, and orien-
tations feel not Just welcome but valued is
one of many reasons the company made the
Globe's first-ever Top Places to Work rankings  view. The nonprofit is also partnering with

as the National Society of
Ten companies made the final list, led Hispanic MBAsto open up new networking
and it

20" list of high-potential women and people
P 5

“extroverted, tall, thin, able-bodied, ‘
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monwealth Care Alliance, based on two sets Even questions asked in interviews are be:
of surveys administered by the employee re-  ing put under a microscope.
search and consulting firm Energage. “Hiring managers have to reflect on the

Employee responses about diversity were
first culled from the Globe's 2020 Top Places  considering candidates. It could be that they

to Work -rankings, and 40 of the highest-  favor people from certain schools or profes-  vices provider for people |

‘scoring companies completed a second ques- i liatic i ici, senic opmental delays and youth

tionnaire focused solely on their dedication  vice pres mental illness or trauma, ‘) Y
threepart setes that d

to making their workplaces more ~equitable. 3
‘The 10 winning companiesactivelyrecruit  in motion since joining Commonwealth Care  and history of racism. ™ _uganizs A5

,alis, ({1
does meetings just like us, but g\
lors? i

Expanding effots to educate staff hg)
o

Justice Resource Institute, a hur ——ef
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ABOUT US

Our Story...

Having worked together for many years in the Publishing industry, Cynthia Osborne-McKean and Steve Mussman combined their sales
and marketing experience and honed their skills and expertise for repurposing editorial content in many shapes, forms, and products. From this
background, PARS International Corp. (Publisher’s Ancillary Revenue Services) was founded in New York City in June 1994. For many years PARS
specialized in marketing Reprints, E-Prints, Permissions, Co-Branded Merchandise, and Ancillary Products.

These two publishing veterans/entrepreneurs decided to establish their business in New York City because of New York's long-established
reputation as a publishing hub for magazine, newspaper and digital content, the availability of a vast talent pool, and for the opportunity to bring new
products and services to many companies.

About a decade ago, they reinvented the company together and, alongside a veteran management team, as a Content Media Marketing/Licensing
firm representing some of the best-known clients in the industry. This team of talented individuals is still intact and working together every day to
continue to bring content and accolade licensing and The Best Of and Top performance list sales to the marketplace and to their customers on behalf
of their content, producing clients.

PARS is deeply dedicated to its employees, clients, and customers. They have created a profitable and sustainable business that’s focused on the
values of being present for one another, on being innovative, and simply doing the right thing for consumers and the company.

Joe Nunziata Ill, Vice President, Sales Operations

Joe leads PARS’ Licensing, Product and Permissions Sales teams, managing staff and systems. He came to PARS in 2006 from Time Inc.
where he worked in a variety of roles including Director of Ancillary Products at Fortune where he managed the Fortune Reprint Program
and launched the Fortune Recognition Program and the Fortune Datastore. Joe holds an MBA from St. John’s University, is a huge sports
enthusiast and lover of classic rock.

Andy Speter, Vice President, Business Development

Andy has nearly 30 years of experience across all aspects of publishing, media, and marketing including advertising sales, audience development,
marketing, sales, sales management, editorial, content licensing, finance, and corporate/executive management. At PARS, his responsibilities
include identifying and pitching new clients, monitoring industry trends and developments, fostering client relationships, and driving organic
growth for existing partners that results in incremental revenue. Since joining the company, he has been instrumental in expanding the business
into newspapers and digital media — both key areas of strength for PARS. His activities have focused on assisting clients in monetizing their
content and brands through licensing, syndication and protection of intellectual property, trademark, and copyright. Andy enjoys cooking,
baseball, hiking, skiing, tennis, technology and cars. He is also an avid outdoorsman.

Jackie Kurtz, Vice President of Design and Production

Jackie leads the PARS production staff, which has quadrupled its output under her direction. An industry veteran of more than 25 years, prior to
joining the PARS Team, Jackie spent seven years at CMP Media culminating in the role of Senior Artist in that company’s Reprint Services division.
Jackie oversees PARS’ production processes and design team and contributes to the innovation of new product offerings. Jackie is an alum of the
University of Florida with a Master’s degree from NYU. She is an avid sports fan and a black belt in karate.

Robyn Roberts, Vice President, Sales & Customer Service

Both a PARS and publishing industry veteran, Robyns unique insight and leadership skills have earned her a proven track record of increased
financial return to PARS” media partners. Armed with a keen sensitivity to customer needs and spending behaviors, Robyn is a specialist in deal
negotiation, pricing strategies and solutions. She guides the sales team in closing challenging deals, cultivates vibrant customer relationships, and
nurtures healthy client partnerships. She regularly strategizes with the marketing team to create revenue-generating campaigns and develop viable
licensing offerings particularly for list, award and affiliate marketing content. Robyn is a graduate of Syracuse University’s S.I. Newhouse School of
Public Communications and is an active community servant with a wanderlust bug.

Jennifer Eclipse, Group Sales Manager

First starting with PARS as a sales assistant, Jen became invaluable to fueling client communication, processing orders, providing customer service,
and liaising internally between sales, production, and accounting. With Jens understanding of PARS’ processes and client-side needs, she was
quickly promoted and soon became a top sales rep progressively earning larger content assignment and increasing revenue for PARS” most sought
after accounts. 20 years later, she brings all of those strengths to her current role in which she is responsible for day-to-day management of the sales
team and for liaising between the marketing team and publisher clients to secure successful and timely campaign launches and to drive sales. Jen is a
cycling enthusiast and DIYer.



HOW WE CAN WORK TOGETHER

Communication — Day to day about new content,
opportunities, ongoing business and infringements.

Projects — Special features, lists, etc.
Tradeshows & Events — CES, E3, MW, etc.

Strategy Sessions — Regularly scheduled with
the business team.

Reporting — Portal, dashboard, custom reports
and alerts.

Education — Internal and external stakeholders
(Business, Sellers, Editorial, Agencies and Clients)
about the value of your content and brand in the
marketplace.




BECOME A PARTNER

Intrigued? Have questions? Curious about what your brand and
content might be worth?

If you are a producer or owner of content (articles, images, graphics,
logos or video), please give us a few details HERE and we will be in

touch shortly to review and discuss your needs.

We look forward to speaking with you!




