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SITUATION OVERVIEW

Mission Measurement is helping solve the world’'s most intractable social problems by helping organizations standardize, benchmark and
oredict social outcomes. It is working alongside governments, corporations and philanthropies across the world that are investing billions
iINto social programs addressing challenges from poverty to public health, hunger to education and more. Mission Measurement provides the
crucial evidence base and insights these organizations need to make the right investments and maximize returns.

Just two years into its mission, the company is already working with the largest government organizations, corporations, and NFPs.

Mission Measurement’'s growth potential is nearly unlimited at this point. To help the organization capture opportunity, Root3 is proposing
to bring the power of its high-value B2B team, process, and technology alongside Mission Measurement’s leadership team to:

1 IMMEDIATE ADDRESS BRAND AWARENESS & LEAD GEN NEEDS

BUILD A BUSINESS DEVELOPMENT FOUNDATION (DATABASE, CRM, UX)

STRATEGIC COMMUNICATION PLAN DEVELOPMENT

ROOT3 MARKETING & BUSINESS DEVELOPMENT 2



THE ROOTS
VALUE PROPOSITION

A




NICHE AUDIENCE SPECIALISTS

OUR CLIENTS...

® Have identified a big need or opportunity

® \Who sell complicated, and/or expensive products or
Services

® [0 asmall number of decision makers

® \Who are hard to access and influence?
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MICRO-TARGET/MULTI-CHANNEL APPROACH
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GO. READY , SET, GO MODEL FOR IMMEDIATE IMPACT

Root3 often deploys a Go. Ready, Set, Go methodology when working with high growth clients looking to capture immediate opportunity.
While we are conducting research, refining messaging, and developing a comprehensive strategic plan, we give clients the option to

begin execution.

SALES

GO, READY, SET, GC

MARKETING

EXECUTIVE TEAM
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https://youtu.be/EnaeXwxG6-A

REPORTING & OPTIMIZATION
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$5,687.80

$4,432.41

$3,155.39

$2,672.52

$1,442.86
$1,441.38
$1,382.41
$1,234.89
$1182.05
$1,122.15

$1,069.91
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CASE STUDY:
MARKET STRATEGY &
EXECUTION

Eliminate airborne and splash
exposure with a closed system

PROBLEM

Simplify connections to
eliminate spills and leaks

er falling and opening or b

» European medical equipment manufacturer Serres is #1 in the
world in the surgical fluid space, but unknown in the US. e el W 40 000+
: : Cossie e o ey s o - operations
» Serres sales messaging fell flat on US audience that only B .

wanted to know what they had achieved here. B | B

canister fails and an incident occurs in
the OR is larger than you think.

» Serres sales messaging was not differentiated by surgical

facilities and hospitals.

» Serres did not understand how to navigate the multiple
decision maker reality of US health systems

Introducing Seres Nemo
O P P O R N | Y | The latest solution in
‘ smart fluid management.

EXPERIENCE NOW

optimize Your surgical Fluid Management

» Rootd conducted research and developed a go-to-
e is the progressive
Marketstrategy in the U.S. that led to the company’s most : (N Sttt

management solutions

successful new market launch.

As a forward-thinking pioneer of fluid management solutions, Serres is constantly innovating to
remain on the cutting edge of the healthcare industry. We provide suction bag systems and fluid
disposal equipment that offer the most safe, efficient, and cost-effective option for medical fluid

» 30% of leads turned to sales qualified leads in first 60 days
and included Mayo Clinic.
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CLIENT EXPERIENCE

TECHNOLOGY
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ADDRESSING ALL MARKETING
CHANNELS & NEEDS

» NEW RELATIONSHIPS » U.S. GO-TO-MARKE

» REENGAGEMENT » RECRUITING & RETENTION

» CUSTOMER UTILIZATION/RETENTION » SUSTAINABILITY

» CHANNEL STRATEGIES » MARKET AWARENESS & EDUCATION
» NEW PRODUCTS/SERVICE » BRANDING/RE-BRANDING

» NEW MARKETS » M&A POSITIONING
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FOUNDATIONAL SERVICES

RESEARCH &

STRATEGY

»

»

»

»

»

»

Opportunity Assessments

Competitive/Comparable
Intelligence

Digital Footprint Analysis
Quant/Qual Research
Message Development
Strategic Plan Development

DESIGN, WEB,

DATABASE, CRM BD/SALES

» Brand Development/ » Sales Process Digital
Rebranding Transformation

» Web Development/UX » Persona Development

» Design, Photography, » Engagement &
Video, Animation Prioritization Strategy

» Database Development/ » Sales CRM Setup/
Segmentation Configuration/Management

» Automation Configuration/ » Email Cadences &

Management Call Scripting

ROOT3 MARKETING & BUSINESS DEVELOPMENT



THE FIRST 90 DAYS




IMMEDIATE STRATEGIC COMMUNICATIONS EXECUTION

Based on what we know about your current marketing resources and tactics, we recommend immediate execution of the following tactics:

NEWS RELEASE MEDIA LIST
SUPPORT DEVELOPMENT

GRAPHIC DESIGN TO
SUPPORT NEWS &
ANNOUNCEMENTS

SOCIAL CHANNEL SOCIAL POST
AUDIT OPTIMIZATION
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EXECUTIONAL SERVICES

MVANUSSRRINIC BD/SALES

» Inbound & Outbound » Email/Phone Sales Cadences
» Content & Social » Lead Qualification Calling /
» SEOQ/SEA Appointment Setting

» Marketing & Email Automation » Marketing CRM Management
» Web Development & Management » Sales CRM Management

» Lead Generation & CRO » Database Management

» Public & Media relations

» Events
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BUILD MARKETING FOUNDATION

» Select and configure » Segment and verity » |dentify target personas
marketing CRM database » Develop guided approach

» Select and configure sales » Additional development/ for each persona (web,
CRM refinement soclal, email, SEA, etc.)

» Automation configuration
and training
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DEVELOP 2021 STRATEGY

ROOT3 recommends a focused research and strategic plan development project to put intelligence behind the marketing strategy,
define what success looks like, and get everyone involved focused on the same goals.

With this intelligence, Root3 will

Root3 will interview the executive We will look at direct competitors/ . .
o gain an understanding of current
team and conduct 3-5 In-Depth as well as organizations who sell to . S . .
. - . client motivation, differentiators, and
Interviews (IDIs) for each target the same decision makers (direct and | o | .
ersona (approx. 15 total) indirect: up to 6) barriers to sale. This information will
> PRTOX.  UP be utilized to develop:
» Current clients/relationships: » Positioning » 2021 Strategy
»  Government » Key Messages »  Goals
»  Corporations » Calls-to-action > Tactics
’ 4N » Digital Features & UX > WPEGE »
o this tactic leads to referrals »  Roles & Responsibilities

» Digital Footprint ,  Budget
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THE FIRST 90 DAYS

PHASE 1- FIRST 30 DAYS

» Kick-off meeting
» Begin immediate execution and support

» Launch research
CONTINOUS SUPPORT
Root3 will work with Mission Measurement
PHASE 2 — 30—60 DAYS leadership and marketing resources to understand
and amplify company resources, growth

» Continue execution and support

D | h findi goals, messaging, and target decision maker
» o . |
FesEnt Teseart nangs characteristics throughout the whole timeline.

» Present messaging recommendations

PHASE 5 - 60-90 DAYS

» Develop 2021 Strategy

» Present detailed tactics and goals for QI
»  Campaigns, content, tactics, timelines
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BUDGE

» Research/Messaging/Strategic Plan Development $TBD
» First 90 Days Foundation Development & Execution $TBD

» OnNgoing Execution
»  Ongoing execution price will be determined based on the scope of work detailed in the strategic plan.
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RCT=

MARKETING & BUSINESS DEVELOPMENT

rootdmarketing.com
/735.799.8200




