HIMSS healthlaunchpad
THE ACCOUNT BASED MARKETING: 2021 PLAYBOOK

Part 2:
Foundations of ABM for
Healthcare Technology Marketers



Today’s Presenter

« Adam Turinas, CEO and Founder
healthlaunchpad

» "Healthtech Sales & Marketing Guy”

« 20+ years in marketing

* Then founded, grew and eventually
sold Uniphy Health
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ABM for Healthcare
Strategy

Marketing Programs
Content & Social

Digital Marketing
Webinars

Insight and Targeting
Optimization
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How the Program is Structured

Webinars

Healthcare
Technology Foundations of Best Practice in

Implementing
and Optimizing
Campaigns

Lessons from the What's next in
Marketing ABM Targeting ABM All-Stars ABM

Survey

January 28th February 11th February 25th March 11th March 25th April 8th

Healthlaunchpad Workshops (Free)

* Putting theory into action
« Hands-on session
* Interactive and social

March 4th March 31st April 17th
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Today’s Learning Objectives

1. What is ABM and why is it becoming THE fundamental
strategy employed by healthcare technology marketers?

2. What is the state of ABM in healthcare?

3. What are the different types of ABM strategy and which one
is right for you?

4. How do you get started developing an ABM strategy?
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Quick Poll:
What is ABM?
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ABM is a strategic approach to designing and executing
highly-targeted and personalized marketing programs to

drive business growth and impact with specific, named
accounts. /TSMA

A focused approach to B2B marketing in which marketing and

sales teams work together to target best-fit accounts and turn
them into customers.
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Evolution of ABM
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It's Much Bigger Than Demand
Generation

In which of the following areas

have you seen measurable
business improvement due to
ABM?

(n=218)

Relationships
(e.g., account engagement,
relationship strength, breadth
and depth of relationships)

1%

Revenue
(e.g., revenue per account,
pipeline growth, deal size,
portfolio penetration)

Reputation/Brand

0 (e.g., brand equity, perception,
/0 awareness, and knowledge)

34

Source: ITSMA and ABM Leadership Alliance, 2020 ABM Benchmark Study, September 2020
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Modern ABM is About...

1. A strategic focus on improving revenue, reputation,
and relationships with best-fit accounts

2. Tight partnership and integration with sales

3. Tailored and personalized programs and campaigns
based on deep customer insight
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Why ABM Matters More
Than Ever
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The 5C’s of Why Deals Move Slower

Consolidation=Complexity
Consensus Management
Buyers have greater Control

Compliance & Risk Management
COVID-19 made this even worse
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Percentage of respondents reporting as most difficult

60%

50%

40%

30%

How Decisions Are Made
By Buying Committees

Very hard 57%

Somewhat hard of buyers finish with purchase
process before they reach out.

) (CEB / Gartner)
Easier

Where you can make  When you are

greatest impact brought in
20%
10%
0%
Problem Definition Solution Identification Supplier Selection
Source: CEB B2B Brand Survey
<
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66-90%

through their journey
before they reach out.

( Forrester)
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Blast Email
Trade Shows

" " Webinars
At Bats Paid Search
Advertising
Cold Calling
Qualified Solution Selling

Case Studies

Opportunities :
More Meetings

Customer References

Proposals >t e
Pricing Negotiations

Contracts “Any Final Questions”
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The "Traditional” B2B Model Is
Designed Around How We Sell
Not How They Buy



Their Journey Looks More Like This

healthlaunchpad

Today’s B2B Buyers Journey ~ Customer
A Evaluation @
_ Pipeline @
Buying
, committee @
First research
'5 wepsjte
g Social . Czri’rtwgt\e/itistiitve el @ Form fill/
= Initial network Social @ Hand-raise/
- Research @ media @ Demo reques
UNKNOWN » KNOWN >
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ABM Can Help You...

Engage prospects earlier in their buying process
Focus resources on the best opportunities
Align sales and marketing
Deliver personalized experiences
Connect marketing to revenue more effectively

<
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Three Flavors of ABM

1:1 1:Few 1:Many
Strategic ABM Segment ABM ABM At Scale

~50 accounts 50-200 Accounts >200 Accounts

Use of Intent data to
identify in-market accounts

Deep account research

: : Organize accounts into
Highly tailored marketing J

_ . clusters o _
Focus on relationship Marketing tailored to Digitally-driven
development clusters personalized experiences
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1:1

1:1 meetings

Direct mail gifting
Branded web sites
Personalized Content
Personal outreach

Typical Tactics

HIMSS @
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1:Few

Small, account-focused
interactive virtual meetings
and events
Segment-tailored web sites
with segment-specific
content

Paid social

1:Many

Webinars and virtual events
Dynamically customized
web sites

Content syndication

Paid social

Intent-based ad buys




ABM Process

Optimization

Measurement

)
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Nuvolo’s Approach to ABM

D
nuvolo

The promise of a fully connected workplace

Workplace management, Built on NOW™

"

2

‘-

~

1l

Nuvolo is a global Saa$ firm with a
platform for enterprise asset
management

They help healthcare systems
manage, support, protect and
maintain connected devices

Customers include Kaiser
Permanente, the Mayo Clinic,
Parkland Health

)
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Nuvolo’s Approach to ABM

1:1

5-10 major accounts per
quarter

Highly targeted experiences,
custom content and branded
web sites

HIMSS @
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1:Many

100s of targeted accounts

Intent-based experiences
to identify and engage “in-
market” prospects




ABM Does Not Work Without
Alignment

Sales +«——— Marketing

* Waste less time * More efficient use of resources
 Focus on pipeline acceleration  Collaboration with sales

* Visibility into marketing impact * Measurable impact on revenue

<4
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Nuvolo Alignment

Sales <«——— Marketing

...Goals & priorities

...Targets and segments

...Roles, Responsibilities, Reports and Routines
...Measures of success (short vs long-term)

lt's a continuous process, led by Marketing

<4
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Targeting: Find Accounts That Matter

Target Accounts

Engaged Accounts

ABM focuses here = ,
OPport«m“foeS'

Cusctomers

i, HIMSS Q Proprietary & Confidential. All rights reserved
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Why ABM is Targeting is Different

* Focus on who is “in-market” to buy right now
* More insight-driven
» Constant optimization

<4
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o o o
Targeting Criteria
Firm ograp h ICS Geography/Industry/Employees/Revenue/Market Segment

Sales Stage Lead/Lapsed Opp/Live Opp/Customer/Loyal Customer/Lapsed Customer

Positioni ng/Att ribute Competitor’s Customer/Frequent web site visitors/handraiser

Intent to buy/Interest in category/Actively researching

Behavioral

: ,@
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Intent Data is a Game-changer

e Intent data shows which leads or accounts are
actively conducting research online

*Includes implicit (inferred behavior) or explicit
(declared by the buyer)

HIMSS . ItQ Proprietary & Confidential. All rights reserved
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First and Third-Party Data

First-Party Data Third-Party Data

« Behavioral data shared across * Information collected across
your brand’s website or app websites within a specific

e Data collected in your CRM category

« Data gathered from « Large aggregated datasets sold
subscription campaigns by third-party vendors

* Information collected from « Covers a broader spectrum of
social media activity at scale

« Oftline surveys, forms, and e Sanitized for GDPR etc
guestionnaires * Includes Account-level data

HIMSS @
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Nuvolo: Data Segmentation Approach

Healthcare

Lifesciences

Size 1:1

Intent to buy

ServiceNow Industry — . .
¢ (50 topics) 1 'Many
Financial Services
Competitor’s Switchi
Retail Customers witching
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Engagement

1. Focus on creating content that your most important targets
need to see. And make it easy for them to find it

2. Leverage 15t party and intent data to get the right message
in front of the right person at the right time

3. Deliver relevant experiences based on where they are in the
buying journey

&)

J
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1:1 ABM Example

@ Huntington + nuvoTo

Improve Business Agility with Facilities ’

Management Built on ServiceNow ! *
8 . 7 Huntington - nuvolo ;

Learn Meee

Deliver an Exceptional Experience !
to Your Customers & Employees

We know how much pride is conveyed in your professional
brand. Maintain that pride and make informed data-driven
decisions with a moedern facilities management program

%) Huntington + e
Improve Business CONTACT US

Agility with Facilities
Management Built on
ServiceNow

Learn More

)
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E book

Nuvolo’s Connected Workplace, built on ServiceNow, helps IT
teams create modern workflows with their facilities management

colleagues.

DOWNLOAD NOW!

nuvolo ™ ”m

Tearing Down the Walls
Between Facilities and I'T

Global Financial Organization
Brings In Space for their Digital
Workplace Initiative

HIMSS @
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The Connected Workplace for The Power of the ServiceNow
Financial Services Platform
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1:1 Curated
Content
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1:Many Example

Find out why so many clients nuvolo
are moving off of nuvg%
Is Your software
Helping You Advance Your
HTM Vision?
When it comes 10 your CMMS you need a long-term partner, not a 1Y
software vendor. Learn how we can help you manage all aspects of
| 3
Find out why so many ' i
clients are moving X .
off of ‘N{‘;
Vet W
30 healthcare systems have made the move off
-onto Nuvolo since 2018
HIMSS QJ Proprietary & Confidential. All rights reserved 32
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The Difference? One Platform To Manage It All

K

Still Not Convinced You Need To Make the Switch?

V- — — VS
T e e e e LS CHERER
aladas wladed elaial il FEATURL NANVOLO
T sloiolisialsis
| - ~ I~ Owrarsng (harger Snce Founting B '
Wbt of CMML Appde aluwet 4o Fusam O | .
Sehmany Tty irtegrated Sate LD Daow e Apolastony

More on What our Clients are
Saying Vbete O Cupgert Wi Andresd et

A Chviddras’s Hongds sy omee 30,000 wande o devees ol 1 00

erpioyeet mare sbie 15 radevate hew plarved s Coectve

marterance 4o Par medcal feet Thess ch Pave resled n
o Nave Mot App Yea OS5, Android) ot Avadaten

Chrecd g ATy Wl Paabed L Ve P et el

P ave g v g e

| onmnme
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How ABM Helps With Conversion

* Real-time alerts about “in-market” opportunities
* Flag most actively engaged opportunities

* Creates "warmer” leads for SDRs

» |[dentity stalled or un-engaged targets

HIMSS @ Proprietary & Confidential. All rights reserved

healthlaunchpad

34



. HiMss

Helps Sales Team Prioritize

Jason )

&

healthlaunchpad

Il Technology Services, LLC 1/23/2021

| 1/23/2021
! N /2021
Bank Of D 1/23/2021

( .n Corporation 1/23/2021

-Airlines 1/23/2021
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2,700.00%
1,957.14%
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And Provides Better Information

Arcount
E + Follow Change Owner View Account Hierarchy Eait Create Agreements View Website v
Type Segment ServiceNow Status Account Owner
Prospect Enterprise Customer
-ontacts (10« Opportunities (2) ontracts (0) Ovders (0) des (1) Dediveny tails (1) Account Team (5, Partners (0)
(= L (10+) ppo ( [« (0) (0 s Li y Details ( Team (5)
Cases (2)

Details Account Insights Gainsight ZoomlInfo InboxAl Related Activity Chatter News InboxAl Timeline
Terminus Account Insights LogaCall NewEvent New Task
Recap your call n
People Activity Activity Trends
Most Active Person oves O dswe * People Influenced by Marketing over 90 days Filtors: All time « All activities - Al types g
Ahazi No activities in the past 90 days Retresh - Expand All - View Al
16 Total Activities, Most Recent: Jan 27, 2021 Ansaymous Pege Views over 90 daye
v Upcoming & Overdue
New People Added over 90 days “7‘”. >
2 New People b X
Most Recent: Dec 22, 2020 >
K
Previous Opportunity’s Contact
Ahazi Topics Being Researched
Opporiuniy Created Date. Dec 11, 2020 v Jnu
Last Bombora Intent Surge 01/24/2021
>E R
= _ d
Interest on Website
— ’ R
Last Engagement Spike 01/23/201 C
Model(s) Base Engagement Model =— > E ®
- d

HIMSS &
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Optimizing: Reacting in Real-time

Topics Being Researched
Last Bombora Intent Surge 01/24/2021

Sales and Marketing can
mobilize on this insight

)
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Optimization: Continuous
Improvement

f\ E‘.;dr.d

10O New

Z segments

your goal? Y-S

Double
Down on

current

NO
| segment

wh yn o1?

refine and

Did you hit

start agan

| <
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Quick Poll:
What's the #1 Challenge in
implementing ABM?



Measurement is The #1 Challenge

What are the top challenges your organization faces today in
your ABM program(s)?

1. Tracking and measuring results

Source: ITSMA and ABM Leadership Alliance, 2020 ABM Benchmark Study, September 2020

)
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. HiMss

ABM Measurement Approach

Revenue Performance

Marketing Performance

Campaign and Web

)
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Revenue Performance

CLOSE RATES

. HiMss | &

healthlaunchpad

AVERAGE DEAL
SIZE

Proprietary & Confidential. All rights reserved

FUNNEL
VELOCITY
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Marketing Performance

Target account list Pipeline (% #of TALs engaging on
engagement accounted for by TAL) web site

TAL Conversion rate

Influence as an
alternative to
attribution

Customer retention .
Cost per opportunity

and upsell

HIMSS Q Proprietary & Confidential. All rights reserved 43
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Evolving Your Measurement Model

Short-term Mid-term Long-term

« Conversion rates * Pipeline * Close rates

* TAL engagement » Cost per opportunity * Avg Deal value
« Account penetration . % of Opps from TAL * Funnel velocity
* Influence * Revenue

<4
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H.l.::dSS' healthlaunchpad 2021 Healthcare Technology Marketing Survey

Account Based Marketing is lifting off as a tool used by
healthcare technology marketers

4 9% currently using or piloting ABM 3 8 % considering ABM
24% 24%

We tried it and no We have been using We have been using We have been using We have started Weare considering We are considering Not under
longer use ABM itfor a while and itisitfor 1-2 years and it itfor 1-2 years and using ABM andwe itanditisa high itbutitisnota consideration
a critical part of how is becoming more we are piloting it priority priority for 2021
we market established part of are still determining

how we market how to use it most
effectively

HI MSS ‘ @ Base: Total Respondents: n=51
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Getting Moving

)
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How the Program is Structured

Webinars

Healthcare
Technology Foundations of Best Practice in

Implementing
and Optimizing
Campaigns

Lessons from the What's next in
Marketing ABM Targeting ABM All-Stars ABM

Survey

January 28th February 11th February 25th March 11th March 25th April 8th

Healthlaunchpad Workshops (Free)

* Putting theory into action
« Hands-on session
* Interactive and social

March 4th March 31st April 17th
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Crawl Walk Run

@ @) <)

Partner with a Salesperson Partner with a Sales Leader Partnership between Sales and Marketing
Named Account List Target Account Segment Comprehensive Target Account List

In-depth research to gain insights Insights about segment Use of Intent Data

Strategy to target those accounts Strategy to target segment Scale ABM across account

HIMSS @
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ABM Kickstart Workshop

« 2-Hour free group workshop for marketers starting their ABM
journey

* Begin to apply the concepts of ABM to your business
e Structured exercises in small groups

* Output is a simple 30/60/90-day plan

* Design an experiment

* A little bit of preparatory work required

HIMSS @ Proprietary & Confidential. All rights reserved
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https://healthlaunchpad.com/abm-
kickstart-workshop/

HIMSS @ Proprietary & Confidential. All rights reserved
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Next Webinar
Best Practice in Targeting

Learning objectives

* Gaining alignment
e Process * New ldeas
* Best practice

* Actions you can
take immediately

* Targeting criteria

* Insight-driven
« Account research
* Intent Data

<4
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How to Reach Me

https://healthlaunchpad.com/

adam@healthlaunchpad.com

Search for Adam Turinas on
LinkedIn

Proprietary & Confidential. All rights reserved
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