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DISRUPTING THE SENIOR LIVING SALES & MARKETING INDUSTRY

OUTLINE

ACTUAL CLIENT OUTCOMES REPORT

1) 30,000 FT STRATEGY TO
EXECUTION

2) HANDS-ON TACTICAL
SUCCESS

3) AGENCY OVERVIEW

Every organization is unique - that's why
partnerships with The Collective Agency
are always a customized program based
on individual market needs, community
lifecycle and current objectives.

Included in this report are two types of
strategic support that drove measurable
results and uncovered actionable
insights that led to further refinement of
the overall marketing strategy and brand
position - more importantly, we built
census and increased market share.
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CHALLENGE & APPROACH

pre-renovation ccrc competing in a crowded market
with exclusively small one-bedroom inventory

CHALLENGE

Small, 520-square-foot one-bedroom apartments
comprise nearly 45% of Acts’ three Cornerstone

Communities (Fort Washington Estates, Gwynedd
Estates, and Spring House Estates).

While Acts has worked to reposition some of this
inventory by creating larger combination
apartments, the challenges of selling these small
apartments to our prospects continue to be part of
our product marketing strategy.

The market in which these communities compete
provides many options - other Type A CCRCs, Fee-

For-Service communities, rental, and in-home care.

APPROACH

1.Initial efforts to begin the repositioning:
Ceiling-to-Floor Segmentation
Attitudinal Research
Customized Events
Marketing to Adult Children

2.Created individual direct marketing campaigns for
each segment and identified messages that resonated
with these prospects around campus amenities and
cost savings

3.Supported direct marketing initiatives with a
completely revamped, lifestyle-focused paid media
plan

4.Created opportunities to raise awareness through
outreach to select area professional

5.Reinforced sales training to enhance discovery process

6. Utilized CRM data trends to monitor and adjust strategy
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START WITH THE WHY

Today’s consumer is significantly different from previous
years, in terms of their expectations and ability to access
information on their own. The event marketing approach has
declined in success in recent years, as many organizations
are posting similar information online in blogs, infographics
and news articles. Today’'s prospect doesn't need to come to
a community to become educated about senior living;
however, that is not to say that the information that they
are accessing is necessarily correct or right for their unique
situation and life journey.

Using the insight gained from the Prospect Profile
Development efforts, we delivered highly targeted direct
mail and print messaging that resonates with the reader on
a deeper level and leveraged our understanding of their
unique journey to advance them through the sales process.

To ensure a seamless experience, the photos and
publications chosen were reflective of the ‘ideal’ prospect
as it relates to those tactical efforts where appropriate.

The direct mail lists were trimmed down considerably to
control both cost and audience, including but not limited to:
couples and singles who wouldn't financially qualify for a
two-bedroom but can afford a one-bedroom, a single person
who could afford a one-bedroom based on a teacher, union
worker, military or nurses pension.

The direct mail criteria had both a bottom and top end-
range for the income, clearer incorporation of net
worth/assets, tightened geography based on historical
lead data and could include psychographic and
behavioral profiling.

The print advertising was based only in those lifestyle
or retirement planning publications that would be
appropriate for our target audience, as opposed to the
previous program of display advertising.

The call-to-action, instead of being event focused, was
related directly to the messaging and target audience,
so it varied and included a wide range of ways to
connect with the community, such as a ‘Staycation’
with tickets to the Ambler Theater, consultation with
the transition coordinator, or a ‘Passport’ program to
invite them to participate in on-campus activities with
residents - all designed to allow them to experience
the lifestyle firsthand, instead of being told how it
would benefit them, adding ongoing opportunities to
advance them through the sales process.

Throughout the entire campaign, a focus on presenting
the three communities as one offering, with the
selection based solely on the individual’s preferences.
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FOCUS ON THE TARGET
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FIND THE CIRCLE OF
INFLUENCE

Given the current climate of adult
children influencing their parent’'s
decision to shop for and select a
community, it would prove
advantageous to be prepared to
facilitate the communication in an
effective way, positioning the
communities as a resource to the
influencer audience.

To ensure that the marketing efforts
target the adult children of the exact
target prospect desired, the direct
mail lists purchased would be utilized
to do an “AC Connector” that lives in-
state, though additional criteria can
be added, such as income and age to
further refine the list.

The campaigns included Informed
Delivery to incorporate online follow-
up and the added benefit of digital
delivery of the offline mail piece.
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DESIGNED TO DELIVER
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DESIGNED TO DELIVER
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DATA-DRIVEN, DATA PROVEN

New Leads
DOUBLED YoVY

Targeted Units were

of Total Annual Sales!
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CHALLENGE & APPROACH

new rental continuum community (IL, AL, MC) opening
just prior to COVID, with a rocky operational launch

CHALLENGE
The property was a newly opened senior living community
offering multiple levels of care, still in fill-up.

COVID impacted the entire industry, but with no ability to tour
a beautiful, new building and newly welcomed residents
unable to see their families maintaining positive review
status was essential.

With the prospective resident or adult child's buying journey
shifting to exclusively online, the volume and caliber of the
reviews needed to be significant

APPROACH

Increase Reviews, Increase Leads

Building up reviews increased the chances of prospects engaging
with your company online.

More Positive Reviews, More Sales

Consumers prefer a minimum of 10 reviews before feeling
confident in making a decision, so increasing reviews improve
sales outcomes.

Higher Reviews, Higher Organic Rank

Google ranks businesses with frequent and positive reviews
higher in organic search results, making reviews a serious SEQ
factor.

Decrease Cost with Increased Reviews

Online reviews are FREE. Positive endorsements on your Business
Profile serve as free Google advertising for your business on the
world's most trusted platform
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COMPELLING CREATIVE

WE ARE
Always Here - |8
HELPING |
FAMILIES JUST
LIKE YOURS!

v YOURL'fe

Inspired - Engaged  Fulilled

THE Power IS YOURS!

At YOUR Z.-"fé *, we are dedicated to enhancing the lives of
our residents and supporting their families - each and every day.
Sharing your experience has the potential to benefit the lives of
each future resident and family who steps through our doors.

Sha re Yo ur Expe rie nces at We invite you to complete an clmline review QFYOURL"?%" to

share your thoughts and experiences, on behalf of your loved

Yo U R L"fém of pa I m Beac h G a rde ns :‘r::da:niit::z:atr:igyéll:::alp guide other families to the peace of

Leave Us a Review! Qi VVe've Madelt Ensyl |

We look forward to thanking you!

If you have any questions,
please call Donna or Jillian at

561-507-1012.
FIOEB & @  Assistod Living Facility License 913235

At VOUR[,F‘fE" of Palm Beach Gardens, we strive to enhance the lives of our residents and families
every day. We hope that you are pleased with your experiences at our community.

‘We invite you to share your opinions and experiences about YOURLf’fé"‘ of Palm Beach Gardens online.
This feedback will help us continue providing the services you know and love, as well as help us improve

to benefit the lives of future residents and families who step through our doors.

On the back of this sheet are detailed instructions on haw to share your experiences on both
Google™ and Facebook”. Thank you for sharing your opinion to help us better serve you.

YOU RL' e 13465 Pasteur Boulevard

“ Palm Beach Gardens, FL 33418
OF PALM BEACH GARDENS
i 561-328-1149

YourLifePBG.com

Assisted Living Facility License 3230 @ & FIEED

Inspired « Engaged - Fulfilled

13465 Pasteur Boulevard
Palm Beach Gardens, FL 33418
In the Allon Development

%.YOUR[, 0

‘ OF PALM BEACH GARDENS

Inspired - Engaged - Fulfilled
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EFFORTS TURNED OUTCOMES

Increased Reviews

550%
in less than 12 months

Orchestrated Organic Review Solicitation
Scripted Sales Team to Request Reviews in
Person, Emphasizing Accessibility
Provided Branded, Printed Instructions for

2019 Families to Follow

Created Email Signature Solicitation for

Company-Wide Use

Developed a Review Instruction Landing Page
with Direct Links to Review Platforms
e Ensured GMB Profile Setup, Pulled the
Shortcut & Added Link to the Website

Leveraged CTA in Multiple Channels
e Launched a Quarterly Review Solicitation to
2020 Resident Family Members & Professionals
e Posted Engaging Branded Images Requesting
Reviews, Reinforced with Testimonials

Managed Review Response Process
e Daily Review with Ongoing Engagement on
Social & Review Platforms
e Crafted Customer-Service Oriented
Responses

2021




SALES & MARKETING SUPPORT PARTNERSHIP

AGENCY APPROACH

FUELED BY HUSTLE

Committed to relationships and results.
It's who we are.

Nimble, responsive and known for going the extra
mile - that's the marketing partnership we
believe every provider deserves. That's why we're
here.

DRIVEN BY DATA

Built to deliver solutions for senior living teams
on the ground with plans, projects and programs
that combine our 30,000-foot perspective,
viewed through a unique lens of over five
decades of senior living experience.

DEDICATED TO RESULTS

Client satisfaction is the driving force behind The
Collective. Our founders wanted to return to a
relationship-focused delivery of customized
support.

Our only measure of success is what our partners
are able to enjoy. The only KPI we track is our
clients fully achieving their goals - and their
satisfaction with our support.

TRUE PARTNERSHIP

We have grown with our clients for over twenty
years, it's the only roadmap we follow - shared
success and systems designed to scale.
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