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N AV' O<> Timeline of events/seminars etc.
that drove activity.

Robotic Surgical System

Q4 - 2017

New NAVIO Cases: 50 * Pre-leads for PPC: 12
« # of Event Attendees: 117
* #Leads generated at the event: 31
* Microsite Developed
September 26, 2017 « Surgeon Interviews Completed
« Patient Interviews Scheduled

* Pre-leads from PPC Campaign: 7
Event #2 « # of Event Attendees: 88

October 24. 2017 « # of Leads generated at the event: 44

* Pre-leads from PPC Campaign: 8
* # of Event Attendees: 91
* #Leads generated at the event: 31

November 7, 2017 « #Leads generated post event: 4

* Pre-leads from PPC Campaigns: 27

* # of Event Attendees: 296
* #lLeads generated at events: 108
* #leads generated post events: 4
* New Leads Generated From Stand-Alone, 7 Month PPC Campaign: 63
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O Timeline of events/seminars etc.
NAVI O that drove activity.

Robotic Surgical System
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N AV' O ¢ Total Joint Replacements 2016

Robotic Surgical System
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N AV' O<> Total Joint Replacements 2017

Robotic Surgical System
116
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* Halo affect identified for Non-Navio procedures
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NAVIO®

Robotic Surgical System
TKA 17
UNI 28
HIP 24
v
SECOND QUARTER 2017
TKA 26
UNI 21
HIP 18
v
TKA 21
UNI 22
HIP 22

FORTH QUARTER 2017

I‘
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52

Quarterly Results 2017
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H TOTAL 69 65 65 138
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NAV' O<> Quarterly Results 2017
Robotic Surgical System
2017
¢

* =" ¢
FIRST QUARTER SECOND THIRD FORTH
2017 QUARTER 2017 QUARTER 2017 QUARTER 2017
TKA 26 TKA 21 TKA 46

TKA 17
UNI 28 UNI 21 UNI 22 UNI 40
HIP 24 HIP 18 HIP 22 HIP 52
Q4
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NAV' O °® Years of Progression

Robotic Surgical System 2016 2017

TOTAL

260

TKA 2016 2017 Status UNI 2016 2017 Status HIP 2016 2017 Status
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N AV'OO Mediums Used For Advertising

Robotic Surgical System
Campaign Areas:
Of the 296 combined attendees, 1 Canton - 25%
the following represents the 2. Massillon - 18%
response percentages per medium 2- Elgh;:laFT}l?gn_-]E{;
used: 5. Ravenna - 5%
6. Stow - 4%
NEWSPAPER DIGITAL 7. Sugarcreek - 4%

8. Atwater - 4%
9. Collectively - 24% -
3% Each:
@ O Alliance
@ Bolivar
@ Dover

(® East Sparta
@ Louiseville,

SOCIAL MEDIA FLIERS @Navarre
(® New Philadelphia

! ﬂ @ Uniontown
Additional Towns Captured:

Fairlawn, Dundee, Hartville, Marshallville,
Tallemadge, East Canton, Green, Smithville,
Clinton, Dennison, Cuyahoga Falls, Copley, Homeworth

OHIO
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N AV'OO Mediums Used For Advertising

Robotic Surgical System
Of the 296 combined attendees, Campalgn Areas:
the following represents the 1. Canton - 25%
response percentages per medium 2. Massillon - 18%

3. No. Canton - 11%
4. Canal Fulton - 5%

5. Ravenna - 5%
Newspaper, o Siow 4%
7. Sugarcreek - 4%

Digital, Social & aweeras

9. Collecti;gely - 24% -
d 3 Fl' 3% Each:
Meadia, Fliers o
Digital, @ Bolivar
38% @ Dover
Social (® East Sparta
Media, 5% @ Louisevile,
@ Navarre
(© New Philadelphia
@® Uniontown

used:

Fliers, 1%

Newspape
r, 56%

ORHIO

Additional Towns Captured:
Fairlawn, Dundee, Hartville, Marshallville,
Tallemadge, East Canton, Green, Smithville,

Clinton, Dennison, Cuyahoga Falls, Copley, Homeworth
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Execute the Plan

for Success
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Marketing Launch
Overview

’”

Add robotics content

. Internal NAVIO event Local press release
to website

Shasta Regional
Medical Center

erence in yal life)

o Robofic Partal Knce Replacement

Information Center

Establish a series of £ local medi Identify other unique Identify and target
patient lectures ngage local media opportunities in market physician referrals

Knee Pain?

Now offering robotics-assisted relief. @gTM ARY'S
Call today 304.526.1234. AEDICAL CENTER
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First 30 Days

- Design patient education materials
- Brochures to be at all events and PCP initiatives
- Patient Guides

 Develop signage/posters/banners for facility and surgeon clinics

- Educating on Robotic Assistance and the benefits of it.

- Promoting the benefits and availability of this new technology in treating patients in the Avera Health
system.

- Flyers promoting the events will be strategically available at multiple sites of patient access.

» Introduce technology on websites

- Coordinate with facility web designer

- Coordinate with surgeon’s practice(s) web designer
- Implement “microsite” strategy.

- This allows us to direct traffic and easily track it.

- Begin a PPC Google AdWords campaign

- Surgeon Locator

* Begin Planning “Meet the Robot” event.
- Date

- Time

- Location

m'n ='min

g 13060 90
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60 Day Plan

« Engage local media

« Are there any appropriate local radio/TV content that we can tap into?

- Have you operated on anyone highly thought of in the community?
- Prominent people who may serve as a spokesperson.

- Do you have any contacts in the local media

- Local news stories

- Radio interviews (special interest story?)

« Plan patient seminar #1 (Face to Face Engagement)

- Identify venue, surgeon speaker, agenda
- Promote Seminar:
- PCP Communication will occur to educate your referring physicians.

PPC campaign continues
Newspaper Ads
other i.e. Facebook
E-Blast (Can we get this?)
Postcard (Can we tap into Schwan's employee database?

 Develop social media / web campaign
- Search Engine Optimization focused
- Optimized Landing page with web marketing (Google Ads)

b it

Best Practices in Media Tracki d Analyti |
- Best Practices in Media Tracking and Analytics 30 ‘ 60 90
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90+ Day Plan

« Execute patient seminar #1

 Adjust as needed
* Plan patient seminar #2

 Film patient testimonial as available

- Short video for placement on website, future promotion across all media
- Video of surgeons on the website discussing robotic-assisted technology can be very powerful.
- Can one-two patients attend seminar

« PCP Initiatives (How are you touching this group now?)

- Direct mailer
- Dinner talk at their facility
- How are you communicating now?

* Marketing program review
- Meeting to assess program marketing efforts

- Refine plan based on success/areas to improve atmtn simts EKCEKCE
ol [
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Design Collateral Materials

Patient education content and templates using your brand guidelines.

[T— sertogo Here [

from your NAVIO® Robotics-assisted
i dure

\ment procec

What would you do without knee pain? Does knee pain keep
you from what you love?

Inrochchg A" Robarics, e echinclogy et gets you back
WP prcise s aECrae it e reiscament

difference in your life. So can NAVIO® Robotics.

Knee pain makes a
big difference in your life.
So can NAVIO® Robotics

o weukd you rlo yout i crce s o s

123456738910

\avmp

Knee pain
discussion guide

NAVIO brochure Procedure guide
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Design Collateral Materials

NAVIO Robotics signage, print ads, mail campaigns content and templates

NAVIO® - Knee pain?

sasrn Knee pain? oo e
Ready to address your knee pain? Precision partial knee
Precision partial knee replacement through robotics replacement through robotics

< Facility name inserts here> offers

using
the NAVIO® Surgical System, a CT-free platform that

delivers consistent and accurate results. Compared

1o total knee replacement, partial knee replacement'
has been shown to offer patients less pain}

amore normal feeling knee! smaller incisions?

and quicker rehabilation!

Ready to address your knee pain? .

Amwrheesernnarple?mfmﬁ =F O
partial knee replacement is right for you. |

Featuring <Doctor’s Name> \

<Event Date>

<Event Time> J

Please RSVP: XXX . XXX . XXXX

Knee pain?
Precision knee replacement
through robotics

0206 St & Neghews o A8 rghis resmred.

consistent and accurate resuls.

Signage Print ads Mail campaigns

Why print? 80% of seniors read a Why direct mail? Direct Mail allows for
local daily newspaper predictive modeling and cloning based on
data obtained from consumer lists — very
targeted approach
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Referring PhYSiCI an >\ smith&nephew
Initiatives

P

s knee pain keep

Refer your patients to a conistent Does k
you from what you love?

and accurate partial knee replacement

it oty bk i o wh pacea 4

Distribution of patient
education materials

| - ] -—-Mww

Ineration of
iplacement Technology

Fiical System: the latest way to get

Knee pain relief through robotics.

l ain makes a big difference in your life. So can NAVIO® Robotics.

Direct mail outreach

) > smith&nephew
3§ smith&nephew
NAVIO Radiographic Outcomes
> smith&nephew
Robotic Adoption Predictions
o . s ore 5
AV Robolcs e e e Referral events
Enabling accurate and precise partial knee rep) Devices

- Dinners
- Speaking opportunities
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The Power of Marketing Robotics

# St. Cloud Surgical Center
"q NAVIO® Robotics Program Launch -1 Year Follow-Up —=

Isn't it time I

7 | MINNESOTA, ‘

y ]

Year-over-year partial knee replacement

:\Allex’e;dria’ ‘ 7 np ¢ case volume growth
d Cloud Surgical Cehtgl"~~rx\ 20]4 tO 2016
Tk — ® 689% increase 7
| N 70
WI!IH\@Tf B )/ |
~ - ¢ - 60
Minnetonk S Ep e S o 2014 to 2015:
* P IR o 267% increase .
{ 33
shall ]
| (s ) _\‘\ &N
1 “Mankato A \ ’
2 b . R;\ ester | Winona | [ “
‘ 7%ﬁxhk o 9 em——
_ | —
Population: 66,000 2004 2015 2016
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NAVIO® Robotics-Assisted Knee Replacement Surgery Program Launch — 2 Year Follow-Up Case Profile: St. Cloud Surgical Cen

Q1
3 NAVIO UKA cases

Q2 Q3

5 NAVIO UKA cases 6 NAVIO UKA cases

Q4

Qi1 Q2 Q3 Q4

19 NAVIO UKA cases 17 NAVIO UKA cases 13 NAVIO UKA cases 18 NAVIO UKA cases 23 NAVIO UKA cases

1 NAVIO TKA cases 2 NAVIO TKA cases

February 5

NAVIO content added to
5t. Cloud Surgical Center
website

June 9
= | Patient Seminar

Radio interview Psﬁem sem'nar
with AMI240 WJON St. Cloud, MN

St. Cloud, MN
58 attendees

Year-over-year partial knee replacement
case volume growth*
a0 2014 to 2016:
689% increase

0
60
© 2014 to 2015:

267% increase
40 33
. .
20
10 ’

L
2014 2015
* Data on file

2016

September 20

Pstiemseminar CenlmlMNHeeths:r oLCbud Minneapolis newspapsr
Brainerd, MN 8 St. Cloud, MN Surgical Center artide: Star Tribune

= | 350 attendees 45th Anniversary

r’,i St Cloud, MN ——

z 80 atiendees i T

T BT

o

2

~N

=

o

- —

Results

Successful launch of the first NAVIO Robotics-Assisted Surgery Program in Minnesota

Rapid implementation and roll-out of marketing campaign

500+ leads generated through patient outreach initiatives

104 NAVIO partial knee replacement cases completed within the first two years of program launch

Supporting healthcare professionals for over 150 years

2905 Northwest Blvd., Suite 40, Plymouth, MN 55441 USA +1763.452.4910 www.reshapingmobility.com

“Trademark of Smith & Nephew.

©2017 Smith & Nephew, Inc All rights reserved.
08268 V1 317




Case Profile: Shasta Regional Medical Center

201 6 NAVIO® Robotics-Assisted Knee Replacement Surgery Program Launch — 1 Year Follow-Up

Q1 > 4 NAVIO UKA cases Q2 > 13 NAVIO UKA cases Q3 > 10 NAVIO UKA cases Q4 > 18 NAVIO UKA cases
> 9 NAVIO TKA cases > 22 NAVIO TKA cases

|

NAVIO booth at Go Redding! Program website lsunches Patient seminar 2 Patient seminar 3 Patient seminar 5
i www RoboticKneeSRVIC com 80 attendees 60 atiendees 48 attendees
Radio “Medical Minute™ ads begin a — AV T0 Patient seminar 4
“ m" v Eureka, CA
Program billboard begins i % B - 40 attendees
PUT KNEE PAIN BEHIND YOU. * . CH7 ABC News Coverage =
— o= Q= NAVIO TKA L ‘
M ¥ Pkl e Bopla cumment [+ =N — emw |
Patient seminar 1
90 attendess

Year-over-year case volume growth:

529% UKA 50% TKA 75% overall
growth growth growth
250
235
200
Results
150 - = 101 additional cases in year-over-year comparison
27 = 75% increase in knee replacement procedures (UKA and TKA)
100 . = 11% increase in Redding, CA market share (from 28% to 39%)
= $2,000,000 in new revenue for the hospital (est )
. a
S Supporting healthcare professionals for over 150 years
2015 2016 2015 2016 2015 2016
* Data on file

2905 Northwest Blvd., Suite 40, Plymouth, MN 55441 USA +1763.452.4910 www.reshapingmobility.com

“Trademark of Smith & Nephaw. ©2017 Smith & Nephew, Inc All rights reserved.
080751 2117



November November

2 O] 5 o 201 6 NAVIO® Robotics-Assisted Knee Replacement Surgery Program Launch — 1 Year Follow-Up

* 5 NAVIO UKA cases * 1 NAVIO UKA case * 4 NAVIO UKA cases * 3 NAVIO UKA cases * 3 NAVIO UKA cases * 4 NAVIO UKA cases * 6 NAVIO UKA cases
* Press roloase euum | * News coverage — * Radio spot * NAVIO patient brochures . .
* TV coverage —_— | b * Neowspaper Ads * NAVIO Patient procedura cowm
* Pationt Seminar : ======| guide; partial knes ===
- 78 attended -

* Nowspaper Ads == | g EE

] e Qg Am

LSW. ]
CEMa

August 2016 Septe - October 2016

* 5 NAVIO UKA cases * 1 NAVIO UKA case * 5 NAVIO UKA cases * 5 NAVIO UKA cases * 7 NAVIO UKA cases * 4 NAVIO UKA cases
* Bone Boot Camp: Basic * Patient Seminar
training for your bones

- o

* 1 NAVIO TKA cases * 2 NAVIO TKA cases * 6 NAVIO TKA cases * 3 NAVIO TKA cases
Case volume
783% UKA 10% TKA 12 incremental Results
growth growth cases
) = 783% NAVIO UKA year over year growth
5 { = 59 NAVIO UKA incremental cases since installation
m NAVIO robotic-ssisted = 12 NAVIO TKA incremental cases since installation creating a new
T KA market segment and expanding robotic usage in the hospital
halo effect l » 10% TKA growth due to halo effect
-
2015 2016 2015 2016 2016 Supporting healthcare professionals for over 150 years
PlI-PI2 PI-PN P1-PIO PI-PIO P8-PIl
»m NAWO UKA - TKA - NAVIO TKA

2905 Northwest Blvd., Suite 40, Plymouth, MN 55441 USA +1763.452.4910 reshapingmobility.com

“Trademark of Smith & Nephew. ©2017 Smith & Nephew, Inc All rights reserved.
077621 037
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NAVIO® Commercial Example

PLACEHOLDER (NWH Commercial) | highly recommend an informational video
discussing knee replacement and the value of having robotic-assistance on your
website.

This will help differentiate your position with your competition in the area. | have done partials
foraoare hut NAVIO aiviae mo _aduantaaac that diracths carralata to hattar cgre.




PLACEHOLDER (St. Mary’s Medical Center)

If you have a prominent person in the community or a celebrity that would make a
good testimonial then sometimes we can get the local media to pick it up.
Usually it works best coming from your office and looks less like an ad from S&N.
Do you have a relationship with anyone from the local media?
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In 2016, online video accounted for 64% of all consume’r"l’internet
traffic and is expected to rise to 79% by 2018

is the average conversion

4 80/ rate for websites using
- /0 video, compared to 2.9%

of consumers watch videos
online every week

for those that don't
4 times as many
o of brand websites feature consumers would rather
81 A) video content watch a video about a
product than read about it

for video production
70% of ﬂ&arkefers claim video varies across markets:
roguces maore conversions q
°y - (low as $15K-High of $25K)

than any other content
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Avera 70 mile radius yields Potential 22,423

This is for those in the Elevated, High & Extreme Risk data base.

® Age / Gender ) 3 Household Income )

Unknown
3544 Lokl
$15-19k
$20-20k
$30-39k

$4040k
4554

$5074k |

$75-99k

$100-124k | |

$125-149k

5584 $150-174k

$175-190k

$200-249k

6,000 8,000 10,000 12,000 14,000

B Female W Male

0 2,000 4,000

3,000 4,000 5,000 6,000 7,000 y

For direct mail, email campaigns and targeting
- Example of Targeting Criteria
70 mile radius of Center
Ages 40-64
Optimized insurance payers
- AND fits criteria:
- Modeling high risk for Osteoarthritis, surgery
Self reported conditions
- Arthritis, joint pain, OTC pain, Rx pain
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Hospitals Noted

b | N e 3° °|% N
? ¥ ..”.%.uﬁ"f
o X 33 oo'u.’u\-o@
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By Zip Code

Darker red = Higher Concentration

56 166
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Newspaper Review

« Newspaper has served us well.
65-85% of our seminars come from this
medium.

« Alarge number of people in our
demographic are still reading the
newspaper.

« We like to use more than one of them if
possible. (Carrie is going to supply us with

local papers that will allow us to target
appropriately yet not blow the budget.)

« We look for those that target the
geography and demographics.
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«  We have maps for all radio stations
to assure coverage.

 We make sure our demographic is
being captured

« |t cost more to focus on a specific
time of run so we do our best to
negotiate this.

« We include a strong call to action
to sign up for the event.

P craz * + Have you found it effective in the

e Toledo market?
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Facebook & Instagram Advertising

] i Facebook Instagram
gﬁgfef'r:(s:eOf using Facebook to target Lieals Desktop News Feed & Right Column Mobile News Feed Mobile News Fee

(e]e]e]

+ We find your target customers among the 890
million people on Facebook everyday*

» We drive people to your brand with one click from
the most engaging places on Facebook

+ We measure how your ads are performing and
optimize them for even higher returns

E=—

IS
b

)

™
)
_/
E———

We create & manage any Facebook/
Instagram ad campaign:

. rvgg Jﬁgt different ad creative and ad copy for best g r!a n d VS o Lead -
- We Measure the performance of your ads Iq wareness Lgen erd tl on

We develop your audience by targeting:

. Income . Home Ownership Highly Targeted Audience of: Lead Generation is the best

*  Interest Criteria  «  Buying 27,000 People solution to achieving as many

«  Geography «  Habits ) . contacts/Leads as possible.

. Demographics . Profile keywords Location: New Albany, OH + 35 mi. Facebook’s Data Base will

. Age: 40+ automatically fill in all of the users
Target a community of more than 400M on Gender: Al information into a form so all the
Instagram! Interests: Knee Arthritis, Knee user is expected to do is hit
+ We share your brand with a highly engaged audience Examination, Medial Knee Injuries, submit. These forms are highly
in a creative, high-quality environment. Petellofemoral Sydrome, Tear of Meniscus,  stomizable.

Smith and Nephew, Surgeons, etc.

+ We drive mass awareness an audience with
placement in the top ad position of Instagram's feed




7'{ smith&nephew

Google Search:

Sample Keywords Estimated Searches/Mo.
Knee Pain 600
Google Search: Knee Replacement 180
The Google AdWords is based on a "Pay Per Click" Arthroscopy 170
model (PPC), so you only pay when someone clicks on Partial Knee Replacement 80
your ad. Pay as you go for guaranteed traffic! Orthopedic Surgeon 270
Additionally, you are reaching users in live time who are Total Knee Replacement 55

searching for keywords in relation to your product.
Google Display:

Google Display:
Display Advertising offers trackable, interactive, rich .
media ads that can be delivered at scale to highly Contextual Keywords Impressions/Wk
targeted audiences. We use some of the most effective Knee Replacement Surgery 100K — 150K
targeting solutions to deliver our client’s value Knee Surgeon 15K-20K
propositions to their ideal customers across every Knee Surgery 150K-200K
il S0 Se Knee Doctor 15K — 20K
. Google Knee Surgery Doctor 50K — 100K
Partner Targeting:
- Contextual Targeting - Interest-Based Targeting
% = - Site Topic Targeting - Placement Targeting
[ —
e Better
Homes
|
Search Ad Placements Display Ad Placements Google Display Network
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Surgeon’s role!

» If the surgeon is “All In” then programs are successful!
« Surgeon will want to update his/her website.

«  Surgeon will need to let all of his staff know of events and how they will be participating to
assure success.

« Surgeon will communicate dates and times available for seminar lectures.

«  Surgeon will communicate to scheduler and his other staff the goals of events and who will
be in charge of immediate follow up of leads.

«  We will need an updated picture and bio on the surgeon.

« If willing and able the surgeon will supply electronic data base to agency lead for e-blast
 Banners and appropriate signage will be needed at the surgeons clinic offices.

« If video interview is developed, surgeon will schedule a date for filming crew.

«  Surgeon will want to pick a patient testimonial candidate if he/she has one which may be
appropriate for filming.

« Surgeon/staff will supply referring physician list of contacts for flyer dissemination.
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1st 30 Days Action Items

&
&
&

Who are the members at the site that will be driving the initiatives?
Supply Brand Guidelines
Determine Dates and location for “Meet the Robot”

Meet the Robot:

You will likely get the best turnout if you allow your staff to leave work a little early if they attend this.

It is nice if you have a letter from your CEO inviting those from the center and surgeon’s clinics to come and
see this new technology i.e. NAVIO

Another request from the respective surgeons

A time where the surgeon who has done the most cases gives a brief presentation of the value to patients
and their practice and center.

Secure a clinical person and request a sawbones for demonstration. Let your staff know that they will be
able to actually run the robot if desired and your surgeon can give a demo of how it works in conjunction
with the clinical assigned to your facility.

Usually the facility will supply light appetizers and beverage. Make sure they know that this is included.

The Igoal is for the staff to understand the technology enough so that they go home and tell their friends and

family about this new technology and potentially post it to their contacts dn Facebook, LinkedIn eftc.

100% of the budget comes from the center. We will supply a clinical to run the NAVIO if needed.
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15t 30 Days Action Items

Referring Physician Seminar:

- Find out what surgeons want to participate.

«  Get alist of all the contact information of the referring physicians for all surgeons. There may be others
they want to request in addition to this.

Put together a formal invite letter that looks like it comes from each surgeon with their picture on it and if it
is a new practice potentially the surgeon’s bio.

+  Send the invite via mail and e-mail and drop off at the offices if possible. Your surgeons should expect to
call each of them personally multiple times to increase the likelihood of their attendance.

« Itis really hard to get attendance for these events so | suggest that each surgeon places multiple phone
calls to the offices to request attendance.

*  You are letting them know that you are giving them an opportunity to understand this new robotic-assisted
technology so that they might offer more options to their patients and what it might mean for their care.

«  Offer a tour of the ASC

« Many offer beverages (wine) and heavy appetizers as an enticement. If not held at the ASC then a fine
restaurant with a prominent name can sometimes work as an attractant.

 If you can offer CME credits that often helps a lot.

+ 100% of the budget comes from the ASC but S&N can supply a tech to run the NAVIO as support. We are
willing to help where we can but if CME credits are given we are allowed little support financially.

- This is a good group to reach especially if they are willing to help you with communicating to the general
public about the outpatient procedures now available to their patient database.
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Surgeon and Center Database

This is a new technique we have been using that can be highly effective.

If the surgeon/surgeon’s office has been keeping records of the people who have come through
clinic in the past this can be a very low cost high reward group. As you might guess, 9 out of 10
patients who are seen and need a knee procedure often do not get one for various reasons so
this is a great audience to target. Our third party agency who is HIPPA trained and compliant
understand how to reach out to this group professionally and encourage them to attend
upcoming patient seminars. Patients who maybe were not ready to have their knee addressed
are now. Many of them were seen before NAVIO was released and robotic-assisted surgery may
be the new technology they have been waiting for.

We need to work with who can give us access to the electronic data records so that we can scrub
them appropriately so we are targeting correctly.

If we are lucky enough to get access to the surgery centers database, they too can be a valuable
asset. Maybe they had a shoulder surgery three years ago and need a partial knee today? They
all have friends and people talk.
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I:, .3 Website Development for Optimization

Contact for Web Designer and permission to work with and make
adjustments where needed is highly recommended for best overall market
analysis and results.

To provide high-level and detailed Event and PPC Campaign business
intelligence and ongoing reporting analytics to all program Stakeholders,
Hemii Media Group assigns customized and proprietary coding to areas of
websites, dedicated Landing Pages and Google Analytics accounts to track,
monitor and report on key campaign achievements. This proprietary
information can not be shared with outside vendors, in-house client contacts,
etc. due to the confidential and protected nature of our activities.

To accomplish these goals we require full and uninterrupted access to
existing websites, hosting servers and Google Analytic accounts prior to,
during and post campaign activities. Our reporting activities carry 6 months
beyond all campaigns to report on residual project achievements
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Lives on the main site but is specific to areas of the knee

This is a strategy often used because it has proven to be highly effective.
Robotic-Assisted Materials can be downloaded

It allows an easy space for potential patients to learn about options for care i.e.
conservative, partial and total knee replacement etc.

Video's can be uploaded

Patient testimonials

Implant details

Anatomical descriptions and approaches as well as terminology
Surgeon Locator

chation to sign up for Seminars/Events and patient contacts are gathered and routed for
ollow up.



Thank you
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