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Print: Advertising

IADA
		Interest – Attraction – Desire – Action
Does your ad . . .
· Have a specific audience?
· Contain one key message?
· Integrate with your other marketing programs?
· Have an appeal that resonates with your target audience?
· Have lots of white space?
· Have some eye-catching appeal through a headline, photo or other visual element?
· Take into account the special needs of seniors (typeface size, lack of bold, caps or italics)?
· Have a call to action?
· Include your website, phone number and address (no province or postal code needed)?

Print: Community Outreach

Newsletter
· Mass market tool
· Good communication tool for residents, family, volunteers, vendors and referral sources
· Does not have to be lengthy – maybe 4 to 8 pages
· Ensure content aligns with your key messages/mission/values
· Ensure it is professional looking – no mistakes!
· Do not include private resident information (birthdays, suite numbers, phone numbers)
· Consider e-distribution
· Can also be a direct mail piece or insert

Newsletter – content ideas
· Recent special events
· Upcoming special events
· New programs or services at the residence
· Upgrades and renovations
· Resident profiles (with permission)
· Staff profiles (with permission)
· Stories around seasonal themes (Valentine’s Day, Remembrance Day, etc.)
· Items of interest in the community

In-person: Community Outreach

One-on-one meetings on or off site
· Good tool for relationship-building; undivided attention
· Save for your most influential group
· Preferable to have meetings on site
· If on-site isn’t possible, go to them – bring lunch!
· Do not make it a sales forum.  Ask about their organization, their needs, their challenges.  Then look for partnership opportunities.
· Low-cost, highly effective, very time-consuming.
· Always do a post-mortem.
· Spread out your follow up activity.

Group presentation on or off-site
· Good opportunity to position yourself as an “expert” on retirement living.
· Use an informational, rather than sales, presentation.  
· Preferable to present on-site but be flexible to other venues
· Maximize on the opportunity – through promotion, trade show, using residents, distributing materials
· Consider a panel discussion





In-person: Community Outreach (cont’d)

Serving/volunteering on group board or committee
· An excellent relationship-building opportunity, not only for the General Manager and Marketing Manager, but for other department heads as well
· Can be a tremendous amount of work and take a good deal of work and personal time
· Consider whether the commitment is in an advisory or working capacity
· Look for the opportunity that allows you to be the most influential in an area that benefits the residence
· Before committing, ask for time commitment, mandate and terms of reference
· Host a meeting (or regular meetings) at your residence


Print & Online: Community Outreach

Advertising or inserts in group publications, mailing to group members or e-distribution to groups
· Good combination of a marketing opportunity and a soft “sponsorship” for which the group may be grateful
· Many groups have not considered this as a revenue source and may be pleased with the idea
· Some groups will not allow you access to their list but may do the mailing/distribution on your behalf
· Rather than just a standard ad, consider an advertorial or an invitation to an event

Sponsorships
· Ensure sponsorships align with your key messages
· Develop a point system to determine which sponsorships are best for you.  Consider:
· How appropriate is the audience?
· How large is the audience?
· What is the cost of the sponsorship?
· What do you get for your sponsorship?



· Examine what you’re getting for your money:
· A seat or table (if it’s a luncheon or dinner)
· Access to other VIPs or the speaker (if these are influencers in your market)
· The opportunity to speak at the event
· Verbal recognition
· Banners or signage
· Trade show booth (can it be manned?)
· Name/logo in printed materials (beware of size and placement)
· Ad or article in printed materials (beware of size and placement)
· Mention in publicity materials
· Mention in an advertisement
· Tablecard noting the sponsorship
· Distribution of your marketing materials – are they handed out?  Put in registration package?  Left at each person’s seat?
· Distribution of an item bearing your name (pen, bag, nametag lanyard, etc.) 

Experiential

Special event on or off-site
· Set some goals as to what you want the event to achieve
· Can be targeted to a specific group or open to many groups
· Can be small to huge
· Can piggyback on current recreation programming or be entirely separate
· May involve residents or may not
· Usually not much one-on-one interaction
· Do not believe that numbers signify success 
· It’s generally better to offer a delightful experience to a few than a mediocre experience to many
· Tours should be offered. Most appropriate for new residences
· Capture information on attendees and separate out those who might become clients
· Marketing materials should be available
· Always do a post mortem. Was it worth it?  Would you do it again?
· Do not allow your marketer to become a special event organizer

Trade or mall show
· These might include both referral source business-to-business trade shows, and consumer shows
· Good awareness builder for a new residence
· Always do a post mortem to see if the results were worth the effort
· Some shows require a commitment of several days
· Look at all costs – booth, booth space, furniture/carpet/table rental, power, material handouts, giveaways and staff time

Booth tips
· Ensure your booth is professional – no Bristol board, banners printed off the computer, etc.  Get a professional booth, even if it is just a tabletop.
· Ensure your booth is easy to set up, take down and carry with you.
· At the end of each show, do a thorough walk-around your booth to ensure it is in good repair for the next show.
· Always use carpet if the floor is not already carpeted.
· Ensure you have a power supply if necessary
· Have a TV/DVD and show a rolling selection of photos from your residence.  Ensure they all support your key messages and that you have releases signed.
· Offer either attractive giveaways or a draw prize.  Have a proper ballot.  Designate in some way on the ballot who you wish to follow-up with or add to your mailing list.
· Do not put a table between you and the attendees.
· Display materials in proper holders.
· Have both an inexpensive printed piece and your full marketing package available.
· Display copies of your newsletter.
· Consider refreshments such as cappuccino, slushies, etc. that take a moment to prepare and will allow you to interact with the attendees.








Staffing tips
· Man the booth with your best people
· Dress professionally
· Do not wear perfume
· Do not sit at the booth
· Do not eat or drink at the booth
· Wear nametags
· Practice a few opening lines
· Use residents if they are willing and able to assist

Site usage by community group
· Inexpensive way to get referral sources into your building
· Might be a one-time or an ongoing commitment
· You simply provide space and, perhaps, some refreshments
· For your “A” groups, you may wish to provide a meal or more substantial refreshments at no cost
· For “B” or “C” groups, you may just provide coffee/tea but may choose to levy a charge for food service
· Ask if you may distribute a brochure to each attendee
· Ask for the opportunity to welcome the group.  Be brief and welcoming.  Offer tours at a break, or following, the meeting.

Point-of-Purchase Brochure Distribution
· Your “slim jim” brochure puts you in front of the public, even in your absence
· An introduction to the residence; should be compelling enough that they want to call for more information
· It can be displayed in racks, left on tables, distributed at trade shows and given to referral sources for distribution
· Have acrylic holders available
· Important to have a distribution system in place, not to just drop it off once
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