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OUTLINE
A C T U A L  C L I E N T  O U T C O M E S  R E P O R T

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.

1 )  3 0 , 0 0 0  F T  S T R A T E G Y  T O
E X E C U T I O N

2 )  H A N D S - O N  T A C T I C A L
S U C C E S S

3 )  A G E N C Y  O V E R V I E W



O u t c o m e s  r e p o r t

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.

Initial efforts to begin the repositioning:
Ceiling-to-Floor Segmentation
Attitudinal Research
Customized Events
Marketing to Adult Children
Created individual direct marketing campaigns for
each segment and identified messages that resonated
with these prospects around campus amenities and
cost savings
Supported direct marketing initiatives with a
completely revamped, lifestyle-focused paid media
plan
Created opportunities to raise awareness through
outreach to select area professional
Reinforced sales training to enhance discovery process
Utilized CRM data trends to monitor and adjust strategy

APPROACH
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CHALLENGE  & APPROACH

p r e - r e n o v a t i o n  c c r c  c o m p e t i n g  i n  a  c r o w d e d  m a r k e t
w i t h  e x c l u s i v e l y  s m a l l  o n e - b e d r o o m  i n v e n t o r y



Today ’s  consumer is  s ignif icant ly  d i f ferent  from previous
years ,  in  terms of  their  expectat ions and abi l i ty  to  access
information on their  own.  The event  market ing approach has
decl ined in  success in  recent  years ,  as  many organizat ions
are post ing s imi lar  information onl ine in  b logs ,  infographics
and news art ic les .  Today ’s  prospect  doesn ’ t  need to  come to
a community  to  become educated about  senior  l iv ing;
however ,  that  is  not  to  say that  the information that  they
are accessing is  necessar i ly  correct  or  r ight  for  their  unique
situat ion and l i fe  journey.

Using the insight  gained from the Prospect  Prof i le
Development  efforts ,  we del ivered highly  targeted direct
mai l  and pr int  messaging that  resonates with  the reader  on
a deeper  leve l  and leveraged our  understanding of  their
unique journey to  advance them through the sa les  process.  

To ensure a  seamless exper ience,  the photos and
publ icat ions chosen were ref lect ive of  the ‘ ideal ’  prospect
as i t  re lates to  those tact ica l  efforts  where appropr iate .

The direct  mai l  l is ts  were tr immed down considerably  to
contro l  both cost  and audience,  inc luding but  not  l imited to :
couples and s ingles  who wouldn ’ t  f inancia l ly  qual i fy  for  a
two-bedroom but  can afford a  one-bedroom,  a  s ingle  person
who could  afford a  one-bedroom based on a  teacher ,  union
worker ,  mi l i tary  or  nurses pension.

The direct  mai l  cr i ter ia  had both a  bottom and top end-
range for  the income,  c learer  incorporat ion of  net
worth/assets ,  t ightened geography based on histor ica l
lead data and could  inc lude psychographic  and
behaviora l  prof i l ing .  

The pr int  advert is ing was based only  in  those l i festy le
or  ret i rement  p lanning publ icat ions that  would be
appropr iate  for  our  target  audience,  as  opposed to  the
previous program of  d isp lay  advert is ing.

The cal l - to-act ion,  instead of  being event  focused,  was
re lated direct ly  to  the messaging and target  audience,
so i t  var ied and inc luded a  wide range of  ways to
connect  with  the community ,  such as a  ‘Staycat ion ’
with  t ickets  to  the Ambler  Theater ,  consul tat ion with
the transit ion coordinator ,  or  a  ‘Passport ’  program to
invi te  them to part ic ipate in  on-campus act iv i t ies  with
residents  –  a l l  designed to  a l low them to exper ience
the l i festy le  f i rsthand,  instead of  being to ld  how i t
would benef i t  them,  adding ongoing opportunit ies  to
advance them through the sa les  process.

Throughout  the ent i re  campaign,  a  focus on present ing
the three communit ies  as  one offer ing ,  with  the
select ion based so le ly  on the indiv idual ’s  preferences.

O u t c o m e s  r e p o r t

START WITH THE WHY



O u t c o m e s  r e p o r t

FOCUS ON THE TARGET

FIND THE CIRCLE OF
INFLUENCE

G i v e n  t h e  c u r r e n t  c l i m a t e  o f  a d u l t
c h i l d r e n  i n f l u e n c i n g  t h e i r  p a r e n t ’ s
d e c i s i o n  t o  s h o p  f o r  a n d  s e l e c t  a
c o m m u n i t y ,  i t  w o u l d  p r o v e
a d v a n t a g e o u s  t o  b e  p r e p a r e d  t o
f a c i l i t a t e  t h e  c o m m u n i c a t i o n  i n  a n
e f f e c t i v e  w a y ,  p o s i t i o n i n g  t h e
c o m m u n i t i e s  a s  a  r e s o u r c e  t o  t h e
i n f l u e n c e r  a u d i e n c e .  

T o  e n s u r e  t h a t  t h e  m a r k e t i n g  e f f o r t s
t a r g e t  t h e  a d u l t  c h i l d r e n  o f  t h e  e x a c t
t a r g e t  p r o s p e c t  d e s i r e d ,  t h e  d i r e c t
m a i l  l i s t s  p u r c h a s e d  w o u l d  b e  u t i l i z e d
t o  d o  a n  “ A C  C o n n e c t o r ”  t h a t  l i v e s  i n -
s t a t e ,  t h o u g h  a d d i t i o n a l  c r i t e r i a  c a n
b e  a d d e d ,  s u c h  a s  i n c o m e  a n d  a g e  t o
f u r t h e r  r e f i n e  t h e  l i s t .  

T h e  c a m p a i g n s  i n c l u d e d  I n f o r m e d
D e l i v e r y  t o  i n c o r p o r a t e  o n l i n e  f o l l o w -
u p  a n d  t h e  a d d e d  b e n e f i t  o f  d i g i t a l
d e l i v e r y  o f  t h e  o f f l i n e  m a i l  p i e c e .



DESIGNED TO DELIVER

O u t c o m e s  r e p o r t



DESIGNED TO DELIVER

O u t c o m e s  r e p o r t



O u t c o m e s  R e p o r t

DATA-DRIVEN,  DATA PROVEN

N e w  L e a d s
D O U B L E D  Y o Y

T a r g e t e d  U n i t s  w e r e

o f  T o t a l  A n n u a l  S a l e s !



O u t c o m e s  r e p o r t

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 SEO
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

CHALLENGE  & APPROACH

n e w  r e n t a l  c o n t i n u u m  c o m m u n i t y  ( I L ,  A L ,  M C )  o p e n i n g
j u s t  p r i o r  t o  C O V I D ,  w i t h  a  r o c k y  o p e r a t i o n a l  l a u n c h



COMPELLING CREATIVE

O u t c o m e s  r e p o r t



O u t c o m e s  r e p o r t

EFFORTS  TURNED OUTCOMES

Increased Reviews 
550% 

in  less  than 12  months

S c r i p t e d  S a l e s  T e a m  t o  R e q u e s t  R e v i e w s  i n
P e r s o n ,  E m p h a s i z i n g  A c c e s s i b i l i t y
P r o v i d e d  B r a n d e d ,  P r i n t e d  I n s t r u c t i o n s  f o r
F a m i l i e s  t o  F o l l o w
C r e a t e d  E m a i l  S i g n a t u r e  S o l i c i t a t i o n  f o r
C o m p a n y - W i d e  U s e

E n s u r e d  G M B  P r o f i l e  S e t u p ,  P u l l e d  t h e
S h o r t c u t  &  A d d e d  L i n k  t o  t h e  W e b s i t e

L a u n c h e d  a  Q u a r t e r l y  R e v i e w  S o l i c i t a t i o n  t o
R e s i d e n t  F a m i l y  M e m b e r s  &  P r o f e s s i o n a l s  
P o s t e d  E n g a g i n g  B r a n d e d  I m a g e s  R e q u e s t i n g
R e v i e w s ,  R e i n f o r c e d  w i t h  T e s t i m o n i a l s

D a i l y  R e v i e w  w i t h  O n g o i n g  E n g a g e m e n t  o n
S o c i a l  &  R e v i e w  P l a t f o r m s
C r a f t e d  C u s t o m e r - S e r v i c e  O r i e n t e d
R e s p o n s e s  

O r c h e s t r a t e d  O r g a n i c  R e v i e w  S o l i c i t a t i o n

D e v e l o p e d  a  R e v i e w  I n s t r u c t i o n  L a n d i n g  P a g e
w i t h  D i r e c t  L i n k s  t o  R e v i e w  P l a t f o r m s

L e v e r a g e d  C T A  i n  M u l t i p l e  C h a n n e l s  

M a n a g e d  R e v i e w  R e s p o n s e  P r o c e s s

2019

2021

2020



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. 

S A L E S  &  M A R K E T I N G  S U P P O R T  P A R T N E R S H I P

AGENCY APPROACH

We del iver  unique so lut ions  by
leveraging proven approaches with
creat ive  ins ight .



Questions?
W e  c a n ' t  w a i t  t o  a n s w e r  t h e m !  
H E L L O @ T H E C O L L E C T I V E A G E N C Y S L . C O M

D I S R U P T I N G  T H E  S E N I O R  L I V I N G  S A L E S  &  M A R K E T I N G  I N D U S T R Y

T h e C o l l e c t i v e A g e n c y S L . c o m


