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Imprivata Company Overview
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care providers LT / global healthcare countries
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= 35+ patents issued to-date = Founded 2002
= 2019 KLAS SSO Leader = Offices in US, UK, and Australia
= 2018 Frost & Sullivan Technology Award = 450+ employees worldwide
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Path to ABM Success

Sales

Collaboration

Resources and
Timing

Technology
Infrastructure

e SVP Sales
e Sales Ops
* Marketing

* 6-8 months

¢ IT, Sales, Marketing,
Operations

e Automated vs. Manual
* Process drives features

Measurement

Considerations

* During Rollout

* Continued ABM
Specialist Support



“They have Healthcast.
Have tried for 3 years
to sell OneSign without
luck.”
tauui, wiove

Epic

Meditech

Preferred Strategy:
Use Confirm ID as
a trojan horse; once
we’re in, sell OneSign

Cerner

Hospital XYZ

.les enablement

5,523 Hospitals
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f “They have Healthcast.
Have tried for 3 years

to sell OneSign without Healthcare segment to accounts
luck. and buying groups

- Account Hyper-segmentation, Demand Unit
strategy ™ o
Waterfall”, drove messaging

Sales rep

Preferred Strategy: Account sales enablement
ol Use Confirm ID as
=&  atrojan horse; once
we’re in, sell OneSign
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Account Information Drives Strategy

o
3 7 ]
Confirm ID SR EHR CMIO 2 Blog Posts Email Personalized
for EPCS Beds clo E Website
Existing CIS.O . O Direct Mail Webinars On-demand
customer Chief Compliance é Webinars
Officer w
Product IT Director § IP-targeted Trade Shows Content
s ] Director Pharmacy <Et Ads or Events Syndication
promotion Clinical Leadership Remarketing LinkedIn PPC
QOutreach Advertising




Buyer Personas/Groups by Product
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Sample Marketing/Sales Program

WEEK 1

=~ Email #1
Opioid Crisis
Introduction

[] Ip-Ta rgeted

~ BannerAds
& PPC Geo-
target Ads

@1 Benchmarks
il
Set
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WEEK 3 I WEEK 5 I WEEK 7
_: Email #2 _: Email #3 =~ Email #4
EPCS EPCS On- White Paper -
Overview demand Auditable
Video Webinar Chain of Trust
[] IP-Targeted Direct Mail - O Sales Rep
Banner Ads Case Studies Follow-up
& PPC Geo- to DM
target Ads [] Ip-Targeted
Banner Ads @ LinkedIn
m Analyze & PPC Geo- Outreach
Intent Data target Ads P Tarseted
for Sales .. -largete
Data Mining/ Banner Ads
. Segmentation & PPC Geo-
@ Data Mining/ target Ads
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WEEK 9

_: Email #5

T
Iy

]

S

Analyst Report -
EPCS
Misconceptions

Direct Mail -
Key Personas

Analyze
Intent Data
for Sales

IP-Targeted
Banner Ads
& PPC Geo-
target Ads

Data Mining/
Segmentation

=

8
|

WEEK 11 I WEEK 13
Email #5 =~ Email #7
Resend to Benefits of
Non-opens EPCS Page
Sales Rep Gift DM
Follow-up [ 8
to DM

) =[] Sales
Linkedin Outreach
QOutreach Email
IP-Targeted
Banner Ads [] IP-Targeted
& PPC Geo- Banner Ads
target Ads & PPC Geo-

target Ads
Data Mining/

Data Mining/
Segmentation

S

Segmentation

WEEK 15

_: Email #8

[T

O

S

EPCS On-
demand
Webinar

Direct Mail -
Video
Mailer

IP-Targeted
Banner Ads
& PPC Geo-
target Ads

Data Mining/
Segmentation
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WEEK 17

Email #9
Demo

Request Call
to Action

Sales Rep
Follow-up
to DM

Q

Measure
Results

Data Mining/
Segmentation
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Focused Sales and Marketing

= ABM Account Reviews
= Activity reporting
= Contact work
= Persona management
= |ntent reporting
= Alignment with Programs

= Persona confirmation

= Sales follow-up




Importance of Technology Stack

Lead to account mapping Campaign orchestration engine Targeted IP ad serving
Activity visibility Coordination of online & offline Website traffic mapping to accounts
Marketing Scoring engine Personalized website experience

Sales Persona mapping Reporting

ABM Specialists Data hygiene and augmentation ABM vs. Non-ABM
Intent data modeling

salesforce DEMANDBASE Drupal” é i‘fTerminus 4l Google Analytics
trued‘)nfluence ©evergage ad=ngagio . O O oevanoeen
1) Marketo’ Hive
An Adobe Company
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Understanding the Model Changes

Demand units
are buying
centers with
needs that
your solution
fits



Demand Unit Waterfall

Target Dem t product opportunities

ts showing intent

Inits showing engagement (score 1-99)

1 units where score is > 100 (sales stage 0)
units in stages 1-3

Inits in stages 4-6

Pipeline

Closed

its closed (won/lost)
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ObdviVonktt--> New World Impact

= |mportance of activating key persona engagement

Campaign C-m Stage 0

Members nep | ersonas Opportunity Opportunity
; Lead
. Dle in b . ,
L [ ]
- /
* * 1 § tage Os ear
50 25 100 3550 25 10050 385 35 11000
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Modeling a New Marketing Business

Impact on Demand Generation re: the role of the persona
= Multiple CIOs in a hospital hierarchy
Struggled with estimating how many MQLs = 1 Demand Unit (Opportunity)

8-10 month effort without results
= Had to build out all new reporting methodology
= Long sales cycle means we have to wait for results

= Different metrics for shorter-term results

Parent-Child Account hierarchy with independent purchasing decisions
dramatically complicates model
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Reporting Framework

ABM

strategy
alignment

Campaign
{e]]

Audience Pipeline Sales follow-
generation | up rigor
health

Executive Staff X

Marketing X X

Executives

Demand X

Generation

ABM

Specialists

SVP Sales X X

RVP Sales X X

Pipeline Sales ability Persona ABM
velocity to leverage coverage business
impact
X X
X X
X
X X
X X
X X




Old vs. New Report Out

OneSign MQLs
OneSign Opportunities
PatientSecure

PatientSacure MQOLs

Cortext MQLs

Cortext Opportunities

Canfirm ID

Confirm ID MQLs

Confirm ID Opportunities

Total NA$S

Total NAMOLs

Total NA Opportunities

B

OneSign Prioritized Stage 0

OneSign Closed - Won $
tientSecure Engaged

PatientSecure 0

PatientSecure Clsoed - Won $

Cortext Engaged

Cortext Prioritized Stage 0

Cortext Closed - Won $

Confirm ID Engaged

Confirm ID Prioritized Stage 0

Confirm ID - Won $

Identity Governance Engaged

Identity Governance Prioritized Stage 0

Identity Governance - Won $

Total Engaged

Total Prioritized Stage 0

Total - Won $$




Backing Out From Bookings Goals

= Split between Inside and Outside Sales teams
it between |
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Operationalized Model Reports

(9 Campaign Influenced Marketing Dashboard

[a’Finda [¥]  [Rotrash As of Today at 404 PM

Filter By: | Campaign Quarter |v| | campaign Type equals Demand Gen |v| | Member Status Update Date equals LAST MONTH |~ |

NOTE: Remember to always clear your filters when you are finished using this dashboard.

Engaged Lead Demand Units by Product Engaged Lead Pipeline by Product Engaged Lead Demand Units and Pipeline by Team and

Product
OneSign OneSign Marketing Record Sum of Products Total
g g Team Core Product Count (converted)
Demand OneSign 27 0.00
Gen
Confirm ID Confirm ID
3 3 Demand Confirm ID 66 0.00
3 3 Gen
& patientsecure & patientsecure Demand  PatientSecure 35 0.00
; ; o
o o Demand Cortext 26 0.00
Cortext Cortext Gen
Demand Identity. 23 0.00
Govemnance
Identity Gover.. Identity Gover.. Total 177 0.00
0 20 40 60 80 0.00 2.00 4.00 6.00 8.00 10.00
Record Count Sum of Products Total (converted) in USD Prioritized (Stage 0) Demand Units and Pipeline by Team
and Product
Engaged Lead Demand Units by Team Engaged Lead Pipeline by Team Marketing Recond Sum of Products Total
9ag: Y 9ag: pe Y Team Core Product Count (converted)

OneSign 15 0.00
Confirm ID 0.00

PatientSecure 0.00

Cortext 0.00

Identity 10 0.00
Governance

Marketing Team
2
3
]
Marketing Team




Waterfall Movement

Demand Unit Waterfall

Movement Current

- TARGET DEMAND
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ABM vs. Non-ABM Performance

= For ABM credit, Account Strategy must match product sold

ABM Accounts

Non-Renewal Opportunities Products Total (ACV)

Average Age of NR Opps 56.55 Average Deal Size $48,033.52

Non-ABM Accounts

Non-Renewal Opportunities Products Total (ACV)

Average Age of NR Opps 78.52 Average Deal Size $30,891.08




Focusing on Persona Coverage

&9 ABM Persona Coverage Dashboard

[ Find a dashboard...

Iv | [Refrosh | As of February 15, 2019 at 4:08 PM

Filter By: [Saaga equals Pre Pipeline Stages

|v| | core Product

ABM Mapped Personas

Role Record Count
Chief Compliance Officer 991
Chief Medical Officer 2,028
Chief Nursing Information Officer 252
Chief Nursing Officer

Clo

1SO

MI
|

(=]

(=]
@]
.

=

Patient Access
Patient Safety Officer

ABM Mapped Personas

ABM Personas

Role

Chief Compliance Officer

Chief Medical Officer

Chief Nursing Information Officer
Chief Nursing Officer

Clo

1SO

MI
|

(=]

©
(]

=

Patient Access
Patient Safety Officer

Record Count
3,213

5,621

403




Prioritizing Across a Territory

Highiights

s
“ Responded 1019 01 NA HIMSS TS PatientSecure Booth Visits

4 Responded 019 01NA HIMSS TS MedicalDevices Booth Vsits
»

‘Senior irector, Information Services Ovison,  Chidren's
Hospital

Group Manager, Data Center Operations, System
>

.
4 Responded to 1901NA HIMSS TS OneSign Booth Visits

Feb,2019-Feb 15, 2019 +

Executive Director, Cybersecurity Solutions,Domain Depury.

{*]
L]
4 Responded 1019 01 NAHIMSS TS Proximity Aware Baoth Viits
led ut form: FORM 3.0~ HIMSS Customer Dinner and Meeting
“ Visited 2 web pages.

@ Engagement Hinutes

Children's Hospital

System

Healthcare Group

Health Center

Medical Center

Network 1 .
System I .
Regional Hospital .
-
Clinic Health System I .

Children's Ho

RaClrical s, Foundaton
o® -
. Director Cancer nformatics, Heath Sytem
Sy Epias, Mot o Responded 1013 01NA HIMSS TS OneSign Booth Visits oo
I
4 Responded 101901 NA IMSS TS OneSign Both Vists
I itanager,
00, it Hospital
4+ Responded 018 01NA HINSS TS Prosimity Aware Booh Vists B
Oirectr, Network -
me
4 Responded 101901 HIMSS TS OneSign with Chrome Booth Visits
OataConter Manager, RegionaiHospta
I
IS
- Visted Sweb pages
Engagement Minute Trend Nov 15, 2018 -Feb 16,2019 +
00
0
oo
0
o
N s ovio oec? oec e oecze e s e amnzs foor s oot
Most Engaged Accounts Feb8, 2019~ Feb 15,2018 ~

Ciinic Foundation

Health

Hospital

Medical Center




Account Level Engagement Exposed

@ Marketo Sales Insight

K e e

4~ Responded to 19 01 NA HIMSS TS Mobile Device Access Booth Visits
4~ Responded to 19 01 NA HIMSS TS PatientSecure Booth Visits

4 Responded to 19 01 NA HIMSS TS Medical Devices Booth Visits

.

4 Clicked 8 e-mails including: 1218 CIO's quide to secure texting.Email #3.Email #3; 0219 GAO Blo...

Name Interesting Moment Date

- - Confirm ID: (EPCS) Engaged at Event "HIMSS 2019" - Level 3 Interest but not immediate 2/15/2019 2:32 PM
— - OneSign: Engaged at Event "HIMSS 2019" - Level 2 Significant Interest 2/15/2019 2:31 PM

e Event Attendee: Attended HIMSS 2019 and passed bv the booth with aeneral nroduct interest. Follow-uo to aet more details. 2/13/2019 6:36 PM
- — OneSign: Attendec ¥ Engagio Account Highlights

— — OneSign: Registen

- — OneSign: Registen — - ——
T ;nio.r Director, Information Services Division, Children's Hospital Teuur, Infrastrutcure, Children's Hospital

 Engagio Engagement Activities

42 View in Engagio

First Name Last Name Title

Network + Systems Manager
IS Security Project Manager

Senior Director, Information Services Division

Senior Director, Information Services Division
Senior Director, Information Services Division

Senior Director, Information Services Division

Type

Interesting Moment

Interesting Moment

Campaign Response
Campaign Response
Campaign Response
Campaign Response

Page Visi

Attended HIMSS 2019 and passed by the booth with general product interest. Follow-up to get more details.

Attended HIMSS 2019 and passed by the booth with general product interest. Follow-up to get more details.

1901 NA HIMSS TS Mobile Device Access Booth Visits
19 01NA HIMSS TS PatientSecure Booth Visits
19 01NA HIMSS TS Medical Devices Booth Visits

1901 NA HIMSS TS Identity Governance Booth Visits

Page Visi

Filter: = NoFilter

Engagement Minutes
0.02
0.02
100
100
100

100

v

Activity Date
Feb 13, 2018
Feb 13,2019
Feb 12,2018
Feb 12,2019
Feb 12,2019
Feb 12,2018
Feb7,2019

Feb7,2019




Sales Exposure to New ABM Model

(89 Sales New Campaign Members Dashboard

= Prioritized (Stage 0) Opportunities e e

#New Campaign Members. New Members by Campaign Type. New Campaign Members by Campaign

= New SLAs and dispositioning required

= These are the new MQL but at the
Account/Opportunity level

= Campaign members need to be exposed for
Account Activity

= (Clearly articulate these are immature leads!
= No formal SLAs or follow-up required here

= Sales process is to add a Salesforce Activity




Other Important Conversations

= Sourcing conversations “disappear” —we all touch them all
= Automation vs manual (tech stack, ABM core vs lite, etc.)
= Customers vs prospects in ABM journeys

= Train, re-train, train again, hand hold, train again, help them bookmark
reports, answer guestions...




Key Takeaways

= Sales collaboration

= Technology infrastructure
= Resources and timing

= Measurement considerations from the start
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