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Introduction
Choosing a HIPAA-compliant performance marketing platform is a high-stakes decision. The
wrong choice can create compliance risk, implementation drag, data quality issues, and lost
marketing performance. But in many evaluations, the bigger challenge is that the buying
committee is not fully aligned on the criteria that matter most.

With this guide, you’ll be better poised to understand the important questions to ask of your
vendor, expose hidden implementation risk, and compare vendors intelligently — not on
whether they sound compliant, but on how specifically they will enable your teams to
implement confidently, protect performance, and operate successfully in healthcare.

As you engage with vendors, start by distinguishing between strong, well-supported answers
and those that lack clarity and specificity:

Strong answers sound: concrete, specific, backed by real examples, and clear on which
party is responsible for distinct tasks.
Weak answers sound like: vague promises, responses that talk around the question,
indistinct proof points, and answers that push work and risk back onto your team.
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This guide is your ultimate tool to create cross-team
alignment across buyers and internal champions. Use it
to drive more aligned decision-making, smoother
implementation, and long-term success.



Start your vendor evaluation
with the must-ask questions
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1.Do you have people with direct healthcare
privacy and healthcare marketing
experience, not just generic SaaS
implementation backgrounds?

2.What practical guidance do you provide on
HIPAA-safe event decisions, beyond “ask
your legal team”?

8.Which of the capabilities
you are selling are fully
live, production-ready,
and in use by customers
today?

9.Which integrations are
truly productized and
supported today, versus
partner-led, roadmap, or
partially implemented?

10.What enterprise
healthcare customer
outcomes can you prove
publicly, not just claim in
the sales process?

11.How does your platform
help healthcare marketers
improve performance and
make better decisions,
not just stay compliant?

3.What level of variance or data loss do you
consider acceptable during migration and
rollout?

4.Who owns parity validation, QA,
deduplication, and troubleshooting before
go-live?

5.What implementation work will our team still
own after signature, and what does
implementation support actually mean in
practice?

6.How do you migrate a complex existing
setup without forcing manual rebuilds or
introducing data errors?

7.How much internal engineering time should
we realistically expect for setup and
ongoing maintenance?

Team & Expertise Product
Readiness &
Integrations

Outcomes &
Performance
Impact

Implementation, Migration
& Ownership

Use these introductory questions to quickly assess vendor capabilities, surface potential risks,
and set a strong foundation for your evaluation.

Buyers Guide



1) Privacy expertise and
healthcare guidance
In healthcare, buyers do not just need software. They need judgment, pattern recognition, and
practical guidance for operating in a compliant way.

These questions will help reveal whether a vendor brings real-world healthcare judgment
and guidance:

Do you have people with direct healthcare privacy and healthcare marketing experience,
including experience making these risk and performance decisions inside a healthcare
organization?
Who on your team helps customers think through privacy-safe event and destination
decisions? 
What recommendations do you typically give customers on what should and should not be
shared downstream?
How do you help customers prepare for conversations with legal and compliance?
Can you share examples of how you have guided healthcare marketers through ambiguous
or higher-risk scenarios?
When the answer is “it depends,” how do you help customers make a decision?
Has the use of your products ever resulted in an unauthorized disclosure of health
information?
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Clear recommendations, concrete
examples, and evidence that the
team includes people with direct
healthcare privacy and healthcare
marketing experience who have
made these decisions in practice.

Generic compliance language,
repeated deferral to legal, or no real
point of view on how healthcare
teams should operate safely.

What strong answers
sound like:

What weak answers
sound like:

“Ask your legal team” is not enough. Good vendors do not replace counsel,
but absolutely help customers frame decisions, understand common patterns,
and avoid obvious mistakes.

Why this matters:
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2) Data Quality, Validation,
and Trust
A healthcare marketing platform is only as good as the trust that teams have in the data. If
attribution, conversion reporting, or event delivery become questionable, the downstream
damage can be significant.

Ask these questions to understand how seriously the vendor takes data integrity:

How much data loss is expected?
What level of data variance do you consider acceptable?
How do you validate parity before customers fully switch over?
What happens if campaign performance drops after launch?
How do you detect dropped events or delivery failures?
Is there an automated retry system?
How do you help customers investigate reporting discrepancies?
What controls exist per event and per destination?
How can we use first-party approaches to improve privacy and data integrity?

5

Defined variance thresholds, a clear
validation process, and a concrete
plan for investigating discrepancies
or performance drops.

Shrugging off data loss, vague QA
language, or no clear owner when
numbers stop matching.

What strong answers
sound like:

What weak answers
sound like:

Buyers should understand whether a vendor treats data integrity as mission-
critical or as something to sort out later.

Why this matters:
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3) Customer Credibility and
Proven Outcomes
At the end of the day, the strongest proof is customer outcomes, not feature claims.

Dig into the evidence behind their customer results:

What enterprise healthcare customer outcomes can you prove publicly?
Which customer stories are from organizations that look like us in scale, complexity, and
business model?
Can you share quantified outcomes, not just general satisfaction quotes?
Can we speak directly with customers who completed a complex implementation and are
seeing measurable results?
What evidence do you have that your platform improves both compliance posture and
marketing performance?
How many public customer stories do you have with meaningful metrics attached?
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Named customers, public case
studies, quantified outcomes, and
references that speak to both
implementation quality and
business impact.

A handful of short testimonials,
mostly small-company examples, or
stories that talk about the product
without proving measurable results.

What strong answers
sound like:

What weak answers
sound like:

The best vendors can point to real customer results, including from true
enterprise healthcare organizations with meaningful complexity.

Why this matters:
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4) Implementation Reality
A lot of platforms look simple in a demo. The real question is what happens when your team has
to migrate an existing stack, preserve performance, and get live without disrupting the
business.

These questions will reveal how much of the implementation your team will truly own:

What implementation work will our team still own after signature?
What does implementation support actually mean in practice?
How do you migrate an existing GTM or CDP setup today?
Can you replicate our current setup, or will we need to rebuild pieces from scratch?
What migration tooling do you provide to reduce manual work and prevent errors?
How do you handle parity testing between the old setup and the new one?
Who owns troubleshooting if numbers do not match after launch?
How do you handle deduplication across multiple implementation paths or overlapping
instrumentation?
What is the shortest implementation you have seen for a setup like ours? What is the
longest?
What internal resources will we need to assign to make this successful?
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A concrete migration plan, clear
ownership for QA and parity, and
specific tooling that reduces
manual work.

Hand-wavy implementation promises,
vague “white glove” language, or
unclear answers about who will
actually do the work.

What strong answers
sound like:

What weak answers
sound like:

Implementation complexity is where polished sales motions often start to
crack. Buyers should know whether they are purchasing a partner who can
lead the rollout or a tool that puts the hard work on their team.

Why this matters:
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5) Support Model and
Partnership
The support model you buy is often as important as the software itself. 

These questions will uncover the level of partnership and support you’ll have during and
after implementation:

What support is included in the contract?
Do we get dedicated implementation and post-go-live support?
Who will actually be on our account during rollout?
What experience do they have with other customers just like me?
How do you support customers after implementation is complete?
What do your best customers say about working with your team?
Can we speak directly with customers who had a complex implementation?
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Named people, clear healthcare
experience, defined implementation
and post-go-live support, and
customer references that speak to
the partnership.

Generic support promises, unclear
resourcing, or a model that gets thin
once the contract is signed.

What strong answers
sound like:

What weak answers
sound like:

Buyers should know whether they are getting a strategic partner or a lighter-
touch vendor motion with a lot of burden pushed back onto internal teams.

Why this matters:
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6) Business impact and
decision-making
The right platform should do more than help a team stay compliant. It should help marketers
understand what is working, make better decisions, and improve performance.

Ask:

How does your platform help healthcare marketers improve performance, not just reduce
privacy risk?
What insights or decisioning capabilities help teams understand what is working and what is
not?
How do customers use your platform to optimize spend, improve conversions, or prove
marketing ROI?
What reporting, measurement, or attribution capabilities help teams act on the data they
collect?
Can you share examples of customers using your platform to drive business outcomes, not
just maintain compliance?
How does your product help teams do more with less?

9

A clear connection between
compliant data collection and better
measurement, optimization, and
business outcomes.

A compliance-only story with little
explanation of how the platform helps
marketers make better decisions or
drive growth.

What strong answers
sound like:

What weak answers
sound like:

Healthcare marketers are not buying privacy software in a vacuum. They are
trying to protect performance, defend budgets, and prove impact.

Why this matters:
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7) Features: What Exists vs.
What Is Being Sold
Not every capability discussed in a buying process is equally mature. Buyers should separate
what is live and usable in the product today from what is still inaccessible or on the roadmap.

Clarify today’s product capabilities and how vendors stay accountable to their roadmap with
questions like:

Which capabilities are fully live and in production today? Show me. 
Which capabilities are in alpha, beta, limited release, or customer-specific rollout?
Which features require additional implementation work, additional products, or custom
support?
Which features are on the roadmap but not broadly available yet?
Can you show us real customer usage of the capabilities most important to us?
If a feature is not ready when promised, what happens?
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Explicit feature status, real customer
usage, and clarity on what is live
versus gated, beta, or roadmap.

Vague availability language, “coming
soon” promises, or an inability to
show the capability working in
production today.

What strong answers
sound like:

What weak answers
sound like:

Buyers should not assume that everything shown in a pitch is equally
available, mature, or supported in practice.

Why this matters:

Buyers Guide



8) Integrations and
Integration Depth
A named integration is not always the same thing as a fully baked, production-ready integration.
Buyers should pressure-test what proportion of the integration is truly supported versus how
much still has to be operationalized internally.

Ask:

Which integrations are fully productized today?
For the integrations most important to us, what does setup actually involve? What exactly is
required of us vs. you?
Are these true supported integrations, or partner relationships and workarounds?
If we use platforms like ad platforms, analytics tools, call tracking tools, CRMs, and MMPs,
what will your team own versus what will ours own?
If an integration is not fully available, what is the actual timeline and what is the interim plan?
What happens when an integration breaks, changes, or needs debugging?
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A clear explanation of what is live,
what setup involves, and who owns
implementation, debugging, and
ongoing support.

Partnership language without
technical specifics or go-to people,
logo slides without operational detail,
or support that disappears once
implementation gets complicated.

What strong answers
sound like:

What weak answers
sound like:

Buyers should not evaluate integrations based only on logos on a website.
They should understand the depth, support model, and operational reality
behind each one.

Why this matters:
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9) Economics and Long-
Term Viability
Low pricing can be attractive, but buyers should make sure the economics support the level of
service, innovation, and durability they expect.

Ask:

What exactly are the onboarding, support, or implementation costs?
How do overages work?
What level of support and product development does your pricing model sustainably fund?
How should we think about the tradeoff between lower upfront price and higher internal lift?
What happens to the support model as your customer base grows?
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Transparent pricing, a support model
that clearly matches the scope of
what is being sold, and a credible
explanation of how the business
supports long-term service and
product investment.

Pricing that sounds too good to be
true, unclear limits, or no clear
explanation of how the vendor
sustainably funds support,
implementation, and innovation.

What strong answers
sound like:

What weak answers
sound like:

The real cost of a platform is not just the contract. It is also internal
engineering time, rollout risk, data trust, and time to value.

Why this matters:
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Rubric: How to Build Buyer
Consensus Internally
This rubric gives champions a standard way to evaluate the criteria that will matter after the
contract is signed alongside your internal stakeholders.

If the answers stay vague, don't directly address the question, lack proof points, or shift
responsibility back onto your team, that is a risky long-term signal.

Evaluate each vendor across 7
categories:

Privacy expertise
Data trust and validation
Customer credibility
Implementation reality
Support and partnership
Business impact
Feature and integration
readiness

For each category, ask:

What did they claim?
What evidence did they
provide?
What will our team still need to
own?
Where are we making
assumptions?
What would create risk after
signature?
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3 - Strong: clear, specific, and backed by evidence
2 - Mixed: partially clear, but with meaningful assumptions or gaps
1 - Weak: vague, unsupported, or dependent on future promises

The vendor with the higher score demonstrates strongest alignment toward your
most important, long-term success criteria. 

A straightforward scoring method
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Example Rubric:

Vendor 1 Vendor 2

Privacy
expertise

Data trust
and validation

Customer
credibility

Implementa-
tion reality

Support and
partnership

Business
impact

Feature and
integration
readiness

Scoring

What did they claim?
What evidence did they provide?
What will our team still need to own?
Where are we making assumptions?
What would create risk after signature?

3 - Strong: clear, specific, and backed by evidence
2 - Mixed: partially clear, but with meaningful assumptions or gaps
1 - Weak: vague, unsupported, or dependent on future promises

What did they claim?
What evidence did they provide?
What will our team still need to own?
Where are we making assumptions?
What would create risk after signature?
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Summary

Connect with our team to learn how 250+ healthcare marketing
teams have moved forward with confidence using Freshpaint. 

Visit Freshpaint.io

Contact us at sales@freshpaint.io 

Connect with us on Linkedin

Meet with us

The right Healthcare Marketing Platform should feel like a true partner to your team — one that
understands the real pressures you’re under and helps you move forward with confidence. It
should support the complexity of your existing stack without adding friction, provide clear,
practical guidance when decisions get nuanced, and bring proven experience helping teams
like yours succeed. Most importantly, it should give you confidence not just in compliance, but
in your ability to go live smoothly, protect performance, and drive meaningful outcomes from
day one.
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