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 Marketing What No One Wants to Buy

• What are we “selling”

• What is the current situation / trends

• What is the motivation or resistance at 
1st purchase v. re-purchase

• Applications & Lessons

This Presentation
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Challenge - Marketing

 Matching Supply & Demand
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“There are 7 ways to 
defeat. The first of these 
is the failure to count.”

Supply-Side
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Long Term Care

 The Centers for Medicare and Medicaid 
Services (CMS) estimates that by 2020, 
12 million older Americans will need long-
term care. 

 Most will be cared for at home; family 
and friends are the sole caregivers for 70 
percent of the elderly. 

Stackpole & Associates, Inc.6
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The Supply Side

Of the 1.4 million residents in nursing 
homes: 

 64 % Medicaid, 

 22 % out of pocket / private payers, and 

 14 % Medicare 
• The percent of residents paid for by 

Medicare has increased by about 16 
percent
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How bad is it??
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Occupancy Data
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Overview

1010
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Supply-Demand = Occupancy

Residential Care
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• 31,100 residential care and 
assisted living facilities in the 
United States, with 971,900 beds

• Composition of the market

Currently ~ 87%
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Quiz

The aged cohorts are 
A. Increasing

B. Decreasing

C. Some going up, some going down

D. Staying about the same
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Consumer  Segment

 Aged cohorts

 By definition – your market

 Changes in the markets?

 Quantitative

 Qualitative

Stackpole & Associates, Inc.14

Demographics of Demand
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2012
Born 1925

87 yoa

2022
Born 1935

87 yoa

2017
Born 1930

87 yoa
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Targeting by Lifecycle

 Markets and service lines go through 4 
lifecycles

The match between the market & service 
lifecycles determines best strategies

Hillestad, 1991, Health Care Marketing Plans:  From Strategy to Action
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Conclusion

 To Quote Randy Newman

“It’s a Jungle Out There”
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Negativity in the Culture
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Your 
Opportunity!
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1st Purchase (Change)  v. Re-Purchase (Loyalty)

 1st Purchase
• Solution to current problem

 Perceived value drives loyalty (re-
purchase)

 Value, satisfaction and importance
• What is “Value”

• Prospects & customers compare

Staying “Top of Mind” 

 IF you are an established Brand
• Reinforce Value & Value Added

• What have you done for me lately?

 IF you are a “new” Brand
• Focus on what’s distinct

– The Un-Cola

• Don’t compete on Price
– It’s a Race to the Bottom

• Testimonials & ReferralsStackpole & Associates, Inc.23

Staying “Top of Mind”

 Push 
• Email marketing

– Send content that’s relevant & helpful

• Events that benefit the SNF

• Public health & wellness
– Polypharmacy, falls prevention, etc. 

 Pull
• Google alerts

• Social networkingStackpole & Associates, Inc.24
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What We’ve Learned

 Task Clarity is Critical to Sales Success
• The sales team are clear about what they’re 

supposed to be doing

 Role Alignment is Predictive of Success
• Marketing, sales and the entire team (yes, 

operations too!) accepts responsibility for Sales, as 
well as Customer / Consumer / Employee loyalty!

A Few Definitions - For Clarity!

•Sales – a definition
• Behaviors which persuade and 

influence customers and consumers to 
select yours vs. others’

• Securing commitment

26I\aahsa2003\ethical influence.03.10.29

A Few Definitions - For Clarity!

•Marketing – a definition
• Management of the interface between 

the provider and the customer / 
consumer

• Creating / maintaining preference

27I\aahsa2003\ethical influence.03.10.29
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Clear about Sales & Marketing

 Marketers are seldom good sales persons
• They’re too realistic!

• Who never gives up?

 Good marketers are sometimes good sales 
persons
• Schizophrenia is fun!

 Good sales persons may never be good 
marketers
• Do you want the report on time, or the volume?

 Don’t agonize.. These are the choices

What are we doing to market 
and sell our way out of this??

The question of the moment!

Can we handle the truth?

Rx for Long Term Care

 Marketing Messages
• The metaphors are extremely negative

• The words are bad – really bad

• Images are often worse than the words!

• The “F” word

Stackpole & Associates, Inc.30
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Rx for Long Term Care

 Re-Position our Products  / Solutions
• PP&E

• Staffing

• Get your people out

• Bring the community in
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Target Messages

 To whom are our words targeted

 To whom are our images targeted

 What effect are we seeking

 Some examples…
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Solution Cycle / Sales Cycle

 The 1st purchase decision is very different from the re-
purchase decisions (aka loyalty)

 Purchase – 1st time
• Overcoming Objections, Empathy, 

Transactional Competence and 
Demonstration of Value

 Re-Purchase
• Reinforcing Value, Transactional 

Competence
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1st Purchase : Granny in the door

 Overcoming objections

• Consumers

• Advisers

 Empathy

 Transactional Competence

 Value

Stackpole & Associates, Inc.34
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Re-Purchase: The Loyalty Effect

 Satisfaction Rates are High

But

 Turnover Rates Are Increasing

Why?

Contribution of Value

Value exists in the realm of “fairness”

Is this a fair price?

1st Purchase - Focus

 What is the underlying cultural 
metaphor?

• Describe the popular images

• TV / radio / print

• Images from the sector?

Stackpole & Associates, Inc.36
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Recommendations

Scrutinize messages

• Print

• Web

• In-Person

Stackpole & Associates, Inc.38

Recommendations

 Prospective customers’ don’t want us –
they need us
• Support the need

Stackpole & Associates, Inc.39

Recommendations

 Aggressively attack the negative 
metaphor
• Start with staff – move on to families

• Ban the “F” word

• Add “movement”, action and kinesthetic 
language

• Bring people in (if you can)

• Get your people out
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Low / No Budget
 Leverage employees

• Productivity Growth

 Educate the community
• Fortify & Defend

 Testimonials
• Build the Brand

 What would Google do?

40

1- Leverage Employees

 Employees As Competitive Advantage
• Loyal Employees  Loyal Customers
• Word of Mouth Marketing  Referrals
• Loyal Employees  Recruitment Magnet

 Employees As Operational Advantage
•  Loyalty  Recruitment Costs
•  Loyalty  Agency Costs
•  Loyalty  Management Costs

Tactic #1 - About our employees

 Generation Me
• Entitled

– Self Esteem is unrelated to actual performance

• Committed
– Want to do well while doing good

• Cynical
– Cannot make ends meet – no “American Dream”

– Don’t believe in Social Security – and more
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Tactic #2 - Educate the Community

 Find your audiences
• Where are they
• What do they need / want to know?

 Develop the message
• Positive messages “stick”

 Deliver the content
• Find the channels
• Develop the relationships & make commitments
• “Scrapbook” activity & success on your web site
• Use Web 2.0 channels

2 - Educate the Community cont’d

 Social media marketing

 Select your channel
• Helpful information – content is critical

 Deliver the content
• Make the commitment

• LinkedIn v. Facebook

Tactic #2 – Educate the community

 Get your knowledge out there
 By-lines / Interviews in local papers
 Radio & cable TV
 Social media

 List of local media
 Contact them – DON’T wait for them
• Some Do’s and Don’ts

 What would Google do?
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Tactic #3 - Testimonials

Do you have testimonials?

Where are your testimonials?

Where can they be seen?

Unhappy Customers & Employees Stay!

Satisfaction / Loyalty Connection
High

Low

Loyal /
Dissatisfied

Satisfied / 
Disloyal

Satisfaction
High

47
A challenge in “threatening” economies

Tactic #3 - Testimonials

 Satisfied & Loyal Customers
• Loyalty

• Word of Mouth Marketing

 “Raving Fans” Advantage
•  Loyalty  Marketing Costs
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What’s behind an endorsement?

How loyal are our…

 Consumers

 Customers

 Employees

49

Tactic #3 – Testimonials

 Loyalty: more valuable than satisfaction
 Measure of Loyalty

 Willingness to Recommend

 Actual Recommendations

 Securing testimonials is an excellent 
measure of attitudinal loyalty

 Use testimonials aggressively

Presentation Available at:

www. StackpoleAsscoiates.com

1-800-844-9934

Cheap subliminal suggestion
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