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Place your contact information
above the fold.

Your contact information should be
visible, preferably at the top of the
homepage, so that visitors do not
have to search for a phone number
or address if they want to contact
the business,”

Also, if you use social media to
connect with customers, put your
social links in the website header or
footer, where they are easily found.



Make it easy to navigate.

Web designers advise limiting your
top-level navigation menu to five
clearly labeled tabs, with related
pages organized under them.

You should also offer a clear way
to get back to the homepage no
matter where your users land.



Creating or Enhancing your
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If a site has too much
Information, it
overloads the mind,
making it unable to
retain the new
Information.
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9.

Keep your design simple.

DO: Short paragraphs and bullet points also
make the information more scannable and likely
to be read.

DON'’T: use a lot of different fonts, colors, and
GIFs.

. Get personal.

Add pictures of you and your staff. Add pictures
of your residents and family members (NOTE:
you must have their written permission before
doing so). Add pictures of residents
participating in fun activities. Add pictures of
your facility, the common areas, the yard, the
model room(s). Add pictures of the meals you
serve.
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Creating or Enhancing your Website

11.Make sure your website copy is customer-oriented.

Remember: who is your customer? A 20-year old? No -
families and MAYBE an actual, potential resident.
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When you are planning the content on your website, try to
think about it from the customer’s point of view. If you were a
prospective customer, what information would be helpful to
you? What level of knowledge or expertise would you have
already, and what would you need explained in more
detail? By focusing on your content from the customer’s
perspective, you can keep them on your site longer and are
more likely to create a long-term relationship with them that
results in a sale.



12. Incorporate SEO best practices.

You may have the best website in your
industry, but it won’t do you a bit of
good if people can’t find it.

When people are looking for
information online, they go to search
engines, especially Google. Usually,
they find what they are looking for on
the first page of the search results, so
that is where you want your company
to appear. How many times have YOU
scrolled down past the first page??
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“Who’s Online” data:

What does this indicate? That YOU
need an online presence!
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Some facts to keep in mind:
1. Do not start campaignsift

Facebook

il not be followed through.
o]
e
t a
u to C an .

always be current within minutes for success.

3. Knowledge is power. Add:
Articles to families
Information articles from physicians
Testimonials

4. Never ignore a negative comment posted.



Internet Leads

How Do You Turn Internet Leads Into Leases?

Don’t Give Up! — Studies show that 48% of
salespeople give up after the first contact and 25%
after the second. In some cases, a prospect may
simply need additional time to sort through the
information he has gathered. Stay in touch with your
prospect either via email or by telephone.

Your prospect will be more attentive to your messages
and calls if he knows you are truly interested in
ensuring he finds the right place to live. In every
follow-up effort, resell your product, your services and
you. This will help the prospect to remember what you
have to offer.

- Suggestions: find out their birthdays, anniversaries,
interests, etc. Follow-up with cards, small
inexpensive gifts. Remember...you can make a
lasting impact.










Getting Them
INn The Door
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External Sources:

Your competition

Senior organizations
Senior services

Adult day care
Alzheimer’s Associations
Support groups
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External Sources (cont’d):

Barber shops

Country clubs

Florists

Hearing aid centers
Optometrists

Rehab centers

Skilled nursing/acute care
Dentists

AARP
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What is the goal of a
marketing event?

Getting people in your dootr!

Informing people about your
facility

Informing people about
assisted living, ARF’s, etc.

GET THEM IN THE DOOR!

I pajsissy
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Either create your own
marketing event

or

Sponsor a marketing
event

Example: be a sponsor
of the Alzheimer’s walk,
donate money to a
“cause” and be listed on
their flyer, etc.






Host a Holiday Boutique

Make it a fundraiser or
co-host it with a local
charity (Alzheimer
Association?)

Be sure to advertise.






Marketing Events (cont’d)

(fill in the blank) Happy Hour

o Realtors — this benefits you and them.
Some residents need to sell their house
to move into your facility — help them.

o Nurses — ask your residents if they know
any nurses who need to be recognized
and appreciated.




Invite the Long-Term Care Insurance
agents/brokers in for a
tour/lunch/Happy Hour



What are you an expert on?

Assisted Living or Adult Residential
Living

v Share your knowledge.

v Prepare a 30 minute “seminar” and
find an audience.

v Audience ideas: local senior center,
senior apartment community, etc.






If you have a condo or
housing development in your
area without a clubhouse or
meeting room, offer to host
their monthly Board Meeting.

Host other meetings, as well.
Rotary, Soroptomists Club,
Women’s groups, Men’s
group, etc.









OK - they like the
look of your
facility.

Now they come
INn for a tour.....



What is your ultimate goal for a tour?

remember you

memorable experience






What is the first thing your
prospect is going to see”?
Sleeping residents? Activities?

What is the first thing your
prospect is going to smell?
Hear? Feel?

Do you have a desighated
person for the prospect to
meet with?




Do you have a
designated office or
guiet place to sit
down and discuss
why they are there?

Do you have printed
material to hand
them?

Offer them a
refreshment.

If you can, try to find
out their HOT button
SO you can plan
your tour
accordingly.







Marketing

Once you identify the person’s HOT button, you
can focus your marketing on their need.
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How do you find out what their HOT button is?

Ask them!

Interview them,;

Observe them;

Ask them open-ended guestions; and
LISTEN!!!

01 & Rl
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Determine their HOT
button and design the
tour around it.

Why Is the prospect in your
facility today? Focus on
that.

Plan your tour
accordingly.
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Involve the prospect.

The sooner your gain their
Involvement, the easier it is to
gain understanding and
confidence.

Ask guestions.












Assume the sale.

Use phrases like “Once your
mom moves in with us, you’ll
see how much easier it’ll be
on you not worrying about her
all the time” or make a
statement that relates to their
HOT button.



Have fun, smile and relax.

You are more attractive to
a prospect when they can
see that you really like
your job and your facility.

This isn’t brain surgery, it’s
helping people!
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The Chcics Close
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The Test rive Close



You should always do the
following for EVERY tour:

1. Thank them for coming in.

2. Give them something to
remember you by
(marketing material, gift,
etc.).

3. Send them a thank you note
or card.

4. Put them in your database
for future events, specials,
etc.










welcome
appreciated












2. Don’t make promises unless you
WILL keep them!

= Over-promising and under-delivering
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= Reliability and honesty are the keys to any
good relationship.

= Think before you promise — nothing annoys
customers more than a broken one.
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Answer all incoming calls before
the third ring.

When you answer the phone, be
warm, enthusiastic and SMILE! Your
smile can be “seen” through the
telephone.

Answer with an appropriate
greeting — but not too long. “Good
morning, Sunshine Park.” NEVER
“HELLO?”
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Use this initial call to try
to build a rapport or
relationship with the
prospect.

It’s typical that
prospects call 4-5
facilities before they
visit.

Typical first question —
how much?

Assisted Living Education



n B W%

L L -




Ask the
person’s
name. Use
their name
throughout
the
conversati
on.

Find out
how they
heard
about you.

Determine
their need
and focus
on it.

Ask the
“W’s” (see
next page)

If you can, Setup a
get their tour or visit,
telephone if possible.
number

and

address.

Create a
lasting
impression
— how will
they
distinguish
you from
your

competitor
?

Follow-up.
Follow-up.
Follow-up.
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Editorials

Editorial:

= A writing style used to express
an opinion or reaction to
timely news, event or an issue

uoneonp3 BUIAI palsissy

of concern.

= Most editorials are used to
Influence readers to think or
act the same way the writer
does.
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Name and Square Move-in

Address Unit Type | Footage |  price Costs Specials
Acme Villa Studioand 1 | 550-700 | $2,700to | $1,000 1 month free
Irvine, CA bedroom apts $4,000 +
100 apts services
Sunshine Apts- Shared 1 120 $2,500 all $500 3'Y mo. free or
Tustin, CA 6 bed bedrooms inclusive waive move-in

fee

Fun Guest Home- | Shared and 125-160 | $1,800 or None None
Irvine private 1 $2,700 all
6 bed bedrooms inclusive
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The local
Chamber of
Commerce -
why join?

What is the
Chamber of
Commerce?




Member benefits: links businesses with
other business members, officers, leader
and managers, and elected officials to
enhance economic growth and
development.

Promotes your business with advertising,
referrals, publicity (i.e., listing in their
resource directory).

Networking and social events you can
participate in.



PaXe (W/21gil2d You can advertise in their monthly newsletter, on
in their website or through their press releases

Host Host a support group

Be Be listed on their Senior Housing Finder list
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Giveaway’s (cont’d)

Other ideas:

calculators
mugs

candy
coffee
pens
luggage tags
key tags

sticky note pads
calendars

frisbees

stress balls

letter openers
rulers

reusable tote-bags
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Referral Programs

Consider offering a referral to.....
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employees
your current residents
family members

...that results In a move-in.






Are you providing what
you’re promising?

Areas to focus on:
food service

activities
care



Is your dining room inviting?

Are there many complaints?
Are they valid?
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Does your dining room smell?

Are the tables set up with
table arrangements, such as
flowers?

Is there background music?
Is there too much noise?









# |s your bus/van/car clean?

# Are your residents sleeping in the
lobby because that is their only
activity?

#% Do you have a desighated
activity room? How does it look?

# DO you have activities on the
weekends and evenings?

# Do you have a Resident
Council?

% How do you welcome new
residents?
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Are your residents happy?

Are there many complaints?
Are they valid?

Are they referring residents to
you? If not, why not?

Do you have a high staff
turnover?

Do you have a high resident
turnover?

Do your residents look clean
and well cared for?



Is your staff trained
properly?
Do they come to work

looking professional, with a
clean uniform?

Do they take pride in their
job oris it just a job?

If you were invisible, would
your staff act the same?
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