
 

Context Summary 

What does Century Pharmaceuticals offer? 

Century Pharmaceuticals provides Dakin’s Solution—a clinically proven, affordable wound 

cleanser available in multiple strengths, trusted for over 100 years. It is used by hospitals, 

clinics, home health agencies, and pharmacies to clean and help heal acute and chronic 

wounds. 

What does the target audience struggle with? 

• High wound care costs 

• Infection risk and slow healing 

• Complexity and lack of accessibility in wound care solutions 

• Concerns over cytotoxicity and outdated products 

• Pressure to improve outcomes and reduce readmissions 

Recent Signals 

• Hospitals and clinics posting wound care job openings 

• Use of outdated or expensive wound care products 

• Increased demand for home health and telemedicine wound care 

• Growing interest in digital transformation and data-driven care 

 

10 Innovative Campaign Strategies for Century Pharmaceuticals 

 

Strategy 1: “Wound Care Cost Breaker” Audit 



• Target Audience: Hospital and clinic purchasing managers, wound care directors 

• Pain Point: High spend on wound cleansers with tight budgets 

• Messaging Hook: “How much could you save if your wound cleanser cost 75% less, with 

no compromise on results?” 

• Outreach Channel: 

a. LinkedIn InMail 

b. Personalized email 

c. Follow-up phone call 

 

Strategy 2: “Infection-Free Challenge” 

• Target Audience: Infection control nurses, directors of nursing 

• Pain Point: Persistent infection rates and pressure to reduce readmissions 

• Messaging Hook: “Ready to cut wound infection rates by up to 50%? Try Dakin’s Solution 

in your toughest cases—risk-free.” 

• Outreach Channel: 

a. Email with case study 

b. 1:1 video message 

c. Phone call 

 

Strategy 3: “Ditch the Outdated Cleanser” Swap 

• Target Audience: Hospitals/clinics using legacy iodine or saline products 

• Pain Point: Using harsh, outdated, or less effective wound cleansers 

• Messaging Hook: “Still using iodine or saline? See what wound care looks like in 2025—

gentle, effective, and affordable.” 

• Outreach Channel: 

a. Direct mail (swap kit offer) 



b. Email 

c. LinkedIn 

 

Strategy 4: “Wound Care ROI Calculator” 

• Target Audience: CFOs, procurement teams 

• Pain Point: Difficulty quantifying wound care ROI 

• Messaging Hook: “What’s your real cost per healed wound? Our free calculator shows 

how Dakin’s can boost your ROI.” 

• Outreach Channel: 

a. LinkedIn message 

b. Interactive landing page 

c. Email 

 

Strategy 5: “Nurse Hero Testimonial Series” 

• Target Audience: Nurse managers, clinical educators 

• Pain Point: Staff skepticism and change resistance 

• Messaging Hook: “Hear from nurses who switched to Dakin’s—less hassle, faster healing, 

happier patients.” 

• Outreach Channel: 

a. Video email 

b. Social media posts 

c. Internal hospital newsletters 

 

Strategy 6: “Open Job Signal” Outreach 

• Target Audience: Facilities posting wound care job openings 



• Pain Point: Staffing shortages and onboarding delays 

• Messaging Hook: “Hiring for wound care? Let Dakin’s Solution lighten your team’s load—

fewer infections, less rework.” 

• Outreach Channel: 

a. LinkedIn (targeted at job posters) 

b. SMS (where appropriate) 

c. Follow-up call 

 

Strategy 7: “Wound Care Innovation Webinar” 

• Target Audience: Wound care specialists, clinical leaders 

• Pain Point: Keeping up with best practices and new products 

• Messaging Hook: “Join our 20-minute webinar: The latest in wound care—how hospitals 

are saving big and healing faster with Dakin’s.” 

• Outreach Channel: 

a. Email invite 

b. LinkedIn event 

c. Post-webinar nurture sequence 

 

Strategy 8: “Competitor Cleanser Comparison” 

• Target Audience: Decision-makers using premium wound cleansers 

• Pain Point: Paying more for similar or less effective products 

• Messaging Hook: “See how Dakin’s outperforms [Competitor]—for up to 4x less. We’ll 

send you the data.” 

• Outreach Channel: 

a. Email with comparison chart 

b. LinkedIn message 



c. Phone follow-up 

 

Strategy 9: “Patient Story Spotlight” 

• Target Audience: Home health agencies, patient care coordinators 

• Pain Point: Patient compliance and satisfaction 

• Messaging Hook: “Real patients, real results—how Dakin’s made wound care easier at 

home.” 

• Outreach Channel: 

a. Social media video 

b. Email newsletter 

c. Blog post 

 

Strategy 10: “Wound Care Champions Referral Program” 

• Target Audience: Existing satisfied customers (nurses, administrators) 

• Pain Point: Trust in new solutions, slow word-of-mouth 

• Messaging Hook: “Know a facility struggling with wound care? Refer them and get 

exclusive rewards.” 

• Outreach Channel: 

a. Email 

b. LinkedIn message 

c. Direct mail reward kit 

 

Example Messaging Hooks (Plain Language) 

• “How much could your hospital save if wound cleansers cost 75% less?” 

• “Ready to cut infection rates by half? See how Dakin’s Solution stacks up.” 



• “Still using old-school wound cleansers? Here’s what’s working in 2025.” 

• “Hiring for wound care? Let us help your new team hit the ground running.” 

• “Hear from nurses who made the switch—less hassle, better healing.” 

• “Want a free side-by-side test of Dakin’s vs. your current cleanser?” 

• “See how real patients are healing faster at home—with less stress.” 

 
These strategies are designed to break through noise, leverage current trends (cost pressure, 

digital transformation, peer proof), and create urgency and curiosity—maximizing Century 

Pharmaceuticals’ revenue potential and market presence[1][2][3][4][5][6]. 
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