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Volume 01
Rewriting the
Rules of Resident 
Engagement



The CDC recently loosened its guidelines for 
individuals who have received the vaccine. 
Across the continuum of care, individualized 
in-person tours are being implemented and 
conducted with an abundance of caution, 
with move-ins occurring at a faster rate. 
Overall, a semblance of normalcy seems 
to have returned. That said, senior housing 
providers still have to contend with historically 
low occupancy levels that are a byproduct 
of the pandemic. The need to make up lost 
ground quickly is felt by both marketing and 

sales teams, further illustrated by the latest 
occupancy data from the National Investment 
Center for Seniors Housing & Care (NIC) MAP.

To help providers capture demand and increase 
occupancy, we’ll explore a continuing trend 
and a challenge that senior housing must 
overcome to shorten lengthy sales cycles. 
Additionally, we will highlight the holistic 
campaign of Cappella Living Solutions, and how 
this 22 location system rose above industry 
benchmarks by utilizing Enquire CRM and 
Enquire MAP to better engage with leads.

The State of 
Occupancy

Fig 1: NIC MAP Data from 1Q21

The table below is an at-a-glance 
view of senior housing occupancy 
across the continuum of care.

* Overall Seniors Housing combines 
Majority IL and Majority AL Properties.

 Source NIC MAP® Data, 
powered by NIC MAP Vision.

 Data for the Market Fundamentals 
is representative of the Top 31 
Primary metropolitan markets.

 Data for the Capital Markets is 
representative of all U.S. property 
transactions of at least $2.5 million.
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The COVID-19 pandemic created a steep 
learning curve for providers and prospects. 
Technology and software solutions 
that were once perceived as ancillary 
investments became essential to efficiently 
drive daily operations and successfully 
execute sales and marketing processes. 

The preferences and behaviors of 
prospective residents and adult caregivers 
shifted overnight, giving way to digital-first 
preferences. In-person events and tours have 
been reimagined and converted into virtual 
experiences. As senior housing leaders 
have adjusted to a new normal, so have 
prospective residents and adult caregivers. 

New methods have been adopted and 
investments in MarTech, the blending 
of marketing and technology, have 
been made to better engage with 
leads along the resident journey. 

The Marathon 
Continues:  
A Post-Pandemic 
Occupancy Trend 
that Will Continue 
to Impact Senior 
Housing Providers “The preferences 

and behaviors 
of prospective 
residents and 
adult caregivers 
shifted 
overnight...”
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The Marathon Continues:  
A Post-Pandemic Occupancy Trend that Will Continue 

to Impact Senior Housing Providers

While the shift to virtual is here to stay, 
another trend has taken shape and 
will continue to impact senior housing 
providers in the coming year.

Lengthening Sales Cycles 
Across Key Service Lines
The buyer’s journey begins online, with over 
6,000 searches related to senior living made 
every hour in the U.S., according to data from 
Senior Housing News. While prospective 
residents and Adult Child Influencers (ACIs) 
are gathering information and conducting 
research, they’re also scheduling time to 
receive available COVID-19 vaccines. 

Due to safety and security concerns, some 
prospects are taking a “wait and see” 
approach, causing sales cycles to grow longer. 
These “stuck” leads tend to remain in the 
middle of the funnel and require automation 
to keep them engaged and nurtured. 

The sales cycle for want-based levels of 
care increased more than that for need-
based, but the overall increases underscore 
the need for a robust marketing automation 
platform and for more content to nurture 
leads in segmented workflows.

DID YOU KNOW?

Data compiled from the  
Enquire 2019 | 2020 Senior Housing 
and Post-Acute Sales and Marketing 
Benchmark Report shows exactly how 
much sales cycles have increased, with 
the lone exception being memory care.

Download
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The Marathon Continues:  
A Post-Pandemic Occupancy Trend that Will Continue 

to Impact Senior Housing Providers

Assisted Living (AL)
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2019 2020

Fig 3: Average 
Assisted Living Sales 
Cycle from 2019-2020

Memory Care (MC)

107 106

2019 2020

Fig 4: Average 
Memory Care Sales 
Cycle from 2019-2020
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Fig 5: Average Life 
Plan Community Sales 
Cycle from 2019-2020

Want-based levels of 
care like IL saw the 
most drastic YoY growth 
in average sales cycle 
length, increasing 56 
days from 2019 to 2020. 

INDEPENDENT 
LIVING (IL)

AL also saw an 
increased average 
YoY sales cycle, 
growing 23 days 
longer than in 2019. 

ASSISTED 
LIVING (AL)

MC was the only level of 
care to see a decreased 
YoY sales cycle from 
2019. Being a need-
based offering, MC is 
insulated more than 
other levels of care, 
with prospects on an 
accelerated decision-
making timeline. 

MEMORY CARE (MC)

LPCs/CCRCs that blend 
IL, AL and other levels 
of care saw a dramatic 
YoY increase over 
2019, with an additional 
106 days being added 
to the sales cycle. 

LIFE PLAN 
COMMUNITY (LPC)

Sales Cycle Length

Read On Volume 2 of the guide will showcase strategies to engage with need-based and want-based 
audiences throughout each stage in the sales funnel to shorten sales cycles.
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In response to the disruptions of 2020 and 
early 2021, senior housing witnessed a 
digital transformation that propelled the 
industry forward years within a span of 
months. While these investments helped 
organizations adapt to changing market 
conditions, further refinements are required 
to overcome shared challenges. 

Below is a challenge that senior 
housing providers continue to face 
across the continuum of care.

An Excess of Leads Are 
“Stuck” in the Sales Cycle
Health and safety protocols have been met 
and move-in procedures are in place for many 
operators across the U.S. This is a positive step 
for communities with healthy and active waiting 
lists in place. However, many prospective 
residents are still considering living options.

Seniors without a pressing need for a level of 
care are remaining cautious and are opting to 
wait and see how vaccination rollouts impact 
outbreaks at the local community level with 
mask mandates and CDC restrictions becoming 

more relaxed for those who have received a 
vaccine. At scale, this has created a pause 
in demand, which has stretched an already 
lengthy sales cycle to greater lengths. In 
extreme cases, sales cycles have grown by over 
100 days for providers with blended levels of 
care such as assisted living and independent 
living. As sales funnels continue to experience 
bottlenecks toward the middle, leads tend to 
stagnate and consider other options (such 
as your competition) or drop off entirely. 

For inactive leads who have stalled in the 
sales cycle, you must keep your community 
top of mind through consistent engagement. 
This is where CRMs, marketing automation 
and (more) contextually relevant pieces of 
content come into focus. By sharing behavioral 
engagement data across sales and marketing, 
providers can test and tailor messaging to 
see what resonates most with prospects. This 
helps teams stay proactive, not reactive, to 
prospects’ concerns, while encouraging them 
to trust your community enough to take the 
next step in the resident journey with you.

The occupancy trend and challenge outlined 
above are important reminders for senior 
living leaders navigating the post-pandemic 
economy. However, to thrive in the months 
ahead, it is prudent to learn the unique 
perspective of how one of your peers in the 
industry faced and overcame challenges. 

Over the following pages, we break down 
the Cappella Living Solutions story, to 
provide leadership clarity and insight into 
specific challenges that could be felt 
by your marketing and sales teams.

An Important 
Occupancy-Related 
Challenge Impacting 
Senior Housing

8
white paper | The Essential Guide to Increasing Occupancy with MarTech



white paper | The Essential Guide to Increasing Occupancy with MarTech
9

CLIENT SUCCESS STORY

How Cappella Living 
Solutions Utilized 
Behavioral Data 
with Enquire MAP



Client Success Story: 
How Cappella Living Solutions Utilized Behavioral Data with Enquire MAP

This is the unique perspective of how 
Cappella Living Solutions utilized its people, 
processes, and technology, with the assistance 
of a strategic digital marketing partnership 
that utilizes Enquire MAP, to deploy timely 
communications and solutions at scale: 

A Brief History of Cappella 
Living Solutions
Since 1972, Cappella Living Solutions has 
served the needs of aging populations. With 
a diverse portfolio comprising 22 locations 
across the Midwest and western United 
States, Cappella Living Solutions proudly 

serves seniors throughout the continuum of 
care. Specific levels of care offered include: 

• Entrance fee Life Plan Communities

• Skilled nursing

• Stand-alone memory support

• Home Care services

• Stand-alone assisted living support 

In addition to providing this support for 
seniors across the U.S., Cappella Living 
Solutions has anchored its mission in the 
core value of having vibrant cultures of 
excellence, regardless of the level of care. 
Cappella strives to create communities 
where aging is: Honored and Celebrated.

Fig 6: Cappella Living Solutions across the United States 
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Client Success Story: 
How Cappella Living Solutions Utilized Behavioral Data with Enquire MAP

Despite the consistent and sincere philosophy 
underpinning its guiding principles, throughout 
the pandemic, like other providers across 
the U.S., Cappella Living Solutions was 
beset by headwinds. Below, we detail how 
Cappella Living Solutions pivoted and 
overcame its unique challenges during 
a time when occupancy levels reached 
historic lows across senior housing. 

The challenges Cappella Living Solutions had 
to overcome were unique to each location, 
depending on its region. Some locations 
struggled more than others based on the levels 
of care offered, community waitlist or current 
occupancy, government-imposed restrictions 
and closures due to virus activity, and countless 
other factors. As you continue reading, 
perhaps your marketing and sales team will 
relate to some of the broader challenges that 
Cappella had to overcome as an organization. 

Let’s get started. 

Overcoming 
Challenges

NOTE: The selected date ranges for the 
challenges detailed below occurred from 
March 1, 2020-March 1, 2021, providing 
a full calendar year of data and context. 
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Lead Nurturing
What makes Cappella unique from other 
providers in the space is that it didn’t 
struggle with lead generation as much 
as it did with nurturing and engaging 
leads that were generated from the 
efforts of its omnichannel campaign.

To overcome this challenge, Cappella 
leveraged the powerful behavioral data 
that can be gleaned from Enquire MAP. 
Email marketing is an effective strategy to 
engage with prospective residents while 
fostering a 1:1 dialogue with leads who are 

placed into specific messaging tracks and 
workflows based on identified personas. 

In the solutions section below, we detail how 
both onboarding and reengagement campaigns 
backed by the data of Enquire MAP helped 
improve click-through rates, engaging with 
leads at scale and shortening inquiry-to-move-
in conversions across key service lines.

Fig 7: Results driven 
for Cappella Living 
Solutions from Mar 
1, 2020 - Mar 1, 
2021, respectively

Cappella Living 
Solutions’ Funnel

Client Success Story: 
How Cappella Living Solutions Utilized Behavioral Data with Enquire MAP
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How have MarTech 
investments and 
the implementation 
of Enquire MAP 
driven customized 
solutions? 

Lack of in-person events
In-person events are historically a big lead 
driver for senior housing, as they give 
prospective residents and ACIs a true sense 
of what community life will be like upon 
move-in. Like other senior living providers, 
throughout the pandemic and early into Q2 
2021, Cappella Living Solutions didn’t have 
that luxury due to stringent safety measures; 
out of an abundance of caution, they shifted 
quickly to having only virtual tours and events.  

Relying solely on virtual was initially a 
challenge, but with proper planning and 
thinking through various contingencies, Attane 
and Cappella made the shift to virtual events 
and tours throughout 2020 and into 2021. 
Specifically, Cappella leveraged webinar hosting 
integrations due to its seamless integration 
and data sharing that was directly fed back and 
forth between Enquire MAP and Enquire CRM. 

For example, when an individual registered for 
a virtual event on the website, the form was 
hosted utilizing Enquire MAP landing pages. 
When a prospect filled out the form, a new 
record was created or updated within Enquire 
CRM, and the prospect would be automatically 
registered within the webinar hosting integration 
that freely shared data with Enquire MAP. Not 
only did the shared data give the sales team 
better visibility into the prospective resident’s 
actions of registering and/or attending the 
webinar, it also kept the conversation going 
for those who registered by entering them 
into the onboarding emails, if they were 
identified as a new prospect in the CRM.

An onboarding campaign
The cadence for this campaign was 
revisited during the pandemic to reflect 
the multifaceted and changing decision-
making process of prospects to better 
address concerns and nurture trust 
between the lead and specific locations of 
Cappella Living Solutions. The established 
benchmarks for this campaign included: 

• Number of participants

• Number of sends

• Subject lines

• Open rates

• Click-through rates

Traditionally, the onboarding series consisted 
of three unique emails that would reach a lead’s 
inbox at strategic times to encourage action 
(e.g., a click-through to the website, a form fill or 
a phone call to a specific location of Cappella). 
The intention behind the strategy for each 
location was to drive a faster conversion-to-tour 
rate; and the updated email copy was optimized 

Client Success Story: 
How Cappella Living Solutions Utilized Behavioral Data with Enquire MAP
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to convert both virtual tours and video visits with 
applicable Cappella Living Solutions locations. 

With the revised onboarding campaign, a fourth 
email was added into the cadence to address the 
pandemic, but the Attane team was cognizant 
of the optics surrounding COVID-19 and its 
continued impact on senior housing. Therefore, 
the first email in the sequence did not address any 
procedures in place or processes implemented 
to slow the spread of COVID-19 while ensuring 
the safety and security of current residents. 

That specific email was saved for the second 
email in the sequence. The first email provided 
the introduction to Cappella Living Solutions. 

Results driven
Where Cappella Living Solutions saw specific 
success and measured results were with click-
through rates. Performing 12% above established 
benchmarks, the onboarding campaign proved the 
efficacy of introducing this sequence to leads with 
the appropriate messaging at the appropriate time. 
This is so crucial to occupancy success, especially 
concerning the challenge of engaging warm leads, 
because click-through rates are a specific action 
taken by leads at scale. Email click-throughs equate 
to increased engagement with the website or the 
sales team, which accelerates the inquiry to move-
in process and shortens longer sales cycles. 

Client Success Story: 
How Cappella Living Solutions Utilized Behavioral Data with Enquire MAP

“Where Cappella 
Living Solutions 
saw specific 
success and 
measured 
results were 
with click-
through rates.”
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A reengagement campaign
As marketing teams can attest, there will 
always be leads routed into email campaigns 
and automated workflows who don’t respond 
and end up going dark. This is equally true for 
warmer leads who have previously expressed 
interest. Being mindful of that reality, a 
reengagement campaign was deployed for 
Cappella Living Solutions in late 2020, using 
the behavioral data throughout the pandemic 
to inform and optimize the strategy. 

The focus of this campaign is to engage 
prospects that have fallen out of touch with 
marketing and sales. Access and distribution 
of COVID-19 vaccines and stringent procedures 
in place created the ideal opportunity to touch 
base with these leads again. New protocols 
are being implemented across all 22 locations 
and, overall, Cappella Living Solutions is 
prepared to reengage with leads who have 
expressed interest and “raised their hand,” 
while also catering to leads who have fallen 
out of the sales funnel for various reasons. 

The renewed control of the move-
in conversation allowed marketing to 
measure the established benchmarks from 
the onboarding campaign, including:

• Number of participants

• Number of sends

• Subject lines

• Email copy

• Open rates

• Click-through rates

Results driven
By consistently measuring the performance 
of the reengagement campaign against the 
benchmarks above, Cappella Living Solutions 
saw an increase in click-through rates by 11.5% 
above the established benchmarks. More 
impressive is the fact that this campaign is 
ongoing, which lends credence to the fact that 
senior living marketing teams need to leverage 
email marketing automation, specifically 
Enquire MAP, to reengage with leads.

Client Success Story: 
How Cappella Living Solutions Utilized Behavioral Data with Enquire MAP

DID YOU KNOW?

Enquire MAP is an industry-leading 
Marketing Automation Platform 

that can drastically increase 
efficiency and sales efforts.

Schedule a Demo
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Advice and tips for 
providers to better 
engage with leads using 
MarTech investments 
In terms of leveraging marketing 
investments to the fullest, Angela 
Green Urbaczewski, Vice President of 
Sales & Marketing at Cappella Living 
Solutions, has several tips to help 
providers accomplish their goals, 
with an additional piece of advice:

Virtual Events
The integration allowed our sales teams 
to quickly reach out to those who RSVP’d 
to events, build relationships as they 
helped with event technology, send event 
reminders, and even send post-event 
follow-up surveys and recordings. At the 
core of the virtual event strategy was 
marketing automation. Teams also used 
the chat, participation log, and question 
functions of webinar hosting integrations 
to learn more about prospective 
residents and their wants and needs.

Angela Green Urbaczewski 
Vice President of Sales & Marketing, Cappella Living Solutions

Client Success Story: 
How Cappella Living Solutions Utilized Behavioral Data with Enquire MAP

Continued on next page ->
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Training for Teams
With all the support of marketing automation, 
it was also critical to train team members 
how to lean on that support, understand 
the messaging touching their prospective 
residents, and determine how it allowed them 
to quickly surface and focus on the most 
promising leads. They loved that families who 
joined a virtual visit had already watched a 
testimonial or virtual tour served up through 
the email series. They could see what content 
prospective residents had opened and clicked 
through from the emails, and this helped them 
strategize next steps to advance the sale.

Paired with Sales Training
Neither the marketing automation nor the 
individual sales effort can stand on its own. 
As we evolved pandemic messaging, we 
also layered on additional sales training, 
including call listening, practicing virtual 
tours, and using videos for personalized 
follow-up or tour invitations.

As the pandemic stretched on, the customer 
journey included safety messaging, rewarming 
campaigns, and virtual tour calls to action 
(CTAs). Website leads who were being touched 
by all these strategies began to convert faster 
than ever, beating the pre-pandemic inquiry-
to-move-in conversion targets we had set. 

Client Success Story: 
How Cappella Living Solutions Utilized Behavioral Data with Enquire MAP

“Set a goal for your 
program. Ours was to 
drive more qualified 
tours. We then set 
benchmarks and 
measured results 
relentlessly. Every 
month we measured 
what was working 
vs. what wasn’t. Just 
like your website, it 
will be an evolving 
program, not a ‘set 
it and forget it’ 
strategy.”
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Leads are, on average, taking longer to move 
in across the continuum of care. Even need-
based providers with traditionally shorter 
sales cycles have seen a longer gestation 
period. To overcome this challenge and 
create meaningful engagement with leads 
and move them through each stage in the 
sales funnel, providers have deployed various 
digital marketing and traditional marketing 
strategies in omnichannel campaigns. 

Let’s explore the distinctions between 
need-based and want-based levels of care 
throughout each stage in the sales funnel 
to see how MarTech strategies evolve with 
audiences to accelerate sales cycles.
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MarTech Solutions 
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Continuum of Care



Need-based audiences don’t have the luxury of 
time. ACIs often have an accelerated timeline 
to place their parent or loved one into the 
right community to meet their care needs. 
Digital channels like paid social, online display, 
marketing automation, and a community’s 
website serve as resources to help this 
audience during a decision-making process 
that can take anywhere from 1 to 6 months. 

In terms of messaging, need-based audiences 
depend on resources that emphasize the 
secure environment of the community. Content 
that highlights an organization’s experienced 
staff and unique approach to creating a 
fulfilling, safe environment with socialization 
opportunities serves as essential material for 
ACIs and prospective residents. Every asset 
reassuring a loved one or parent that they’ll 
be properly taken care of has only become 
amplified by the concerns related to COVID-19. 

As it relates to condensed sales cycles for 
need-based audiences, a laser-focused strategy 
is required to capture and engage with leads 
during each stage in the sales funnel. Time 
is of the essence for MC and AL audiences. 
Below, we outline the primary solutions for 
senior care marketers to maximize their 
ROI and achieve occupancy success. 

Need-Based Senior 
Care Audiences 
(Memory Care, 
Assisted Living) 

“Need-based 
audiences don’t 
have the luxury 
of time.”
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Online/Digital Display 
Advertising
The industry has evolved drastically since the 
first digital display ad appeared in 1994 on 
wired.com. Fig.1 from eMarketer below shows 
the growth the industry is poised to see in 2021. 

The goal of digital display advertising during 
the ToFu stage is to ensure that a community’s 
MC and AL offerings remain top of mind 
with prospective residents. Banner ads are 
prominently featured across the web and 
their reach helps extend a community’s 
offerings beyond their own website. 

Note: digital display ads transacted and fulfilled via automation, including everything from publisher-erected APIs to 
more standardized RTB technology; includes native ads and ads on social networks like Facebook and Twitter; includes 
advertising that appears on desktop/laptop computers, mobile phones, tablets, and other internet-connected devices 
Source: eMarketer, Oct 2020
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Fig 8: YOY percentage change 
in digital display ad spending

US 
Programmatic 
Digital Display 
Ad Spending, 
2019-2022
$ billions

DID YOU KNOW?

The first digital display ad 
appeared in 1994 on wired.com.

Need-Based Senior Care Audiences (Memory Care, Assisted Living) 
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Need-Based Senior Care Audiences (Memory Care, Assisted Living) 

Since an introduction has already been 
established between the community 
and the prospect, messaging must be 
direct and conversion-focused, tracking 
and attributing lead sources based on 
landing page conversions to gauge the 
success of digital display efforts.

Paid Social
With paid social ads, a community can 
showcase AL and MC offerings via sponsored 
posts. Using demographic data, these targeted 
ads on Facebook or Instagram can be an 
effective way to introduce your levels of care 
to net-new audiences during the pre-awareness 
and initial awareness stages of the sales cycle. 

According to McKnight’s, 2.45 billion people use 
Facebook every month and 1 billion people use 
Instagram. Oversaturation is driving the need 
for differentiation and refreshed approaches. 
Creative and compelling messaging that 
promotes the quality of care is key to standing 
out among competition for social media 
marketing success, while informing this 
messaging with behavioral data and analytics.

Paid Search
On advertising platforms, targeting high-
value keywords that capture demand 
and intent are critical to success. 

DID YOU KNOW?

Data compiled from the  
Enquire 2019 | 2020 Senior Housing 
and Post-Acute Sales and Marketing 
Benchmark Report shows exactly how 
much sales cycles have increased, with 
the lone exception being memory care.

Download

21
white paper | The Essential Guide to Increasing Occupancy with MarTech

https://www.mcknightsseniorliving.com/home/columns/guest-columns/prepare-your-senior-living-communitys-social-media-for-2020/
https://www2.enquiresolutions.com/submit/download/4531


With Google Ads campaigns, be mindful that 
senior living marketing teams will have to 
comply with Google’s Housing, Employment 
and Credit (HEC) policy that went into effect 
in October 2020. More recently, senior 
housing providers have had to make the same 
adjustments to paid campaigns on Facebook.

While these updates impact the ability to target 
audiences based on age, gender, parental 
status, marital status and ZIP code, campaigns 
can still target users by a small geo-radius of 
just under two miles. This allows providers the 
ability to continue to reach users searching 
in specific target markets with granularity. 

To further this end, an expansive first-party 
data install allows providers to continue to 
target by these methods utilizing owned data 
and custom audience lists. After observing 
numerous campaigns over time on Google 
and Facebook, Attane has seen performance 
improve since switching to targeting by in-
house data rather than data available in 
Google and Facebook’s ad platforms. 

Once these adjustments to paid campaigns 
have been implemented, MC and AL 
providers can leverage paid channels to 
test targeted ad variants and messaging to 
secure a form fill from a landing page visit. 
AL and MC providers can also direct ACIs 
to a page that speaks to your community’s 
specific approach to its levels of care.

Retargeting
Retargeting is a subset of online display 
advertising. Ads that target previous visitors 
to your website will appear across the web, 
ensuring your community stays on the 
ACI and the prospective resident’s radars. 
Retargeting is a crucial strategy to deploy, 
since on average, your community will 
have roughly a month to make an impact 
on your prospect’s decision. The greater 
the recognition your brand has, the likelier 
prospects are to remember your levels of care.

Content
ACIs are searching for resources to make 
the most informed decision possible. To 
drive the greatest impact with your MC and 
AL audiences, your community will have 
to surpass your competition online. 

An emphasis in search engine optimization 
(SEO) fundamentals like incorporating keywords 
that capture traffic and intent will help your 
website appear for relevant searches when 
they’re conducted. SEO success for your 
content can take the form of earning first page 
rankings or a featured snippet, or by appearing 
in the top 10 organic results based on your 
strategic keyword focus. Moz defines a featured 
snippet as a selected search result that is 
featured on top of Google’s organic results 
below the ads portion of the search engine 
results page, typically appearing in a box. 
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Need-Based Senior Care Audiences (Memory Care, Assisted Living) 

Featured snippets aim at answering 
the user’s question right away and can 
also be referred to as “answer boxes”. 
Being featured means getting additional 
brand exposure in search results.

Once your identified keywords have been 
chosen, your community must create topics 
that answer crucial questions or offer 
perspective not found elsewhere online.

 See Fig. 9 below for some examples. 

Assess your current content offerings 
via your blog and Resources pages. 

If your community hasn’t crafted content like 
the topics below, consider that a starting 
point to your content marketing efforts. If 
your community has published resources like 
the below list, review each piece of content 
to confirm that your keyword strategy makes 
it possible for leads to access your articles 
easily. Ensure that content is written with 
your ideal persona/audience in mind. 

Additionally, do a little sleuthing to 
see if your competitors have created 
topics like those listed below. 

What Is Memory 
Care?

What Is Assisted 
Living?

What to Look 
for in an 

Assisted Living 
Community?

5 Benefits 
Memory Care 
Can Bring to 

Your Loved One 

3 Tips for 
Alzheimer’s 

and Dementia 
Caregivers 

The Benefits of 
Socialization for 
Assisted Living

The Benefits of 
Socialization for 

Memory Care 
Residents

Why You Can 
Trust Our 

Community 

Is It Safe to Move 
My Parent into 
Memory Care?

Is It Safe to Move 
my Parents into 
Assisted Living?

Examples of “must-have” topics include:

Fig 9: Examples of “must-have” topics that answer crucial 
questions or offer perspective not found elsewhere online
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Need-Based Senior Care Audiences (Memory Care, Assisted Living) 

Use their approach to inform your strategy, 
while creating something distinctively 
different to help your community present 
offerings and thought leadership surrounding 
pre-awareness and awareness content. 

It’s also important to stay relevant to the 
times we’re facing. Curate content that’s 
relevant and timely in your immediate 
geographic area, speaking to the concerns 
of the pandemic and COVID-19. 

ACIs want to find the best option to suit 
their parent and or loved one’s needs, 
and this content will better prepare 
them to make this difficult decision. 

Paid Social
With initial awareness established, your 
community can entice ACIs and the secondary 
senior audience using Facebook or Instagram. 
Unlike the ToFu stage, a level of familiarity 
now exists with your community and its 
respective levels of care. Your audience is 
in the process of weighing its options and 

Middle of Funnel 
(MoFu)

“Unlike the 
ToFu stage, 
a level of 
familiarity 
now exists 
with your 
community 
and its 
respective 
levels of care.”
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Need-Based Senior Care Audiences (Memory Care, Assisted Living) 

narrowing the selection. During this shortened 
period of heightened consideration, display 
ads that feature video testimonials are a 
potent and effective way to consistently 
place your community in front of your ideal 
audience. These ads should contain a strong 
CTA that encourages your prospect to click 
on the ad to convert. Don’t be afraid to test 
various messaging to learn what resonates 
most with your audience in this stage.

Content
Chances are, your competitors are vying 
for the same pool of prospects. So, AL and 
MC MoFu content must accomplish your 
desired goal of nurturing trust and answering 
questions in the consideration stage. 

See Fig. 10 for some examples.

Content topics in the MoFu stage speak 
intimately and honestly about the concerns of 
ACIs, and provide useful information and clarity 
to ensure your community is the ideal living 
environment for a parent or loved one. Topics 
that articulate the benefits of your levels of 
care and delve into specific differentiators help 
your community stand apart from competition. 

Creating content that addresses the 
safety, cleanliness and sanitation 
standards of your community will earn 
the hard-earned trust of ACIs. 

How to Talk to 
Your Parents About 
Senior Living

Top Symptoms of 
Caregiver Burnout

Assisted Living 
Community 
Trends to Watch

Memory Care 
Trends to Watch

Assisted Living 
Statistics—
Demographics 
and Facts 

Memory Care 
Statistics—
Demographics 
and Facts 

Checklist for 
Visiting a Loved 
One in an Assisted 
Living Community

Checklist for Visiting 
a Loved One in 
Memory Care 

The Benefits of 
Assisted Living for 
Your Loved One

The Benefits of 
Memory Care for 
Your Loved One

The Benefits of 
Assisted Living 
in [City]

The Benefits of 
Memory Care in [City]

Examples of content that 
will help your community 
deliver an engaging 
experience sitewide and 
on search engine results 
pages (SERPs) include:

Fig 10: Examples of content that will help your 
community deliver an engaging experience sitewide 
and on search engine results pages (SERPs)
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A strong focus on SEO fundamentals like 
targeting keywords with high monthly search 
volume and constructing a powerful narrative 
with high-quality content can help AL and 
MC providers earn and rank on the first 
page of Google. The balancing act of writing 
engaging copy for these highly searched 
topics can be difficult, but with a strategic 
and mindful focus, it makes the difference in 
earning the click and time on a page crucial 
to facilitating trust and engagement.

Marketing Automation
A marketing automation platform (MAP) 
should extend the reach of content to your 
ideal audience. After entering identifiable 
information such as first name, last name, 
email address, and additional demographic 
and personal information, your community 
can use this information to separate your 
audiences into appropriate marketing and 
messaging workflows mapped to identified 
personas. According to Instapage, personalized 
emails tend to deliver transaction rates 6 
times higher than nonpersonalized emails. 
Subsequently, these tracks route personas 
based on their unique needs, concerns and 
behavior for a personalized experience. 

Each sequence is crucial, since your 
community has a short time frame to 
encourage a click or call with your sales 
team. Ideally, automated email programs 

will have adaptable messaging frameworks 
that share the compelling content your team 
has worked hard to craft. Additionally, this 
identifiable information and the subsequent 
behavior of your ACI is tracked and saved in 
a Customer Relationship Management (CRM) 
software. When the data between these 
platforms is integrated and communicated 
seamlessly, your community can use these 
signals to identify the leads worth pursuing. 

AL and MC audiences that make it to the BoFu 
stage have carefully researched and identified 
your community as a viable solution. This is 
not only a big step for your sales team, as the 
transition from a marketing-qualified lead (MQL) 
to a sales-qualified lead (SQL) has occurred, 
it is also a big step for your prospective 
resident and ACI, who are influencing this 
decision for their parent or loved one. 

During the final selection process, ACIs 
aren’t only concerned about the cost of 
senior living at the AL or MC level. They’re 
also thinking about their parents’ health, 
safety and well-being, only heightened by 
the bad press surrounding the pandemic. 

Bottom of Funnel 
(BoFu)
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It’s understandable that ACIs will be racked with 
a sense of guilt and longing for better health 
of their loved one. From a sales perspective, 
these are difficult and emotional hurdles to 
overcome. Approaching each lead’s unique and 
relatable circumstances through empathy and 
active listening reinforces the messaging, ads, 
content, and branding collateral they’ve been 
served during the ToFu and MoFu stages. 

Aside from creating an emotional connection 
with ACIs and senior prospects, sales 
teams today leverage technology to inform 
outreach, and ultimately to earn move-
ins to meet occupancy goals. Several 
investments play a pivotal role as ACIs 
decide between your community or additional 
alternatives, including competition.

Marketing Automation
Marketing automation is a vital and necessary 
component during the BoFu stage. While 
your sales team is making calls and setting 
up meetings/visits, marketing automation 
continues to fuel the BoFu on the back end 
with relevant content, while providing useful 
behavioral data tracked within a CRM. 

Once a lead has responded to a specific 
email messaging based on identified 
personas, your sales team should wait a bit 
before aggressively pursuing outreach. 

Be mindful of the specific topics that have 
created the most engagement with prospects 
in your marketing automation platform. 

By using an integrated MAP and CRM, you 
have the engagement history needed to 
act appropriately with leads who are ready 
for contact today versus leads who may 
still show hesitation and require another 
article or white paper before feeling 
comfortable enough to directly respond. 

Need-Based Senior Care Audiences (Memory Care, Assisted Living) 

“From a sales 
perspective, 
these are 
difficult and 
emotional 
hurdles to 
overcome.”
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Need-Based Senior Care Audiences (Memory Care, Assisted Living) 

Content

Resources that reinforce messaging and 
ease the fears of ACIs are important to 
share with your AL and MC audiences. 
Don’t be afraid to dip into the reservoir of 
content offerings without feeling the need 
to create net new pieces of content. 

Leads are quick to forget pieces of content that 
they read weeks or months ago. Use these blog 
posts, resources, white papers, etc., to continue 
to drive the message home that your community 
is the ideal residence and logical choice. That 
said, specific pieces of content in the BoFu 
stage are frequently requested from ACIs and 
seniors during this stage in the sales funnel.

See Fig. 11 for some examples.

Additional pieces of collateral are vital to 
share with your BoFu audience. Any resource 
that reinforces that an ACI is making the 
right decision to move their parent or loved 
one into an MC or AL setting is paramount 
to share with prospects in the BoFu stage.

Fig 11: Examples of specific pieces of content 
in the BoFu stage which are frequently 
requested from ACIs and seniors

Downsizing resources

Tips/Best practices to get legal 
documents in order 

“Moving in” checklists 

Pricing pages 

Examples of specific 
pieces of content 
in the BoFu stage 
which are frequently 
requested from ACIs 
and seniors include:
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CRM

Even over the course of 3 months or more, it’s 
easy to miss pertinent details that can assist 
sales teams in building enough trust with 
leads to earn a move-in and deposit. Sales 
teams must use behavioral data to accelerate 
sales and reinforce confidence in AL and MC 
offerings. The CRM is the living, breathing 
record of activity history that sheds insight 
and provides a glimpse into the mind of the 
ACI and the secondary senior audience. 

Leverage previous interactions with your 
website content, digital display tactics, 
paid campaigns and social media posts 
to hone in on the messaging that has 
previously proven effective to overcome 
objections and accelerate the sales cycle.

Calendar Scheduling
Maintaining an up-to-date calendar is often 
the difference between capitalizing on an 
interested ACI, or your competition making 
that crucial call to book a visit. With limited 
time to make a decision, ACIs require 
diligence and responsiveness. One missed 
call may not seem that important to you 
personally, but your prospect may well view 
it as apathy or laziness. Calendar scheduling 
that integrates with your email and CRM helps 
you prioritize the right lead at the right time.

Optimized Website

You might think your website doesn’t play a 
role in the BoFu stage, but ACIs and seniors 
continue to rely on your website, equivalent to, if 
not more than, want-based audiences during the 
BoFu stage. AL and MC audiences are seeking 
resources to reinforce their decision. From a 
marketing perspective, ensuring your website 
has an established website strategy in place 
that prioritizes conversion rate optimization 
(CRO) and user experience (UX) are key. 

Don’t overlook the importance of optimizing 
your website and making it easy to read 
by incorporating best practices for senior 
accessibility and usability. While digitally 
savvy seniors and ACIs alike are on the rise, 
considering the needs and preferences of 
your senior audience can still be a competitive 
differentiator, especially in the BoFu stage. 

Make sure your website has font sizes, 
targets, typefaces and interfaces that make 
conversions as easy as possible. Your 
website plays a role in securing deposits. 
Therefore, converting ACIs and/or seniors 
should be a priority for marketing and sales. 
Your sales counselors should monitor these 
conversions so they can prioritize outreach. 
The alignment between marketing and sales 
is crucial, so this data should be shared as 
quickly as possible. During the BoFu stage, 
every unaccounted conversion is a missed 
opportunity toward your occupancy goals.
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Want-Based Senior 
Care Audiences 
Independent Living 
(IL) and Life Plan 
Communities (LPC)

Due to the careful consideration from 
multiple stakeholders, the sales cycle 
and decision-making process of IL and 
LPC residents are multifaceted, research-
driven, and heavily influenced by lifestyle 
and amenities. Additionally, one major 
distinction between need-based and want-
based levels of care are the length of time 
prior to move-in and channel selection. 

From a marketing and sales perspective, there’s 
more time to make a lasting impression with 
your ideal IL and LPC prospects, regardless 
of the stage in the sales funnel. The sales 
life cycle (18-24+ months) opens the door to 
aggressive competition, which makes MarTech 
investments and differentiation between your 
community’s levels of care essential. Through a 
blended digital and traditional channel selection 
that might include a website, social media, 
online display, marketing automation and direct 
mail, senior living providers have more time 
to nurture trust with prospects, while using 
behavioral data to optimize and inform the 
performance of an omnichannel campaign.

Online/Digital Display 
Advertising

With IL and LPC prospects, online display 
advertising gives providers a way to ensure 
their brand and content are visible across 
the web. With the use of real-time bidding 
(RTB), providers extend the digital footprint 
of its community onto third-party websites. 

During pre-awareness and initial awareness 
stages, these ads are populated on various 
websites like CNN.com, and contain a strong 
CTA to encourage a click that directs back 
to your website. Online display gives your 
community a way to engage with leads 
while resurfacing interest with prospects 
who are familiar with your community but 
have yet to truly commit to reading through 
your website’s content or resource pages. 

The primary key performance indicators 
(KPIs) of online display that senior living 
marketing teams need to measure their 
budget against are clicks and impressions. 
Tracing these touch points back to website 
visits will help your team build a connection 
with prospects, while your other channel 
investments continue to drive awareness. 

Top of Funnel 
(ToFu)

Let’s explore the specific strategies 
that have proven successful for IL and 
LPC communities throughout each 
unique stage of the sales funnel. 

Top of Funnel 
(ToFu)
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Want-Based Senior Care Audiences Independent 
Living (IL) and Life Plan Communities (LPCs)

Paid Social
How much is in an introduction? During the 
pre-awareness and initial awareness stages 
of the sales cycle, introducing your IL and LPC 
offerings properly can make the difference 
between attracting awareness or blending 
in with paid ads that people casually scroll 
through on their phones, tablets or desktop 
computers. Statistics from HubSpot highlight 
the channel disbursement via social channels.

While not specifically targeted to senior 
housing, it shows where companies are 
creating and sharing content. For IL and LPC 
providers, Facebook and Instagram are the 
primary social channels to place paid ads in 
front of ideal prospects. Keep in mind, due 
to the lengthy sales cycle for these service 
lines, it’s crucial to prioritize branding and 
design so ads stand out from competitors. 

Paid Search
On Google, Bing and other search engines, paid 
ads are the most direct way to introduce your IL 
and LPC offerings to net new prospects. As an IL 
or LPC provider, choosing specific keywords that 
provide air coverage for broad match ad sets 
are of equal importance to constructing copy 
and headlines that appeal to the exact phrases 
(exact match) prospects are searching for. 

See Fig. 13 below for some examples.

Luxury Continuing 
Care Retirement 
Community

Top Independent 
Living Options 
Near Me

+Gated+Life+Plan 
+Care+Apartment 
+City+State+Abbrev

Luxury Independent 
Living Community 

Best Independent 
Living Community

Best Life Plan 
Community 
[City+State]

Luxury Life Plan 
Retirement 
Community City

…and hundreds, 
if not thousands, 
of alternative 
ad variants.

Several examples of 
ad headlines that help 
accelerate interest, clicks 
and occupancy include:

Fig 13: Several examples of ad headlines that 
help accelerate interest, clicks and occupancy

Fig 12: The primary platforms where content is 
created and shared, according to HubSpot 
Source: HubSpot Research, North 
American Survey, Jan-Feb 2020

LinkedIn

Company Website

Other

Facebook

Instagram

YouTube

14%

16%

17%

20%

4%

29%
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Want-Based Senior Care Audiences Independent 
Living (IL) and Life Plan Communities (LPCs)

Retargeting
With retargeting and/or remarketing, your IL and 
LPC stays top of mind with prospects who have 
previously visited your website but have yet to 
convert. Using cookies that track behavioral 
data, communities can place targeted ads in 
front of a prequalified audience. This gives 
your community the opportunity to showcase 
premium pieces of content. According to 
ReTargeter, only 2% of web traffic converts on 
the first visit. Retargeting is a standard practice 
that should be part of the modern marketing 
mix for IL and LPC marketing and sales teams. 

Content
Articulating potential concerns related 
to COVID-19 and the ongoing efforts of 
your staff to create a safe environment, 
coupled with commonly asked questions, 
are of equal importance to your audience. 
Additionally, balancing these topics with 
lifestyle and wellness benefits of moving 
into an IL or LPC setting produces a well-
rounded content marketing strategy. During 
the content curation process, it’s crucial to 
be as knowledgeable as possible, blending 
data and research with a compelling narrative 
to inject personality and humanity into your 
thought leadership. When introducing your 
community’s offerings to net new prospects, 
ultimately content must resonate, especially 
during the initial lead generation phase of 
your marketing and sales strategies.

Amenities for 
You to Enjoy

Do You Need a 
Living Will?

[City/Area] During 
the Holidays

Family-Friendly 
Summertime 

Activities Near 
[Area/City]

How to Get 
Started in a Senior 
Exercise Program

The Benefits 
of Planning for 

Your Future

The Best Balance 
Exercises for 

Seniors

The Importance 
of Respite Care

Top Reasons to 
Visit Senior Living 

Communities 
Before You Move

Topics that have a greater likelihood 
of accomplishing this goal include:

Fig 14: Topics that have a greater likelihood of creating content that resonates
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Balancing the lifestyle needs of your audience 
while being mindful of the concerns and primary 
questions of adult seniors and the secondary 
audience of ACIs helps IL and LPC providers 
differentiate their offerings from competitors. 

The topics shared above are merely a starting 
point. If your community hasn’t constructed 
thought-provoking, research-driven content 
for its identified personas, your competition 
will likely reap the reward of enticing these 
audiences. Additionally, injecting long-
tail keywords—more specific queries that 
are longer in nature and intent driven that 
visitors are likely to use when they’re closer 
to a move-in—optimized into blog content, 
can help your community appear organically 
on Google and Bing when people conduct a 
search. Use tools like SEMrush or Moz Keyword 
Explorer to determine the proper keywords 
to incorporate into pieces of content. 

Direct Mail (DM)
 IL and LPC providers can further differentiate 
offerings with a direct mail strategy that 
targets prospects via specific ZIP codes. DM 
delivers levels of personalized communication 
that other channels can’t offer. DM is often 
used to generate re-inquiries from existing 
leads—whether by sending lead-only 
mailings or adding leads to mailings where 
teams are also targeting prospects. That 
said, direct mail can be as successful for 
lead generation as it is for lead nurturing. 
When combined with digital channels, DM 
strengthens the performance of all channel 
investments in an omnichannel campaign.

Paid Social
On Facebook and Instagram, video testimonials 
authentically tell the lead to move-in story. 
Leverage video content ads using firsthand 
accounts of current residents and their 
experience with your staff. If possible and/
or applicable, incorporate diversity into your 
marketing efforts and testimonials to showcase 
the varying lifestyles that your community 
caters to. These ads should direct back to 
landing pages (LPs) that explain your unique 
approach to your levels of care. These LPs 
should also be tracked in Google Analytics 
(GA) to see what is converting the most leads 
into inquiries, while also using unique UTM 
tracking parameters (Urchin Tracking Module 
parameters are variants of URL parameters 
used by marketers to track the effectiveness 
of online marketing campaigns across traffic 
sources and publishing media) for each social 
channel to accurately attribute lead sources in 
GA. Aside from featuring testimonials, social 
media in the MoFu stage can be leveraged 
to promote upcoming virtual events, or to 
expound upon your community’s amenities. For 
example, do you have meals prepared daily by 
chefs who can modify meals based on certain 
dietary restrictions or preferences? This is a 
perfect opportunity to showcase these value-
added perks to drive home the “community” 
aspect of IL and LPC environments. 

Middle of Funnel 
(MoFu)
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Want-Based Senior Care Audiences Independent 
Living (IL) and Life Plan Communities (LPCs)

Content
Lead nurturing content is also applicable for 
mid-funnel strategies. During the consideration 
phase of the sales cycle, create pieces of 
content that speak to your specific solutions 
while appealing to the lifestyle-oriented 
concerns of your community’s prospects. 
Keep in mind that MoFu content doesn’t 
have to strictly be driven by your blog. 
Resources like move-in guides, pricing guides, 
infographics, video testimonials (detailed in 
Fig. 15 to the left) and social polls are effective 
ways to engage with prospects across an 
omnichannel campaign. Better yet, each of 
the various content types previously provided 
can be tabulated and awarded a unique 
“point value” that gradually accumulates 
and is measured against the lead scoring 
parameters your marketing team established. 

MoFu content should be incorporated into 
automated email programs (AEPs), which 
extend the visibility and reach of these 
topics. Leveraging social media platforms 
that your IL and LPCs are active on will also 
extend the reach of your mid-funnel content 
marketing strategy. Ensure every mid-
funnel content topic is heavily researched, 
updated and optimized for search engines.

Fig 15: Topics that should be mapped to specific 
personas on your website in order to create blog content 
that will earn attention from IL and LPC prospects

Popular Retirement Community Trends

Is It Time to Downsize and Simplify Your Life?

Items to Bring to Make Senior 
Living Feel Like Home

Signs that It’s Time for Your 
Parents to Downsize

How to Decide What to Take 
with You When You Move

National Nutrition Month 2021

Quick and Profitable Home Selling Tips

Retiring? 5 Reasons to Choose [State+City]

In terms of blog 
content that will earn 
attention from IL and 
LPC prospects, search 
your website to see 
if it has the following 
topics mapped to 
specific personas:
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Marketing Automation
The longer sales cycle of IL and LPC 
audiences is perfectly suited to marketing 
automation. Sharing pertinent information 
like the availability and accessibility to 
COVID-19 vaccines, or newsletters and 
messages from the CEO and/or executive 
director, helps establish your community as 
a trusted source with prospects over time. 

Setting up parameters such as lead scoring, the 
practice of measuring the activity and behavior 
of prospects keeps both sales and marketing 
attuned to the leads who are ready to take the 
next step with your community. Behavioral 
data like clicks, opens, time on page, time on 
site, content downloaded, etc., should all be 
tracked and accounted for in your CRM system. 
The accurate and consistent measurement of 
these behaviors over time helps IL and LPC 
providers sift through serious, SQLs from 
leads who still require compelling content and 
nurturing that fall under the MQL segmentation. 

Direct Mail
In the MoFu stage, DM is pivotal to nurturing 
qualified leads through their resident journey to 
the bottom of funnel (BoFu) stage in the sales 
cycle. For example, using DM for re-inquiry and 
reengagement strategies help break through 
the crowded digital ad space. Combining paid 
social, video and traditional channels like DM 

produces the feel of a full-fledged campaign 
that appeals to IL and LPC audiences. 

The seamless connectivity between digital 
channels and direct mail, when deployed 
strategically, reinforces the most effective 
copy, branding and messaging to better 
engage with leads. Marketing teams can 
tweak headlines and text messaging to see 
what mix of keywords and CTAs work best. 
Additionally, by adding a customized URL to 
a DM campaign, IL and LPC marketing teams 
can track engagement, website activity and 
conversions back to the channel’s source. This 
pairing ultimately allows IL and LPC providers to 
spend their budget more effectively, throttling 
channels that produce fewer conversions with 
those that are outperforming expectations. 

Between providing consistency in brand, tone, 
lifestyle and amenities, DM also combines 
stunning design and creates cohesion across 
all channels in an omnichannel campaign. 

With the use of IP address matching, the 
technique of appending a physical address to a 
lead’s IP address, and reverse email appends, 
IL and LPC marketing teams have more ways 
than ever before to integrate data across all 
channels. When using these data points to 
inform strategies in real time, marketing teams 
can keep the strategy fluid to meet the primary 
goal of your omnichannel campaign, influencing 
occupancy and shortening the sales cycle.
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IL and LPC prospects have engaged 
with your community through your email 
programs, interactions with your website, 
and engagements via social media and 
direct mail. Your community has succeeded 
in answering your prospects’ questions and 
heading off their objections where other 
providers failed, but the work isn’t finished yet. 

Similar to a marathon, it’s reaching your end 
goal and crossing the finish line that your 
cumulative success is ultimately measured 
against. Often, the measuring stick of success 
is occupancy, the primary key performance 
indicator (KPI) used to justify marketing 
budgets and gauge sales success. 

In the BoFu stage, marketing has generated 
and nurtured leads, assigned and ranked 
different behaviors taken during the resident 
journey to identify prospects who are “raising 
their hand” and have expressed interest in 
your community. Alignment, communication, 
and collaboration between marketing and 
sales throughout the resident journey are 
paramount to securing a deposit and move-in. 

The official transfer from MQL to SQL status is 
when sales takes over. Sales counselors still 
rely on and leverage technology investments 
and tools that make it easier for IL and LPC 
teams to secure the deposit and strengthen the 
waiting list among key prospects. For want-
based providers, these strategies will be crucial 
to your sales team’s success in the BoFu stage: 

Want-Based Senior Care Audiences Independent 
Living (IL) and Life Plan Communities (LPCs)

“Similar to a 
marathon, it’s 
reaching your end 
goal and crossing 
the finish line that 
your cumulative 
success is 
ultimately 
measured against”

Bottom of Funnel 
(BoFu)
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Content

In the decision-making stage of the sales 
cycle, content marketing remains pivotal. For 
ToFu and MoFu stages, the type of content 
shared with prospects could be categorized 
on the “linear” side of the creative spectrum, 
i.e., blog posts, infographics, one-sheeters 
about specific service line offerings, etc. 

Now that sales established the need and 
timeline of an individual, they can serve leads 
content based on the requests from the 
senior and/or ACI. While an informational, 
research-driven blog post could be requested, 
the following pieces of content are what your 
IL and LPC audiences will likely ask for:

• Cost comparison sheets (weighing 
the pros and cons of staying at home 
versus living in a community setting)

• Testimonials (select the resident 
testimonials that best mirror or relate 
to the journey of the specific lead)

• Downsizing resources

• Pricing pages

• Floor planners (digital or print sent 
via a letter or direct mail piece)

…and any other resource your sales 
team needs to close the deal. 

CRMs

An integrated CRM and MAP is also critical to 
sales teams in the BoFu stage. The historic 
record of all the behaviors and activities 
of leads during the sales process helps 
guide the selling strategy to earn move-ins. 
Leveraging this behavioral and historic data 
helps sales teams speak to the heart of the 
concerns of prospects. Therefore, infusing 
personalized messaging, backed by this 
historic activity data, helps drive the message 
home that your community built the trust 
necessary to reassure prospects they’re 
making the best choice for their situation. 

Want-Based Senior Care Audiences Independent 
Living (IL) and Life Plan Communities (LPCs)

DID YOU KNOW?

Enquire MAP is fully integrated with 
Enquire CRM to leverage data and  

increase efficiency for sales teams.

Schedule a Demo
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Automated Email 
Programs (AEPs)

Vital objection handling to address and 
overcome safety concerns and objections 
secure a move-in doesn’t stop at the time 
of deposit. Using an AEP for onboarding 
depositors reminds prospects of why 
they chose your community and validates 
their decision. For leads on the waiting 
list, reinforcing the sentiment that today’s 

worries won’t remain in 2022 or 2023 is 
important. Overcoming today’s concerns 
will help sales teams secure the move-in on 
a future date. Additionally, it’s important to 
use compelling CTAs with waiting list leads 
to ensure they’re continually committed to 
moving into your community. VIP waiting 
lists and invitations to events, parties, 
and get-togethers are also effective ways 
for sales teams to give future residents a 
taste of community life prior to move-in. 
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Volume 3 gets granular with the capabilities of 
MarTech tools/investments and how advanced 
training and strategies empower the most successful 
marketing and sales teams. Continue reading 
to learn how Enquire CRM and Enquire MAP, in 
collaboration with Attane, make it easier to deploy 
the strategies and tactics shared in Volume 2 
while driving efficiencies at scale. Gain the inside 
track on how Enquire CRM, Enquire MAP, and a 
strategic partnership can help teams execute 
strategies to achieve the goals that matter most 
to senior living marketing and sales teams.

Scoping out the proper tool is vital to accomplishing 
any task. A surgeon wouldn’t use a hammer while 
operating, much like a painter wouldn’t use a scalpel 
while adjusting colors, shapes and textures. 

We all inherently understand that equipping 
ourselves with the right tool for the job 
improves our chances for success. 

What is the intersection where tools and tech 
investments seamlessly mesh to drive ROI?

At the highest level, Enquire is a technology and 
software system that provides the underlying 
technical foundation necessary before collaborating 
with a MarTech partner like Attane, incorporating 
marketing automation content, workflows, 
and marketing automation best practices. 
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Email communications are vital for sales 
counselors to shorten sales cycles, as 
evidenced by their role during each stage of 
the sales funnel (ToFu, MoFu and BoFu). Email 
helps marketing teams nurture prospects 
and is also used by marketing to aggregate 
unique actions taken at scale. For sales, 
email communications accelerate a “speed 
to lead” approach by providing insights into 
behavioral data necessary to foster a dialogue.

Angela Green Urbaczewski, Vice President 
of Sales & Marketing at Cappella Living 
Solutions offers timely advice to senior housing 
providers, “Set a goal for your program. 
Ours was to drive more qualified tours. We 
then set benchmarks and measured results 
relentlessly. Every month we measured 
what was working vs. what wasn’t. Just like 
your website, it will be an evolving program, 
not a ‘set it and forget it’ strategy.”

An integrated, data-driven mindset between 
sales and marketing helps providers build 
better email communications and programs 
at scale that can tap into pent-up demand 
during the post-pandemic economy.

As highlighted in “Building a data-driven sales 
process,” this mindset isn’t easily attained.

It’s not about feelings. It’s about data.

We share best practices that senior living 
providers need to implement to ensure their 
email communications evolve organically with 
prospects throughout the customer journey.

Use email to streamline 
activity logging
To meet occupancy goals, sales must be as 
productive as possible. That said, it’s equally 
important to accurately log crucial sales 
touch points throughout the customer journey. 
This can be time-consuming, so leveraging 
every efficiency possible is paramount 
to securing deposits and move-ins.

To manage this process, enabling and 
incorporating Enquire CRM with click to call, 
text, email with auto-logging, and additional 
functionality is essential. This will save your 
team from continually switching between 
sales activities, putting more time back in 

Key insights and 
primary ways email 
communications 
adapt to evolving 
resident journeys
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their day to focus on prospects with the 
greatest likelihood to move in. Additionally, 
your CRM should save the results and notes 
from outreach, reducing human errors so 
teams can spend more time being productive 
and nurturing relationships with prospective 
residents. Eliminating tedious, time-consuming 
and repetitive sales tasks is one of the many 
ways email streamlines the sales process.

Enquire launched a Communications Package 
to streamline activity logging for sales 
counselors. With one click, a sales counselor 
can click to call, text, email, establish next 
activities (e.g., when to send the next email), 
record prospecting notes from a phone 
conversation, and more. Being able to do all 
this within Enquire CRM instantly allows sales 
counselors to craft communications that are 
as generic or as granular as they need to be.

Create an email 
drip campaign
After thinking through your communication 
strategy for identified personas based 
on your unique levels of care, the next 
step to engaging with multiple prospects 
simultaneously is through a dedicated email 
drip campaign. After initial setup, email drip 
campaigns are true time savers for sales 
teams. Both imported, static lists and dynamic 
lists work for email drip campaigns.

For example, say a lead enters the system from 
a dynamic list that identifies a ~25% chance 
of closing on an unassigned lead. In this case, 
you might want to begin communication with 
this lead by offering blogs and infographics. 
As the lead continues to move through the 
funnel, serve more engaging pieces of content, 
such as testimonials, case studies, etc. 
This automated process creates countless 
efficiencies and saves valuable time.

Additionally, leveraging email best practices 
such as time of day, open rates, appropriate 
number of days to send emails, click-through 
rates, data from previous email campaigns, etc., 
helps improve your community’s automated 
outreach. An effectively deployed email drip 
campaign makes it much easier to engage with 
numerous prospects, while enabling timely 
notifications to alert sales when prospects 
take the next step after converting on a CTA 
or specific offer, such as an in-person tour.  

As opposed to one-off emails, email drip 
campaigns reduce time spent crafting 
customized, time-intensive emails.

Measuring sales 
numbers and quota
To meet occupancy goals, sales should 
be sending at least 50 emails to prospect 
lists, not individual prospects, per week, 
as identified on page 51 of The Enquire 
2019 | 2020 Senior Housing and Post-Acute 
Sales and Marketing Benchmark Report.
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Sending a sufficient number of emails each 
week to track and monitor activity helps 
sales teams measure the effectiveness of 
messaging, content, subject lines, etc., to 
improve performance and meet quotas.

Once measurement benchmarks have been 
established, it’s easier for sales teams to gauge 
the success of sales efforts against quota.

Speak to the complexities 
of the customer journey
The strategy of your email communications 
shouldn’t be to speak to everyone. Sending 
an email to one massive, random list 
won’t garner the clicks or attention from 
prospective residents to move them to the 
next stage in the sales cycle. Nurturing 
specific target audiences and empathizing 
with their personal journey is key.

Knowing more about each lead through 
every digital engagement, including email 
communications, helps deanonymize 
your leads. It also helps you learn about 
the interests of the visitor so you can 
personalize future communications. 

DID YOU KNOW?

Data compiled from the  
Enquire 2019 | 2020 Senior Housing 
and Post-Acute Sales and Marketing 
Benchmark Report shows exactly how 
much sales cycles have increased, with 
the lone exception being memory care.

Download
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Going beyond email communication best 
practices, email marketing automation 
contributes to a sales counselor’s success 
in countless ways. Among the inherent 
advantages of marketing automation, 
there are two distinct benefits that 
make a sales counselor’s job easier:

• Reaching more potential buyers

• Providing personalization at scale 

Lead nurturing programs utilize both benefits 
to connect with people based on where they 
are in the buyer’s journey. Attane doesn’t 
send irrelevant content to anonymous leads. 
Personalization at scale delivers timely 
messaging to leads and identified personas. 
In Volume 1, we delved into how Attane 
surpassed industry benchmarks for Cappella 
Living Solutions through onboarding and 

reengagement email marketing automation 
campaigns. Each respective campaign 
was created to nurture leads naturally as 
they progressed through each stage of 
the sales cycle, from initial awareness to 
move-in/deposit. Below, we share how this 
process works for senior living providers. 

At the initial inquiry stage for example, when a 
prospect clicks through to the website, based 
on browsing and behavioral habits over time, 
marketing teams can track this expressed 
interest to identify prospects who are exploring 
need-based care and can assume it’s an adult 
child influencer (ACI). From that, content that 
uses predictive sending routes content at the 
time prospects request it on the channel they 
prefer (in this instance, email) with the ideal 
piece of content. That workflow is backed by 
Enquire technology. Efficiencies are created 
from this process because providers don’t 
need to create 100+ customized workflows 
to accomplish this, which reduces costs 
while still being granular and prescriptive. 

When combining widespread reach and 
1:1 levels of personalization at scale, 
sales teams reach more prospects with 
messaging that resonates. Continue 
reading to learn tips to save time and create 
efficiencies from the tools and technology 
in your community’s MarTech stack.

How are tools 
and technology 
like automation 
reducing lengthy 
sales cycles? 
Tips for sales 
counselors:
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Use a CRM that allows 
customization of goals
CRMs aren’t a one-size-fits-all solution. Sales 
counselors should first assess their sales 
process from initial inquiry to move-in/referral. 
Then they can collaborate with marketing to 
determine the key touch points needed to 
attain occupancy and organizational goals.

Client partners work directly with Enquire to 
set up Enquire CRM and Enquire MAP so it’s 
usable for all key stakeholders, but specifically 
for sales and marketing teams that will be 
regularly using the technology. Additionally, 
Enquire will ensure that sales and marketing 
has access to crucial data and information to 
inform their strategy. A MarTech partner like 
Attane takes the capabilities of Enquire CRM 
and Enquire MAP and uses it to maximize 
the potential of senior living clients. 

Using in-house experts, the Attane team brings 
these tech investments to life and will leverage 
it to drive results. Seasoned expertise, backed 
by a fundamental understanding and familiarity 
of each platform, leverages the best of this 
tech using best practices and playbooks to 
immediately drive results for clients. We build 
the marketing programs that nurture prospects 
from initial inquiry to move-in/deposit. 

When you carefully map out each of these 
crucial touch points, you can customize 
your CRM activities based on the unique 

sales cycle for each of your levels of care. 
Additional tweaks and customizations are also 
possible at the community level, if trends are 
identified that make the sales cycle slightly 
different from other locations in the system. 

Activate calendar 
integrations
From a sales perspective, having an accurate 
and up-to-date calendar can make the 
difference between capitalizing on today’s 
opportunity or losing out to your competitor 
in terms of outreach and relationship-
building. Calendar integrations allow sales 
counselors to schedule a time for pressing 
calls and meetings per availability – eliminating 
redundancies and the constant back-and-
forth of scheduling via email. Subsequently, 
if a call or meeting is cancelled or moved, 
calendar integrations will notify sales in real 
time, allowing teams to be nimble and agile in 
scheduling without reducing daily productivity.

“CRMs aren’t a 
one-size-fits-
all solution.”
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Integrate with your 
digital sources

There are hundreds of potential integrations 
available across legacy systems, CRM, EHR, 
calendars, social media platforms, websites, 
etc. This makes it crucial for sales counselors 
to identify the integrations essential to the 
success of daily operations and sales activities. 
Digital integrations can be interpreted many 
ways and different teams will have varying 
needs regarding the level of integrations. 
Beyond accelerating the move-in process with 
prospects for sales quotas and occupancy, 
you may also consider additional integrations 
with digital sources for sales counselors. 

For seamless and productive sales operations, 
ensure mission-critical integrations are made 
with your various technology investments.  

Use the Enquire mobile 
app on (iOS)
The amount of travel required to visit 
locations in various states and regions within 
a community system is time-consuming and 
tiring. Being constantly on the move between 
connecting flights and dealing with other 
hassles of travels can mean not noticing 
timely emails or sales opportunities. 

To alleviate the burden of having to open the 
laptop to check in on active opportunities, 
Enquire CRM has a mobile responsive version 
of its CRM, available for iOS users. Easy to 
use, the mobile app features push notification 
functionality, so senior living leadership 
has important information readily available 
at a glance. Additionally, as meetings shift 
from virtual to in person, sales counselors 
will find the mobile app helps them network 
and foster professional connections by 
being able to search for a recent connection 
in the CRM to see if a particular person 
has prior history with a community. 

Any updates to the lead status and other 
pertinent/useful information is logged in to 
the CRM. Instantaneous, accessible, and 
actionable data is at the heart of the user 
experience underpinning the mobile app. 

Full-featured mobile app 
enables teams anywhere

45
white paper | The Essential Guide to Increasing Occupancy with MarTech

45
white paper | The Essential Guide to Increasing Occupancy with MarTech

https://apps.apple.com/uy/app/enquire-crm/id1470150789#?platform=iphone


With automation in place, and with sales 
and marketing leveraging its capabilities, 
providers can begin layering in added levels 
of sophistication. Taking a crawl, walk, run 
approach allows you to scale your marketing 
automation platform naturally as results are 
driven against your community’s established 
KPIs and benchmarks. Additionally, the gradual 
scaling of this solution helps you differentiate 
from the competition and drive efficiencies 
across the organization to shorten sales cycles.

Let’s explore some of the ways added 
investments in marketing automation 
benefit senior living providers below. 

How can senior 
living leaders 
accelerate the 
sales cycle through 
added investments 
in marketing 
automation?

Capturing leads 
with greater 
acuity and 
sales training

With additional behavioral 
data, senior living providers 
can extract useful and 
actionable insights such as:
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Web form fills 
 
 

Content downloads 
 
 

Website visits

Emails sent 
 
 

Texts sent 
 
 

Calls placed



Additionally, Enquire Contact Center can 
be used to shorten the sales cycle by 
accepting calls on behalf of the senior living 
community. Sales counselors can utilize 
the contact center to immediately answer 
phone calls when counselors are too busy to 
field them at the time. This added coverage 
assists sales during times when teams are 
encumbered by other pressing priorities. 

The contact center answers calls in a timely 
manner, and can monitor online chats, stepping 
in when a website visitor poses a question. 
Attane Engagement Center functions similarly 
to Enquire Contact Center: A dedicated staff 
promptly answers calls and takes inquiries, then 
connects the individual with the appropriate 
member of the senior living community’s staff 
to address the concern or answer the question 
posed. Discretion and posing the proper 
questions to facilitate a tour/move-in are key to 
the success of the Enquire Contact Center and 
the Attane Engagement Center’s operations.

Attane conducts training for every salesperson 
and end user of Enquire CRM, providing login 
information for all end users of Enquire MAP 
to help teams better understand their leads 
and the lead scoring for each specific lead. 
This education builds the profile and fills in the 
gray areas of a resident profile. It creates more 
context and allows for deeper, less awkward 

conversations. Specific resources can be 
sent based on the data in Enquire CRM. This 
leads to sales understanding leads better. 

Digital scoring is another crucial component 
that Attane sets up for sales teams. Any time 
there’s a behavior that a lead exhibits (watches 
a video, downloads a piece of content, etc.), 
it helps the salesperson prioritize and set 
up next steps. Attane helps save time by 
assigning sales a number of leads and creates 
an actionable to-do list for daily operations. 
Attane sets up notifications that give sales a 
head’s-up to log in after a successful action 
is taken and a lead is receptive to outreach. 

As a sales counselor, when thinking through 
personalized follow-up or outreach, ask 
yourself, “Would I think it intrusive if a 
salesperson asked me this question using 
data I didn’t know was being collected?” If 
the answer is yes, still rely on data to inform 
your approach while speaking to the broader 
interests of your prospect, but keep specific 
details close to the vest until the prospect 
decides to disclose that information.

PRO TIP
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Scheduling tours
A key component to reaching occupancy 
goals is through setting and successfully 
scheduling tours with prospects. With 
advanced capabilities of automation, the 
manual labor of this outreach can be handled 
by programs to advance leads to the tour 
stage. Through Enquire, senior living providers 
can automate the time spent sending and 
scheduling tour reminders, tour invitations 
to prospects’ calendars, post-tour follow-up 
emails, community newsletters, community 
updates for loved ones (ACIs), invitations to 
virtual or in-person events (gardening party, 
wine and cheese tasting, holiday party, etc.).

Post-tour or visit surveys are also an 
important way to garner crucial feedback from 
prospective residents and ACIs. Across the 
continuum of care, surveys are a way to foster 
a deeper connection with key stakeholders 
in the decision-making process. Automation 
can send this crucial communication to 
everyone involved in the decision to glean 
valuable data, insights, and feedback to 
ensure that information is captured and 
applied to future events and/or tours.

Lead processing workflows

A marketing workflow automatically sends 
out customized content based on the 
triggering action you choose. Capabilities 
in the ideal marketing automation platform 
include emails, text messages, social media 
posts, website pop-ups, website forms and 
robust reporting among other features.

To best process leads through your 
community’s established workflow, use 
demographic (age, location, income), 
psychographic (need, want, timeline) 
and behavioral data (previous actions 
taken) to identify and create personas 
based on that preconditioned criteria.

Now that your community has identified and 
segmented your ideal audiences to extend 
messaging to, lead processing workflows will 
appropriately route personas into automated 
outreach sequences at scale. Answering a 
crucial question: “Where are we now and 
where do we want them to be?” is key to 
success. Thinking through that question 
will keep marketing and sales focused 
on providing a thorough and intentional 
sequence before automation takes over.

Dynamic fields of personalization are another 
advanced feature that can help accelerate the 
sales cycle during lead processing workflows. 
For example, within a sequence, the first 
name, last name, and other criteria – such as 
the prospect’s birthday, wedding anniversary, 
favorite food, etc. – can be incorporated 
into workflows to ensure communications 
truly stand out to the individual.
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1. Deploying marketing 
efforts and best 
practices and converting 
opportunities for sales:
By tying strategies and data together 
for marketing and sales through Enquire 
MAP, senior living providers generate 
greater ROI. Each successful completion 
by prospects is tracked across digital 
investments and channels, giving deeper 
insight into channel attribution. This 
knowledge helps marketing spend their 
time wisely discovering better opportunities 
for sales more frequently by moving 
prospects through the sales funnel.

By applying a strategic, data-driven 
mindset, marketing can establish key 
benchmarks throughout the customer 
journey. This ensures correct pacing is 
used to establish and exceed the goals 
and expectations of the executive director 
and/or board of directors, which acts as 

a blueprint across each location within a 
community’s system. Based on the unique 
needs of each location and depending on 
where leads are (or aren’t) being driven or 
converted, marketing can apply a unique 
approach to overcome these challenges.

For example, in the Client Success 
Story with Cappella Living Solutions, 
lead nurturing and reengagement were 
challenging during the pandemic and 
into early 2021. By using Enquire MAP, 
sequences were updated to reflect the 
reality of COVID-19, but the messaging was 
also mindful of the fatigue prospects were 
facing and the overabundance of pandemic 
messaging. Using behaviors like open 
rates and click-through rates, the Cappella 
Living Solutions team, in collaboration with 
Attane, was able to update and amend 
messaging to see what resonated, which 
helped the team engage with leads at scale, 
ultimately leading to occupancy success.

Continued on next page ->

How does Enquire 
MAP and a strategic 
partnership assist 
processes and 
inform strategies?

Enquire MAP helps connect the dots 
between marketing efforts and sales 
strategies. Between lead generation, 
lead nurturing, reengaging with leads 
and, ultimately, accelerating the 
inquiry to move-in/referral for the 
sales process. Let’s explore four ways 
Enquire MAP can be leveraged below.
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How does Enquire MAP and a strategic partnership 
assist processes and inform strategies?

2. Automating 
lead-nurturing 
campaigns tailored 
to the needs of 
your sales and 
marketing strategy:
As the previous example with 
Cappella Living Solutions 
suggests, automating lead-
nurturing campaigns produces 
results, but only when they’re 
customized to your unique 
personas and speak to their 
needs and concerns. Once that 
setup occurs, optimizations 
and monitoring will be required 
to ensure that messaging 
doesn’t get stale or ineffective 
as the campaign progresses.

Enquire MAP allows providers 
to send the right message, at 
the right cadence, using your 
community’s specific verbiage 
to showcase your approach to 
your levels of care. Additionally, 
marketing can track recipients 
of email messages and 
your personas’ subsequent 
actions. If a particular email 
in the sequence causes leads 
to drop off or disrupts the 
communication flow, you 
can rework it to ensure that 

the entire campaign speaks 
to the primary concerns of 
your audiences during each 
stage in the sequence.

3. Sending real-
time, customized 
communications:
Another benefit to implementing 
Enquire MAP is that it helps you 
understand where your personas 
and key prospects want to be 
reached and how they prefer to 
be communicated with. Through 
behavioral measurement and 
consistent tracking, senior 
living marketing teams can 
pinpoint the specific needs 
of an individual prospect.

For example, if one prospect 
prefers to engage with a 
community via email but never 
picks up the phone to call, it’s 
unlikely another phone call will 
do the trick, even if those notes 
are regularly being added in 
Enquire CRM to follow sales 
best practices. In this instance, 
use email as the primary driver 
for communication so you know 
what works and what doesn’t.

Conversely, if another prospect 
never replies to emails in a 
sequence but has occasionally 
called the community with 
questions, you can make that 
note to be able to customize your 
marketing and sales approach 
to meet that lead where the 
person is most comfortable. 
This is equally true for every 
channel in your MarTech mix… 
social media, your website, 
and countless other channels 
and touch points in between.

Meeting prospects on their level 
allows marketing and sales 
to understand what’s working 
with a particular prospect and 
stick with that approach to 
drive greater levels of trust 
and engagement with them.

Continued on next page ->
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How does Enquire MAP and a strategic partnership 
assist processes and inform strategies?

4. Communicating 
to the masses with 
tools to decrease staff 
workload and increase 
resident satisfaction:
Improved efficiencies and streamlined 
integrations across Enquire CRM, 
Enquire MAP and its Contact Center 
are vital to saving teams time 
and improving communication. 
With these integrations in place, 
communities gain a seamless way 
to inform strategies while reducing 
their workload in real time.

Precise tracking capabilities and 
integrations give sales and marketing 
teams crucial insight into a lead’s 
specific stage in the customer 
journey. When using Enquire CRM, 
Enquire MAP and Enquire Contact 
Center, integrated data and insights 
are merged, creating a cohesive and 
actionable way to track the status 
of any given lead, while focusing 
efforts on resident satisfaction.

Blending these solutions allows senior 
living providers time to focus on the 
most pressing day-to-day matters, with 
the confidence that these investments 
are working together to overcome. 

For additional questions about senior 
living marketing or if you require 
help or assistance incorporating 
MarTech investments, please 
contact Attane or Enquire.

Conclusion

Upon understanding and overcoming 
the greatest occupancy trend and 
challenge: executing MarTech solutions 
across the continuum of care and 
harnessing the capabilities of a CRM 
and MAP, senior housing providers will 
be prepared to leverage the pent-up 
demand of the post-pandemic economy. 

With Volumes 1-3, Attane and Enquire 
have addressed the primary ways senior 
living marketing and sales can excel with 
perpetually changing customer journeys. 
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Enquire is the premier CRM, marketing 
automation, and contact center solution 
provider in senior living and post-acute care. 
With the vision to improve the experience 
for prospects and family members through 
customer service-centric products paired 
with cutting-edge technology and analytics, 
Enquire’s cloud-based software systems are 
specifically designed for seamless sales 
and marketing activity. To learn more about 
Enquire’s solutions for senior living and post-
acute care, visit enquiresolutions.com.

Attane, formerly GlynnDevins, is the leading 
marketing solutions provider trusted by 
the senior living, healthcare, and financial 
services industries to drive sales and business 
success. Our data-driven understanding 
of the customer journey and more than 
30 years of experience delivering results 
provide unparalleled value to clients — 
empowering them to engage with success. 
For more information, attaneresults.com
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