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MPI | Overview: What to Expect a

Week4
Campaign Brief, One Pager + Market Outreach

Pl | and
utiize to finalize One Pager. MP1 will meet with the client to review messaging and gather
et feedback. Feedback will be implemented to finalize messaging.

WP will prep client for market research outreach iniiative to previous | current clients.
The goal of us validate our list

for

. the clientfocused on

Client deliverables to MP!
v Feedba(konmmamva!(sn fmessaging ma

- v 1 emai e

o e B
. Appointment sttng process

Who are we sefting appointments for?

- Appomtaentypein person Zoom, Tears,Call ks
+ Lengthof meeting
1 Gléndar -avalaiityto meet

rials due prior to messaging mesting

MPI deliverables to client:
ne Pager
v Campaign Brief
v Finalized messaging
Five 1:1 email templates
Live script and voicemail messaging.

MPI | Overview: Goals & What to Expect

les playbookis a coll f strategies, d messaging

i he sal [ clarity
aboutthe company, sales process, and messaging for the success of
the campaign

Each week of the onboarding process, we will go through various parts
of your target market and industry information, product and service
sfferingsefentabjectionstohlp s curata mseaping develon
qualified lists of contacts, and an overall ca
to max\m\zeandrea(hyoursa\esgca\s Wewilsedyour eamts

30 onboarding.

nwrroo

MP willbe responsible for majority of the work involved, but your level
of involvemnent n this process s crucial - the more involved you are, the
more success we will have together.

Week1
List Development

P il e reening s organizing l documentation and materals clentsentover rir to
During Week 1, we will

need two cl we will

martetand prospect csabass

inute meeting with the client to go over Client Sales Process and Demo

L minite mestnEwi th chen o ok Surewe e S on e prospect
market segment

+ MPI to submit Client Objective Questionnaire Form: Target + Industry

Client deliverables to MPI
 Client Objective Questionnaire Form: Target + Industry

MPI deliverables to client:
 MPI Team and contactinformation

8
MP. ‘ Overview: What to Expect B

eeks
Sales Playbook

Duringthis week, MP will focus on

conductingautreach tocurrent | previous cients for
alist arget
i the campalgn. MPTS arket research questions aré ocssed on vaicating iy
makers and influencer personas.
<3 o the clientfocused on d
common objections.

Client deliverables to MPI:
Feedbackon One Pager

WP deliverables to client:
v Finalized One Pager

v Current | past client outreach
¥ QuickReference Guide
v KPIs + Industry standards

v SalesPlaybook

Week6
Campaign Evaluation

ofonboarding sr ampaign evluationand reiewing &
pro

v
ety Dot e b o Gt ot et e
of Il continue conducting outreach
nevaluiation

v

MPI | Overview: What to Expect

POy

Week3
Persona Development, Messaging + One Pager
Thisweelc

bt et Lt bl s i o
development of a One Pager. MPI will meet with the client o review finalized list analysis +

i MPIwill collect

information from the client on messaging and objections.
common objections

Client deliverables to MPI:

" Listof 3- 5 current or previous clients

v Client Objective Questionnaire Form: Product | Service

" Create and submit email account connect@emailaccountcom

MP delerables o client

¢ WPl il devlop pr

© Roughrattof ve script  volcemal messaging

7 Roughdraftal e 11 omailtampates

8 V
MPI | Overview: What to Expect

oo

Week?7
Sales Development Rep Training

‘Week7 i reserved for MPI to complete any final edits for campaign kick off, This
incluesinal tweaks o v scriptsbased on e plying wih e SOR, Lo 121 emal
s or one pager. MPIwill focus on setting up HubSpot for the campaign kick off,
T s g vith the cent o introduce SDR,Key Account Manager and
Feview training p

MPI deliverables to client
" Setup Hubspotfor campaign outreach

Week8
Design, Develop, Grow!

T G e s e
up weeKly reaccurring meetings with the clent

Congratulations on completing
A v week 8 of onboarding!
You worked hard to get here,
A and we are excited to work with
you on the next steps... growth!

© MPI



Campaign Brief

» Client Information « Process for List Development § Outreach

+ Plan Overview « Opportunity Qualification Process & Criteria
+ Campaign Objective « Campaign Plan:First 60 Days
+ Target Market Summary « Deliverables
« Product | Service Offering  Metrics and Expectations

+ Messaging Summary

The Campaign Brief includes:
Client Overview

Plan Overview

Campaign Objective

Target Market Summary

Product/Service Offering

Messaging Summary

Process for List Development & Outreach

Opportunity Qualification Process & Criteria

Campaign Plan: First 60 Days
Deliverables
Goals & Expectations

2-2-6 Sales Playbook

A
M PI | Campaign Brief: Client Overview ~

ipisa manufacturer of products for behavioral healthfacilities
thathelp bothstaff, patientsafety, Theyarea
leadingsupplier of ligature resistant productsfor behavioral facilities across the
USAand Canada.

o fical
inpatient behavioral health, mainly on the east coast. Although they have a
higher price point than their ! Jualityp

and better solutions. They have patented, innovative products that are unlike
anyothersin the market. They offer free of charge mockups (dependingon
projectsize). f they make a mistake, they ensureitis taken care of, no matter
the cost. Their willingness toget on a phone call, video call, or even get on a
plane, is unmatched. They make it easy to specify BH products, and help write
the specs for their systems, which takes the complexity outof it. Ultimately, they

of theirway PP
P push limits, cf ,innovate, and do

whatit takes to move d designin

the nextlevel. By exploring clientinsights, they can leap-frog to new ways of

hinking that supportsmarter ways of deliver

Their goal s to and

systems, architects and projects.

Kingsway's Line of Products

+ Anti-barricade door « Ligature resistant door
it hardware
- Ligature resistant bathroom
accessories
« All products deliver a safe

ems
« Ligature resistant door

ms
« Ligature resistant vision

]
MP | Campaign Brief: Overview 5 Objective

Plan Overview

Expansion into marketand developinga
relationship and accessintomore Behavioral
Institutions and systems.

MPIwill do an outhound calling campaign, based
on estimated call volume of 150 dials per week.
MPIwill develop prospectlists based on the targer
market guidancefrom Kingsway Group.

Client Success Manager Evan Marsalli

Key Account Manager Kelly Dusk

Name of Campaign

Senior Key AccountManager  [JEAIeaNtts
Aaron McCallum
aaron.mecallum@kingswaygroupusa.com

Subject Matter Expert

Program Objective

Acquire new customer leads by
developinga comprehensive
targetlist of prospects. Target
list will be broken down by target
industry and target itles

MPIwill design, manage, document,
and execute a scalablenew business
development strategyand process for
Kingsway Group tosell their ligature
resistant door systems and bathroom
accessories and expand intonew
markets. Their currentclient portfolio
is mostly new builds and remodels
Theywould like to grow the number
Behavioral Hospitalsthey work with
and expand their products and brand

MP1 willfirst focus on Behavioral
Institutions asa primarytarget
then expand intoall other
hospitals with Behavioral Units

panels solution that enhances the
healing environment

Mpi | Campaign Brief:

Product & Service Offering

into

Set up qualified appointments
with

Produr MPi ’ Campaign Brief: Messaging Summary

Campaign Brief: Process For A,
Kingswa, MPI | 2 B

Doo
King
crea
syst
deli
knov

King
visit
swit
ratir

health fc
safety, d
resistan

MPi |

List Development & Outreach

Campaign Brief: Opportunity A,
QualificationProcess & Criteria

Qualified companies have inpatient
behavioral health units or are planning to
expand or build new behavioral health

If they have no inpatient behavioral health
services; historically, outpatient and
substance abuse hasn't had as much need.
Not to say that isn't/won't change.

Do you have an inpatient behavioral health
units are in your facility?

How many beds do you have?

Are you someone involved in the decision-
making process for what products go into

How often are you reviewing your products
against new solutions out there?
How often do you perform audits

MPI will utiliz
utilize Linke
Kingsway
risk. Beyol
opinion ts Qualified
commissiq
and email addre:
units.
Not
Qualified
Qualifying
Questions those units?
internally?

MPI ’ Campaign Brief: Target Market

Kingsway G

]
i ief: A,
M PI | Campaign Brief: Target Market 4}

X
M PI | Campaign Brief: Campaign Plan

3 3 " : %
First 60 Days ( MP. | Campaign Brief: Deliverables

We anticipate that it
sales strategy thatre

In the first 60 days M
have about 250 pros;

our initial 60-day

+ 3 calls
+ 2 voicemails

Weeks1-4

Weeks 58

Internal Setup/
Campaign
Creation

Dedicated Call
Representative

Account
Management
Services of
Program

Outbound
Activity Report

N A
MP. | Campaign Brief: Deliverables 73

Deliverable

Database/ List
Assessment

campaign
Execution Plan

2-2-6 Month
Review

Marketing
Services Add-On
$2500 per
month

facilitiesan
build out. W
requiredbz ¥
majority of M PI ’ Campaign Brief: Target Market f i
Target Con
Target Contact Demographic IT
Curre ac es a
Director of Fa
% ”éyﬂ Behavioral Health and Capital Planning - Senior Level
M""(’f' Facliiesand: ~ Management
€I ithinabeha  Directorof Behavioral Health
“Ponfic  pehavioralte:
“North  Commission:
HOSPl  procedurest  Behavioral Health Directors have the primary responsibility of developing,
-0ld Vi re ingmental ity of life for
Healtl he d patients inneed. present their y sed
- cypre by patients, families, staff, government officials, or greater public. Althoughthey
R don'twalk the floor with the Joint Commission, they are ultimately affected by
e their decision. They are the ultimate decision makers when it comesto products
leal thatare used n their facilities.
Product ¢
Dirgctor Pain Points ~ s
amountof ¢ Buying Habits
perform ott
+ Director i + Motivated to keep
canincreas e
i e. Although th  patients safe

op
do not directly deal with the joint

commission, they are ultimately
/ the decision the
n provides. They have to
ming up with a

I MP. ‘CampaignBrief:GoalsSExpectalions

Kingsway Group islooking to expand their brand awareness and
form introductory calls with the goal of getting more projects
through health systems. MP| wants to set appropriate expectations
for program ramp up and results from our outreach efforts. We
anticipate that it will take up to 16 weeks to test and validate the cold
outreach and messaging strategy.

Our goal s to get 1 appointment a week on average with a qualified
prospect for an introductory call. The obvious win is to generate
more business for Kingsway Group.

During the first 8 weeks of onboarding MPI will develop lists of
prospects to target, develop messaging and a campaign for go to
market. MPI will also validate prospect list for Kingsway Group
through market research calls.

MPI expects the first 60 days to be focused on building out the list,
building out a message that resonates with our market and to begin
building on brand awareness. After the first 60 days we would
expect to have enough data to form a strategy for qualified list
generation, messaging that resonates with our prospects, and
establish KPI's that will allow us to measure the effectiveness of the
campaign

Kingsway Group’s goal is to gain more
health system leads, as these leads tend
A W tolead o larger projects and revenue,
rather than getting involved with these
A projects through architects and
distributors.

Motivated to
mitigate risk.
Looking for a
product that is safe
and easy to use.

© MPI
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MP. l List Development: Targeting Plan

Market Segmentation:

« Develop and identify basis for segmentation

« Determine important characteristics of each
market segment

« Persona development

Select Target Market:

« Evaluate potential and commercial
attractiveness of each segments

+ Select one or more segments

- Customer lifecycle targeting

List Development

Product Positioning:

+ Develop detailed product positioning for
selected segments

- Develop a marketing mix for each selected
segment

+ Proposition messaging

+ Value proposition

List Analysis
List Validation

Optimal Marketing Mix:

+ Automated customer contact strategy
+ Cadence development

« Deploy resources to achieve plan

The List Development includes:
List Analysis of Targeted Groups
List Validation

MP. ‘ List Development: Analysis A.v
Target Group 2 .

Target Industry
All t

itals With Be

Health :
Geographical Focus
> kS M .

Size of Organization

Persona Development

Director of Capital Planning, Capital Projects Manager, Director of Behavioral Health

Director of Facilties, Plant Operations Manager, Patient Safety | Risk Manager,
Director of Health & Safety

Department Nurse Manager, Behavioral Health Clinical Te

List Segmentation:

Target #1Influencers:
Influencers are involved in day-to-day
operations of the behavioral health
facility and are directly involved in
retrofitting projects and renovations.
Webelieve there s a higher likelihood
of retrofitand reno projects than new
builds.

Target #2 Decision Makers:

This group is involved in the planning
stages of renovation projectsand new
builds. New buildsis a smaller
percentage of prospects than retrofits
and renos, which is why we recommend
targetingthis group in second stage of
the campaign outreach.

@ Number of Organizations | 1,780
o

MP. ‘ List Development: Analysis A.v
&

Target Group 1
Target Industry Target Titles:
Behavioral Healtf cilities « Di r of G,
24-hour hospital inpatient N
Geographical Focus .
GA KS, MT, NJ, ND, NC .

PA, SD, VA
Size of Organization

Persona Development

Director of Capital Planning, Capital Projects Manager, Director of Behavioral Health

Director of Facilties, Plant Operations Manager, Patient Safety | Risk Manager,

Director of Health & Safety

Department Nurse Manager, Behavioral Health Clinical Te

List Segmentation:

Target #1Influencers:
Influencers are involved in day-to-day
operations of the behavioral health
facility and are directly involved in
retrofitting projects and renovations.
Webelieve there s a higher likelihood
of retrofitand reno projects than new
builds.

Target #2 Decision Makers:

This group is involved in the planning
stages of renovation projectsand new
builds. New buildsis a smaller
percentage of prospects than retrofits
and renos, which is why we recommend
targetingthis group in second stage of
the campaign outreach.

@ Number of Organizations | 897
ow

© MPI



Current 5 Past
Client Outreach

Current & Past Client

Outreach includes:

Process used to reach out to current
and past clients

Email that can be sent to those clients
Results from five clients on 10 key
questions

MP Current & Past Client Outreach:
| Client Analysis

‘How is your
company using the
vendor's products
or services?

‘Who are the end
users? What are
their titles?

What do you value
‘most about your
current vendor
and what they do
for you?

MP. ‘ 2-2-6 Sales Playbook

Client1
Client2
Client3
Client4

Clients:

Client1
Client2
Client3
Client4

Client5

Client
Client2
Client3
Clientd:

Client5

A

v

MP. | Current & Past Client Outreach

Purpose of Client Outreach

As partof target market analysis and market research, MPl conducts an outreach
to your currentand/or past clients. The goal is to help us to validate our list to

the correct: maker. As
apartof this, we would like to reach out to five of your currentclients with a brief
survey to gather feedback about their relationshipwith you. We would ask them
questions about
+ The typeof probl q experienc

startedworkingwith you

Whatwas their decision-making process whenit comes to selectingavendor
Valueyou bringto the client

MPI will provide an email template to send toyour
clients requesting a reference, introducing MPI and
outlining general purpose of our outreach.

MPIwill use a 4-step cadence in client outreach:

Step 1: Call with Voicemail

Step 2: Email

Step 3: Call with Voicemail

Step 4: Email -threaded reply to Email #1

MPI ’ Current & Past Client Outreach: é v

Client Analysis

Before you began Client1
working with this
vendor, what pain Client2
points or problems EifontS
‘were you )
experiencing that Client4:
led you to work with
them? Client5:
What other eliea
options did you Client2:
explore?
Client3:
Client4:
Client5:
Client1
‘Why did you decide Client2:
towork with this
'vendor over the Client3:
other options?
Client4:
Client5:

MP‘ ’ Current & Past Client Outreach: A v

Memo to Your Clients

Introduction Template - MPI Intro

Subject: Reference Request

Hi (client firstname),

Hope you' fm \gout tointr LIENTNAME) and
MPL. (Contact’s First Name), we're startinga new lead generation program
with MPI and theyre looking to speakwith our current clients for market
research. Given our history, | thoughtyour feedback would be extremely
valuable.

Withyour permission, Iwould like to connect them with you. Is it ok with
you for me to shareyour contact information?

If 50, MPl would reach out over the course of nextweekwith a few
questionsto gather feedback on the following:

- Thetypeofp pain points p

you started workingwithus

+ What r p it comes to sel
vendor

Whatyouvalue the most about our productsand services

It shouldnttake more than 5 minutes of your time. Ive included a one-
pager thatincludesa list of questions they would ask.

(Contact'sFirst Name), isit ok for me to have them reach out? We would
really appreciate your feedbackand help with thist

Thanks,
(Name)

MPI ’ Current & Past Client Outreach: A v

Client Analysis

What did the Client1
decision-making
process look like? Client2
Who influenced i
the decision, and Client:
what were their Client
job titles?
Clients:
If you were to redo Client1
the process today, is
there anything you Clie e
would have dore
differently, or Clientg
anyone else you Client4
would have
involved? Why? Clients:

MPI | Current & Past Client Outreach: A v
n

Client Analysis

How frequently
would you review
alternative options?

How would you
suggest a vendor
start a conversation
to potentially do
business with you?

Client1
Client 2
Client3
Clientd:

Client5

Client 1
Client2
Client3
Client4

ClientS:

© MPI



Persona Development includes:
Analysis of the Decision Maker,
Influencer, and User for the target
market.

MP. ‘ 2-2-6 Sales Playbook

M P. Persona Development:
Decision Maker

Department or Functional Area:

- Operations

Pain Points Responsibilities

Develop and direct behavioral
Multiple projects and plans health services to improve quality
Theneed forbehavioral health is of life for patients
greater than resources available + Evaluate andimplementnew projects
Major organizational changes
needed tosupport the needs Objections
Increasing patient § staff safety, Ry
and providing products that are Operating issues
simple & easy to operate When retrofits and updatesare

happening, units need to be shut down
causing backlogin patients, potential

Improvements shortages of room and operational
Reduction in Risk Associated constraints.

with BMH patients and

increase in staff safety Have full autonomy in decision

+ Improved monitoring

+ Increased safety of staff
members and patients
Emergencymanagement

Safe and easy to use products
Mock-ups & actual products they
can test, try & feel

making

Preferred Channels

@ Mobile @ Direct B4 Email
cun

14

v

o A
MPI ‘ Persona Development:Influencer 4

Target Titles:
Facilities

eration:

+ Capita

‘ ’ Department or Functional Area:
« Operations

Responsibilities
. . Evaluate and Implement Risk
Pain Points Management Protocols and
Processes
Products inbehavioralhealth Responsible for day-to-day operations
facilities takea tremendous and safety of staff and patients.
amount of abuse
Budget may be anissue Objections

Shutting down units forupgrades
Timeit takes to approve changes
and budget

Audits

Operating issues

When retrofits and updatesare
happening, units need to be shutdown
causingbacklogin patients, potential
shortages of room and operational
constraints,

Improvements

Reduction in Risk Associated
with BMH patients and
increase in staff safety

* Increasedsafety of staff
members and patients

Long lasting products thatare
safe and easy to use

Reduced install times with pre -
installed hardware

Needbudget approved to get buy in

Preferred Channels

(@) Mobile Qo 8 emal Qe

owel

MPI ‘ Persona Development: User

- Behavio

Pain Points

Exposureto high-risk patients
Experiencing physical and verbal
abuse

Donothave controloverthe
decisionmaking

Are notinvolvedin the review of
products available on the market
thatwould improve theirwork
environment

Improvements

Reduction in Risk Associated

with BMH patients

+ Reduction of elopement

+ Improved accessibility to patient
- occupied areas

Reduction of injuries while

mitigating patients'sudden

changes of behavior

Reduced time torespond to

patients

Preferred Channels

@ Direct

Target Titles:
+ Behavioral He

-

Department or Functional Area:

ral Health Teams

Responsibilities

Provides Nursing Care for Patients
Consultswith psychiatristsand other
behavioral health staffin designing
appropriatetreatment plans for
patients.

Administer care to patients
Objections

Do not have decision making
power

While highly affected by the hospital
equipmentand setup, they do not have
decision making power over what type
of systems hospital uses and installs.

Do not have purchasing power

Email

owpi

© MPI



MP. ‘ 2-2-6 Sales Playbook

Messaging

Voice Messaging
1:1 Email Messaging
One Page Sell Sheet

Messaging includes:

Voice Messaging
1:1 Email Messaging
One Page Sell Sheet

[ A
MPI |Messaging:0utboundcall Scripting »

@® voicemail

Hi Rep)with Kingsway Group. Im reaching out.
p. products f asestaff and
patients: d h. and systems with
2 sion panels,

If you'd ke to learn more, feel free to call me at (00x) oxx-xoxx or reply to the email | sentto
you

Looking forward to hearing back!

@ Seript

Hi(prospect),thisis (MPI rep) with Kings,

y Group. How are youtoday?

Greatm resching utbecause wantetolnroduce youtoourcompany. We make
patient safety.

Doyou have an inpatient behavioral health unit at your faciity?
How many beds do you have:

Are yousomeonewho is involved in the decision-making process for what products go nto
those urits?
(ifthey do have these unit, skip the next question. fthey don't proceed to the next question)

Are youfamiliar with Kingsway?
We de risk. Beyond our door and
bath products, we can also offer a second opinion to provide advice on ways to improve
ahead of your next joint commission survey.

Howotenareyou reening our producssgeinstnew solutons utthere?- we havenew
our doortop
htona door, and sends a your staf

Howof i )

Fllschedule some time ben vpanynurww,md my colleague, Aaron. Do you have time next

week on (DAY)___ or (DAY

[
MPI | Messaging: 1:1 Email A

Email 3

Subject: Are you prepared for your next
Joint Commission survey?

Hi (First Name),

rm Wearea
health facilties that help increase both staffand patient safe
Tives.

Our mission s to help save

1 justwanted to reach outto Joi
When partnering with Kingsway,we work (ogether 0 helpyoo s(ay(nmphan[m  existing and
pdated standards set by agencies like CMS and the oint Commission.
fharm, as well as

protecting stafffrom being harmed.

ur products

« Patientself harm.
- Products being compromised and used as a weapon.

Additionally:

+ Top door alarm alertsstafff somettingis causingwighton the topof the door (o of
st common points of igature attachmer

+ Many of our product NYS Guide or the

Click here to read more about aur de-risking process.

1fyou wantto hear more, feelfree to callme at the number below, replyto ths email, or book
Some time on Aaron's cajendar.

Thanks,

P Rep Signature.

A
MPI | Messaging: Outbound Call Scripting »

(© xingsway Offers []) Talking Points
+ We understand the market s this s the only
* Anti-barricade door systems market that we provide solutions for.
- Ligature resistant door systems + Having happy customers s our main global
Ligature resistant vision panels objectin

Ligatureresistant door hardware with the solution we have provided.
+ Ligatureresistant bathroom something goes wrong wereonste taking

Wordngth heathsystemstocrestea
solution specific o their need:
+ Innovation - we are constan

which shows in the solutions we offe

(2 Objections Talk Tracks

We don't have a need right now.
Responses:

No problem, could I send you my info for when a need does come up?
Dothey foresee any changes/expansions coming?

When was their last oint Commission survey?

We donthave thebudgetforimprovements.
Respon:

dersecet st i e hingyouses changing i theuure?
When do new funds get allocated &

If an incident were to happen, how w

ould tha change unding?
You have to be in our corporate spec o be used.

Response:

No problem, iho would you suggest we speak it to start that process?

Your price s too high.

Response:

Understood, we are not the cheapest, but we do believe that we have higher quality and asa
result, safer products. Wouldyou mind sharing with me which other company's prices you're
comparing ours to?

MPI | Messaging: 1:1 Email

Email 4 - Voicemail followup

Subject: Did you get my voicemail?

Hello (First Name),

1 left you a voicemal, but thought email might be a better way to connect. o
Inroduce youto GngaaYGroup Weare 3 manufacurer of products for behavioral health
facilties that help increase both staff and patient safety. We are a leading supplier of igature

s i b ol e S

resistant pr
We offer

- Antibarricade door systems

- Ligature resistant door systems

- Ligature resistantvision panels

- Ligature resistant door hardware

- Ligature resistant bathroom accessories

Al that

Ive attacheda goesinto more detail about our

project consultant, Aaron McCallum. He can go into more detail about this and answer any
questions youmay have.

Check out here how Pontiac General Hospital in Michigan incorporated some of our ligature
resistont products.

If youd ke to learn more, feel free to call me at the number below, reply to this email, or
booksome time on Aaron's calendar.

Looking forward to hearing back!

MPI Rep Signature

a4

Messaging: 1:1 Email f i

Emaill

Subject: Increasing staff and patient
safety is easy with Kingsway Group

Hi (First Name),

We area manufacturer of

P
ares leacing supier of prodcts for
and Can

1you wantto hear more fel e o callme at the nuber below, eply

book some time on Aaron's

this email, or

MPI Rep Signature

MPI | Messaging: 1:1 Email f b
E Email - Information Request
Subject: Just spoke to you - Kingsway

Hi (FirstName),

Thanksfor taking time out of your day to chat with me. As we discussed, Kingswayis a
of s t f ; and

Canada,

We offer

- Anti-barricade door systems

-+ Ligature resistant door systems
- Uigature esistantvision panels

- Uigature resistant door hardware

- Ligature resistant bathroom accessories

Ive attached a brochure that goes into more detail about our company.
Deiskbrochure US 202 (Digitall o

Tl be following up next week to see ifyou have any additional questions or ifyou want to
hear more aboutus. If you'd like to set up aninital cal feel free to call me at the
number below, reply to this email, or booksome time on Aaron's calendar.

Hope to hear from you soan!

MPI Rep Signature

MP: | ing: 1:1 Email A,
] essaging: 1:1 Emai 7

Email2

Subject: 70% of inpatient suicide attempts
involve a ligature or strangulation point

Hi (First Name),

I'm reaching out with Kings»

yay Group and | wanted to share some statistics with you.

1. Suicide continues to be an on-going challengein US society with 1 death occurring every 11

minutes
in 2020,
2.70% Of inpat ved a i
3.50% n«mnrmmmpmmm et the oo or DorHar
2.50% 133% joint commiss
e

pisama products

Using. mitigate sk with a

P a
solution tailored to your specificneed.
ket check outow e helped the folks overat The Universityof Maryland edical
Addmnns“, check outour switch anti-barricade door system and vision panels used on this
The University of Maryland Medical Contre.odf

o F .

1 oh@

nl

If you want to hear mare, feel free to call me at the number below, replyto this email, or baok
some time on Aaron's calenday
hanks,

MPI Rep Signature

MPI ’ Messaging: One Page Sell Sheet

We specaize in the design, manufacture, and supply.
of high quality lgature-reistant products that improve:
pationt and staf safety, while maintaining federal
complance regulations for behavioral health faclties. o
We pride ourselves in providing innovative designs * AntiBarricade Harduiare
that support smarter ways to delive exceptional care « Handles and Hi

i the most demanding environments. ot

Key Benefits of Partnering

\'yj with Kingsway Group

©Fied hinge doors impoes e, e g
injurysnd nfecton i

&.oinkCommission Gl compliant

& Poductscan b instlled n new door frama o
reto.f o eising frames

e collsborste vith you an adevisk evaluation snd
focitiyroview

Z Kingsway

- el byt A

c Us 164 indusco Cour Tro, M1 48083 248.425
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Messaging

Voice Messaging
1:1 Email Messaging
One Page Sell Sheet

Messaging includes:

Voice Messaging
1:1 Email Messaging
One Page Sell Sheet

[ A
MPI |Messaging:0utboundcall Scripting »

@® voicemail

Hi Rep)with Kingsway Group. Im reaching out.
p. products f asestaff and
patients: d h. and systems with
2 sion panels,

If you'd ke to learn more, feel free to call me at (00x) oxx-xoxx or reply to the email | sentto
you

Looking forward to hearing back!

@ Seript

Hi(prospect),thisis (MPI rep) with Kings,

y Group. How are youtoday?

Greatm resching utbecause wantetolnroduce youtoourcompany. We make
patient safety.

Doyou have an inpatient behavioral health unit at your faciity?
How many beds do you have:

Are yousomeonewho is involved in the decision-making process for what products go nto
those urits?
(ifthey do have these unit, skip the next question. fthey don't proceed to the next question)

Are youfamiliar with Kingsway?
We de risk. Beyond our door and
bath products, we can also offer a second opinion to provide advice on ways to improve
ahead of your next joint commission survey.

Howotenareyou reening our producssgeinstnew solutons utthere?- we havenew
our doortop
htona door, and sends a your staf

Howof i )

Fllschedule some time ben vpanynurww,md my colleague, Aaron. Do you have time next

week on (DAY)___ or (DAY

[
MPI | Messaging: 1:1 Email A

Email 3

Subject: Are you prepared for your next
Joint Commission survey?

Hi (First Name),

rm Wearea
health facilties that help increase both staffand patient safe
Tives.

Our mission s to help save

1 justwanted to reach outto Joi
When partnering with Kingsway,we work (ogether 0 helpyoo s(ay(nmphan[m  existing and
pdated standards set by agencies like CMS and the oint Commission.
fharm, as well as

protecting stafffrom being harmed.

ur products

« Patientself harm.
- Products being compromised and used as a weapon.

Additionally:

+ Top door alarm alertsstafff somettingis causingwighton the topof the door (o of
st common points of igature attachmer

+ Many of our product NYS Guide or the

Click here to read more about aur de-risking process.

1fyou wantto hear more, feelfree to callme at the number below, replyto ths email, or book
Some time on Aaron's cajendar.

Thanks,

P Rep Signature.

A
MPI | Messaging: Outbound Call Scripting »

(© xingsway Offers []) Talking Points
+ We understand the market s this s the only
* Anti-barricade door systems market that we provide solutions for.
- Ligature resistant door systems + Having happy customers s our main global
Ligature resistant vision panels objectin

Ligatureresistant door hardware with the solution we have provided.
+ Ligatureresistant bathroom something goes wrong wereonste taking

Wordngth heathsystemstocrestea
solution specific o their need:
+ Innovation - we are constan

which shows in the solutions we offe

(2 Objections Talk Tracks

We don't have a need right now.
Responses:

No problem, could I send you my info for when a need does come up?
Dothey foresee any changes/expansions coming?

When was their last oint Commission survey?

We donthave thebudgetforimprovements.
Respon:

dersecet st i e hingyouses changing i theuure?
When do new funds get allocated &

If an incident were to happen, how w

ould tha change unding?
You have to be in our corporate spec o be used.

Response:

No problem, iho would you suggest we speak it to start that process?

Your price s too high.

Response:

Understood, we are not the cheapest, but we do believe that we have higher quality and asa
result, safer products. Wouldyou mind sharing with me which other company's prices you're
comparing ours to?

MPI | Messaging: 1:1 Email

Email 4 - Voicemail followup

Subject: Did you get my voicemail?

Hello (First Name),

1 left you a voicemal, but thought email might be a better way to connect. o
Inroduce youto GngaaYGroup Weare 3 manufacurer of products for behavioral health
facilties that help increase both staff and patient safety. We are a leading supplier of igature

s i b ol e S

resistant pr
We offer

- Antibarricade door systems

- Ligature resistant door systems

- Ligature resistantvision panels

- Ligature resistant door hardware

- Ligature resistant bathroom accessories

Al that

Ive attacheda goesinto more detail about our

project consultant, Aaron McCallum. He can go into more detail about this and answer any
questions youmay have.

Check out here how Pontiac General Hospital in Michigan incorporated some of our ligature
resistont products.

If youd ke to learn more, feel free to call me at the number below, reply to this email, or
booksome time on Aaron's calendar.

Looking forward to hearing back!

MPI Rep Signature

a4

Messaging: 1:1 Email f i

Emaill

Subject: Increasing staff and patient
safety is easy with Kingsway Group

Hi (First Name),

We area manufacturer of

P
ares leacing supier of prodcts for
and Can

1you wantto hear more fel e o callme at the nuber below, eply

book some time on Aaron's

this email, or

MPI Rep Signature

MPI | Messaging: 1:1 Email f b
E Email - Information Request
Subject: Just spoke to you - Kingsway

Hi (FirstName),

Thanksfor taking time out of your day to chat with me. As we discussed, Kingswayis a
of s t f ; and

Canada,

We offer

- Anti-barricade door systems

-+ Ligature resistant door systems
- Uigature esistantvision panels

- Uigature resistant door hardware

- Ligature resistant bathroom accessories

Ive attached a brochure that goes into more detail about our company.
Deiskbrochure US 202 (Digitall o

Tl be following up next week to see ifyou have any additional questions or ifyou want to
hear more aboutus. If you'd like to set up aninital cal feel free to call me at the
number below, reply to this email, or booksome time on Aaron's calendar.

Hope to hear from you soan!

MPI Rep Signature

MP: | ing: 1:1 Email A,
] essaging: 1:1 Emai 7

Email2

Subject: 70% of inpatient suicide attempts
involve a ligature or strangulation point

Hi (First Name),

I'm reaching out with Kings»

yay Group and | wanted to share some statistics with you.

1. Suicide continues to be an on-going challengein US society with 1 death occurring every 11

minutes
in 2020,
2.70% Of inpat ved a i
3.50% n«mnrmmmpmmm et the oo or DorHar
2.50% 133% joint commiss
e

pisama products

Using. mitigate sk with a

P a
solution tailored to your specificneed.
ket check outow e helped the folks overat The Universityof Maryland edical
Addmnns“, check outour switch anti-barricade door system and vision panels used on this
The University of Maryland Medical Contre.odf

o F .

1 oh@

nl

If you want to hear mare, feel free to call me at the number below, replyto this email, or baok
some time on Aaron's calenday
hanks,

MPI Rep Signature

MPI ’ Messaging: One Page Sell Sheet

We specaize in the design, manufacture, and supply.
of high quality lgature-reistant products that improve:
pationt and staf safety, while maintaining federal
complance regulations for behavioral health faclties. o
We pride ourselves in providing innovative designs * AntiBarricade Harduiare
that support smarter ways to delive exceptional care « Handles and Hi

i the most demanding environments. ot

Key Benefits of Partnering

\'yj with Kingsway Group

©Fied hinge doors impoes e, e g
injurysnd nfecton i

&.oinkCommission Gl compliant

& Poductscan b instlled n new door frama o
reto.f o eising frames

e collsborste vith you an adevisk evaluation snd
focitiyroview

Z Kingsway

- el byt A

c Us 164 indusco Cour Tro, M1 48083 248.425
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Outreach Cadence

Outreach Cadence includes:
Summary of MPI's outreach
sequence

Flow chart illustrating the
sequence

g A v
MPI ‘ Outreach Cadence i

MPI usesa combination of calls and emails as a form outreach to prospects. Our
main objection is to connect with prospectsvia phone and introduce your
company, products and services. MPI's objective is to sell the appointment with
yourteam based on carefully crafted messaging, designed toyour campaign and
strategy.

We use 1:1 email messaging towarm up the list, by reviewing email engagements
we conduct call outreach to those prospects first. We also utilize 1:1 email
templates to engage prospects whose primary form of communication is email; or
preferit over telephone.

7 Step Sequence

We developed a 7 - step
sequence in combination of
email and telephone
outreach conducted over a 4
- week span.

Each week, a prospect will
experience one to two
different touch points with
your company. This includes
call, voicemail, and email.

Upon cadence completion, prospects with whom MPI was not able to engage will
get putintoa separate list. MPI will enhancethe lists a later time during the
campaign and use for future outreach.

Separately, MPI highly recommends conducting ongoing marketing campaigns
(monthly or quarterly) with newsletters, product knowledge information, industry

education, etc.
oupI

MPi

Campaign Outreach

Call with Voicemail

Call Mobile, then Direct #

Call - No Voicemail

Call Mobi

e (directif no

Call with Voicemail

le, then Direct #

Call

l Call Campaign: Outreach Cadence f

Post Campaign
Outreach

MPI will store contacts
for future campaign
outreach

ompl

© MPI



MP. ‘ 2-2-6 Sales Playbook

KPI Summary

KPI Summary includes:
Summary of what MPI will be
measuring during a call campaign
Results from Marketing Research
List Validation calls

MPI | KPI Summar;

: Call Analytics f o

Each week MPI tracks the number of total calls and connections made with

prospects from the ist an SDR is calling on. Connectionsare broken down based
KPl

on the outcome of the

Yuur KAM will

eachweekon a weekl

Discoveries
listbuilds and nar market.

made from th
Total Dials
150

Number of
Appointments

Number of
Connections

Not Interested
Information
Request

Follow ups

RO X o)

Contacts Not
Qualified

@4) company Not
Qualified

Eachweek an SOR il make an averageof 150 dals per
wesk Tis may ncludesighilymore r e k based

n SOR scheduling, holdays, e, High connection rates and
B e e e

The goal i to set as many appointments as possible for the
team. MPIwill report on a total number of appointments set
eachweek and send lead pass with each appointment s ts
schedule

MPLil rackoumber ofconnectons each week and report
e igher the ngagement the igher keiioodof

Sppointments ps. Certain oles areless lkely to.

Connectover the phone than others

Contacts we connected with who are not interested
products/service or do not wish to talk about new product
ferings.

fnytimewe comnectwith aprospectwhois nterestedin
learing more nformation,but s notinterested n e
yet, we Send out additional information. S 'lnPChHm*vup
calisto tryand convertto an appointmentin the future.

Any time we connect with a prospect who requests to be
follvied up with 2t difrent time or s ted upat the tme
schedules a follow up call tas

Contact would be deemed not qualified if the personwe
called on and connected with s not a decision maker or an
influencer.

Companywould be deemed not qualfied if they don't have

any inpatient behavioral health units;

MPI | KPI Summary: Email Analytics f

Each week MPI tracks one to one email engagementmade with prospects from
thelist an SDR s calling on. Email analytics are broken down based on email
opens and clicks. Your KAM willinclude screen shots of emailresults within
weekly result review, alongwith any email engagement worth noting.

Sent to -MailName
250 contacts  A/0T:
At a time

Send Date
Email #1 - 01/23/2022

OpenRate  Lists
“ Goal Ve
20%

Kingsway Group Target
jecks 5-8

get 1 lst- 250 contacts

- 250 conta

i
O Click TNOUSN  Email Learnings s Recommendations
2%

Industyercse Open Rate o health profesianels s 16.25% Click

Bounce Rate Ml templates tobalance he esturesand selngwith
Goal studies included into the emails,

Below 5%

el

s call outreach on email opens an clcs st

O theiréngagement with one.o.one ema

Unsubscribes  Awin would be for a prospect to engage and respond o.an
Goal emal requesting more nformation or toalkto a
Below 1%  representative

MP1 will make future recommendations and u
email templates based on engagementand ov
messaging strategy.

At the beginning of each connection, prospects were briefed on
the purpose of the research--“to learn how different healthcare
facilities make decisions about changes to improve safety in their

behavioral health units.”

The questions asked, and a summary of

LobaveYosnacelheiing
CEEE IS it cutwere ruled = g alied
e teda
o Rnswers rangedrom 16.300 beds

@ answers received are as follows:

barricade

What do you do within to make them
sl T

into length on their

here.

tent thejoint
practices

o Some organizationshad other standards they followed in addition tothe
Joint commission. Examples includerequirements passed from their

parentor , PDH Guidelines, and

S o o

K

. henitcomes
drvnmandaf(e«nr\s(mrhnce rooms?
o Whoaretheinfluencersinthat process?

isions aboutr

+ Answersincluded- Director of Plant Operations,

+ Director of Operations
* Director of Plantoperations

* VP of Facilities

* Director of Facilities/Operations
+ Faclities department

+ Safety committee (joint decision)

3 i facil
o Who isfare the decision makersin that process?

« Whatdoesthe decision-making process look like for thatin your facility?

A v

A

Ayt MPi |

MP‘I ’ KPI Summary:
Market Research List Validation Calls

KPI Summary:

A v
MPI | KPI Summary: FS
Market Research List Validation Calls

MPI conducted research by callinga list of 88 contacts built according o decided
upon criteria. 150 calls were made, resulting in 24 connections, 7 of which were
deemed tobe unqualified. Resultsinclude:

ach week an SDR will make an average of 150 dials per
Total Dials ek Tnismay nclude slghtlymore o les pe ek ba:
150

sed
i Y=g
the number of dials as well.

conversation times mny imj

Nurmber of  The golistoset s many appaintments aspossiblefor the

iy e n. MPIwill repart on a total number of appointments set

990‘”9’“0” e pass with each appointment as its
schedt

Number of  MPlwill racknumber of connections each week and report
s on.The Higher thecngagement th Hgherkciood o
-onnections a\mnmtmeﬂs nd follow ups. Certain roles are less kel ly to
2 connectover the phone than others,

Not Interested  Contacts we connected with who did not want to participate
6 in answering any questions,

Follow Ups  Contacts who deferred a survey.
Requested follow up.

Contats Not - emed i
Qualified Comacwodeemed theyare ot aualfedto arsverary
-

SICIOL A )

&

CompanyZot C ld be tqualified if th:
ompanywould be desmed not qualie i they dorithave
Quakf‘ed any npatent behavioral health units.

A v

Market Research List Validation Calls

It is common for decisions to be made on a committee basis. Organizations have
a E hth

more active boar
insta

wi

,repairs,or once a

ncident has been

identifed Employee processes for pointingout defectsand making

one instance of a company only replacing things when they break. Budget
decisions are made annually.

s far as buyingprocess s concerned, one smaller firm with 32 beds mentioned
that

larger
for 3 bids when a need arises. Larger

compliance. One

146 bed:m their

arequest

companies with several facilities may or may

ot operate independently Inonc call with uch a company, budgetapprovals

were made ata corporate/centrallocation.

© MPI
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Quick Reference Guide

Quick Reference Guide includes:
A look at the guide MPI's SDRs use
during the call campaign that
includes messaging, company
contacts, and more.

Client Quick

Reference Guide

Client Information

Time - Troy, M1

is0n2 1282023

2232023

MPI | Quick Reference Guide

P Script Lue Messaging

LIVE:

i (prospect),tisis (MP ep) with Kingsway Grou. (personalize)

vioral health facites that help increase both saff &

How many beds do you have?

Fthey dont,

A you familar with Kingsway

Howoften do

cLost:

a1 i

MPI | Quick Reference Guide é i
Program Information
>

MPI | Quick Reference Guide é i

© MPI



MPI Team includes:

A guide with contact info
and their roles for all of the
people involved in your
campaign'’s success.

MPi ‘ MPI Team

Andrew Schwartz | Owner & President
andrew@mpi-impact.com | 262.387.4713

Our fearless leader. With an endless list of

Jovana Cubric | Sr.Key Account Manager
jovanac@mpi-impact.com | 262.923.4644

Sort of like air traffic control, this person

makes sure all the MPI team members that

contribute to your program are running

smoothly toward a successful campaign.

K@)V o v contribute heavy toyour campaign
strategy, managing the SDR, QA. and data
teams, and so much more.

Kelson Kuzdas | Operations Support Manager
kelsonk@mpi-impact.com | 262.387.4730

The wizard of data, systems, and process.
This person analyzes your prospect database,
partners with you to make strategic

Afl recommendations advancing the use and
quality of your data and assists in the setup
of intemal and diient systems, develoy
scripting. and oversees QA for your program,

ErinDavis | Sales & Marketing Manager
erind@mpi-impact.com | 262.387.4729

The master of messaging, this person
develops the 1:1 email messaging for your
campaign. This messaging is aligned with
your campaign goals and includes voicemail
follow up, information requests, and
nurturing emails.

Taylor Davis | Sales Development Representative

Your dedicated Sales Development Rep will
be on the frontlines of your campaign.
actively calling on your lst of prospects.
SOR's zre measured both on quantity and
qualtty of appointments, They will be fully
immersed and act as an extension of your
sales team.

our

MP. ‘ 2-2-6 Sales Playbook

A v

Kelly Dusk | Key Account Manager
kellyd@mpi-impact.com | 262.387.4707

Your go-to person once the onboarding

process is complete and your program goes
ve. This person ensures that your needs are
being met, all key MPI team members are
updated on your campaign, partners with you

todevelop and execute campaign strategies
and report key metrics in your bi-weekly
mesting

EvanMarsalli| Onboarding Manager
evanm@mpi-impact.com | 262.387.4728

spearheads the onboarding process,
focusing on the smooth introduction to the
MPI team, your onboarding stays on track,
and most importantly the creation of your
Sales Play Book. This person will ensure a
smooth hand off to your Key Account
Manger once the process is complete.

Patrick Tate | Data Team
patrickt@mpiimpact.com | 262.923.4608

This team uosos find the best
contact lists and work endlessly to make
sure call queues and your data are in
order. They will keep your data organized
and make sure all the “techy things” are

working like they should be.

SarahKoth | Marketing Team Lead
sarahk@mpi-impact.com | 262.923.4611

As 2 guru of content development, this
person develops a sell sheet that aligns
with your program's goals and direction,
This sheet is typically something used in the
1:1 email messaging that is sent out.

Kingsley | office Dog

Who doesnit love an office dog? Kingsley is
our unofficial emotional support dog here
at MPI. She brings her goofy and sometimes
sassy personality to the office and can melt
even the toughest croy

o Pl

Closing Note

Closing Note includes:
A letter from MPI's
president, Andrew

Schwartz

MPI l A Note From Andrew Schwartz &

Mark,

Thank you for your time and tremendous effortin working with the MPI team in
providing critical information necessary to build out this sales playbook. We know
that you will find this sales playbookto be a valuable tool to guide your lead
generation strategies, filling the top of the funnel and building your brand
awareness. This playbook outlines a detailed and comprehensive outreach strategy
that will benefit the growth of your organization.

The next step is to execute together. This is where we will identify key learnings from
the implementation process that will assist us in creating the most effective plan and
strategy. When we go to market, some of these tactics will work as planned, but as
we notice that adjustments need to be made, the MPI team will partner with you

to analyze and identify the changes that need to be made based on our results.

We are excited for the implementation and execution of these sales strategies and for
the success this may bring to your organization and team. We know this sales

playbookwill Make a Positive Impact on your organization’s strategic growth.

Wishing you success in your sales goals and the MPI team is delighted to be a part of
the process. The best is yet to come.

D)
Andrew Schwartz

President, MPI

owmpl

© MPI
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