Objective

The objective of the campaign was to promote WellSky’s
long-term care solution as a cost-effective, high-value
platform for providers navigating rising operational costs
and increasing demand for care. It aimed to drive
awareness, engagement, and lead generation through

strategic, value-driven messaging.

Components of campaign

Savings calculator

Target audience

Direct mailer

The campaign targeted long-term care providers,
including administrators and decision-makers at skilled
nursing facilities, assisted living communities, and
other post-acute care organizations seeking scalable,
affordable technology solutions.

Jo Paid social posts

This interactive tool allowed
providers to visualize potential cost
savings by switching to the WellSky
solution. Designed with simplicity
and clarity in mind, the calculator
provided personalized insights,
making the financial benefits of the
WellSky platform tangible and
immediate.

A thoughtfully crafted mailer with
calculator shaped cookies was sent
to targeted long-term care
providers. The design featured
clean, modern visuals and
messaging that emphasized
WellSky’s leadership in care
technology, its commitment to
affordability, and its role in helping
providers thrive in a changing
healthcare landscape.

A series of video ads ran across
LinkedIn, using bold visuals and
concise messaging to highlight the
value of the WellSky solution.
These posts drove traffic to the
savings calculator and campaign
landing page, generating
engagement and qualified leads.




$ See how much you could save

Savings calculator

Objective:

Provide pe rsonalized pOtentiaI cost SaVingS How much do you currently pay for your Fill out the form and your estimated
EHR per month? * savings* will appear.

insights, making the financial benefits of the Fter your estimated monthly amount

WellSky platform tangible and immediate. | ’ 8 |
How many total facilities do you have at Last Name *
your organization? * Q ’

‘ ’ Company Name *

USEd aCross various ChannEIS: How many total licensed SNF beds are at S ’
Marketing email your Organization? Work Email *
Paid social posts | ’ = |

Orga niC SOCiaI pOStS How many total licensed Assisted Living “

beds are at your organization?

Trade shows | |

Direct mal ler How many total Independent Living beds
Sales Outreach are at your organization?

Who is your current EHR provider?

How many years have you used your
current EHR?
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Direct mailer

Objective:

A thoughtfully crafted mailer with
calculator shaped cookies and a flyer was
sent to 30 targeted long-term care
providers. The creative featured
messaging that emphasized

WellSky’s leadership in long-term care
technology, its commitment to
affordability, and its role in helping
providers thrive in a changing healthcare
landscape.

WellSky Long-Term Care

With WellSky Long-Term Care, you get more than just an EHR.
You get a true partner, committed to revolutionizing care with
an innovative, Al-driven suite of solutions built specifically for
long-term care. And it's all intentionally priced to help you
protect and improve your margins.

Scan the QR code
to see how much
you could save with
WellSky Long-Term
Care.

g-Term Care




Paid social posts
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-:l': Calculate your savings now

A2\ WellSky

WellSky Long-Term Care can
save your facility money.

Use our free savings calculator to see how much you can save!
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, Use our free savings calculator to see how much your facility
can save with WellSky Long-Term Care.

Objective:
Create awareness and drive the target audience to the pricing calculator.

Measuring success in:

Total impressions: 145,504
Total clicks: 141

Run time: 1 month
Budget: $2,000
Targets:

List of target long-term care organizations

Industries: Long-term care, nursing homes and residential care facilities,
hospitals, medical practices, hospitals and health care

Audience demographics: healthcare services, operations, community and
social services, administrative

Job titles: owners, CEO, president, vice president, senior vice president,
director of nursing, administrator

Results:

High number of impressions, which tells us that these particular targets have
been greatly exposed to this campaign in tandem with our other marketing
tactics.



Sales enablement

WellSky LTC pricing campaign direct mailer

‘We are sending ~ 30 direct mailers to Long- 15pects. Th each have
half & do: haped and d d cookies and & flyer with messaging related . jons with Campaign
to this pricing and a QR code pointing towsards the savings calculator landing page. Sales & S a
- - . . . LTC OTBS 2025 06-02 LTC pricing mailer
will share the target prospects with marketing and will be responsible for follow-up on TBS 2025 06-02 LTC pricing mailer P 9
these accounts.

adm WellSky

Table of Contents
links

Procass
Follow-up cad

[*] Member Type [¥] Member First Associated Date [¥] Member Status Update Date []

Contact 5 6252025

WellSky Long-Term Care
Pricing Campaign — Direct Mailer

Contact S 8232025

Contact 5 Bi2512025
Salesforce links.
e LTC DM 3023 D6-02 LTC pricing meiler - Salesforce eampaign with target contacts
to receive mailer. Use this to vi List of i
e LTCDM2025 08-02 LTC pricing mailer - Salesforce report with campaign members.
. o port.

list of car nbers

Contact 5 6232025

Contact S 8252025

Contact S 8232025

2 2 2 B2 2 3 &
2 ¢z 3 % 2 % 7

Contact 5 6232025

TC.OTES 2025 06-02 LTC prici - .
toreceive mailer. Use this campaign to update member statuses.
LTC OTES 2025 08-02 LTC pricing mailer - Salesforce report with campaign
mamibers. Use this to view complete list of campaign members in 2 report.

o LTCprici i —— . . i -
with the subject line "LTC pricing mailer campaign outreach™

Contact S 8252025

Contact S 8252025

Contact 5 Bi2512025
Diffarence between DM snd OTBS campaigns

« DM i ised yone who was sent the diract mailer and any
action the person tskes on their own — like requesting s demo vis the QR code. Sales
tesmmate do nat up i Df [

» OTBS campaigns are used to track everyone who was sent the direct mailer and the
impact of the sales teammates follow up attempts - like scheduling s mesting
(converted), opening an opportunity (oppartunity), stc.

Contact 5 6252025

Contact 5 8252025

Gontact 5 §125/2025
Contact 5 6125/2025
Contact 5 61252025
Contact s §125/2025
Process Gontact 5 §125/2025

1. Everyone who was sent the mailer is 8 member of the OTBS camipaign. Contact 5 61252025

g & 2 2 8 & 2 2 B & 3 2
g ¥ 2 2 & ¥ 2 % 2 T % 37

Contact S 8252025

Hosted enablement presentation Created an enablement guide for the sales Created an outbound sales campaign for
to educate sales about the goals of the team to reference; it included details about sales to monitor outreach and document
campaign, the different elements of it, the different marketing motions and the notes.

and the expectations regarding corresponding outreach templates
outreach. and Salesforce campaign links.
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