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Sales and marketing steps to survive in 2009

hese three realities I knorv to be crue for2009: There are five key things that providers need to

My 401k will look sofier than Santa's belly; shore up-e1got -"ny-starr up as ir relates to sales

despite spendiegl'ig bue&s' d:€ Yankeqs wil! aad rnarkedng inarderto survire in 109' -

housing will maintain market share. understandine the difference between the two. Hire

LTC properLies. Wirness rhe automobile indusrry in Second, to overcome the realestate market issues

still not make it to the \XZorld Serics (thank goodness); First,hireapersonwho understandsthat theiob

and only the seriously focused sales and marketing issales, notmarketing. Sounds easy, but the biggesr

professionals in longlpr6 care (LTC) and seniors weakness in a majority of communities is a lack of

Nlining for gold

never before only adds fuel to this already five-alarm
fire called our economy.

'Getting it'
But the smart and focused will ger it- Theywill un-
derstand that sales happen one at a rime, rhat every
lead we get is worrh its weight in gold (note gold
at $700 an ounce), and we need to stop following
fhe other sheep when ii iomes m their strarigies 6i
adwertisi ngand communications-which are clearly

now out ofstyle.

e{t,

by Stephen P. Vright

. Sell valus and lifestyle-two things you can sell

against them staying in their home, ("Have you

seen the prices oI home healthcare? We are a

deal in comparison!")
. Be proactive in lhe sales ofthe home. Team

with the best realtors who get it and under-

stand eldor issues and how to help thom sell.
. Always bring new ideas to the prospects on

staqing. renting, or reassessing their home lor

resale.

Be prepared with stories and ideas rhat put this

market in pcrspective with thosc success storics.

Know how to deal wirh the obiections 
"1 

can't sell

my house," or 
"I 

ve lost 35olo in value fiom

a year ago!"

Ttird, have a com mun itt' outreach plan.

Sure.wc all talkabouthowmuch outreach wc

do, burwhen thework out in t  hccommunity

doesn't correspond w irh lcad generarion, t hen

itis time to rethinkthis process. Fiftyto 607o

ofall leads forseniors housing communities, and 80
to 909o ofskilled care communities need to come
from influencers and reGrral sourccs. Are they?

Enough talk abonr how the growirg mature mar- forsales, expectsales, train for sales, and keep market-

ket will outstrip the zupply for senior housing and ing out ofthejob description or duties. Period'

Derroir rhat just kept buildingcars that rheyfigured you musr thinklike areal estate expert. we spend

the marketwould buy. Wewereafordedatimewhen so much time fretting about our fellow comperitors

the goingwas easyforsales and marketingprofessions in LTC or senior housing communities, when, io

in the mature market-no motelA combination ofa hcc,9oo/o ofour opportunity are the prospects in

sawy new customer, new communication channels, the home. So what does it take to help them oot of

andcompetitionfromcommuniry-basedserviceslike their homes?
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The only way thar will happen is by placing a salesperson-not
a marketer-out in rhe €eld. If you are in a market where paid
referral agencies are getting and giving a liont share of teferral
leads, that is beciuse they are smarter and harder working than
you. Theyhavent cornered the market on referal source leads-the
key is working primarilywith need-d riveo or heakh-driven referral
sources-and tlen rargeting rhe two best in each ofthose Gelds.
Iis like the Noah's Ark rheory; two ofevery breed gets on your
ship-bur only two ofeach breed who are topnorch and get it as
far as reciprocal relationships. It's got ro be a win-win scenario.

Fourti, chaage the way you go after other leads. The way
people hear abour you is changing by the day, As crazy as rhis
sotmds. newspapcrs maybecome ex drlcr beforr
all the closings and cutbacks of major newspapers rhar now only
publish newspapers for home delivery three or four days a week,
lX/hat does rhat say about this long-revered advertising source?

It is just an indication that the business ofdispersing informa-
tion has changed forwer. Ifyou areni in the process ofshifting
to an Internet-based advenising and marketing program, you are
falling behind the curve. Your cusromer will already have 50Vo
of the information they need about you and your compedrion
by having first gone online before they ever call you, Vhat is
your ptesence?

Lead tra$c rhat now comes via the Internet is invaluable, If
you treat it any diFerently chan a lead from reGrral sources or
a newspaper ad, you are behind rhe curve. From your lf7eb sirc
presence to links m odrer businesses to how you draw people in
and keep working with them from a sales perspective*all via the
Intetnet-it is all virally important today

Five, ageless thinking is critical to our success. I didnt coin
that erm, but I quore a respected associate ofm ine, Robert Snyder,
when I talk abosr the mere necessity for us to reinvent ourselves
to satisfy our new consumer. The questions we need to ask as we
Iook at our current programs, services, and physical plants are:
Would I rrant ro live rhere, eat rhere, socialize rhere, and spend
three to Gve years rhere?

As a spry 82-year-old man told me recently on a rour ar an out-
of-date and out oltouch communicy, "I am not very interested in
this community as a place ro move." !(hy, I asked? "Because 

all
you have here for activities are the three B's: bingo, bus rides, and
Bible study. That's not for me," he replied. He was right!

Todayt customer wants a full spectrum ofopportunities and
expedences regardless of age. Spiritual, wellness and 6rness,
vocational and educational programs are just of a few avenues
that you must invenr or reinvenr. Itt golden-now go mine rhat
gold in'091 r

markeling corsullanctr Mlh 25 years of seniors houshg and long-lem cate
experiencs wflh start-up ff underaciieving 0rope ies. Contacttim atvrvr|[,
wdgfttmalurena*et.con or (253) 383-45€, lo send you connenE to the
Mh and editots, e-nail wtighn309@tflnagazine.con. 
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Safety Footwear )
Shoes For Crewso
has introduced the SFC
Froggz'" Sport. Made
from andbacterial EVA
marerial, Froggz Spon
has SFCi Mighty Grip
slip-resisranr oursole and
self-rnassaging insoles. A
pivoul strap ofers heel
suppon and fearherlight rcchnolory for added comfon. Available

in black or white for both men and women.

For more information, call (877) NO-SLIPS or visit ww*.

shoesforcrewsrtnh.

Protective Underwear r
The TENAo Protectivc Underwear product family now includes
cwo €xciting new produccs: TENA Men" and TENA Vomen*
anatomically designed underwear. These inlovatlv€ soludons
feature targeted absorbency that ensures procecrion where iti

needed mosr-meedng individualized care needi wirh security,

comforr, and discretion,

For more information, call (800) 992-9939 or visir m{..tena-

us/profassicnals.

Bladder Volume Measuremenr -
'IheBladderScan@, 

available

from DirectSupply, provides

accurate, noninvasive blad-
dervolume measurements to

help create retreining plans
and toiletinc schedules for
residents- lt also reduces rhe

need for cathererizacions,

and helps you comply wirh

F-tag 315-
For more informerion,

call (800) 634-7328 or visir
www.directsupply.net.
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