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Session Overview:

The session will build upon results 

and recommendations from the 

national survey as well as timely 

strategic marketing and sales 
techniques. 



Learning Objectives for the Session

1. Using the results from the National Survey, learn how to 
identify the most important and compelling marketing 
and sales issues at your community. 

2. Learn how to ask the ‘right’ questions at the ‘right’ time 
with prospective residents?

3. Learn how to identify ‘needs’ of prospective residents. 

4. Learn techniques and best practices to best relate to 
prospective residents. 

11
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Download the Report

DOWNLOAD the 
REPORT for FREE

Retirementdynamics.com 

Courtesy of:

https://www.plantemoran.com/campaigns/pmlf/covid-19-sentiment-report


Survey Sponsors
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This research was produced by Plante Moran Living Forward™ and Retirement DYNAMICS, but 

it’s completion would have not been possible without the valuable support and input of our 

sponsors: 

Premier Sponsors Gold Sponsors

Silver Sponsors Bronze Sponsors



Section 1
Our “WHY” Behind the Survey



Our Motivation
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Provide a platform for older adults to have a voice

Opportunity for staff and front-line heroes to share their experience

Hear from prospects about the pandemic and whether it had an impact on their 

decision to move

Understand the level of social isolation during shelter-in-place

1

2

3

4



Our Goals
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Change the Narrative

Adjust operations to enhance the 

environment and experience

Strengthen the marketing message

Strengthen the recruiting efforts

1

2

3

4



Section 2
Methodology



Methodology

Independent Living:

• Residents or Members (referred to throughout the report as simply “residents”)

• Prospects (those who had contacted the community because they were interested in possibly 
moving in or being put on a waiting list (“prospects”)

• Senior Living Employees (“staff”).

Survey Distribution:

• A total of 23,665 surveys were sent to senior living community residents, prospects, and staff.

• Surveys were distributed digitally using Qualtrics® and in hard copy.

• Digital surveys were in the field from June 22, 2020, to July 6, 2020.

• Paper surveys were in the field from June 22, 2020, to July 23, 2020.

• A total of 5,002 surveys were returned, representing a 21.1% overall response rate. 

• Of the 5,002 returned surveys, 80.6% (4,032 surveys) were digital and 19.4% (970 surveys) were 
hard copy.

Target Population:  

• Older adults living in or considering a move to senior living (55+ years).
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Executive Summary
Senior Living Residents, Prospects, and Staff Shared Their Experience. We Listened.

This report is the voice of more than 5,000 individuals who experienced the COVID-19 pandemic 

while living or working in a senior living community or as a prospective resident. Their sentiments 

and suggestions can be used to enhance the experience at your community.
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Safety:

• 93% of residents (almost 3,000 in total) felt 

the community took all precautions to keep 

them safe, and 75% of residents agreed that 

they were “glad to be living in a community 

during the pandemic”

• 61% of residents feel safer in community 

versus being in their previous home, in 

contrast to more than 68% of prospects who 

felt safer at home than in a community (it’s 

important to note that a resident is answering 

this question in the context of both having 

lived at home and in a community, where as 

the prospects may not be able to compare 

both experiences)

• 58% of prospects were “not worried about 

living at home during the pandemic” and 67% 

“felt peaceful”

• Write-ins noted a significant amount of fear 

related to congregated living and how the 

community would suppress their agency in 

choosing how to respond to risk

Social isolation:

• 61% of prospects “felt socially isolated during 

shelter-in-place” compared to 60% of 

residents; unsurprising, given that prospects 

didn’t have the restrictions on the comings 

and goings of residents and visitors the way 

that communities did for the safety of all 

residents

Residency:

• 86% of residents are glad they made the 

decision to move to a community 

• 57% of prospects were glad they made the 

decision to stay at home, and 35% felt unsure 

of their decision

Technology:

• 89% of prospects strongly felt they were “able 

to leverage technology to maintain 

connectivity with friends and family during 

the pandemic,” as compared to residents at 

47%

• Technology will be a significant area of 

improvement for providers if they want to 

attract prospects to their community because 

prospects will not want to have less access to 

technology than they have in their own 

homes

Communication:

• Write-ins called out appreciation for videos of 

what life was like at the community during 

quarantine, sales staff explaining COVID-19 

plans, and regular reports about infection 

rates. In sum, prospects felt that “sharing as 

much detail as they can with us would be 

informative and reassuring.”

Dining:

• 60% of prospects felt fearful of shopping

• Many prospects were overwhelmed by 

additional menu planning, prep, cooking, and 

cleaning as they remained at home. Is this a 

creative marketing opportunity for outreach 

to your prospects?

Executive Summary of Results - Marketing



Marketing & Sales Strategies 
During the Pandemic
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Marketing & Sales Solutions

Survey Results

Glad made the move

• 77% of residents agreed they were glad to be in a community during the pandemic. 

• 86% reported they were glad they made the decision to move to a community. 

Timeframe to move

• 74% of prospects reported their time frame to move has been unchanged by the COVID-19 
pandemic

• 25% of prospects said the COVID-19 pandemic had shortened their time frame to move to a 
community. 

FIND these prospects!

• “Acres of Diamonds”

Social Isolation/Loneliness

• 68% of residents felt socially isolated

• 61% of prospect felt socially isolated

Safety

• 61% of residents felt safer in communities versus being in their previous homes

• 93% of residents (almost 3,000 in total) felt the community took all precautions to keep them 
safe.

• 85% of staff agreed that the residents ‘are safer in the community than in their previous 
homes.’



Low Sales Diagnosis

Don’t ‘burn’ new leads
using outdated sales 
techniques and questions. 

26
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Marketing & Sales Solutions

Survey Results

Improvements needed

Lifestyle

• Residents generally gave low marks for alternative recreation and activities.

Dining

• Residents gave communities low marks for variety and quality of food and meal options

• 60% of prospects felt fearful of shopping

Fear of Congregate living

Prospect write-ins noted a significant amount of fear related to congregate living and how the community 
would suppress their freedom in choosing how to respond to risk.

• “Isolating people is not good for them mentally or physically. Electronic devices are NOT a good substitute and 
are often too complicated for most older people to utilize.”

• “Worst images we’ve seen are the stories of people our age and older essentially being imprisoned in senior 
communities, kept in their rooms, denied visitors and even the chance to get out into the fresh air, and (most 
terribly) dying alone, with their families unable to be with them. 

Loneliness and social isolation

• How did they feel living at home? 

• What did they do to combat social isolation? 

• What did your Community do to combat loneliness and social isolation? In the future?

Etiquette/Customer Service/Hospitality improvements







Home School

20



Is that a Mask?

21



Are those 
masks, too? 
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tryzshield.com/
• Only $39.98 + FREE SHIPPING

tryzshield.com/
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Marketing & Sales Solutions

Do You ‘Really’ Need More Leads?

Stephen Covey:  Seek first to understand….then to be understood.

You Don’t Know What You Don’t Know Unless you Ask!

• What are the right questions to ask?

• Ask questions that will elicit their responses, not what you want to 
sell them. 

• They are more concerned about their ‘survival’ than hearing about 
your community. 

• Ask questions that get them talking about what’s really important 
on their minds – that’s all that matters. 

• Don’t BURN your leads using the same sales strategies and 
tactics prior to COVID-19 pandemic.

• What are the BEST Questions to Ask? [pdf on RD website]
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Marketing & Sales Solutions

Improving Occupancy

Value proposition

• What are your ‘new’ value propositions, knowing what you know now about your 
residents and prospects?

• Adjust your value proposition – what did the survey tell you about what your residents,    
staff and prospects think and feel?

• What will you do differently ‘if’ COVID-19 returns.

• Purple Cow

• What sets you apart?

• What’s the one thing you ‘own’ that no one else can claim?

• Leverage it – make people remember your community

• How to UNLEARN blanket ‘quarantine’ 

• One size does not fit all

• Etiquette/Customer Service/Hospitality – raise the bar

Phone calls – Unlearn the ‘old’ questions 

• Be strategic

Reassure prospects what your Community did – or is still doing – to keep residents safe

• Meals

• Life Enrichment activities and engagement

• Safety

What changes have you made to ‘open’ your community?



1) Why it was important for your organization to participate in 
the COVID-19 survey?

2) What were some of the key take-aways for Ebenezer and 
what are your priorities in terms of improvements and how 
do you plan to leverage the information?

3) What are some of the creative and unique ways that you 
plan to share this information to prospects and leverage 
your value proposition?

12
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Marketing & Sales Solutions

Embrace change, but remember the basics!

Closing sales is a result of GREAT DISCOVERY!

Clarify the circumstance:  Why, When, Circumstances...

1) Needs

2) Current Situation

3) Desires/Preferences

4) Financial Qualification

5) Timing

6) Clarify all Decision Makers

7) Be aware of different personality styles and adjust your 

presentation accordingly:  

1)  Analytical  

2)  Educator 

3)  Emotional 

4)  Driver
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Marketing & Sales Solutions

People are in need of a listening ear now more than ever…

Build Trust       Empathy       Sensitivity       Listen       Paraphrase

Open ended Questions: (Use to discover, gather information and to instill 

conversation)

▪ How…

▪ What…

▪ In what way…

▪ Tell me about…

▪ Tell me a little bit more about…

▪ Can you share with me…

▪ Can you clarify what you mean by….

▪ What are your thoughts…

▪ How do you feel about….

Examples:

“What is that you are looking to change about your current living situation?”  

“Tell me about your current living situation… are there things you are looking to change?”

“What is it that you like about where you are living now?”

“What does your ideal living situation look like?”

“What brought you in to inquiry about _______________today?”

“What is it that is most important to you?
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Marketing & Sales Solutions

Closed Questions:  (Use to identify facts, clarify, direct conversation in 

specific area, closing techniques)

1) Do you…   

2) Have you…

3) Would you…

4) Will you…

5) Who…

Examples:

“Do you currently need help with outside maintenance?”

“Have you considered moving now vs later to be proactive vs re-active? 

Expect the  best, but planning ahead equals reduced stress.”

“Would you prefer 2BR/2BA or 1BR/1BA?

“Will you contact your son to schedule a virtual tour next week?”

“Who will be involved in your decision making process?”
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Marketing & Sales Solutions

Checking Questions:

1)  Does that make sense?

2)  How do you feel about?

3)  It seems that_________ is very important to you…

4)  What do you think about?

5)  What is your next step? 

Examples:

“Do you have any thoughts or questions about what we discussed?”

“Does the financial aspect of what we discussed make sense to you?”

“What do you think about Unit A vs. Unit B?”

“What are your thoughts after touring today?”

“What is your timing?  Do you have a time frame in mind of when 

desire to move?”
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Marketing & Sales Solutions

Closing Sales is a result of GREAT DISCOVERY!

Trial Close – Involves asking a buyer to make a decision on a minor point.  It measures   

where the buyer is in terms of making a final buying decision.  When to use:

1)  After a benefits statement

2)  When you recognize a buying signal

3)  After overcoming an objection

4)  Anytime significant interest in a particular feature 

Assumptive Close - a request that the buyer make a decision or commitment.

Summary Benefits Close – Bring back all the facts learned in the discovery phase.  

Reminding the buyer of what they told you as to why they came in the door and tying 

their needs to the benefits of the cooperative lifestyle.

Concession/Inducement Close – Offering something extra for immediate action.  May be 

used when price is a critical issue when there is no compelling need to close immediately 

or when there are a number of units to choose from.

Direct Appeal Close – Asking for a commitment in a straight forward manner.  Best to use 

when there is definite interest from a potential buyer.

Narrative Close – Involves a third party story…telling a brief, true story that illustrates 

how acting immediately is appropriate.     (Ex.)  Your situation is similar to… 

Follow-up with a personal touch…Send personal note, something meaningful 

to the individual you just spent time with and got to know…



NEW Technologies, New Resources, A NEW Way…
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As the leader in digital marketing optimization, G5 turns marketing into move-ins 
for senior living communities. Through its scalable lead generation strategies, 
emerging technologies, and AI-based solutions, G5 delivers higher quality leads 
and better ROI.
getg5.com

The FURTHER Virtual Sales Assistant is designed exclusively for Senior Living. G5 
websites drive qualified traffic and FURTHER provide seniors and their families with 
an alternative way to get immediate answers and experience your community 
24/7.
talkfurther.com

OneDay helps senior living communities conduct personalized outreach, tell better 
resident stories, create organic marketing content. Easily add videos to your G5 
website to share what your community is like with potential residents and their 
families.
oneday.com

Providing 3D animated virtual tours, LCP360 makes potential residents feel like 
they've walked around your community from the comfort of your home.
lcp360.com
The Osprey - 3D Animation + Drone Videography (Example)

http://www.getg5.com/
http://www.oneday.com/
http://www.lcp360.com/
https://urldefense.proofpoint.com/v2/url?u=https-3A__t.sidekickopen79.com_s1t_c_5_f18dQhb0S7lM8dDMPbW2n0x6l2B9nMJN7t5XWPfhMynW4WzBJd8q5T1sW56dPck1044BK102-3Fte-3DW3R5hFj4cm2zwW4mKLS-2D4rCvX6W4hCVj23Fbt5SW4myB8V3QJdFtW3JPkhK2vTjjpW4klWsq3M1XSvW4hLxWp4rCvX6f4hcdn504-26si-3D8000000001812747-26pi-3D5546e963-2Dd55d-2D421e-2Df64b-2D1fa31daaa9dd&d=DwMFaQ&c=e0qWO0MXWFiQgGWE0UmXdQ&r=OxQbhRZV5jx-ip5gcQm4AT-jjmiv9eJuVoOm2ZA0aMU&m=ZRyVZIcV57Vt0sKtJfrEjYJWzk0oBAZbDYWJGl9HKgw&s=e1Vh5iUYpsrENk8vQLaSilcGBZNtAlkwWqL0lO_cDDE&e=
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Marketing & Sales Solutions
Encourage one another…People go farther than the thought they could 

when someone else thinks they can.  - John C. Maxwell

Don’t forget about YOU!  Taking care of yourself directly 

affects your productivity!



Warren Buffet says…..

“When the tide 
goes out….we 
see who’s not 
wearing bathing 
suits!”

28



Who Moved My Cheese

by Spencer Johnson M.D.

• The story about “CHANGE”

• With COVID-19, our 
“cheese” HAS moved and 
will continue to move 
UNLESS we take extreme 
measures…..unless we re-
create our community as a 
“new piece of cheese”….we 
will look like the same old 
same old.

29



Who Moved My Cheese

• The story about “CHANGE”……
• INSIDE the maze.

• Hem and Haw
• Sniff and Scurry

Photo from Ad for

Internet Keywords

by RealNames

30



In the COVID-19 World,

How has your “cheese” moved?

• How have you responded?

• Are you looking for new “cheese”?

• Are you seeking ways to create your community as completely 
different from the competition?

• Have you adjusted your ‘value proposition?’

• What have you done?

31
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Marketing & Sales Solutions

Deepak Malhotra – there is NO maze. There are NO 
paradigms. 

Preparing for the unpredictable: embracing the new 
reality we are living in. 

Learning to unlearn and Thinking about the 
unthinkable.

Talk about DISRUPTION - Welcome to COVID-19! “What 
to do when the world just ‘Stops’! – No inquiries, no 
tours, no visitations, etc.”

How do we ‘re-engage’ the consumer - in different ways 
– to continue to attract them to senior living?



Chess NOT Checkers 
by Mark Miller

Elevate Your Leadership Game

33



What Now?

“If You Want to Predict The 
Future…You Have to Invent it!”

Peter Drucker
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Service

The fruit of silence is prayer.

The fruit of prayer is faith.

The fruit of faith is love.

The fruit of love is service.

The fruit of service is peace.

Mother Teresa
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Thank you!
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Q A&

Bobby Sumner
Retirement DYNAMICS
President & Co-Founder
resumner@retirementdynamics.com

(704) 861-7620

Lauren Houlik
Research

Retirement DYNAMICS
lhoulik@retirementdynamics.com

(888) 897-7768

Susan Farr
VP of Business Development & Marketing

Ebenezer Society
SFarr1@Fairview.org

(612) 874-3438

THANK YOU !


