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KABOOM! 
 

The Method Used By Senior Living Organizations for Best Marketing Results 
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INTRODUCTION 
 
From Mystery to Method 
 
Alan Wyngarden started with an extraordinary vision for his community: he set out to 
create an assisted living memory care community that welcomes residents to feel at 
home.  
 
Today, that vision is a reality… The homes are designed with residents in mind, and are 
similar to those a resident would purchase for their very own family. Each team member 
is genuine, accepting and caring, and gets face-to-face and heart-to-heart with residents 
daily, creating an intimate environment in which residents can thrive. The care team 
makes a conscious effort to validate each resident, whether that means sitting with 
residents and listening to their stories, or encouraging them to set the table and 
participate in the various inner-workings of the home. 
 
There’s only one problem.  
 
Alan was severely over-invested in elder care referral agencies, spending hundreds of 
thousands of dollars for leads that rarely materialized into new residents. He and his 
marketing team had a robust customer relationship management system and were 
overwhelmed with the possibilities. They had plenty of marketing tactics, just no real 
strategy.  
 
Quietly, Alan’s potential residents were leaking away to the surrounding communities. 
As hard as Alan and his team worked, this was disheartening if not defeating.  
 
Alan is not alone. Communities everywhere are increasingly bogged down by 
marketing. The competition is brutal, and it seems nearly impossible these days to truly 
differentiate in a sea of sameness. What’s more, it’s an uphill battle to attract and retain 
the kinds of team members that make for a thriving community.  
 
Online marketing is all the rage these days – why not try a little of that? Resident 
families occasionally refer – but how to attract more of those high quality referrals? 
Does the website need a refresh – or are marketing dollars best invested elsewhere? The 
marketing is working okay – hopefully inquiries will come… 
 
Hope is not a method. There is an actual methodology to marketing: 
 

1. Survey the residents, resident families and team 
2. Define a Message and Design Equation 
3. Build a Balanced Marketing Formula, or 12-month marketing plan 
4. Deploy the plan for steadfast results! 

 
This is the KABOOM! method. This is the method I used with Alan. I worked with him 
to unite his vision for his community with his revenue goals. We put into writing a 
baseline of where he was at that moment and where he wanted to be in 12 months. I 
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asked him about his residents and those families who believed in his vision and helped 
him bring it to fruition.  
 
These turned out to be his strongest stories of transformation. He was changing lives. 
And these stories were marketing gold.  
 
I surveyed his residents, families and team with a questionnaire to find out what they 
appreciated about his community. In the process, they revealed how they went about 
finding his community and which of his competitors they considered. Then I looked 
closely at those competitors to see what they were delivering. I shared what I learned 
with Alan. 
 
From the verbatim survey responses, we were able to define exactly the message that 
resonated best with residents and families, and therefore their peers – or potential new 
residents. We articulated that message in writing. We also put to paper what design 
best matched that message. Together, these two things became Alan’s Message and 
Design Equation. This tool helped us stay consistent in how the community’s 
marketing spoke, looked and felt. 
 
Then it came time to construct a Balanced Marketing Formula, or marketing plan. 
Based again upon the survey results, Alan and I collaborated on how best to tell the 
unique story about his community and differentiate his from the others. We set out to 
invite his ideal resident population to his door – those with memory care needs. We 
agreed to do just three tactics in his Balanced Marketing Formula: 
 

1. Redevelop his website with improved messaging, design and layout to attract his 
ideal residents 

2. Launch a robust sales campaign to attract even more residents 
3. Ratchet up his program of word-of-mouth family referrals  

 
That’s it. Just the three. These were the vehicles, or tactics, to get his community re-
energized. His unique formula for success. And we had the data to back it. 
 
Over the months that followed we put the Balanced Marketing Formula to work. 
 
And it worked! 
 
The KABOOM! method helped Alan fulfill his vision and fill his community. 
 
The KABOOM! method has helped countless more communities enjoy validation of 
their marketing efforts, higher returns on marketing investments, more stability, steady 
growth and increased community value. 
 
The KABOOM! method is based upon research and work with hundreds of medical 
organizations over the years. Communities like Alan’s. Communities like yours. 
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How to Use This Book 
 
There are three ways to get the most out of this e-book, independent of each other or 
mixed together: 
 

1. Do-It-Yourself Guide. If you want total control and prefer to create the 
marketing, do the KABOOM! method yourself. Follow the step-by-step 
instructions for everything needed to be successful, with occasional help from 
outsiders. 

2. Marketing Handbook. Perhaps you have a marketing team. In that case, work 
together on the exercises at the end of the book to lay the foundation for the 
KABOOM! method. Once that is in place, leave the creation and delivery of the 
marketing to your team, using the method as a guide. 

3. Litmus Test. Maybe you prefer to outsource the marketing to an agency and 
focus the team exclusively on nurturing warm leads. If that's the case, use the 
KABOOM! method to test whether the agency’s solutions really work. The 
detailed approach of these lessons will help hold them accountable. 



	 6	

 
How This Process Started  
Before I starting my own marketing agency, I was employed by another firm where I 
got to work on big accounts like Microsoft and Wells Fargo. There, I learned the 
strategies Fortune 500 companies across the United States deploy to ensure high 
returns and solid results from their marketing. I distilled those strategies down to the 
most essential parts to deliver them to smaller entities, namely in the healthcare sector.  
 
This book outlines those strategies. 
 
What you will read here is not rocket science. You will see these basic strategies in play 
daily, even in your own life. Your phone, your computer, your social media page, your 
barista – they are all constantly gathering data from you to understand what you like 
most about their product or service. From that data, those companies are diminishing 
the aspects you don’t prefer and delivering more of the aspects you do prefer. This is 
how they make you a loyal and referring customer.  
 
This concept is the overarching theme of the KABOOM! method. You may have never 
thought to put a science behind your community’s marketing just like those Fortune 
500 companies have.  
 
And now you can! 
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PART ONE 
THE FOUNDATION OF THE KABOOM!  METHOD 
 
The method starts with surveying the residents, families and the team, defining a 
Message and Design Equation, and building a Balanced Marketing Formula as a 12-
month marketing plan. Once this foundation is set, you will be well equipped to launch 
your marketing, tactic by tactic. Let’s begin. 
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Survey the Residents, Families and Team 
 
The first step is to ask the right questions to understand how residents, families and the 
team think about the community and how they consume marketing. An emailed survey 
looks simple yet provides immense insight. This section will lay out how to effectively 
survey. 
 
Why survey? When you survey residents, families and the team, you get timely, 
relevant and actionable feedback. You learn precisely what they love most about the 
community, and it’s typically not the things that come to mind first. It’s not standard of 
care. It’s not philosophy. It’s not even specialty. The thing they love best is the fact that 
the community made life better. Life is better for the resident and for the family. Much 
better! 
 
When surveyed correctly, respondents light up and share animated stories. Only the 
residents, families and team have the passion behind the story, and that shines through 
when they start talking about the community. A bunch of marketers couldn’t make this 
stuff up alone. 
 
Here’s how Alan talks about what he does best: “We provide an entire continuum of 
care by partnering with our clients to develop personalized nutrition plans, 
professionally developed geriatric exercise, mind stimulation, and meaningful activities.” 
 
By contrast, here is how one of his happiest resident family members talks about what 
his community does best: “You take care of my father in a caring, compassionate 
manner. The care team has gotten to know him and is perceptive to his every need, 
keeps him safe and makes him feel like family. You are welcoming and helpful. You are 
love!” 
 
Those in administrative roles for the community, like the marketing team, tend to talk 
about features rather than benefits. Happy residents and families, on the other hand, 
delve straight into what’s in it for them. They talk about how you changed their lives. 
This simply delights their friends and family, who then send more potential residents 
via warm referrals. 
 
The survey extracts these stories so you can bottle them and put them to market. 
Nothing sells the community like these stories. 
 
This strategy goes far beyond sprinkling a few testimonials here and there. These 
stories become the foundation of every marketing message the community shares.  
 
The surveys also reveal what media is most used to find a community like yours. This is 
important to know so you invest time and money only in the marketing tactics that will 
help the community now. If, for example, you discover your resident families and the 
people they know aren’t following Facebook, then don’t invest there. But if every family 
reads the neighborhood newspaper cover-to-cover, run a print ad there. If 70% of you 
target audience pays attention to direct mail, then advertise there. 



	 9	

 
How to Survey 
First, compile a list of the communities’ favorite residents, families and direct care team 
members, no fewer than 30 people and no more than 100 total. As for the residents and 
families, include on the list family members who visit often, who articulate their needs, 
who cherish your approach, short-term guests who participate in physical and 
occupational therapy, and those who see the results of your efforts. They respect your 
personalized engagement, clinical expertise, prompt attention to their needs, and 
follow-up. These are who you want to replicate. 
 
Next, craft the questions carefully. Here a few to start: 
 

• What are we doing best? 
• What other communities did you consider before selecting this one? 
• How are we different from those communities? 
• Would you refer friends and family to our community? 
• If so, what would encourage you to do so more often? 
• Would you search online for a community like this one? 
• If so, what search terms would you use? 
• What social media sites do you frequent? 

o Facebook 
o Instagram 
o Twitter 
o Other _________ 

• What types of marketing do you pay attention to? 
o Website 
o Online search  
o Online ads 
o Social media 
o Online reviews 
o Direct mail 
o TV/radio 
o Billboards 
o Print ads 

 
Customize the questions and corresponding choices to uncover information that puts 
marketing in action. 
 
Maybe you are considering foregoing this exercise and jumping directly to launching 
marketing tactics. Think again. 
 
Lisa Stemmer of the medical device agency Ubiquity uses a similar survey and interview 
process to formulate targeted marketing for her clients. “Doing homework first will 
save time and money,” she explains. “If you have done your research to find your 
strategy, you will hit the target rather than shoot in the dark.” 
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Marketing without strategy is like a leaky cauldron. Stemmer says, “You lose two weeks 
here, two months there from your marketing efforts. Consider how many new resident 
leads, how much revenue, could have entered the community in that time with more 
focus. This brings to light the sheer cost of a lack of focus.” 
 
She shares an example. “We got a call from a client who had what I call a bright-shiny-
object moment. She had suddenly decided a brochure was The Thing she needed to 
jumpstart her revenues. Trouble was, the brochure had absolutely no relationship to the 
vision and goals of the organization. I told the client, ‘You are doing this for the sheer 
pleasure of yourself.’” 
 
Marketing just for the sake of marketing seldom works. Always better to market in the 
name of attracting new residents. The most important part: “Once you have created the 
strategy, you have to embrace it,” says Stemmer. “Referring back to it and marketing 
with consistency will bring the value, not just having it.” 
 
If you truly want to grow your community with a steady flow of the right new resident 
leads, strategy is the only way to start. “It's like scrubbing in before surgery,” says 
Stemmer. “It's the fundamental start to a complicated procedure.” 
 
Surveying first allows you to go to market with a message that is the true essence of the 
community, and after time it becomes a self-fulfilling prophecy. It allows you to make 
the same promise across all tactics within the overall marketing strategy. It’s the one 
promise that can be fulfilled every day, the one promise the community becomes known 
for – the promise that residents and families know you will deliver. 
 
Since the promise is derived from the surveys – from the answers to questions like, 
“What are we doing best?” – that promise can be made in the genuine language 
residents and families actually use. This way it resonates with potential residents and 
families who want to know you better. From the moment they enter the community, the 
entire experience delivers on the promise made to them. Not only will they become 
loyal, but they will also tell others about the community. 
 
And that cycle means higher occupancies, higher revenues, higher profits, and happier 
resident and families – all benefits of the KABOOM! method. 
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Construct a Marketing Message and Design 
 
Once you have asked the right questions of the right people, you will have the data 
needed to construct a Message and Design Equation exclusive to your community. 
 
The verbatim survey responses lead to the Message and Design Equation. The equation 
articulates in writing and in images what residents and families love most about the 
community. 
 
The equation is: Messaging + Design = Brand. 
 
The brand is the biggest benefit you are best known for. Volvo is best known as “safe.” 
Coca-Cola is best known as “refreshing.” Geico is best known for “savings,” as its 
remarkably memorable gecko constantly reminds us. 
 
What is your community best known for? 
 
This is also known as top-of-mind awareness. When you think of tissues, does Kleenex 
come to mind? When you think of copying does Xerox pop up? There is a reason for 
that. Those companies have invested millions in helping us recall their name for a 
particular need at the moment we need it. All others are excluded in our conscious 
thought. 
 
But you don’t need a million-dollar budget to do the same. Here’s how to formulate the 
Message and Design Equation. The key is to depend on the survey results, not thoughts 
and feelings. Consider bringing in an objective third party to assist. 
 
Look back through the survey responses for commonalities and trends. Based upon 
those patterns, complete the worksheet that appears at the end of the book – Exercise 
#1: Your Message and Design Equation. 
 

• What are three ways survey respondents say this community is different and 
better than other communities? 

• What is the number one trait respondents like best about the community? 
 
As you write out the answer to the first question, the answer to the second one will 
emerge. The answer to the second question is the Message. 
 
Now ask yourself, “What does this Message look like when translated into Design?” 
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Here are a few examples… 
 
Example 1 

What are three ways survey respondents say this community is different and 
better than other communities? 

o Calm and comfort  
o Involved and engaged 
o Personalized care 

What is the number one trait respondents like best about the community? 
o This community welcomes residents to feel at home again. 

Message: “Welcome Home Again” 
Design: Warm, comforting images of home 
 
Example 2 

What are three ways survey respondents say this community is different and 
better than other communities? 

o Just like home 
o Genuinely interested and caring 
o As much independence as possible 

What is the number one trait respondents like best about the community? 
o This community is where happiness comes to life 

Message: “Happiness Comes to Life” 
Design: Images of residents smiling and laughing 
 
Example 3 

What are three ways survey respondents say this community is different and 
better than other communities? 

o True confidence 
o Around the clock care 
o Exceptional value 

What is the number one trait respondents like best about the community? 
o This home-care service offers maximum peace of mind – right in your 

own neighborhood 
Message: “Maximum Peace of Mind” 
Design: Images of older adults and care partners in trusting interactions (a hand on a 
hand, an arm around the shoulder, eye to eye, etc.) 
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Once you have articulated the Message and Design Equation in the exercise at the end 
of the book, it remains fixed in place unless the community changes. If, for example, 
another community is acquired or the existing community expands into new locations, 
then run the survey again and redevelop your Message and Design Equation based 
upon new results. 
 
The Message and Design Equation is an internal tool. It’s not something the public will 
see, but a guide for how the marketing materials should read and look. The Message 
and Design Equation becomes the starting point for everything created to market the 
community. This way, everything says the same thing and reflects a similar image. 
Repetition is what makes the unique story memorable. 
 
Now that the Message and Design Equation is locked in, it’s time to build the Balanced 
Marketing Formula for optimum results! 
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Build a Balanced Marketing Formula 
 
Congratulations! You now have a Marketing and Design Equation, which is more than 
most communities ever do in terms of a marketing method. Now, let’s take your 
strategy a step further.  
 
The Balanced Marketing Formula, or marketing plan, outlines the handful of tactics 
appropriate to take your Message and Design Equation to market. The Balanced 
Marketing Formula earns higher returns than typical marketing plans because it caters 
to the target audience’s typical media consumption behaviors, and it disperses the 
marketing budget across all four strategies to drive resident loyalty and potential 
resident traffic: 
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In senior living marketing, there are more than 50 possible market tactics: 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
From the survey results, you now know what tactics resonate with your residents and 
families. Just look back over the answers to the question, “What types of marketing do 
you pay attention to?” Only a handful of highly targeted marketing tactics will be the 
focus over the next 12 months. Let the surveys indicate which ones. 
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Let’s build upon the previous examples. 
 
Example 1 
Message and Design Equation: 
“Welcome Home Again” + 
Warm, comforting images of home 
Balanced Marketing Formula: 
 

 
 
How do we know this is the right Balanced Marketing Formula for this community?  
38% of survey respondents initially became involved with this community through an 
online search, and 100% believe their peers would search online for a community like 
this one. Therefore, the community knew it had to improve its online presence with a 
new website. 75% of respondents said they would seek a referral from a friend, family 
member or doctor when looking for a senior living community; hence, a robust sales 
support strategy was launched, including investment in customer management software 
(CRM) and presentation skills training. Finally, 50% of survey respondents did use or 
would use the internet when seeking out a community like this one, so search engine 
optimization (SEO) and Google AdWords were also added. 
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Example 2 
Message and Design Equation: 
“Happiness Comes to Life”+ 
Images of residents smiling and laughing 
Balanced Marketing Formula: 
 

 
 
While this community’s logo had certainly been updated since its founding in 1874, the 
surveys indicated it was time yet again for a refresh. Same went for the website. The 
surveys showed respondents would indeed pay attention to online marketing, so search 
engine optimization (SEO) and Google AdWords commenced.  
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Example 3 
Message and Design Equation: 
“Maximum Peace of Mind” + 
Images of older adults and care partners in trusting interactions  
Balanced Marketing Formula: 

 
This home-care service franchise had access to stock photos through the corporate 
entity, but needed more authentic photography for local marketing materials, images 
that would truly represent the Message and Design Equation. With the survey results 
in hand, a few strategic updates to the local webpage were due, namely to align the text 
and imagery with the Message and Design Equation. Search engine optimization (SEO) 
would serve as a way to attract web visitors to the site and to the offerings. A robust 
referral strategy would inspire patients and families to bring warm leads. And updated 
ad text would carry the message to the existing print medium, which survey 
respondents remembered well. Still, the formula remains balanced across all four 
strategies of marketing. 
 

*** 
 
Each Balanced Marketing Formula will look different because of factors like specialty, 
location, culture and vision. Marketing is a living entity that has to shift and grow with 
the organization. 
 
Yours will also look different from the plan of the community down the street that 
seems to be copying everything you are doing. You are still unique because no one has 
your community’s DNA. 
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The big thing that keeps marketing methodical is the right Balanced Marketing 
Formula for your unique community. It may look different next year than it did this 
year, depending upon ever-shifting goals, trends and budget. 
 
The Balanced Marketing Formula is composed of strategies and tactics, and inevitably 
they will overlap. The logo is part of brand awareness, and it will also appear in 
traditional media and online promotion. A referral program can evolve online just as 
well as offline. The welcome packet might be downloaded from the website or handed 
out in person. 
 
Overlap is good. That way, you get the most mileage out of all relevant marketing 
tactics. Rather than reinventing the wheel each time a marketing initiative is created, 
always ask, “How can this be used in multiple ways for a higher return on investment?” 
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Now, let’s build your Balanced Marketing Formula. 
 
Tactics 
Begin by revisiting the survey responses to all the questions related to marketing 
tactics, such as these: 
 

• Would you refer friends and family to our community? 
• If so, what would encourage you to do so more often? 
• Would you search online for a community like this one? 
• If so, what search terms would you use? 
• What social media sites to you frequent? 

o Facebook 
o Instagram 
o Twitter 
o Other _________ 

• What types of marketing do you pay attention to? 
o Website 
o Online search 
o Online ads 
o Social media 
o Online reviews 
o Direct mail 
o TV/radio 
o Billboards 
o Print ads 

 
Complete the exercise that appears at the end of the book – Exercise #2: Your 
Balanced Marketing Formula – with the names of tactics mentioned most often by 
your survey respondents. 

*** 
 
Party Responsible 
Now, write next to each tactic on your Balanced Marketing Formula the party 
responsible, or who will be in charge of executing or managing that tactic. 
 
This is a relatively simple yet critical step. To get any marketing tactic off the ground, 
it must be assigned to a capable and willing person or group. 
 

*** 
 
Marketing Budget 
The next thing to complete on your Balanced Marketing Formula is the marketing 
budget. 
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Decide how much to budget for marketing for the year. This is typically 5% to 7% of 
total annual revenue, but can vary widely by community. Document your total annual 
marketing budget in the appropriate area on your Balanced Marketing Formula. 
 
Next, collect estimates from vendors, search out fees online and forecast costs with the 
marketing team, tactic by tactic. Write down the marketing budget for each tactic on 
the Balanced Marketing Formula. 
 
Make no mistake, marketing is fluid. Because it’s an ongoing investment, it should 
constitute a line item on the profit and loss report, just like payroll. And it’s an 
investment, not just an expense. And any good investment yields healthy returns. 

 
*** 

 
Expected ROI 
The next step to completing your Balanced Marketing Formula is to forecast the 
expected ROI, or return on investment. 
 
Consider first each tactic’s marketing budget on the Balanced Marketing Formula. 
 
Then, estimate how many new residents the Balanced Marketing Formula should 
attract. Ask each party responsible to provide projected new leads from each tactic. 
Document the projection on the line labeled expected ROI. Complete the exercise by 
multiplying the average value of a resident by the projection of acquired residents and 
then subtracting the amount budgeted for this tactic. Document this dollar figure next 
to expected ROI by tactic as well. Be sure to fill in the total annual expected ROI, too, 
including total number of new residents and total dollar figure. 
 
Now you are ready to execute the marketing tactics outlined on your Balanced 
Marketing Formula. Run all the tactics consistently for six months, and measure results 
before tweaking anything. As in any experiment, a baseline is needed before the 
discovery is observed. After the trial period, analyze the reports to see what to continue 
and what to fix or nix. 
 

*** 
 
Actual ROI 
The Balanced Marketing Formula is built to be successful, so be sure to measure that 
success. 
 
Some general ways to measure success may include the community’s financial reporting 
or monthly census reports. In addition to being helpful in gauging the success of the 
total Balanced Marketing Formula, these reports can demonstrate the success of brand 
awareness and internal marketing strategies that are more difficult to measure alone. 
 
For progress reports on online promotions, rely on Google Analytics reporting or other 
website analytics and social media analytics. There are numerous YouTube videos 
detailing how get the most out of these reports. 
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For reporting on traditional media, rely on the vendors. Any reputable direct mail house 
will be able to provide relevant analytics on a campaign’s performance. The same goes 
for newspaper and magazine representatives as well as television, radio and billboard 
account executives. Make them prove their success or cut them loose. 
 
To get more granular in measuring actual ROI, consider including custom phone 
numbers to track calls from particular tactics. This will pinpoint what’s working best 
and what needs fine-tuning to work better. 
 
Advise the team to always ask and document how new resident families found the 
community. 
 
In as many ways as possible, try to determine the exact number of residents that came 
from each tactic. Document this in the actual ROI sections of the Balanced Marketing 
Formula, including actual ROI for each tactic as well as total actual ROI. 
 
This will build a record of measurement to return to in six months. If the tactic worked, 
keep it. If not, alter it and test again. If it’s still not working in another six months, 
ditch it. But give it time, and be patient. While it may not catch on in month six, it may 
take off in month eight. 
 

*** 
 
Now you have surveyed residents, families, and team members, constructed a Message 
and Design Equation, and built a Balanced Marketing Formula. This is the foundation 
for the KABOOM! method. These tools will allow you to experiment and get creative 
with marketing while still adhering to guidelines for success. This is the best way to 
launch the most effective marketing tactics. 
 
You are ready to deploy your Balanced Marketing Formula, tactic by tactic. Get ready 
for enduring results! 
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Top 10 Common Mistakes in Setting the Foundation 
 

1. Experimenting without a hypothesis. Instead, set a goal first. Expect the 
KABOOM! method to produce measurable results such as an uptick in leads seen 
per month or in annual revenue. With a goal in mind, you can clearly measure 
success. 

2. Doing what’s popular. Rather than throwing money at online marketing 
because it’s trendy, invest only in the marketing tactics that make most sense for 
your community. 

3. Too many scientists in the lab. Stick to two or three key decision-makers who 
will be with you throughout the whole process. Avoid crowdsourcing, which is 
gathering anecdotal opinions, as this is more harmful than helpful in a strategic 
environment. 

4. Going it alone. By contrast, a lack of collaboration can be equally detrimental.  
Let the happiest residents and resident families tell the community story rather 
than trying to write it in a vacuum. This process will prevent you from getting 
too technical in your marketing communications. Plus, a small team of two or 
three colleagues will help you think creatively and stay on track. 

5. Re-experimenting too soon. Once you discover the Balanced Marketing 
Formula, test those tactics for a good six months before changing or adding 
tactics. It takes that long to tell if the experiment is working. Patience, patience, 
patience! 

6. Letting your own opinion rule. What residents and resident families think 
about the community trumps what you think. Rely on their input to objectively 
build the Message and Design Equation. 

7. Feature focusing. Turn your attention to benefits instead. Highlight what your 
residents and resident families love most about your community, not your 
technology or clinical details. 

8. Spending not investing. Be careful not to overspend on marketing. If, after six 
months, a tactic is not producing a return on investment, alter it. Returns are 
not always in the form of dollars. Added exposure and awareness in front of the 
people who matter most can be a very healthy investment. Again, adhere to the 
budget. 

9. Lack of documentation. The foundation will erode – and fast – unless it’s 
articulated in writing. Finish the exercises provided at the end of the book to be 
sure you have all the documentation you need for marketing success. 

10. Perfectionism. Now that you have a method behind marketing, there may be 
the tendency to overthink things. Set deadlines. Consider the idea that 80% done 
is done. Have a team member keep you accountable for finishing projects within 
a certain timeframe. And by the way, have fun! 
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AFTERWORD 
 
We have entered an Age of Fear in healthcare. 
 
Fear that the Affordable Care Act (or the evolution away from it) will be our demise. 
Fear of the trending consolidation of providers. Fear of encroaching competitors. Fear 
of the shift to digital marketing. 
 
The word “science,” is Latin for “knowledge.” Ralph Waldo Emerson said, “Knowledge 
is the antidote for fear.” 
 
The more knowledge you have about marketing, the more able you are to find a cure for 
these fears. You will benefit from a cure that allows you to attract residents ready to 
move in and allow the community to thrive. You can stand out in even the most 
saturated markets. 
 
And more than all of that, you can concentrate on changing the things that will make 
your profession easier, more fruitful and more rewarding. Thanks to the KABOOM! 
method of simplifying the process of getting the best marketing results, you can finally 
focus on what matters most: care. 
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Exercise #1: Your Message and Design Equation 
 
Use this exercise to formulate the Message and Design Equation.  
 

1. What are three ways residents and resident families say this community is 
different and better than other communities? (Be sure these are benefits, not 
features. Gentle care is a benefit. Memory care is a feature. Lastly, each should 
be objective and, where possible, quantifiable. Think, “Residents are warmly 
greeted by three team members before 9am every day,” as opposed to, “Residents 
think the team is nice.”) 
 

o ____________________________________________ 
o ____________________________________________ 
o ____________________________________________ 

 
2. What is the number one attribute people like best about the community? (It’s 

usually the benefit that comes up over and over again in survey responses. If you 
keep seeing “funny,” “laughter,” and “smiling” in the survey responses, the 
number one attribute may be “humor.” And remember, more often than not 
residents and resident families are drawn in by non-clinical benefits. They are 
buying a relationship with you, not just expertise.) 
 
Message: ____________________________________________ 
 
Design: 
(Describe below, in writing or as a collage of pictures, the types of imagery, 
illustration, photography, etc. that best represent your message.) 
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Exercise #2: Your Balanced Marketing Formula 
 
Use this exercise to formulate your Balanced Marketing Formula.  
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STAY ON THE CUTTING EDGE 
 
Like what you read and want more? 
 
Here are two easy ways you can receive timely and relevant content updates that build 
upon the KABOOM! method and guide the overall business side of the community: 
 

1. Go to http://www.bloommarketinginc.com/blog, enter your email address to 
receive regular content updates via email. 

2. Like us on Facebook www.facebook.com/bloommarketinginc/to get regular 
content updates in your newsfeed. 

 
Get more thought-provoking insights directly from Wendy O’Donovan Phillips with no 
additional cost to you. All content is crafted exclusively by Wendy and her team for the 
purpose of inspiring change and growth in your community.	
 
 
 

http://www.bloommarketinginc.com/blog
http://www.facebook.com/bloommarketinginc/

