The Strategy, Policy & Relations Group at Cogon
Winning Health Information Strategy, Policy & Relations

The Strategy, Policy & Relatiogf@R{roupat Cogon was establishédr the purpose of providing high quality
strategic counsel in support of ouratits in navigating the future of health information technologhe SPR
Groupprovides strategic marketingnprovement advice to health information product and services companies
broadly and government marketing services as a subset for those targetilegaFeState, and Local Health IT
market opportunities. Our team brings a range of expertise to map and navigate the future of health
information technology under rapidly changing government policies, programs, and evolving markets. This
expertise is comined with operational experience in health information technology and a team of business,
technology, and policy leaders.

Government Market Positioning

The SPR Growgan work with clients to assess and expand
opportunities, properly position producend services, and

execute strategies. Execution
Assessment

Planning |§ Support

L. ASSESSMENT

In order to market to government agencies (federal, state

and local) involved in Healthcare Information Technology, it is

important for a company to assess its capabilities and determine its goals arctiogge develop an overall
strategy, and carry through with executiolVe usea methodology outlined below that is aimed at delivering
government marketing teompanies that are new entrants or growing market shiua will drive longterm
revenue and gswth in this dynamic and growing market of Government HtBtarts with lots of assessment
which creates an emerging vision of goals and objectives for targétmgrnmentopportunities

A. Market Analysis

We kick off with a team presentation of the tidly evolving government healtihformationmarket. Our

presentation team includes medical officey abroadly connectedhealthcare andhealth informationpolicy

expert, an HIE subject matter expert, and our Government marketing consultants. In this 2dssion, we

provide an overview of health care and information technology from a medical perspective, a review of policy
activity in healthcare information technology as well as healthcare reform, and a foiteanéhg vision of

innovative healthcarel appl i cati ons and pl atfor ms. It s this o
market is today and where we suggest it is headed.

B. Functional and Policy Themes

Patient & Entities Entities

Understanding where a product or service
can fit among the current and emerging
themes in health care and health
information policy can highlight value and
find opportunities. Health information
products and service may support a heat
information infrastructure but that
infrastructure is there to support care Dimension and Features of Health Care Delivery and Improvemer
delivery or secondary es of information.
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Healthcare Delivery Activities

Business Operations and Objectives



There are numerous functions in health information systerii$ie actual list and structure of functions is large

and sophisticated. You want the best map. First, this helps explain and position your product and services in the
broadest possible waySecond, this highlights needs or alliances. Third, such understanding can be utilized to
re-imagine the products and services to fit the growing policy and functional themes.

C. General consideration from regulatory and quasi-regulatory systems
Federal programs and other market opportunities are generally not immune from the evolving regulatory and
guasiregulatory requirements in programs. At a basic lélrelSPR Grougan review potential application of
issues to highlight areas inipacy and security, meaningful use, or other relevant areas. This is not legal counsel
but it is important to take stock of these issues depending upon what you are putting forward. These may also
provide opportunities as solutions that better handle #'seemerging areas will have advantage. Moreover,
programs and participants want to make sure contractors, grantees, or collaborators understand the thrust of
these issues and how they may affect a given system.

D. Vertical Positioning (Functional and Technical)

A new or nascent entrant into the government health information technology (HIT) market must inventory its
capabilities, functional and technical, that position them for opportunity in the individual Federal, state, and
local agencies and across timarket. This positioning includes the context of growing policy and functional
themes. Based on the potential impact of the capabilities to meet market need, it is important to develop a
mission and vision for targeting the government HIT market. Thigges you the foundation for a unique and
distinct message to this potential market.

E. Solutions Inventory - Commercial Off-the-Shelf Solutions (COTS) that fit into custom
development opportunities or satisfy a Government Off-the-Shelf GOTS approach

Aspart of the inventory, the company must assess its solution inventory, both actual prodectscesand

project delivery experience that is directly relevant and leverage able in government health IT solutions and IT
projects. This inventory could algwclude your human capital resources that might fit government

requirements.

F. Lines of Business (Leverage-able Across Agencies)

Sometimes the solution inventory exposes produservicesor project delivery experience that are directly

applicable to aihe of business that runs across multiple agencies across Fesdettal and locaBecause of

your products and direct experience in this line of business, your company may be well suited to pursue

business focused on the processes or the technologidstivdse agencies. Examples of these lines of business
include claims processing (i.e. workers compensatio
information systems (i.e. VHA, MHS, IHS, HRSA), and payment processing (i.e. IRS, Medicaes]istast

tax agencies, etc.).

II. STRATEGIC COUNSEL AND PLANNING

Through our vision step we’ve analyzed the market,
inventoried our solutions including actual products, services, or project delivesrierpe, and determined

whether our capabilities or solutions can be applied across multiple agencies. Now we translate the results of

this overall assessment to develop atgamarket strategy for penetrating or growing your existing business in

the govenment HIT market. This activity is focused on discrete agency/customer positioning to include account
plans, contract vehicles, and teaming partners. In addition, we include the development of a fresh market
message that will build a special brandforée company’ s government work base:
proposition and its key differentiators.
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A. Agency/Customer Positioning

Once we have evaluated the products, services, and or project delivery experience relevant to the government
health IT marketplacewe join you and determine which provide the clearest path to success. We figure out

exactly what market need your solutions meet. We figure out whidilems your capabilities will help solve.

This step digests the broad government health IT marketta ev al uates the agencies w
target your offerings. It can provide you a priority framework for where to focus your people, your efforts, and

your investments to realized a return on your investment and grow your business quickly

B. Account Planning

In account planning, we digest the agency positioning to target specific projects and program offices to market
our solutions to in order to materialize opportunit
this siage, that wedok for Leveragable Accounts, i.e. DOD MHS/VA, NIH/FDA, FDA/CDC, ONC/CMS,
ONC/AHRQWe evaluate Wat solutions will translate into an approach that can be brought to multiple, but

similar clients.

C. Contract Positioning (GWAC'’s, Agency IDIQ’s)

A key factor in account planning is the contract position of your company with respective agd?riims.or sub
positions on GWAC's or I DIQ s provide a pathway for
task order opportunitis. Based on an evaluation of your contract positioning, we will suggest strategies to

utilize the right contract vehicles to achieve success with each target client.

D. General Opportunities for Synergies, Collaborations, Alliances

An increasing componelf the health information technology landscape is the various opportunities for
synergies, collaborations and partneringnder ARRA, many initiatives are targeted at engaging the

universities, norprofits, community health centers, and emerging healtftormation exchanges. Of particular
importance in government contract are small business designated companies and, in particular, Small Disabled
Veteran Owned Businesses and 8a Small Disadvantaged Businesses. Also, mapy ateftemerging

technology ompanies offer partnering opportunities because of niche technologies that they are trying to bring
to government. And, obviously large businesses have the benefit of incumbency in some clients as well as
strong positioning that can be leveraged. Althog partnering must be considered in the context of the account
and the capabilities desired. The goal, however, is to build a strategy, so as not to team based only on
opportunity.

E. Mapping the short and long term future

All companies want to hit thegar-term win and we join our clients in achieving short term success. But, we are
aiming to provide our client with a trusted partner that will ensure your success over the long haul. We will not
only map the route to short term success, but map younggainst the long term future of health information
technology. We keep abreast of innovation and creativity in the market place and track trends in healthcare.
We provide the inputs so that your team can flexibly respond to the changing dynamics laidsabat emerge
along the way.
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F. Marketing Campaign

When a known or unknown vendor is trying to penetrate the government health information market, it is often
necessary to coordinate a timed marketing campaign associated with an upcoming gonemehaged event,
i.e. governmerisponsored conference, seminar, or agency industry day.

a. Identity - Branding

It s | ikely that an existing market message already
government markets can befettive

b. Value Proposition - Key Selling Proposition (KSP)

Tailored messaging by client is needed and necessary, but to be successful in this vertical it is extremely import
ant and advantageous to develop a key selling proposition that will transtatess all of your client

opportunities. It creates a tight message that walnslate into a word of mouth crusade. Envision the Breck
commercial, *“Tell two friends, and they tell two fr

c. Messaging - Differentiators
Differentiators take your value proposition and frame it so that your strengths as a company are apparent
to the client. This step also permits you to ghost your competition and expose their weaknesses in
delivering for the targeted client. In this healthcare IT vertical differentiators are nuanced, but a clear

articulation of them can lead the client to perceive you as ahead of the pack.

II1. EXECUTION SUPPORT

A. Public, Community, and Government Relations

These activities are often neglected by companies pursuing governpositiess yet have the potential to

separate them from the pack and propel them forward as leaders in the industry. Community activities in
support of an agency’s mission can have an extremel
of policy activities on Capitol Hill or in state’s
company as a thought leader not only in technology and healthcare, but in the underlying policies and

regulations that impact the industrs.

B. Thought Leadership

One of the unique characteristics of the health information technology market is the importance of domain
expertise and innovation being displayed through the conveyance of thought leadership. In HIT, those

companies that can aeterate this disseminationf thought leadershipvill accumulate enough weight in the

market that a certain momentum around opportunities being pursued and won reaches a tipping point. This
tipping point is a flash point in which the marketplace recognizey our val ue and you’' ve g
win substantial and important contract work with key customers doing innovative work.

a. Conferences to Attend, Exhibit, and Present
We work with you to determine which conference opportunities you should dengiarticipating in and the

level of participation. We will also support your efforts to develop your exhibit presentation as well as create
your presentation for your speaking engagement.
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b. Earned Media - Articles, White Papers, Webinars, Seminars

Another opportunity for projecting thought leadership comes in the fornwbite papersandearned media like
articles by your subject matter experts, seminars, and webinars are aimed at disseminating functional and
technical domain knowledge to your targetents raising visibility, credibility and reputation.

c. Advertising

Even effective advertising (i.e. radio ads} tiee effect of creating knowledge of your company before you even
meet with a client. Ads on WTOP were extremely effective for Integien it was developing AHLTA for the

DOD Military Health System. Their high visibility and credibility built the momentum for an acquisition of Integic
by Northrop Grumman.

C. Call Plan -Hierarchical and Threaded

A key activity i necsatiompspategytisideveglopinguarcall pldnitoeeadh clients avith
opportunities, budget, and decisiemaking authority. The traditionahll plan is hierarchical and we work with

our client to make sure the call plantéageted for success whileeing sasitive to the internal and political
dynamics of the agency. In addition, we focus on building a call plan that is threaded in the government health
IT space so that by connecting the dots among leading government executives around your capability and
offering you expand your marketing impact on multiple leaders and agencies.

D. Sales and Partner Calls

OQur philosophy is to not just ®Gogernmentlealthwamminityn g e x t
Most governmentmarketing firms focus almostelusively on tactical activity like setting up partner
‘“handshakes and getting one or two meetings with a
activity that transl ates your company’ opporunitedwitma and
high probability of winning work with targeted clients. We want to function as a trusted partner and join our

clients in achieving a successful outcome from their sagkspartnercalls. We actually will improve your sales

t e a nbllitg to sell intothese prospective clients/partnetsy sharing our domain knowledge and expertise in
educating them in having more effective sales calls. We will, if desired, join your calls to bring our knowledge

and expertise to your client raisingyr credibility and ability to close opportunity.

E. Opportunity and Proposal Support

A key factor in opportunity and proposal support is domain knowledge and expertise. Our team has broad
health care, information technology, and agency knowledge and éspdo support opportunities and

proposals. We can provide this expertise in supporting your sources sought responses that position you for
upcoming opportunities. Agency knowledge and expertise is extremely important when submitting a proposal
for an Ayency IDIQ. Finally, we provide subject matter expertise on a wide range of topics in support of your
opportunity capture and proposal submissions.

©Eric]. Klos January 30, 2010 Page |5



