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CURRENT SITUATION

FT1 Consulting (FTI) is a leading global advisory firm dedicated to helping organizations manage change, mitigate risk and resolve
disputes: financial, legal, operational, political, regulatory, reputational, and transactional.

FTI's Healthcare & Life Sciences division is poised for significant growth in 2021 and beyond, but has identified a number of sales and
mMarketing challenges that could impede its ability to capture opportunity.

Clients under-utilize FTI and are not aware of expertise within the healthcare services division.

1 | a. FTI would like to repackage all healthcare services under one brand: Healthcare Compliance Solutions.

o. FTlis implement Salesforce to improve pipeling, current project, and past client visibility among its consultants. It is
looking for a marketing partner to help consultants maintain utilization, search for upsell opportunity, run reports, and
coordinate with marketing team on automations and campaigns.

sense for them to be involved in early sales stages such as source, nurture, and qualify. F Tl consultants should be

2 As much FTI consultant time as possible should be spent on client work versus early sales stages. It does not make
/ brought in after the "marketing qualified” stage to close.

There is simply lack of resources to run an efficient marketing and business development program for a high-growth
. healthcare B2B organization. Content to fuel this program likely includes content such as consultant thought leadership,
/ speaking engagements, awards, research, etc -- currently untapped as lead generation and nurture tools.
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ABOUT ROOTS

Founded in 2016 by B2B healthcare business development expert Scott Christiansen, Root3 was built to give high-growth, high-value
healthcare organizations access to the people, process, and technology that will help them capture opportunity and drive long-term
oredictable and profitable growth.

This proposal will demonstrate capabilities and provide a roadmap to:

REPACKAGE HEALTHCARE DIVISION AS HEALTHCARE COMPLIANCE SOLUTIONS

DEVELOP & EXECUTE A STRATEGY TO DRIVE CUSTOMER UTILIZATION TO MULTIPLE CONSULTANTS

IMPLEMENT MARKETING AND BUSINESS DEVELOPMENT BEST PRACTICES THAT WILL BEST UTILIZE
CONSULTANT TIME AND KEEP THEM FOCUSED ON BILLABLE WORK
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THE ROOTS
VALUE PROPOSITION

A




NICHE AUDIENCE SPECIALISTS

OUR CLIENTS...

Have identified a big need or opportunity

Sell complicated, and/or expensive products or services
To a small number of decision makers

Who are hard to access and influence
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MICRO-TARGET/MULTI-CHANNEL APPROACH

Where Customers are Active Where Customers are Searching
Sponsorships/PR/Syndication User Search
\ y V ! ! ! }
Email/ Social o Internal/External Search Search Marketing  Social
Newsletter/ Media FUlBliCEIIR Meetings Optimization Advertising Content
Intranet
| { /
f N
Website/Page
- y,

~ ~

Calls-to-Action

l

Retargeting Measure/Monitor

l

Lead Qualification
& Nurturing
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‘Companies that excel at lead nurturing generate 50%
Mmore sales-ready leads at a 33% lower cost.”

MARKETO
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EXECUTIONAL SERVICES

Access to a full sales and marketing engine.

MVANUSSRRINIC

»

»

»

»

»

»

»

»

»

»

»

Research

Inbound & Outbound

Content & Social

SEO/SEA

Marketing & Email Automation
Web Development & Management
_ead Generation & CRO

Public & Media Relations

Fvents & Speaking Engagements

Design/Brand Development
Video/Photography

BD/SALES

»

»

»

>

v

»

»

»

>

A

»

-mail Cadences
Phone Sales Cadences

| ead Qualification Calling
Appointment Setting

Marketing CRM Management

Sales CRM Management

Database Management

Sales Digital Transformation
Engagement, Scoring, & Prioritization
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GO. READY, SET, GO.

We have the ability to immediately begin marketing activity and deliver increased sales activity while we work on foundational needs that
require time such as rebranding, CRM configuration, etc.

SALES

GO, READY, SET, G&

MARKETING

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

REPORTING & OPTIMIZATION

We measure everything to optimize and prove an ongoing ROI.
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Webinar
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Medical Schools
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Medical Schools

International Medical School

Medical Schools

Caribbean Med Schools

Caribbean Medical Schools

International Medical School

Medical College

Medical College

MCAT Test

Secondary Keywords

Minority Scholarships
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HBCU Students

Webinar

AUA

American University - Antigua

Caribbean Medical Schools

Caribbean Medical Schools
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Medical S
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$16,977.68
$15,145.14
$8377
$5,687.80
$4,432.41
$4,248.86
$3,733.00
$3,374.18

$3,155.39

$1,450.58
$1,442.86

$1,441.38

$1,234.89

$1,182.05
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CASE STUDY: IMPROVE
CLIENT UTILIZATION &
L EAD GENERATION

PROBLEM

» Consultants did not have a system to communicate or
cross-sell services

» No shared database for visbility and accountability . -

» Consultants ignored marketing while on projects which
often resulted in empty pipelines at project completion _—
» Consultants regularly speak and are published but content Actionable, Accelerated Results for Rural
_ _ oo, | Communlty Hospltals Stratagies & 13ctics for Operatian] & Financial I pravernznt Ouring COVIC-18
was not being leveraged for business development

SERVICES~ ABOUT~ RESOURCES> CONTACT~

@ STROUDWATER

RESULTS

26-WEEK CASH FLOW MODEL

Prepare cash projections & identify resources during COVID-19.

COVID-19 RESPONSE:

Strategies & [actics for Operational & Financial

» Refresh website look/message/UX

» Configure and train consultants on CRM
» Scrub and segment database

» Reengage audience around total firm expertise/value

» More than 1,000 new marketing gualified leads were
developed in first six months

» First two weeks of calling resulted in 9 email appointments
and 9 calling appointments
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CASE STUDY:
REBRANDING MARKET
STRATEGY & EXECUTION e

Since 2001

HEALTH PLANS

STRATEGY
R HOSPITAL PARTMERS
KINDATY PO St NG ITATBNG S SRy T SU3PE 10 (N OVSFY (1eNats, REQENTIS TG (31088t prupte AsC
MENAE mare Company apArAlng physiian ROTE Ll ASC jonl veniUre pasnerships.

ADAPT AND THRIVE HOSPITAL-PHYSICIAN JOINT VENTU RES ) INDEFENDENT ASCs

"

» P AMBULATORY METWORK [ b
rise of Netflix and the fall of Ble AR I,Mﬂm: 4 }{_ L3 TR CENTERS OF EXCELLENCE
‘. ¥

BUNDLLD PAYMENT REVINUE CYCLT MAMAGEMENT
DOWNLOAD

PROBLEM

L Qur Partners

STRATEGY

» [The ASC marketplace changes quickly for management
companies

» Regent is know for ability to adapt and evolve from
turnaround specialists, to hospital/physician JV specialists,

. . REGENT jisish R

to hospital ambulatory strategists REGETINS > Dyt

lationships with top physicians in your market — ks at rigk if

[
‘ #d with Regent to develop the ASC that is central to the
an Medical Center 1 neally wanted to partner with a
tin the development of the center because | felt that it'd
d party work through discussions with physicians, and have

DOUBLE YOUR AMBULATORY i

PLATFORM BY 2020 ek

k

7084920531 | te g icalhealth.com

WHAT'S THE HURRY?

At every tum in today's healthcare marketplace, there are signs of the indust From the perspective of value-based care, Bishop says physician alignment
reimbursement realities and new technologies that allow mene and mone & a second critical strategic necessity and requines a push toward developing
basis are driving this change. Some health systems are maving very aggress Bishop suggests laticnships with bigger practice groups. "It isveryh 2-3physici up
others - typically smaller health systems with a more conservative approach A F excel in this new enwiranment,” he said. "We're seeing physician practice mergers
of a wait-and-see attitude as they try to protect their existing fee-forsenvice. FOSNTIG SECHTY and a move toward physician-hospital joit ventures with larger, independent EST AN
But the time for wait-and see may be nearing an end. Many incustry lesddREIERUE LT groups, a5 well s more hospital employmaent of p A strong ambulatory LATORY
time has come, and those who hedge theirbets may find thersetves benind SR N1 T I02 RS 1000 pletiormy i oot foc both mafals,
they'll need to deliver it cost-effectively. Bt A leader in developing and managing hospital-ASC joint ventures, Regent helps EGY
relationship tha s partners position themselves to gain business advantage by aligning hospital
This white paper will help hospital leaders answer four key questions. i Fifgke
platiorm by 2020, health systems systems with physicians through development of specific senvice lines, such as SMENT
orthopedics.
often have : OUR
3 . “Ickenitify the service lines that are important to have in the mix for your market,”
with outpatient advises Bishop. “Once those senvics fines ane idontified, you can target the
res physicians that you require to help you better serve that community - whether that
sources, - :
‘means orthopedics or cardiclogy or women’s health.”

RESULTS

Developed targeted list of hospital ambulatory strategists pETER LS e

to a more

3

>

v

structure.”

N\

jtional *hub and spoke” relationship that heal
ent resources 1o a mone i “spider web AT

White paper: “Double Ambulatory Strategy by 2020”
1,400 downloads put into nurture and calling campaign e

At Providence St. Joseph, this approach has a multipber effect, driving advantage

>

v

for the health system, its provider-sponsored health plan, and the physicans

Average deal size grew from 1 center to 3-14 centers e i St

might spin off $ 1 million per year of which the haspital might be a 50% owner so we
get a half a milion dollars. But the relationships with physicians in that community
#is0 allow you to highlight the value of yaur tertiary facilities in the larger market,

N\

and drive volume to them that can’t be handled in the ASC. For us, that might
be anywhene from $2.5 to $5 milion. Then, you also can pull volume from a local
hospital into the ASC, helping your physician partners succeed. Finally, since ASC
[pricing is typically 20-50% less than haspital pricing, you're driving a substantial
savings to your health plan. Lets say for this example that nets cut to $10-15 milfien
in value to the health plan. When you aggregate it all, a single investment of $1-2
millien in an ASC can result in a yearly return of between $10 and 520 million.*
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CASE STUDY:
MARKET STRATEGY &
EXECUTION

3 Eliminate airborne and splash g
4 exposure with a closed system S

PROBLEM

Fhogens such

Simplify connections to

» European medical equipment manufacturer Serres is #1 in the . wisv ekl -
world in the surgical fluid space, but unknown in the US. - B Y - 40,000+

: : tions
» Serres sales messaging fell flat on US audience that only operatior

wanted to know what they had achieved here.

» Sales messaging was not differentiated by surgical facilities and

hospitals.

» Serres did not understand how to navigate the multiple

» Rootd conducted research and developed a go-to-market —— e

decision maker reality of US health systems

0000

Introducing Serfes Neimo

RESULTS

Optimize Your Surgical Fiulkd Management

strategy in the US that led to the company’s most successful = | seres s e pogressie

management solutions

new market launch.

fuid

uppons

» 30% of leads turned to sales qualified leads in first 60 days
and included Mayo Clinic.
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CLIENTS
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Healthcare Solutions

TECHNOLOGY

A MACHINIFY

RingCentral’ Avizia LUME
PRIVATE EQUITY

Cressey &
Company

G / WELSH, UARSON, ANDERSON & STOWE
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THE NEXT 90 DAYS

CONTENT/
DISTRIBUTION

» |nventory existing thought
eadership / proof-of-
oerformance content

» Document upcoming thought
eadership / proof-of-
oerformance content

» Optimize distribution by
polatform (web/social/PR/
email)

REPOSITIONING

» Marketing CRM set-up and
iNntegration with Sales Force

» Database segmentation
» Current/Former Clients by Service(s)
» Lost/Closed Clients
» Nurture Leads

» Targets by Persona (healthcare, legal,
PE)

» Media list development

» Articulate the combined value
of comprehensive compliance
services for:

»  Healthcare Businesses
»  Healthcare Attorneys
»  Private Equity

» Update messaging across
olatforms

LEAD
GENERATION

» Reengage database with new positioning: Value of combined services
»  Current/former clients
»  Current open/stalled temporary pipeline
> Influencers
» Lead gen strategy around speaking engagements
» Develop campaign around priority system list

2021 STRATEGIC PLAN
DEVELOPMENT

» Goals
» lactics
» Timelines
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BUDGE

» Foundational Projects: We need to define the scope of the two projects identified to better propose a budget
»  JTechnology setup and integration $TBD
»  Repositioning $TBD

» Ongoing lead-gen program: Our fees are generally similar to the cost of hiring one or two mid-level FTEs and
iNnclude access to our full team of marketing and sales experts including lead gualification calling and Salesforce
administration.
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MARKETING & BUSINESS DEVELOPMENT

rootdmarketing.com
/735.799.8200




