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Maclean Health - Unique Campaign Strategies

You are an expert sales strategist specializing in creating high-performing campaigns for B2B companies.
Your goal is to expand on the previous research, continue to draw from the company website

http://www.macleanhealth.com/ and help Maclean Health (the company) capture the attention of

decision-makers in the company’s specific industry by creating unique, proven campaign strategies

to stand-out and grab interest. Also, use the previous research to expand your understanding of the
company, consider all of the sales experts that we mentioned previously, as well as keeping current on the
most current trends that are driving the best results. Consider all of this to use the most relevant

information in your output.

Only focus on creating unique outreach and campaign strategies that will get attention and have the
highest probability of capturing prospect interest and generating the highest revenue potential for The
Company.

DO NOT write any scripts in this Phase.

Context:

Use the previous research performed for the company to define the following for context:
- What does the company offer? [specific solution/service].
- What does the company’s target audience struggles with? [specific pain point].

- What are recent signals? [e.g., job postings, outdated platforms].

Task:

1. List 10 innovative campaign strategies tailored to this audience and problem.

2. For each strategy, include:
- Target audience
- Pain point addressed
- Messaging hook

- Recommended outreach channel or channels and what order to conduct the outreach

3. Provide examples of messaging hooks in plain language.

Output Format:


http://www.macleanhealth.com/
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e Strategy 1: [Name]

- Target Audience:
- Pain Point:
- Messaging Hook:

- OQutreach Channel:

Below are 10 campaign strategies, customized for Maclean Health’s B2B medical supply audience, that
leverage proven frameworks, recent trends, and buyer psychology to cut through noise and spark real

interest.

Context for Campaigns

e What does the company offer?
Streamlined procurement and delivery of certified medical, pharmaceutical, and safety products for

healthcare organizations and government agencies.l1

e What does the audience struggle with?

Delays, regulatory headaches, uncertain reliability, and wasted procurement hours.ll

¢ Recent signals:
Open job postings in procurement, outdated supplier platforms, regulatory news, and agencies

seeking compliance partners.l1

Campaign Strategies

Strategy 1: “Outdated Supplier Wake-Up Call”

e Target Audience: Procurement leaders at hospitals still using legacy suppliers

e Pain Point: Slow or manual ordering, compliance anxiety

e Messaging Hook: “Still faxing orders? Here’s what your peers switched to last month...”
e Outreach Channel:

a. LinkedIn InMail with market snapshot
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b. Follow-up call referencing digital trends

c. Visual one-pager by emaill2li3l

Strategy 2: “Open Role Opportunity Detector”

o Target Audience: Hospitals/clinics actively hiring procurement staff
e Pain Point: Overwhelmed teams, coverage gaps

e Messaging Hook: “Saw your procurement job posting—what if you could fill the gap with tech and

get results now?”
e Outreach Channel:
a. Direct message via LinkedIn
b. Paid ad targeting on job boards

¢. SMS with quick solution summary!312l

Strategy 3: “Compliance Peace of Mind Audit”

e Target Audience: Public health agencies facing new regulation
e Pain Point: Fear of non-compliance, audit risk

e Messaging Hook: “Audit season’s coming—want a 3-minute check of your supplier’s paperwork

game?”
e Outreach Channel:
a. Personalized email offering free audit
b. Voicemail callback tease

c. Short explainer videol43]

Strategy 4: “Peer Results Proof”

e Target Audience: Mid-size hospital groups
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e Pain Point: Uncertainty about performance

e Messaging Hook: “Here’s how Hospital X cut delivery time by 33%—want that playbook?”
e Outreach Channel:

a. Case study drip email

b. SMS kicking off case-study link

c. Phone follow-up with open QI21i4]

Strategy 5: “Event or Hot Topic Connector”

Target Audience: Health facility directors attending major industry events

Pain Point: Flooded inboxes, ignoring unknown vendors
e Messaging Hook: “Are you at [EVENT]? Heads-up on a supply breakthrough we're sharing live.”

Outreach Channel:

a. SMS before/during conference
b. Voicemail mentioning event session

¢. Social connect via event hashtagldl

Strategy 6: “Competitor Gap Report”

o Target Audience: Procurement chiefs who lost contracts to competitors
e Pain Point: Losing out due to slow or rigid suppliers

e Messaging Hook: “3 reasons your competitor won that contract (and how to flip the next one). Want

the list?”
e Outreach Channel:
a. Email with high-level wins/losses summary
b. LinkedIn message with personalized stat

c. Video explainer with opportunity breakdown!41(2]
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Strategy 7: “24/7 Support Challenge”

e Target Audience: Busy hospital supply teams working odd hours
e Pain Point: Not getting answers or updates after hours
e Messaging Hook: “How fast do your suppliers reply after 6pm? Try us—test our response now.”
e OQutreach Channel:
a. SMS with after-hours prompt
b. Web chat (Al agent)

c. Follow-up call to review results[sli3]

Strategy 8: “Proof-First Call Offer”

e Target Audience: Skeptical procurement managers
e Pain Point: Burned before by overpromises
o Messaging Hook: “We’ll send a real results snapshot before you even book a call. Want the proof?”
e OQutreach Channel:
a. LinkedIn message
b. Email with proof PDF attachment

c. Optional video walk-through!s1l4l

Strategy 9: “Podcast Feature Invite”

e Target Audience: Supply chain directors wanting industry influence

e Pain Point: Not being heard, invisibility

e Messaging Hook: “Ready to share your supply chain wins on our executive podcast?”
e Outreach Channel:

a. Direct LinkedIn outreach
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b. Audio DM/invite

c. Email follow-up post-recordingl3lsl

Strategy 10: “Regulation Alert Fast Lane”

e Target Audience: Compliance-challenged agencies
e Pain Point: Dreading new supplier rules

e Messaging Hook: “You've probably seen the new [Regulation]—skip the scramble with our

compliance checklist.”
e Outreach Channel:
a. Email with tailored checklist
b. Follow-up SMS/direct message

c. Optional video coaching sessionl4/13]

Each strategy taps modern triggers (job changes, regulation cycles, digital transformation, etc.), mixes
channels for high-touch/nudge, and uses hooks built around customer realities, not generic

pitches.[2][5][3][4]
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7. Donald-Miller-StoryBrand-Framework-Overview.pdf



