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In the time it takes you to read this eBook, nearly 100 Americans will turn 65 years old. Over 
the next 24 hours, about 10,000 will hit that golden mark—and 10,000 more will achieve 
retirement age every day until 2029.1  Just imagine all those birthday candles going up in 
smoke!

Despite this bountiful landscape of potential residents, it’s still a challenge to achieve and 
maintain profitability in the senior living space. 

That’s because today’s senior living communities need to maintain an average residential 
occupancy rate of 75% just to break even.2  Think about that for a minute. If a little more than 
one residence out of every four in your community is unoccupied over a period of time, you 
are more than likely operating in the red. 

The good news is that most senior communities average around 89% occupancy. In fact, senior 
housing occupancy was 88.8% for Q4 of 2017.3  But that average 14% profit margin still leaves 
a lot of room for improvement. 

resident occupancy rate 75%
needed to break even

1 Cohn, D. and Taylor, P. (2010). Baby Boomers Approach 65 – Glumly. Pew Research Center’s Social & Demographic Trends Project. 
Available at: http://www.pewsocialtrends.org/2010/12/20/baby-boomers-approach-65-glumly/.
2 Kislowski, L., Roper, K. and Gosselin, J. “What’s That Lead Worth Anyway?” Lecture, ALFA 2015 Senior Living Executive Conference, 
Tampa, Florida, May 4-7, 2015 
3 National Investment Center for Seniors Housing & Care. (2018, January 11). Seniors Housing Occupancy Rate Steady at Relatively Weak 
88.8% in Fourth Quarter. 



Given the difference between operating your senior community at a profit and posting a loss, 
the dollars you spend on lead generation and management have to work very hard to help 
your bottom line. 

Yet many senior communities continue to generate leads and communicate with them the 
same way they have for the past 20 years or more.  

Cultivating beyond an urgent need

Consider a CCRC with 300 housing accommodations, with an average entrance fee of $300,000 
and an average monthly fee of $3,000. At an 89% occupancy, there are 33 homes remaining 
vacant. That doesn’t seem like much when you look at it as an occupancy percentage. But look 
at the revenue lost from having those homes empty. The lost entrance fees alone are a 
gargantuan $9.9 million, with lost revenue of $99,000 every month those residences remain 
vacant. 

And if the occupancy rate drops by just one percent—a decrease in occupancy of only three 
residents!—the community would lose $900,000 in entrance fees and $9,000 in monthly 
revenue each month. That dollar amount could mean the difference between a thriving 
community and one that is slowly withering away.
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In a recent interview with SeniorHousingForum.net, Bob Wilgus, Director of Marketing and 
Strategic Digital Communications for LeadingResponse said, “With occupancy rates 
continuing to trend downward, I’m surprised so many community marketing and sales 
executives have been so slow to test and adapt their marketing and lead generation 
strategies...” 

Wilgus goes on to say, “So much of the industry’s focus is on consumers with an urgent 
need. I’m not saying we should abandon having a marketing strategy to capture and 
follow-up on these leads; however, too few communities have a strategy to reach prospects 
that will be making a move-in decision in 6-12 months. Having a constant flow of 
prospective residents is the key to solving occupancy challenges. If you can identify and 
nurture leads earlier in the decision process, you set in place a true marketing funnel that 
consumers have and will respond to.”  

We couldn’t agree more, Mr. Wilgus, which is why we believe having a strategic lead 
nurturing marketing campaign is such an integral part of operating a successful senior living 
community. 

What Is Lead Nurturing?

Over the past twenty years, numerous consumer studies have shown that when a person 
feels a company cares about them and demonstrates a sincere desire to satisfy their needs, 
they are much more likely to prefer doing business with that company. This is true across 
virtually all industries, including senior living. 

But how do you go about showing you understand and care about your potential residents’ 
needs? With an automated Lead Nurturing campaign. 
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4  Saldibar, S. (2017, December 12). These Communities Will Get All The Leads in 2018. Retrieved from: https://www.seniorhousingfo-
rum.net/blog/2017/12/12/106-these-communities-will-get-all-leads-2018
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5 Mawhinney, J. (2017, March 15) 7 Amazling Effective Lead Nurturing Tactics. Retrieved from: https://blog.hubspot.com/marketing/7-effec-
tive-lead-nurturing-tactics
6 The Forrester Wave™: Lead-To-Revenue Management Platform Vendors, Q1 2014
7 MarketingSherpa Benchmark Report: 2013 Email Marketing

In most cases, only a small percentage of the leads you contact will 
be ready to make an immediate decision. More than 90% of the 
leads you contact will still be “on the table.” 5 

In other words, 90% of your potential residents are in the process 
of gathering information, and it can take up to 18 months for 
them to make a decision. It’s essential that you stay in front of 
them throughout the process so you’re top of mind when they’re 
ready to make a move. 

Here are just a few statistics about lead nurturing and how they can help in converting leads 
to residents: 

Marketers see an average 20% increase in sales opportunities from 
nurtured leads versus non-nurtured leads. Companies that go all-in 
with lead generation campaigns generate 50% more sales for 33% 
less money .6

A lead generation campaign can help you convert more residents 
while spending less money than you would in a traditional 
marketing campaign. In other words, a win-win.make a move. 

Even though lead nurturing clearly produces results, only 36% of 
marketers are actively nurturing their leads. 

If only 36% of marketers are using lead nurturing successfully, that 
means 64% of your competitors aren’t--so you have a huge 
opportunity to use this strategy to your benefit.7 
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9 Marketing Lead Management: From the Top of the Funnel to the Top Line
10 IW Marketing: Senior Technology Trends for 2017
11 Direct Marketing Association. (2011). “The Power of Direct Marketing: 2011-2012 Edition.” 

As we all know, you have to spend money to make money—especially when it comes to lead 
marketing. However, marketing spending is considered to be more of a risk than an 
investment, mainly because the opportunity for waste is so high. That’s why many marketers 
break down their Cost Per Lead (CPL) in order to quantify their results. 

According to a 2017 report from Hubspot, the average CPL for the Healthcare and Medical field 
is about $286. Depending on how good your leads are, this number can be lower or higher. 
Since marketing budgets are fairly fixed (and are often the first to be axed when budget cuts 
loom), it’s important to make the most out of all those dollars. So how does one go about 
making the CPL a worthwhile investment?9 

There are a variety of marketing options to help you reach, nurture and eventually convert your 
leads. Each of these tools serves a different purpose and can do some jobs better than others. 
The trick is finding the right balance.

Email Strategies

These days, email campaigns are a central point for a successful lead nurturing campaign. They 
allow you to have a broad reach for a relatively low cost, and let you send out messages 
quickly. 

Often what’s used is a drip campaign, which is a method where content is “dripped” on a 
schedule to your leads. As leads go through the pipeline and the sales cycle, the content is 
adjusted according to a planned strategy to reflect where they are at that point. You always 
want to be sure you’re delivering the right message to the right person at the right time in the 
right amount: not too much, and not too little.

Now, we hear you: Is email marketing really relevant to targeting seniors? Surprise—over 60% 
of seniors 65 and older use the internet, and of those that do, 71% go online every day.10  In 
other words, it’s not just for their adult children.  

Best of all, email marketing is affordable. According to the Direct Marketing Association, for 
every $1 spent on email marketing, companies see an average ROI of $44.25.11 

LEAD NURTURING STRATEGIES

On average, a lead will receive up to 10 touches--whether email, 
phone call or direct mail piece--before they’re converted.8 

This shows that you need to have a steady drumbeat of 
information and content going to every lead on a regular basis. A 
lead nurturing campaign will help you organize the information 
and send it out while using the least amount of brainpower for 
you.

Email Phone
call

Direct
mail
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Direct Mail

Direct mail is, for many, the pinnacle of marketing tools. It has a long history and is very often a 
go-to when it’s time to market to leads. Direct mail campaigns are the analog version of an 
email campaign and can use a variety of formats. From a basic letter to a postcard, event flyer, 
newsletter or catalog, anything that can be sent through USPS can be part of your campaign.

When done correctly, direct mail can be a very effective and impactful tool. However, it’s also 
one of the costliest investments you can make. You’re paying for printing, paper and postage 
(among other things), which can result in a very expensive piece of junk mail that gets tossed 
into the recycling bin. That isn’t to say you should shy away from direct mail—it very often has a 
place in a lead nurturing campaign—but it’s essential that you be strategic about your sends, 
and find effective ways to stand out among the other mail.

Call Centers

We often say, “call for more information!” when we want leads to connect with us. But most 
senior living communities don’t have enough staff (or budget) to have dedicated call-takers. 
That can make lead conversion tough if you’re playing phone tag with your leads.

What about hiring a call center? This can definitely help you make sure that every phone call to 
your community is answered. However, you will need to choose carefully and find a call compa-
ny that has the emotional IQ and sensitivity to build relationships and nurture your leads. 
Choosing a senior living community is an emotionally charged decision, and unlike a call center 
that’s dealing with widgets, you need operators who have sympathy, empathy and a knack for 
making your potential residents feel heard and respected. 
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Digital Retargeting

Perhaps the newest tool used to connect with leads, digital retargeting--also known as remar-
keting--is a form of online advertising that “follows” you around the internet. Ever noticed how 
after you’ve searched for Widget XYZ online that all your Facebook ads are about that item? 
Most customers spend a lot of time researching before they make a purchase, and digital 
retargeting is one more way to stay top-of-mind to your leads. 

When it comes to developing a lead nurturing campaign that will help you meet your goal of 
increasing occupancy rates, the tactics aren’t an either-or approach. The best campaigns 
consist of a combination of all the different methods, from email marketing to digital retarget-
ing, while following a unified standards and best practices. 

A centralized data analytics system can help fully integrate your content engagement across 
channels, maintaining the flow of communication and bringing together all aspects of engage-
ment reporting. This allows you to see what tactics are working, what could be tweaked and 
where your leads are in the sales pipeline—all at a glance. And since reporting happens in real 
time, you can make changes immediately to affect your results. 

Ultimately, a fully integrated system that handles all aspects of lead nurturing is a well-oiled 
machine that can help you improve your occupancy rates...allowing you to focus on what you 
do well, which is providing an excellent experience for your residents, both current and poten-
tial.

Pulling together the best tools: The key to a successful campaign?


