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“I don’t know 
what
‘good’ 

conversions
look like.”

“The website 
traffic

is too low.”

“There are not 
enough

leads from the 
online 

campaigns.”

“People 
can’t find 

us!”

“Our SEO 
isn’t 

working!”

“Why aren’t 
visitors 

converting?”



Learning Objectives

● Examine the 7 areas that should be systematically reviewed 
within your digital program

● Discover how to translate your findings into strategies that 
result in keeping your pipeline full

● Discuss what to expect from a digital audit process to 
generate high-quality leads



“If you want 
something new,  you 
have to stop doing 
something old.”
– Peter F. Drucker



of senior living consumers 
research options on search 

engines.

The overwhelming majority of 
senior living and senior care 

customers start their journey 
with online research.

(Source: Google)

of nursing home 
consumers did not have 

one provider in mind while 
running a search.

Most senior living consumers 
start out undecided, creating a 

golden opportunity for your 
marketing to educate and 

convert them.
(Source: LSA)

of senior living marketers say 
their website is their most 

effective channel.

After performing their initial search 
engine queries, senior living and care 

consumers will shop around on 
various websites to learn specifics. In 
order to capture leads, it’s important 

to optimize your website to drive calls 
and conversions.

(Source: Senior Housing News)

https://seniorhousingnews.com/2015/03/31/google-data-sheds-new-light-on-senior-living-search-trends/


“Online reviews 
impact 67.7% of 
respondents’ 
purchasing decisions.”
– Google



“41 percent of people surveyed said social media
would affect their choice of a specific doctor, 

hospital, or medical facility.”
Source: Demi & Cooper Advertising and DC Interactive Group  http://infinitymkt.com/the-importance-of-social-media-in-healthcare/



Digital Strategy - Customer Focused



Ideal Sales Funnel
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Reality

Too Many Leads

Low SQL Conversion Not Enough Visitors

Not Enough Leads

Visitors

Visitors Visitors

Visitors

Leads

Leads Leads

Leads

Opportunities

Opportunities Opportunities

Opportunities

Customers

Customers Customers

Customers



Phase 1:
Strategy



Goal

● Brand awareness

● Quality leads

● Customer acquisition

● Customer retention

● Revenue

● New service roll out

● Entering a new market

● Recruitment



Persona

Behaviors
• Has a housecleaner
• Busy 3 nights/wk
• Frequently feels overwhelmed  when 

she “forgets” something

Needs & Goals
• Help! Running errands, managing kids, 

keeping things running

• Time for her girlfriends

• To feel like she “has it sorted out”
• “To clone herself”

Demographics
• Working mom

• 34 years old

• Lives in Reading, works in London
• Married, 2 kids

• Household: $125K/yr



Tactics

Awareness

Consideration

Decision

Advocate

• SEO
• BlogMedia
• Social

• Calls-to-Action
• Forms
• Sequential  

emails

• Email  
Optimization

• CRM Integration
• Lead Scoring

• Reviews
• Forms

• Landing Page
• Optimization
• Video

• Text Alerts
• Personalization
• Nurturing

• Email+Web+Social  
Engagement

• Websites
• Mobile Optimization
• Video



Measurement

Traffic, referral sources, brand reach and growth, 
engagement, keyword performance & ranking, CTR

Leads, form fills, Visitor-to-lead conversion rates Marketing 
Qualified Leads

Sales Qualified Leads
Tours
Move-ins

Loyalty-Retention rate,
customer lifetime value, CTR,
email sharing, reviews

BRAND
AWARENESS

LEAD
GENERATION

CLIENT
NURTURING



Phase 2:
Awareness 
Stage
• Website
• Social Media
• SEO
• Blogging
• PPC

VISITORS
Top of Funnel



of Americans say they rely 
mainly on their own 

research when making a 
decision.

About half begin with an 
Internet search.











Website Copy

On average, 
website visitors 
spend about 54 
seconds on a page.

Source: HubSpot



SEO



Traffic Quality

• Top visited pages
• Locations
• Bounce rate
• Keyword performance



Website Visitors: Channels
% of sessions

Direct
Organic Search
Referral
Social  
Email

43% 52%

4% 1% 0%



Website SEO Score

• Backlinks
• Content rich pages
• <H> heading tags too long or too short
• Alt Image tags
• Title tags
• Meta descriptions

B
SEO SCORE

Errors:  
Warnings:  
Passed:

0
4

1
6



Website Speed Score

The Speed Score indicates 
how fast your web pages 
typically load in a user’s 
browser LOAD TIME

1.98
SECONDS

PAGE SIZE

1.9
MB

REQUESTS

43

SPEED SCORE

76



Social Media

• Short-form video content (Tik Tok, IG Reels)
○ Short-form, bite-sized video allows 

viewers to consume more videos in a 
shorter window.

• Authenticity
○ Audiences are looking for more 

authenticity from the people they 
follow — including brands. Be genuine 
in your approach to social media 
marketing, and you’ll appeal to a larger 
audience.

• Responding to important issues
○ Whether it’s taking a stand on social 

issues or publicly sharing your plans to 
protect the environment, showcase 
your support and involvement as part 
of your marketing efforts.

• Behind the scenes content
○ This goes along with being authentic. 

Followers want to see the faces behind 
the company. Post photos from 
company parties or just a snapshot of 
what daily life looks like.



FB Advertising



PPC (Google AdWords)



Content

• Companies that blog gain 
55% more website visitors.

• Businesses acquire new 
leads and customers by 
providing them with quality 
content.



Videos

• 83% of video marketers say video 
has helped them generate leads. 
(Wyzowl, 2020) (Source: 
https://www.hubspot.com/marketing
-statistics)

• 88% of video marketers reported 
that video gives them a positive 
ROI. (Wyzowl, 2020) (Source: 
https://www.hubspot.com/marketing
-statistics)

https://www.hubspot.com/marketing-statistics
https://www.hubspot.com/marketing-statistics
https://www.hubspot.com/marketing-statistics
https://www.hubspot.com/marketing-statistics
http://www.youtube.com/watch?v=HvAa45mCHGQ


Phase 3:
Consideration 
Stage
• Calls to Action
• Landing Pages
• Thank you Pages & Email
• Nurturing Email Workflows

LEADS
Middle of Funnel



START WITH CTA LINK TO A LANDING PAGE

SEND TO A THANK YOU PAGE

FINISH WITH A FOLLOW UP EMAIL



Use of Video



Phase 4:
Decision 
Stage
• Home Assessment
• Advisory
• Consultation
• Online Chat
• Email

SALES 
QUALIFIED LEAD

Bottom of Funnel



Phase 5:
Customer & Brand 
Advocate Stage

• Email
• Social Media
• Reviews

CUSTOMERS 
AND

ADVOCATES



Email



93% of Americans report reading 
customer reviews and ratings at least 
sometimes when buying a product or 
service for the first time….88% think they 
help a lot or some with consumer 
confidence.

Influence



“A happy customer will tell 3 
people about their 
experience, and an unhappy 
customer will tell Google."

– Anonymous



Online Directories



Phase 6:
People

• Knowledge & Time



Challenges of Going it Alone
Challenges that B2C Marketers Face

MEASURING CONTENT EFFECTIVENESS

PRODUCING ENGAGING CONTENT

LACK OF BUDGET

PRODUCING CONTENT CONSISTENTLY

PRODUCING A VARIETY OF CONTENT

GAPS IN KNOWLEDGE AND SKILLS OF
INTERNAL TEAM

LACK OF INTEGRATION ACROSS MARKETING

FINDING TRAINED CONTENT MARKETING
PROFESSIONALS

TECHNOLOGY-RELATED CHALLENGES

LACK OF BUY-IN /VISION FROM HIGHER-UPS

51%

50%

46%

44%

40%

38%

34%

32%

29%

28%



Phase 7:
Systems & 
Tools

Referral

DATA

Marketing
Automation

Platform

CRM

Financial

Clinical

CUSTOMER



What Does Your Funnel Look Like?

Too Many Leads

Low SQL Conversion Not Enough Visitors

Not Enough Leads

Visitors

Visitors Visitors

Visitors

Leads

Leads Leads

Leads

Opportunities

Opportunities Opportunities

Opportunities

Customers

Customers Customers

Customers



Thank you!

419.629.0080 •     connect@mktgessentials.com •     mktgessentials.com

Is your digital 
marketing boosting 
occupancy?

Find out here! 

mailto:connect@mktgessentials.com
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