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OBJECTIVES

* Describe the status of the markets
 |dentify common mistakes
describing & promoting

* Discuss waysto accurately reflect
value

* Describe “preferred” |language and
Images.
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Marketing Seniors’ Housing & Services

e Matching Supply & Demand

“There are 7 ways to
defeat. The first of these
IS the failure to count.”

Stackpole & Associates, Inc.
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Supply - Demand = Occupancy

e Occupancy rates (SNF) ¥ from 85.5% in
2004 to ~83% percent in 2010 = excess
capacity

e SNF beds V¥

e Occupancy declining — in almost all
categories

Stackpole & Associates, Inc.
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Nursing Care Supply-Demand Balance; MAP31
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“Unfortunately, we were a little off-target
again this quarter.”
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Why are occupancies low?
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Demand for Arthroplasty
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E)eifnand forARD Care

Medicare/Medicaid Costs per year (billions of dollars)

Inflection Point /

We are Here /

/ /

2 /

P

_—

\

2010 2015 2020 2025 2030




f STACKPOLE
J & Associates, Inc.

The “mood” of the market?
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Median Household Wealth, 2001-2010
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Pemrcent change, year ago

24%

20% -

16%

12% 1

8% 4

A
s

o |
e

b
i

8% 4

-127% 1

-16% 4

-207% 4

-24%

S&P/Case-Shiller Home Price Indices

24%

- 20

- 16%

- 1%

L A4S
L

0%

4%

- -B%

- -12%

-16%

- -20%

-24%

Sowrce: Standard & Poor's & FiSery

1888 1880 fea2 g 1805 1898 2000 2002 2004 2006

2008

afe jeaf ‘eBueys Juediad




f STACKPOLE
j & Associates, Inc.

Fhis Tordendd af Sewpinia Hlaskaldag

_

Gallup-Healthways Well-Being Index Score
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Insanity — A Definition

mDoing the same thing over
and over again and expecting
a different result
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Responding to a declining market

m Reduce objections
—New language / metaphor
—Change the steps to the dance

m Defend, protect & fortify
m Innovate
m Efficiency
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Reducing Objections

Culture... Negativity

e Sector NOT thought of as the valuable
resource itis ...

e They are seen as prisons — awful places

~ The “F” word

- “Don’t want to put / place mom in a nursing
home.”

- “I'd rather be dead.”
e Deep metaphor of negativity

Stackpole & Associates, Inc.
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Protect / Defend — Satisfaction & Loyalty

e Understanding what the customer / consumer
really needs, and not what we think (or want to
think) she or he needs!

e Is this consistent with what we are “saying”?
e Service Error Recovery

Stackpole & Associates, Inc.
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Customers

e Referral Sources — demographics/ psychographics

- Should we call them “channel partners”™?
e \What are their motivations / inhibitions?
e They “need to buy”

e Adult Advisers

e \What are their motivations / inhibitions?
e They “need to buy”

Stackpole & Associates, Inc.
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consumers

e \Who are our consumers?

e Residents/ Patients — demographics /
psychographics

e \What are their motivations /
INhibitions?

e They “need to buy”

Stackpole & Associates, Inc.
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The “marketing metaphor”

e The current dominant position of the sector

e The words and metaphors

e Change the metaphor — change the “listening”
e Verbal content

e Visual content

e Channels
— Putting it all together

Stackpole & Associates, Inc.
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New Metaphor

How do we communicate with...
Customers
Decision makers
Channel partners
Prospects
Residents / Consumers
Adult Children / Advisers

Stacknonle &



55 US Print vs. Online Ad Spending, 2011-2016
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2016
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$57.5
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£39.5
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B Online ad spending B Magazine ad spending*

Il Newspaper ad spending* ! Total print ad spending

Note: eMarketer benchmarks its US online ad spending projections against
the LAB/PwC data, for which the last fdl year measured was 2010
eMarketer benchmarks its US newspaper ad spending projections against
the NAA data, for which the last full year measured was 2010, *pnnt only
Source: eMarketer, Jan 2012
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Stay Dry With
Clothing
RAIN
Accessories BOOTS
Evewesar
3 SHOP RAIN BOOTS
all Women's

Clothing GET YOUR GROOVE BACK. Check Out Our
WITH 70=-INSPIRED'FLARED DENIM. ; -
Shoes ; E
Acraccntios SHOP FLARED DENIM 3 ! v i
{ e ARRIVALS
Evewear
all Men's SHOP WHAT'S NEW

—— Shop The
i ZAPPOS
Eﬁf;j | AD CAMPAIGNS
a s

FIND OUT MORE

MEW ARRIVALS

m Free Shipping Free Returns  Free 365 Day Return Policy  24/7 Customer Service  Happiness

m Stackpole & Associates, Inc.
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St. Joseph's Nursing Home .

1222 Tugwell Drive - Catonsville, Maryland 21228 410-747-0026

warw, St)osephs.net

Giwing Cpportunities
Related Links
Contact Ls
Terms & Privacy Falicy

Saint Joseph's Nursing Home Is 3
non-profit nursing home owned
and operated by The Sisters
Servants of Mary Immaculate. =.

SAINT JOSEPH’S

: NURSING HOME
3 1222 TUGWELL DRIVE

SISTERS SERVANTS OF MARY IMMACULATE

The Nursing Home is located in a
rural setting at 1222 Tugwell

Drive in Catonsville, Maryland, PROVINCIAL HOUSE
and has provided Long Term Care 1228 TUGWELL DRIVE
since its opening in 1859, s ™

The Nursing Home is a one-story brick building with two wings, and has a total occupancy of 44
beds.

Please feel free to look around our site to learn more about us. If you have any additional
questions, please call us at 410-747-0026.

Do these words “work”?




Home

Whe We Are

Our Community
Care & Services
Activities & Programs
Our Location

Career Opportunities

Contact Us

"Call me to schedule a tour or
for mmediate formation on
our programs at Westchester
Gardens at 727.785.5333."

~ Dawn Zabroske
Director of Admissions

Email Us

Done

| respite stayv Wastrhestar (Zardens is staffad with highly trained rommnassinnata

Westchester Gardens. Experience the difference.

Skilled Nursing Care Center

THINK CRITICALLY

Welcome to Westchester Gardens Rehabilitation & Care
Center, the premier short term rehabilitation care facility
in the Clearwater area. Westchester Gardens is
conveniently located directly across the street from the
acclaimed Mease Countrvside Hospital. We are certified
by Medicare and Medicaid and contract with most
managed care health plans.

KEEPF IT SIMFPLE

The Center enjoys a well-staffed and equipped therapy department including
physical, oceupational, and speech therapy and is staffed around the clock with
Registered Nurses, Licensed Practical Nurses, and Certified Nursing Assistants. We
are very proud of our reputation for returning patients to the community, working
closely with some of the area’s best orthopedic surgeons and primary care

physicians, Qur average length of stay for rehabilitation patients is just over 24 days.

Many of our clients return for outpatient therapy and enjoy the continuity of
working with therapists that know their needs.

‘Whether you are looking for short term rehabilitation, long term care, hospice or

G Internet | Protected



ST. LOUIS

L[]
Altenheim B
Home The Altenheim Levels of Care
e 3

Welcome Home!

Welcome to Saint Louis
Altenheim...where living is gracious. For
more than a century, seniors have made the
Altenheim their cheice for quality living,
exceptional care, treasured friendships, and an
abundance of activities to remain active and
independent.

The charm of the Altenheim begins with its
magnificent location gracing the banks of the
scenic Mississippi. From the moment you walk
in, you’ll feel at home. Fine appointments and
rich textures create an atmosphere of quiet
elegance - the most delightful surroundings
you could ask for in an independent,
supportive and continuing care senior
residence.

Most important are the people who are pro
to call Altenheim their home. We
pleasure of accommedating w

residents who are rich in spirit, rich in
experience and rich in character.

314-35377225

Ei

Click Here ta View =
“Your Home for All Seasons” ¢
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Responding to a declining market

m Reduce objections
—New language / metaphor
—Change the steps to the dance

m Defend, protect & fortify
m Innovate
m Efficiency
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Responding to a declining market

e \Ways to be fast & efficient

— Get upstream

ePurchase decision cycle — Time?
ePull through

-~ Case Managers

—Consumers

—Doctors

Stackpole & Associates, Inc.
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How to Innovate / Add Efficiencies

—_Plan Ahead

eDisease burden = Opportunity

eContracting w/ MCOs / DMCs
—Match Strengths w/ Pain
—Seek — Younger / Larger / Underserved
—Doctors

Stackpole & Associates, Inc.
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How to Innovate / Add Efficiencies

e Ways to be fast

- Technology &
-Decision Cycle Transformation

Stackpole & Associates, Inc.
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Fast or Lunch?
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How to Innovate / Add Efficiencies

e \Ways to be better

e Hospitals
- Resident & Family satisfaction data
— Clinical outcomes
- Speak their language

- Partner with your pharmacy & rehab
providers

Stackpole & Associates, Inc.
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Quality’
Valuez ——
Payment’

* A composite of patient outcomes, safety, and experiences
t The cost to all purchasers of purchasing care

Stacknonle &




MEASUREMENT AND USE OF BUSINESS INTELLIGENCE

To what extent does your organization measure and
utilize business intelligence related to value in the

following areas?

" Not | Messure | Manage
Costs of Adverse
i s
Margin Impact
of R sdmissi 38%

Cost of Waste in
Care Processes
(l.n.dupilndw

Not We do not measure.
Measure We have measured the impact, but do not manage to the metrics.

Manage  We manage to these measures (e.g. datadrives actions to reduce
costs orimprove margin).




.H_:_I’E-I_'EHI:E WITH PERFORMANCE IMPROVEMENT ACROSS THE CONTINUUM

100%

80%
60%
40%
20%
MORE
EXPERIENCE
0%
Redesigning a Implementing Redesigning Executing Designing and
Departmental Cross- End-to-End Cross- Implementing
Process Department or Care Processes Continuum Population
System-Wide within the Initiatives Health
Initiatives Facility Programs

EXPERIENCE RATING

B Significant I Limited . None, but Ready MNone

bowrce: HFMA Valhue Project Current State Survey, Jamsary 2011
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How to Innovate / Add Efficiencies

e Know your UPSTREAM Customers
RESEARCH PAYORS

e Managed Care
- Dx Categories — Disease Burdens / Cost
— Cost / Benefit - ROI
— Clinical outcomes — Value Formula

e Impact of ACA

Stackpole & Associates, Inc.
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How to Innovate / Add Efficiencies

e KNOW your Consumers
RESEARCH

e Consumers
- Make it easy
- “Don’t rip me off”

e Willingness to Recommend
e Ask for the recommendations!

Stackpole & Associates, Inc.



(G STACKPOLE
Z

& Associates, Inc.
Fis & @ d i Semwindd Warketdag

How to Innovate / Add Efficiencies

e KNOW your Staff
RESEARCH

e Employees
- Key to reducing costs / increasing outputs
- Are we getting more staff?
— Staff produce “patient / family experience”
- Staff produce Quality & Value

Stackpole & Associates, Inc.
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Conclusions

e Declining Market — Fast or Lunch?

e Customers & Consumers don’t want us —
- they need us - Support the need

e Aggressively attack the negative metaphor
— Start with staff — move on to families
- Ban the “F” word

e Defend, Innovate and Efficiency

Stackpole & Associates, Inc.
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Cheap subliminal suggestion 9

www. StackpoleAssociates.com
1-800-844-9934

Call to see how we can help youl!
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