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Transactional sale In the past

Hospital
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Sales Rep.
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User = purchasing
decision maker

Customer relationship

Product, Features &
Benefits

"Product sale"
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In Change
Customer accessibility for the sales department
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Change & Complexity
Purchasing committee & conflicts of interest
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effectiveness

safety and
security

handling performance
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In todays complex sales environment

it’s no longer about Wigkli you sell
but rather NOW you sell!



The Customer Journey & Experience CAN BE very diverse
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Brand Benefits | System Partnership

Targets for Sterile Goods Management

Positioning Statement

The reliable and efficient supply of the OR with sterile goods is essential for the overall quality and performance in surgery.
By establishing lean and digitally enhanced CSSD and OR supply processes B. Braun helps to ensure the economical availability and
completeness of sterile goods in perfect functional conditions at the right time and at the right place of use.
Based on the strong product portfolio combined with a profound consulting expertise B. Braun is recognized as the quality solution
provider for the entire surgical asset management in a hospital.
Partnership with system - together for better outcomes.

Value Proposition

CFO

Surgery is the base of our daily work -
it creates our main revenue stream and
means a solid block of costs in our
hospital. At the same time, surgery greatly
influences our external reputation.
With B. Braun | can be sure, that
products and services are of highest
quality resulting in smart processes to
secure maximum cost efficiency.
And by the way, it also helps to meet my
personal goals.

Value Proposition

Central Sterile Services

My task is to secure that | get the right
product at the right time in sterile
condition at the right point of use for
reasonable costs.

Therefore my department plays an import-
ant role for a successful OR performance.
By offering well thought products and
services, B. Braun guarantees a seamless
and smooth workflow.

This makes my job easier and lowers my
personal stress level.

Value Proposition

Head Surgeon

| do not need any disturbances during a
surgery. And | do not need any complica-
tions even after. For me it is important that
we - me and my team - can do a good job.
With B. Braun | can rely on products
and services of highest quality, well
thought out and perfectly fitting to our
internal processes.

So | can keep my team motivated and
achieve best performance, day after day.
And in the end our patients are benefiting
from better outcomes.

Value Proposition

Head Nurse

The most important thing in the OR for me
is the wellbeing of the patient and a
smooth work flow.
| want to serve the needs of the surgeon in
the most proactive and reliable way and
need to ensure that everything is available.
With B. Braun, | can rely on functional,
user-friendly products that are less likely to
cause problems.

Thought through services and processes
make my life easier - before, during and
after the surgery.

Key Topics
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But content that is not sold is poetry

Bla Bla Propaganda

Content
Marketing

Content
but ,,Poetry‘
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POSITINING
CONTENT &
CAMPAIGN

DIGITAL
JOURNEY

(CUSTOMER)
BUYING
JOURNEY

MARKETING & SALES PROCESS

Alignment Across the Organization

Sales Target /
Product

Positioning

Insight Based
Content

& Campaign
Strategy

Content
Conception
Production &

Approval

Customer Journey
/ Experience
Planning

Understanding
the problem

Implement
Campaign Analytics
/ KPI Dashboard

Over 50 %

Evaluating
Types of
Solutions

Determining

U vme D pvare > Consceaion il

Criteria

Commercialization / Publication /

OFFICIAL CUSTOMER REQUEST

Select a Supplier

Advertising

Complete the
purchase
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Maintaining
Upgrading




INSIGHTS 4 VALUE & CONTENT BIBRAUN

The evolution of a Sales Pitch

Insight /
customer
needs based

Messages /
Content
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INSIGHTS 4 VALUE
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Content
From Targets and Target Groups to the Content Plan.

ﬁ / Define Campaign / Content Targets DDHH

2

Target Group Analysis

O
Ilm[ll]

H Create Positioning & Content Plan
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Sales Funnel Buyers Journey

= Awareness of his need becomes
» The buyer is made aware that he has a need. clear.

AWARENESS Attention must be created by the company as well as the
first touchpoints.

UNDERSTANDING
THE PROBLEM

Attention increases and
searches specifically for
information.

EVALUATE TYPES

P ; : = The buyer actively searches for
= Here the solution is communicated in ) :
CONSIDERATION combination with possible products. a solution and compares it. OF SOLUTIONS
B. Braun, brand and solution must be present. First products, solutions are
considered.
DETERMINE
CRITERIA
= B. Braun product must establish itself as * The buyer has found a suitable
the best solution to the problem. solution.
PURCHASE Making purchasing uncomplicated. Decision for product is made SELECT
and he buys.
y SUPPLIERS
Aesculap AG
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CONTENT FORMATE / TOUCHPOINTS

BLOG ADVERTORIAL
TOEU SOCIAL MEDIA INFOGRAFIK AWARENESS
TOP OF FUNNEL NEWSLETTER
INSIGHTS / PAIN POINT STORY

UNDERSTANDING
THE PROBLEM

EVALUATE TYPES
CASE STUDY OF SOLUTIONS
MlDL\ﬂE?FI,::bﬂNEL PRODUCT ﬁ\lp‘sslgl-?'lTEAD;DlNGPAGE CONSIDERATION

CUSTOMER STORIES / TESTIMONIAL
DETERMINE
'''''''''''''''''''''''''''' CRITERIA

PRODUCTS FLYER / BROCHURE / VIDEO

OUR USP / HANDLING / TUTORIALS
BOFU EVENTS / DEMO PURCHASE SELECT
ORDER / ARTICLE INFORMATION SUPPLIERS
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The Content Planing Model
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EVALUATE TYPES OF DETERMINE CRITERIA SELECT

UNDERSTANDING THE PROBLEM SOLUTIONS OF SOLUTIONS SUPPLIERS

unseen risk Packing decontamination
(Infographic + (Handling-Video) area
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I simpleshow i , partners
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Advertising Holes in sterile : Technical
for Stakeholder wrapping — the Arrival Datasheet
]

AWARE /
DISCOVER MU REQUIREMENTS

Costs of Sterile
packaging

— ] :
alternatives

COMMITMENT QR Code

Landingpage

Functional check
(Handling-Video)

How to use new
identification

Infographic

Infographic

Test results EDS

Test results

Upgrade

(Infographic + T T
Dashboard (Simple show) I I ————
»Sam light | N Function check
Single Test results Manufacturing (Poster)
Guidance product Customer Video Innovation
' I
presentation _ I Factory
Presentation (.ppt)
Technical
Guidance new

Tender Tool Box

container

(Wiki) implemation
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WE ARE ALREADY ON THE ROAD ...
AND THE AICON CAMPAIGN IS ANOTHER

GREAT JUMP AHEAD ON THIS JOURNEY






