


– MedBank objective is to drive growth and new market share by delivering a 
differentiated customer experience in underserved non-acute market

– The focus was on three priority market segments; Ambulatory Surgical Centers, 
Behavioural Health, and Closed Door Pharmacies 
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Prioritized 
commercial 
use cases

Commercial DDA platform (Project Monaco)
BD.com

Tony Ezell

Master data and Business process excellence (Integrated mgmt. of main business processes 
and transactions, master data and IT systems at the enterprise level in support of the Product 
Digital Thread)

Jerry Flasz

Smart Factory, Smart Supply Chain
(Focused investments in “Make” & “Deliver” (e.g., OEE improvement, predictive maintenance 
and quality, autonomous scheduling) to accelerate reduction of costs, improvement in 
quality, return on capital and service level while optimizing inventory) Alexandre Conroy

Life Sciences

VeritorTM -At-Home 

Life Sciences

BDB Reagents 

Dave Hickey

Interventional

PureWickTM 

Simon CampionDave Hickey / Alexandre Conroy

Become a disruptive brand by 
delivering a differentiated, 
streamlined E2E patient 
experience in home care

Reduce lead time to support B2B 
direct e-commerce needs of 
reimagined bdbiosciences.com, 
building on E2E VSM

Drive patient activation through a 
B2C GTM model, enhance HCP 
and caregiver awareness, and 
integrate patient portal view

Medical

MedBankTM

Alberto Mas

Drive growth & new market share 
by delivering a differentiated 
customer experience in 
underserved non-acute market

Smart Factory, Smart 
Supply Chain

Omnichannel, 
customer experience

Integrated technology, 
master data, insights 
and analytics engine

Drive growth and new market share 
by delivering a differentiated 
customer experience in 
underserved non-acute market

DDA 
platforms

Backbone 
enablers
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MedBank Starting Point
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Rishi Sharma

Omnichannel 

Analytics

Brett Doucette

Sr. Digital 
Marketer

MediaWorks

Creative &
Media Agencies

Cristina Margate
Product owner

• Responsible for providing Business, Sales and Marketing 
goals/objectives, and overall strategy

• Support Marketing & Sales alignment

• Responsible for overall positioning messaging, story and 
customer journey

• Decision maker on campaign development and prioritization 
(existing role TBC – i.e., Brand or Marketing Leader)

• Drive Omnichannel analytics 
(e.g., segmentation 
analytics, A/B Testing, social 
listening, etc.)

• CREATIVE: Drives campaign assets, supports 
media and overall activation plan content, etc.

• MEDIA: Media strategy, media plan, media buying, 
reporting alignment

• Publish content on digital channels 
in accordance with governance laid 
down by DDA Platform team

• Coordinate campaign strategy

• Manage/update campaign strategy 
based on data analytics

• Dotted line to Sales Leader / Solid 
line to Marcom/Digital Lead

Region BU resources

Extended
team (e.g.,

MLR)

NA

C/X Content 

Strategist

Rory Semple

Scrum Master

• Master of day to day agile operations, 
ceremonies and dependency management

• Input and align content, support in 
campaign execution and tracking

• Works with “Product Owner” to map E2E 
content strategy for full funnel customer 
journey (content from lead/demand gen to 
sales revenue)

• Recommends content atomization 
opportunities, ensures consistency from 
campaign to sales interaction

• Can create some content, but also work 
with agencies to guide content creation 
work

Outsource, agencies

Region BU shared resource

• Jessica Zenter (Global Marketing Management)

• Krishna Polasani (Business Insights & Market data)

• Sales

• Communications

• Legal

• IT

• Lead and provide guidance across 
effort

• Transfer agile ways of working to BD 
team members

• Drive the identification of 
opportunities and facilitate the end-
to-end campaign optimization CDA

CDA

Sponsors • Participate in key meetings (e.g., Steering Committees) and provide input and 
guidance

• Resolve major roadblocks to ensure program progress and success 

Sponsors





Global Standard



1A 1B 1C 2A 2B

Assessment of “where 
we are” and gaps in 
current lead 
management process 

Design “where we 
want to go” i.e.,  future 
state lead scoring 
model with key 
definitions and outline 
of responsibilities 
across teams 

Plan “how to get there” 
and build roadmap to 
align on key activities, 
trainings to implement 
new approach 

Define what “good 
looks like” for 
metrics being tracked 
by marketing and 
sales teams

Align and discuss 
experimentation 
plan and how to 
optimize “test and 
learn” campaign
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objectives, process, 
timing, resources, 
hand-over criteria, 

metrics, reporting,...

Campaign Plan Communicate

SFDC, 3rd Party, 
Manually selected by 

Sales, On-line, ...

Email
Online Ads

Social
Events

SEO/SEA

Capture

Email open/click
Web site visits
Landing Pages

Events

Nurture

Raise interest to the 
point at which 1:1 
contact is needed / 

appropriate

Marketing 
Qualification 

Contact Customer 
and nurture to the 
point where a sales 

contact is 
appropriate

Nurture & Qualify

Sales Qualification
Prospecting

BDWoS

Qualify & Sell
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Efficient Storage
(34%)

Easy, Accessible Secure Storage
(31%)

Safe Storage
(35%)

Main Settings
More Likely Behavioral health, Closed -

Door Pharmacy (CDP)
More likely Ambulatory Surgery Center 

(ASC)
More likely Infusion center, Rehabilitation 

facility or Hospice

Affiliation Overrepresentation of Corporate Chains 
Overrepresentation of Independent 

Sites
Overrepresentation of IDNs

Top challenges
Supply cost containment

Infection prevention 
Controlled subtance management 

Inventory management
Infection prevention

Controlled substance management 

Supply cost containment 
Quality scores

Medication errors 

Likelihood to adopt each 
concept (adj.)

Concept 1 (Mini): 39%
Concept 2 (Tower): 35%

Concept 3 (MedFlex): 34%

Highest impression of concept 
Concept 1(Mini): 34%

Concept 2 (Tower): 38%
Concept 3 (MedFlex): 40%

Concept 1(Mini): 30%
Concept 2 (Tower): 41%

Concept 3 (MedFlex): 42%

Willingness to pay Average willingness to pay
More willing to pay for Cabinet 1 or 

2
More willing to pay for Cabinet 3

Most likely to be used in 
(Only for ASC) 

Medication room, Post-Op / PACU Post Op/PACU, Pre-Op Holding Medication Room, OR core area

Adoption impact if ADC 
cannot be placed in OR 

(Only for ASC)

OR Core Area: 67% less likely to adopt
OR Suite (Back Table): 32%

OR Core Area: 60% less likely to adopt
OR Suite (Back Table): 40%

OR Core Area: 61% less likely to adopt
OR Suite (Back Table): 41%

Top Methods for 
communication

Visit by company representative, Internet 
search 

Social media platforms, Internet search
Visit by company representative, Internet 

search

Wants a solution that offers automation 
and seamless reconciliation/report to 

reduce workflow burden

Wants safe, secure storage that is it 
easy to use with accessible support 

Wants a solution that focuses on safety 
measures and large storage options 



2222

Senior Physician, N = 17 Medical Director, N = 19 Pharmacy Leadership, N = 38 Nursing Leadership, N = 32

Offers secure storage options for 
expensive medications or supplies

Easy to refill/reload medications and 
supplies

Reduces potential drug diversion

Identifies potential drug/drug 
interactions

Offers secure storage options for 
expensive medications or supplies

Easy to refill/reload medications and 
supplies

Reduces the burden on nurses of logging 
medication administration allowing them 
to spend more time on patient care

Identifies potential drug/drug 
interactions



e.g., pain points & needs
e.g., hypotheses and measures



Clarissa is an experienced APRN, recently 
joining an ASC as the Director of Nursing, 
leading a team of nurses. 
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Otto landing page

Test & Learn experiment #2 - Targeting
- Hypothesis: We believe that we can will achieve a higher CTR on Tiers 4 and 5 ASCs than Tier 2 ASCs. 

We’ll cross-reference this with Otto as our persona.
- Our test:  We will split targeting list on DB by Tier size (large vs. small).
- Length of test:  20 days
- Desired outcome:  We’ll know which ad message resonates better Otto in a larger ASC vs. smaller ASC.

Demandbase ad - Otto

Becker’s ASC ad - OttoOutpatient Surg ad - Otto

Email – Otto

Subject Line:

Bringing medication management up to 

industry standards.

Subject Line ALT:

Controlled substance abuse can happen in 

your ASC. Here’s how to help lower that risk.

infographicebook



Med Mike landing page

Becker’s ASC ad – Med Mike

Email – Med Mike

Test & Learn experiment #1 –
Email Body Copy
- Hypothesis:  Using the 

videos, we can identify 
what types of video 
content and key messaging 
resonates most with 
Medication Mike.

- Our test:  We’ll test (2) 
emails w/ videos to see 
which resonates.

- Length of test:  2-3 days
- Desired outcome:  We’ll 

know which MedBank
video is most engaging for 
Med Mike. 

Test & Learn experiment #2 - Targeting
- Hypothesis: We believe that we can will 

achieve a higher CTR on Tiers 4 and 5 ASCs 
than Tier 2 ASCs. We’ll cross-reference this 
with Med Mike as our persona.

- Our test:  We will split targeting list on DB by 
Tier size (large vs. small).

- Length of test:  20 days
- Desired outcome:  We’ll know which ad 

message resonates better Med Mike in a 
larger ASC vs. smaller ASC.

Demandbase ads – Med Mike

snapshotchecklist













Confidential—For Internal Use Only

Campaign
optimizatio
n

Emails

Demandbase ads

Becker’s ad

Outpatient Surg 
ad

Campaign
optimizatio
n

Emails

Demandbase ads

Becker’s ads

LinkedIn paid ads

Google/Bing text ads

* = Will break in observance of 
Thanksgiving

** = Will break in observance of Dec. holidays

Campaign
optimizatio
n

Emails

Demandbase ads

Becker’s ads

Outpatient Surg 
ads

LinkedIn paid ads

LinkedIn paid ads

Campaign
optimizatio
n

Emails

Demandbase ads

Becker’s ad

ASCA ad

Google/Bing text ads



1. Research sources: OSG Research, Lextant Research, Customer Interviews, BD and Kearney expertise 
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Campaign 
strategy 
supporting sales 
business 
objectives (e.g., 
demand capture 
& demand 
generation)

Aligned definition 
of target 
customer and key 
buyer personas 
and journeys

Sales timely informed of campaign progress and results 

Standard 
application and 
coordination of 
lead scoring and 
handover

Regular feedback mechanisms to share 
learnings

Regular feedback 
mechanisms to 
share learnings



Source: MedBank Use case



Dedicated Scrum Master Role is imperative to scaling agile and executing multiple campaigns  

–

–

Heavy reliance on external agencies can impact sprint progress and output 

–

–

–

OOT to be aware of MLR process, and significant internal delay on core campaign assets 

– Scrum Master and Product Owner need to be aware of asset revision schedule to accurately estimate campaign 
launch date

– -It is imperative to allow enough time for assets to be redone 2-3 times when planning for campaign launch

Source: MedBank Use case



Reimagined to-be experience is a key input to strategic 
planning of potential solutions, and capabilities

Using one view of the to-be customer experience for lead management, campaign planning, 
service development will ensure an integrated experience as you roll out solutions   

Start marketing and sales planning with the customer, not 
the product at the centre

– To be-experience will help lay out what campaigns, services, content are need ed to move 
potential customers across the journey 

– Defined Omnichannel touchpoints will be an input market, sales and customer service 
activities and campaigns down the funnel 

Source: MedBank Use case



Evolve from a siloed lead management process to combined 
marketing and sales funnel across the customer journey

Strategic of CX solutions (e.g., campaigns, services) should go beyond lead generation – sales 
acceleration, customer loyalty are taken into account across the end to end experience 

Ensure Omnichannel orchestration team is working with key 
stakeholders to align customer-centric strategy 

Engage with sales to align on persona targeting, key messaging and tactics for campaigns 
across the customer lifecycle 

Source: MedBank Use case
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