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Executive Summary

Senior living organizations are entering a period of significant opportunity.

Adults age 65+ in 2024 Of the United States Occupancy in first
population quarter 2026

The population of adults age 65 and older reached approximately 61.2 million in 2024, representing 18% of
the United States population. By 2030, every baby boomer will be at least 65 years old.

At the same time, senior housing demand is rising faster than new inventory. Occupancy across the 31
primary markets tracked by NIC MAP reached nearly 90% in the first quarter of 2026, supported by strong
absorption and historically limited construction activity.

These market conditions create opportunity - but they do not guarantee growth.

Prospective residents and their families have more information, more digital touchpoints and higher
expectations than ever before. Search experiences are increasingly influenced by artificial intelligence, while
leadership teams often expect marketing tactics to drive more qualified inquiries, tours, deposits, move-ins
and occupancy.

To succeed in this environment, your organization needs to move beyond isolated campaigns and
disconnected reporting and build a Senior Living Growth Engine.

Your Senior Living Growth Engine needs to include an integrated stack of tools that aligns strategy,

content, technology, data, and sales that is continuously optimizing to achieve measurable growth.

FIVE EXECUTIVE TAKEAWAYS

o Measure business outcomes not only marketing activity.

Website traffic, impressions, clicks and email engagement provide useful operating signals. However,
they do not tell leadership whether marketing is producing qualified demand or influencing
occupancy.

Executive reporting should connect marketing activity to meaningful outcomes such as:

* Qualified inquiries - Cost per acquisition

- Tours * Marketing-influenced pipeline
- Deposits + Occupancy growth

- Move-ins
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e Build one connected operating system.

When the website, CRM, paid media, call tracking, email platform and reporting tools operate
independently, organizations lose visibility.

A connected system creates a more complete view of the resident journey and allows leadership to
make decisions using shared, reliable information.

o Create content that answers real buyer questions.

Google continues to emphasize helpful, reliable, people-first content. Its official guidance for Al-
enabled search also reinforces that foundational SEO practices, technically accessible websites and
high-quality original content remain essential for visibility. (Google for Developers)

e Use Al to increase capacity and insight.

Artificial intelligence can accelerate research, content development, personalization, segmentation,
reporting and analysis. It should strengthen experienced teams not replace strategy, empathy,
judgment or human connection.

e Align Marketing and Sales around one growth goal.
Marketing and Sales should not function as separate departments connected by a lead handoff.

They should operate as one revenue team with shared definitions, shared data, shared performance
metrics and clear accountability throughout the prospect journey.

DISCOVERY IS CHANGING

They may encounter a community through:

Google Search Al-generated search results Online directories Paid advertising
Social media Reviews Referral partners Educational content Email nurturing

Conversations with friends, family members or healthcare providers

Google's generative search guidance confirms that its Al experiences draw from the same search index

and quality systems that support traditional search. Websites must still be crawlable, technically sound and
eligible to appear in Search. Google also recommends publishing unique, valuable content and maintaining
a strong page experience. (Google for Developers)

The implication is clear:

Search optimization, content quality, website performance and brand authority must work together.

$ fountOin fountaindigital.com


https://www.fountaindigital.com/
https://developers.google.com/search/docs/fundamentals/creating-helpful-content
https://developers.google.com/search/docs/fundamentals/ai-optimization-guide

From Marketing Activity to
Marketing Intelligence

Many organizations can describe what their marketing teams completed last month.

Fewer can explain what those activities contributed to business performance.

This is the difference between marketing reporting and marketing intelligence.

4 N\ 4 N\
Marketing reporting is a set of Marketing intelligence is a set of
metrics that tells your leadership meaningful insights that explains
team what happened: why it happened::
* Traffic increased. * Which channels produced qualified
prospects

+ A campaign generated clicks.

) ) N * Which locations need greater support
- An email achieved a specific open rate.

] ] - Where prospective residents disengaged
- Social engagement improved

- Which marketing spend to increase, etc

The reason why marketing intelligence is more valuable is because it gives you a clear
picture of what action to take next.

Traditional Marketing vs. a High-
Performance Growth Engine

Traditional Marketing Model High-Performance Growth Engine

Measures engagement Measures success or ROI of tactics

Results of individual campaigns Action items for the complete customer journey

Uses disconnected systems Uses integrated technology and shared data

Periodically reports performance Continuously monitors trends and exceptions

Measures performance of individual channels Optimizes the full acquisition strategy

Separates Marketing and Sales efforts Aligns both teams around revenue and occupancy
Reacts to results — looking backward Leverages insights to guide next steps — looking forward
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Growth-Engine Gem

Building your Senior Living Growth Engine isn’t about turning up the volume of your Marketing
activity. It requires a higher-level visibility, greater alignment, and clearer accountability.

The Five Pillars of a High-
Performance Growth Engine

PILLAR 1: EXECUTIVE STRATEGY

The foundation for your marketing should be your organization’s top priorities for business development—
not a content calendar.

A good content calendar takes the strategic priorities and creates a schedule for producing content
aligned to the key messaging and timing of your campaigns. This will help inform your content and
increase its value and effectiveness.

Leaders often gravitate to “something shiny and/or new” when concerned about how their tactics are
performing. The question isn't Should we be on TikTok? It's How can we use TikTok to connect with
caregivers and get them to engage with our key message?

Before selecting channels or campaigns, leadership should identify and align on their key objectives
for growth:

- Communities with the greatest occupancy * Strategic service-line priorities
opportunity
* Budget limitations
- Markets with the strongest growth potential
* Operational capacity
- Care levels requiring greater visibility
- Desired timelines
- Revenue or census targets

These objectives should inform the marketing plan, resource allocation and measurement strategy.

[ |_pu
Growth Engine Gem Executive Questions

* What business problem are we trying to solve?

* Which audience or market represents the greatest opportunity?
* What outcome should change if this initiative succeeds?

* How will we measure that change?

* Who owns the result?

Without clear answers, marketing teams may deliver activity without creating meaningful
organizational progress.
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PILLAR 2: TRUST-BUILDING CONTENT

Senior living decisions are complex, personal and often emotionally charged.

Families need more than promotional messaging. They need information that reduces uncertainty, answers
practical questions and helps them understand their options, so they can make an informed, confident

decision.

Effective content may include:

- Care-level explanations + Resident and family stories

* Pricing and affordability guidance * Frequently asked questions

+ Community comparison tools  Local market resources

- Transition planning resources - Educational videos

« Family decision guides + Leadership perspectives

* Safety and wellness information " Clear descriptions of services, amenities & outcomes

Google recommends creating “people-first” content that educates and informs the audience rather than
content desighed solely to manipulate rankings. Google uses the "E.E.A.T.” Formula to rank content in
search results: Experience, Expertise, Authority, Trustworthiness.

Of these factors, trust is most important. It encourages publishers to demonstrate experience, expertise,
clarity and trustworthiness. Content that follows this E.E.A.T formula will perform better in search results.

(Google for Developers)

Pillar 2

Every important page (and piece of content) should answer three questions:

What does the prospective resident or family need to understand?

Does this content position our organization as a trusted source they can come to for the answer?

What should they do next?

PILLAR 3: INTEGRATED TECHNOLOGY

Technology should drive efficiency. It should reduce manual work, improve follow-up, centralize information
and make performance easier to understand.

A modern senior living marketing ecosystem may include:

Channel Core Functions

Website Information, Differentiation, Conversion

Contacts, Lifecycle stage, Sales activity, Segmentation, Nurturing,

CRM system & Marketing automation
Follow-up

Call tracking Source visibility, Conversation attribution
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Business Function Core Capability

Paid media Demand capture, Targeted awareness
SEO and content intelligence Organic visibility, Topic performance
Analytics Channel effectiveness, Campaign and Website measurement
Business intelligence Cross-system executive reporting
Reputation management Review, monitor and respond to public sentiment and response
Templates, Tasks, Approved customer-facing content, Pipeline
Sales enablement
support

Instead of purchasing yet-another software system or platform, moving to a senior living growth engine
means integrating your current systems to create a more connected operating environment.

This enables data to flow seamlessly and reliably from one stage of the customer journey to the next.

Pillar 3

Your technology should make your operations and sales cycle more efficient, not more complex.

To really fuel your growth engine, focus on integration and seamless flow of data instead of adding
additional layers.

PILLAR 4: ACTIONABLE ANALYTICS

Executives do not need more dashboards.

They need clearer, more actionable answers.

Strong analytics separate operational metrics from executive indicators.
Operational Metrics

Operational metrics show engagement with channels and campaigns, so marketing teams can measure
the effectiveness of their tactics:

* Impressions

* Click-through rate

- Cost per click

* Website engagement
- Email performance

- Form conversion rate
- Organic rankings

- Landing page performance

3 fountOin fountaindigital.com


https://www.fountaindigital.com/

Executive Indicators

These help leadership evaluate business impact:

Executive Metric What it shows

Qualified inquiries Are we attracting the right prospects?

Cost per qualified inquiry Are we acquiring demand efficiently?
Inquiry-to-tour rate Are leads progressing?

Tour-to-deposit rate Are our sales processes effective?
Deposit-to-move-in rate Where are prospects being lost?

Speed to lead Are we responding while intent is high?
Marketing-sourced pipeline How much opportunity is marketing generating?
Marketing-influenced move-ins How is marketing contributing to occupancy?
Community-level performance Where should support or investment change?
Channel-level return Which investments should be scaled?

Pillar 4

Growth Engine Gem

A useful executive dashboard should not merely display numbers. It should identify trends and
exceptions, and point the way toward recommended actions.

PILLAR 5: CONTINUOUS OPTIMIZATION

Great leaders are always growing and optimizing themselves. Your growth engine should work the same
way.

An effective senior living growth engine should be continuously optimized to ensure it is still providing
relevant insights, tracking the right things, etc.

High-performing teams follow a repeatable operating cycle:

Plan » Execute » Measure » Learn » Improve

Continuous optimization can help improve the effectiveness of your content, prioritize your team'’s
workload, and lower wasted spend. Here are a few action steps that continuous optimization can help
you identify:

+ Reallocating budget to stronger markets * Testing new calls to action

- Updating weak landing pages * Improving website speed and usability

- Adjusting campaign audiences * Addressing gaps in CRM data

+ Refreshing underperforming content * Expanding content around high-intent questions

+ Revising lead-routing rules

- Strengthening sales follow-up
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Pillar 5

The point is not constant change for its own sake. Shaking things up just to shake things up burns out

your team and breeds confusion. Instead, continuous optimization helps avoid burnout by eliminating
wasted effort. It shows you what projects will generate the biggest impact. It's disciplined, evidence-
backed improvement

Leveraging Artificial Intelligence to
Supercharge Your Growth Engine

Al has the potential to improve marketing capacity and decision-making across the growth engine.

The most practical applications fall into four categories.

ACCELERATING WORK IMPROVING RELEVANCE

Al can support: Al can help teams:

* Synthesize research * Segment audiences

+ Generate quick first-drafts of content  Personalize messaging

+ Create multiple variations of a campaign - Identify content gaps

* Quickly summarize meetings * Tailor communications by lifecycle stage
- Organize data - Surface frequently asked questions

+ Outline reporting narratives - Recommend next-best actions

* Streamline administrative workflows

REVEALING PATTERNS Content Production — But Not

Al-assisted analytics can help identify: Performance
Al can help teams:
* Lead-quality trends
Al tools can help marketers research buyer
guestions, organize topics, structure content
* Channel interactions and improve clarity.

+ Geographic differences

" Engagement signals However, Google explicitly states that Al-

* Funnel bottlenecks generated content does not receive special
ranking advantages. Google ranks content
based on quality and usefulness, regardless of
how it was produced.

- Performance anomalies
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While Al can generate content much faster than a human, its effectiveness leaves much

to be desired. So far, studies have shown that human content generally outperforms Al-
generated content:

- 86% of articles ranking in Google Search are generated by humans, compared to 14% of articles
generated by Al.

- 82% of articles cited by ChatGPT and Perplexity in answers are human generated, compared to
18% generated by Al.

- 84% of all Al citations are earned media. Journalistic sources make up the largest percentage of
earned media at 27%

RECOMMENDATION: USE Al WITH HUMAN GOVERNANCE

Al-generated work should be reviewed by humans for:

* Accuracy - Appropriate tone

* Originality - Unsupported claims

* Brand alignment - Contextual understanding
* Regulatory and privacy considerations - Empathy and sensitivity

Growth Engine Gem

The organizations that will gain a competitive edge from Al are not just the ones who have Al access
or the first ones to use Al. The true advantage will come from applying Al responsibly within a
strategy that is fundamentally strong, informed by reliable data, executive metrics, and a disciplined
operating process.

Marketing and Sales: Two Teams.
One Growth Engine.

Disconnected handoffs between Marketing and Sales creates unnecessary friction.

You've likely seen this before:

- Different definitions of a qualified lead
* Incomplete contact records

- Delayed follow-up

* Inconsistent outreach

+ Limited visibility into prospect status

+ No feedback loop on lead quality

- Disagreement about attribution

+ Opportunities lost between systems or teams
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To unite Marketing and Sales into one aligned Growth Engine, ensure your team has one clear,
consistent definition of:

G What constitutes e What makes an opportunity
an inquiry? sales-qualified?

° What makes an inquiry e Who owns follow-up and
marketing-qualified? within what timeframe?
o v o _J
e Which activities must be e How lost opportunities
documented? are categorized?
\ y) \ y)
° How are prospects nurtured e How tours, deposits and move-
when they are not ready? ins are attributed?
\ 4 \ 4
e How performance @ How insights are used to
is reviewed? improve future marketing?
\ 4 \ 4

Marketing should understand what happens after an inquiry is generated. Sales should understand which
messages, channels and behaviors contributed to the opportunity. Both teams should share responsibility
for improving the complete journey.

What Separates Marketing and Sales
Teams

Blocker Business Impact

Disconnected technology Incomplete customer journey and attribution data

Inconsistent CRM use Unreliable reporting and lost follow-up

Siloed teams Conflicting priorities and missed opportunities

Over-reliance on vanity metrics Limited view of business impact

Generic content Weak differentiation and lower trust

Slow lead response Decreased opportunities. Loss of high-intent prospects

Poor quality data Inaccurate analysis and automation

Reactive planning Resources focus on urgent activity rather than strategic priorities
No optimization process Underperforming campaigns continue too long

Too many tools Higher cost, complexity and administrative burden

3 fountOin fountaindigital.com


https://www.fountaindigital.com/

Instruction Manual for Your Growth
Engine: A 90-Day Roadmap

Building a High-Performance Growth Engine does not require replacing every system at once. A focused
90-day plan can create meaningful progress.

 DAYS 1-30: ASSESS AND ALIGN

Objective
Establish a clear view of the current marketing and sales environment.

Priority Actions

* Document business and occupancy goals Inventory technology platforms

* Audit your website(s) and conversion paths *Review reporting and attribution methods

* Review marketing channels and current -Define shared Marketing and Sales terminology
performance

- ldentify the executive KPIs that matter most

- Evaluate CRM adoption and data quality ) )
- Establish baseline performance

* Map the inquiry-to-move-in process

Marketing Performance Assessment

This assessment should identify immediate risks, high-value opportunities and foundational issues

that could limit future growth.

* DAYS 31-60: CONNECT AND OPTIMIZE

Objective
Improve visibility, consistency and operational efficiency.

Priority Actions

* Standardize campaign naming and tracking * Make data easy to view and analyze

* Repair high-priority CRM data issues - Improve priority landing pages

- Clarify lead ownership and routing + Refresh high-intent website content

+ Establish response-time expectations - Create or revise nurture communications
- Connect essential platforms - Document core workflows

Primary Deliverable

Executive Growth Dashboard
The dashboard should provide a concise view of demand, funnel progression, marketing efficiency
and business outcomes.
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 DAYS 61-90: ACTIVATE AND SCALE

Objective
Create repeatable systems for ongoing growth.

Priority Actions

* Launch automated nurture workflows - Develop quarterly campaign priorities

* Establish a monthly optimization process * Test new messages and conversion paths

* Expand high-value educational content *Implement lead-quality feedback

* Improve SEO and Al-search readiness *Review attribution and reporting accuracy

* Formalize Marketing and Sales performance *Build a roadmap for future technology
reviews improvements

Quarterly Growth Review

The review should summarize performance, explain what changed, identify lessons and recommend
the next set of actions.

The Path Forward

The future of senior living marketing will not be defined by the organization that publishes the most
content, purchases the most technology, or launches the greatest number of campaigns.

It will be defined by the organization that can connect:

* Business strategy *Integrated technology
* Buyer needs *Reliable data

* Human expertise *Sales execution

* Trust-building content *Continuous learning

A High-Performance Senior Living Growth Engine gives leadership greater confidence in marketing
decisions.

It provides clearer visibility into performance.
It creates stronger coordination across teams.

It helps organizations invest more intelligently.

Most importantly, it allows marketing to function as a measurable driver of organizational

growth rather than a collection of disconnected activities.
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Ready to Build Your Growth Engine?

Fountain Digital helps senior living organizations create more connected, measurable and effective
marketing systems.

Our team brings together:

* Marketing strategy

* Website development and optimization
+ SEO and Al-search visibility

+ Paid media

- Content marketing

+ CRM and marketing automation

- Analytics and reporting

- Technology integration

- Data management

- Strategic advisory support

Through the combination of analytics, technology and human expertise, we help leadership teams
understand what is working, identify opportunities and make better-informmed marketing decisions.

REQUEST A COMPLIMENTARY MARKETING
PERFORMANCE ASSESSMENT

Evaluate your current marketing ecosystem and identify practical opportunities to improve visibility,
efficiency, alignment and measurable growth.

Visit: FountainDigital.com

About Fountain Digital

Fountain Digital is a digital marketing and technology partner serving senior living organizations.

We help operators connect strategy, data, technology and execution to improve marketing performance
and support sustainable growth.

Digital marketing fueled by analytics and technology.
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