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In senior living sales and 
marketing, one size fits…one. 
Smart providers know they must 
vary their messaging and tactics 
to meet each prospect where 
they are. These flashcards, 
based on real data from active 
prospects, help you separate 
fact from fiction, refine your 
approach, and optimize your 
sales and marketing efforts.

Scan the QR code �to access the digital �version 
of these �flashcards or visit: 

roobrik.com/fact-or-fiction
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TRANSFORM YOUR SENIOR 
LIVING OPERATIONS   

Sales & 
Marketing

From initial inquiry to 
move-in, improve the 

speed and strength of 
your organization’s sales 

and marketing efforts 
with advanced features 

including Chat and AI.

Accounting, 
Leasing & Billing

Connect all your revenue 
touchpoints, improve 

cash flow, stop revenue 
leakage, reduce time 

spent on administrative 
tasks, and gain powerful 

financial insights.

Resident Care  
& Experience

Create personalized 
resident experiences, 

facilitate collaboration, 
build trust with families, 

and equip your team with 
tools that 

set them free. 

Insights & 
Performance

Capitalize on high-quality 
data with customizable 

dashboards that give 
visibility into every level 

of your operation 
for improved 

decision-making. 
Easily audit and 

maintain compliance. 

Serving 9,300 communities, Aline has reimagined the 
senior living experience with a unified system that connects 
residents, families, caregivers, staff, and executives on one 
simple-to-use platform. The result? Higher profitability 
through revenue growth, productivity gains, and amazing 
resident and staff experiences.

Purpose-built for senior living, Aline gives you a powerful 
solution to exceed occupancy goals and keep your staff 
happy and engaged, all while providing the visibility you 
need to enhance performance and elevate the quality of 
life for seniors in your care.
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Websites and marketing 
campaigns should focus 
primarily on older adults because 
they make the f inal decision.“

FACT        FICTION?OR 
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FICTION

DID YOU KNOW?

BASED ON ROOBRIK DATA
Adult children play a crucial role in decision-making. �In fact, 30% of online 
researchers exploring senior living are adult children (this number can be 50% 
or higher for assisted living and memory care communities). Targeting them, 
alongside older adults, is key to a well-rounded marketing strategy.

WHO IS RESEARCHING SENIOR LIVING?

Trying to make messaging �on our 
landing pages, emails, and ads fit 
for both adult children and older 
adults is tempting for efficiency, 
but runs the risk of resonating 
with neither group. We tailor 
marketing to the unique concerns 
of these two key segments and 
try to minimize one-size-fits-all 
messaging.

Paul Barlow
VP of Sales and Marketing, 
�Transforming Age

Source: “Is it the right time for senior living?” Roobrik survey from 1/1/23 to 8/31/24.

The “Is it the right time for memory care?” Roobrik survey reveals that adult children make up 63% of 
the memory care audience, highlighting their key role in decision-making.

Older Adults

Other

Adult Children

17%

53%
30%
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Older adults who say they are 
just “window shopping” are �not 
ready to share their contact 
information with a community.“

FACT        FICTION?OR 
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FICTION

DID YOU KNOW?

BASED ON ROOBRIK DATA
More than one-third of older adults who describe themselves as “just curious 
about their options” end up sharing their contact information with a senior 
living community. This suggests that many are further along in their decision-
making journey than they may �initially indicate.

SALES OPT-IN RATE FOR OLDER ADULTS WHO ARE “JUST CURIOUS”

People don’t know what they don’t 
know — that’s why they’re coming 
to you. You are the expert. You have 
the ability to create urgency when 
you know in your gut and in your 
heart that senior living is the right 
decision for them. Be proud that 
you have the opportunity to sell 
this person on what makes your 
community the best option.

Bri Stewart
Senior VP of Sales and Brand, 
Asbury Communities

Source: “Is it the right time for senior living?” Roobrik survey from 1/1/23 to 8/31/24.

Older adults who report they are “just curious about options” are open to a change 62% of the time, 
showing that curiosity often masks a readiness to take the next step.

35%
share 
contact 
info 65% do not share 

contact info

0 20 40 60 80 100
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Prospects explore whether they 
can afford senior living at all 
stages of their research journey.“

FACT        FICTION?OR 
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FACT
BASED ON ROOBRIK DATA
When asked about their timeline, 34% of people researching senior living 
affordability say they’re just getting started, but nearly 26% are actively planning 
a move within the next few months, and 13% need to decide immediately. 
For most prospects, the question of affordability never really goes away. Many 
begin their cost research early, while others are further along in their decision-
making process.

TIMELINES OF AFFORDABILITY RESEARCHERS

We believe it’s marketing’s 
responsibility to provide 
resources on the financial piece. 
That’s why we always post our 
pricing and explain options like 
Medicaid, Medicare, long-term 
care insurance, and VA benefits. 
�A lot of prospects like doing that 
research on their own so they’re as 
knowledgeable as they can be.

Jodie Roberts
Director of Marketing,  
Senior Services of America

Source: Roobrik Afford survey 3/20/24 - 9/11/24.

Needs to make a �decision immediately

Thinking about making a move �within the next year or two

Trying to make a decision �in the next few months

Just getting started, and �not sure about timing

I’m not sure or �something else

34%

19%

26%

13%8%
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Prospects who may be less 
financially qualified are more 
likely to reach out to your sales 
team.“

FACT        FICTION?OR 
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FACT
BASED ON ROOBRIK DATA
Prospects who may not be financially qualified are slightly more likely to 
request outreach, highlighting the importance of early identification. By 
collecting financial readiness data early, sales teams can direct less qualified 
prospects to educational resources like online tools or guides, helping some 
to opt out before engaging with sales. This allows �the sales team to focus their 
time on more qualified leads.

SALES OPT-IN RATES BY PROBABLE FINANCIAL QUALIFICATION LEVEL

The biggest challenge that our 
sales team is encountering is that 
they feel like they have to burn and 
churn through these leads and they 
end up spending too much time in 
financial discovery.

Nick Jasmon
VP of Business Development, 
American Healthcare Management

Source: Roobrik Afford survey 3/20/24 - 9/11/24.

30% Very likely financially 
qualified

27% Likely financially 
qualified

32% Financial qualification uncertain
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Prospects with the highest need 
for care are the most open to 
senior living.“

FACT        FICTION?OR 
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FICTION

DID YOU KNOW?

BASED ON ROOBRIK DATA
Our data shows that older adults with lower care needs are significantly more 
open to moving to senior living. In contrast, openness drops significantly 
for those with higher care needs. Addressing this reluctance and providing 
reassurance is critical, especially when speaking with family members �who 
may feel a greater sense of urgency.

OPENNESS TO MOVING TO SENIOR �LIVING BY CARE NEEDS LEVEL

The sense of urgency often 
increases for family members 
�as care needs grow, but for the 
prospective resident, the less 
control they have over their day-to-
day and the more control they lose 
as they need more care, the more 
likely they are to dig their heels in 
and say they want to stay home.

Michelle Curnow
VP of Sales,�  
Asbury Communities

Source: “Is it the right time for senior living?” Roobrik survey from 1/1/23 to 8/31/24.

When asked about openness to making a move to senior living, older adults self-report being open 
to change 68% of the time, while adult children report their parent being open just 39% of the time.

66% Low Care 
Needs

57% Mid Care 
Needs

43% High Care 
Needs
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Safety concerns are a key 
motivator for both adult 
children and older adults when 
considering senior living.“

FACT        FICTION?OR 
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FICTION
BASED ON ROOBRIK DATA
While 55% of adult children are driven by safety concerns, older adults are primarily focused on maintaining their 
independence, with only 12% motivated by safety. �This highlights the importance of distinct messaging for each group.

MOTIVATIONS FOR SEEKING SENIOR LIVING

Source: “Is it the right time for senior living?” survey from 1/1/23 to 8/31/24.

Time to consider downsizing

Feeling overwhelmed

Worried about a recent change

Just curious about options

Concerned about care needs

Worried about loneliness/isolation

Safety concerns because of health or memory
55%

12%

41%
19%

37%
48%

35%
57%

34%

31%

19%
29%

16%

16% Adult Children

Older Adults
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Among older adults with high 
acuity, the Activity of Daily Living 
(ADL) they most frequently 
report needing assistance with is 
bathing.“

FACT        FICTION?OR 
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FACT
BASED ON ROOBRIK DATA
Bathing is the most commonly reported ADL that older adults need help 
with, often due to concerns about falling. This is a key area to explore during 
discovery conversations.

ADLS THAT OLDER ADULTS NEED THE MOST HELP WITH

It’s the fear of falling, the fear of 
getting in and out of the tub, or 
taking a shower. In discovery, our 
salespeople ask questions about 
their bathroom setup at home. 
Some people may not want to 
admit they’re afraid of falling, but 
they’re often willing �to share the 
challenges with their current setup 
that make life a little more difficult 
every day.

Michelle Curnow
VP of Sales,� 
Asbury Communities

Source: “Is it the right time for senior living?” survey from 1/1/23 to 8/31/24.

36% Taking a shower 
or bath

19% Hygiene

19% Getting 
dressed

14% Using the 
bathroom
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Spouses and adult children 
have different motivations 
when seeking memory care 
for prospects with cognitive 
decline.“

FACT        FICTION?OR 
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FACT
BASED ON ROOBRIK DATA
Caregivers’ relationships with loved ones in cognitive decline significantly influence their motivations for seeking 
memory care. Adult children are generally more focused on their parent’s safety and care needs. In contrast, spouses, 
who often feel overwhelmed by caregiving responsibilities, are more likely to express concerns about their own mental 
and physical well-being.

MOTIVATIONS FOR SEEKING MEMORY CARE

Source: “Is it the right time for memory care?” survey from 1/1/23 to 8/31/24.

Worried about future

Safety

Overwhelmed

Noticed changes

Just curious

Caregiver health (self)

Caregiver health (other)

Care needs 67%
46%

28%
14%

20%
46%

24%
33%

73%
56%

39%
57%

64%
46%

36%
34%

Adult Children

Spouse/Partner
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Adult children need access to 
their parents’ financial details to 
know if they can afford senior 
living.“

FACT        FICTION?OR 
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FICTION

DID YOU KNOW?

BASED ON ROOBRIK DATA
Many adult children have a strong intuitive understanding of their parents’ 
financial situation, even without direct access to accounts or financial 
documents. They represent a significant portion of the audience taking the 
“Can I Afford Senior Living?” Roobrik survey.

PERCENTAGE OF ADULT CHILDREN SURVEY TAKERS

One of the things that I like about 
the Afford survey is that you could 
be a son or daughter and not be 
totally involved or an expert in your 
mom or dad’s finances and still get 
through the survey.

Matt Pavlick
Corporate Director of Sales, 
Vantage Point

Sources: “Can I afford senior living?” Roobrik survey from 3/20/24 to 9/11/24 and the  
“Is it the right time for senior living?” Roobrik survey from 1/1/23 to 8/31/24.

Adult children often know if their parents can handle unexpected expenses, like a home or car repair, even without 
financial documents. The “Can I Afford Senior Living?” survey includes questions like this, making it easier for them 
to provide meaningful input.

30% “Is it the right time for 
senior living?

37% “Can I afford 
senior living?”

How does your mom pay for 
unexpected costs like major home 
or vehicle repairs, or emergency 
medical expenses? 

11 of 21

< PREVIOU S NEXT  >
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Prospects use chat on senior 
living websites because they just 
need information fast.“

FACT        FICTION?OR 
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FICTION
BASED ON ROOBRIK DATA
Nearly a third of chat users—28% opting for decision support right away and 
another 4% transitioning to a Roobrik Survey within the same session—use 
chat for more than just quick answers or transactions. This data suggests that 
chat can play a key role in guiding prospects through their decision journey.

INITIAL CHAT INQUIRY PATH

This is really surprising to me! When 
I think about my own behavior 
with online chat, it’s usually to 
find something specific. But the 
senior living journey is unique — it’s 
filled with enough emotion and 
complexity that even people who 
think they know what they want end 
up seeking guidance.

Craig Simons
Marketing, 
Aline

Source: Roobrik Chat data from 4/1/2024 to 9/15/2024.

49% Pricing 
information

28% Decision 
support

8% Schedule 
Tour

15% Speak to 
advisor
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High-end amenities are very 
important to most prospects.“

FACT        FICTION?OR 



FICTION

DID YOU KNOW?

BASED ON ROOBRIK DATA
While high-end amenities (like multiple dining choices, concierge services, 
and a variety of fitness and entertainment options) are a factor of prospects 
researching senior living, more than half of survey respondents say these perks 
are not a top priority and other parts of the decision matter more. Messaging and 
sales strategies that make amenities the focus may fall flat with many prospects.

HOW IMPORTANT ARE HIGH-END AMENITIES?

When you have someone in 
the discovery room with you 
and they’re talking about their 
roadblocks and their feelings and 
how they’re going to convince their 
loved one to make this decision, 
the pool, the culinary, the activities 
– all of that doesn’t matter. We 
need to meet them where they are.

Erin Thompson
Executive Director,
Aspire For More

Source: Roobrik Afford survey 3/20/24 - 9/11/24

The top three priorities 
reported by prospects were: 69% Safety and 

�Security 56% Living Spaces /
Floor Plans 52% Location

Needs to make a �decision immediately

Thinking about making a move �within the next year or two

Trying to make a decision �in the next few months

Just getting started, and �not sure about timing

I’m not sure or �something else

14%9%

25%
25%

27%
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Providing decision support to 
prospects helps the entire sales 
and marketing funnel.“

FACT        FICTION?OR 



FACT
BASED ON ROOBRIK DATA
Many people describe the decision to move to a senior living community as 
one of the hardest they’ve ever made, giving providers the opportunity to 
become trusted advisors. 

20-40% lift in we leads by 
adding Roobrik Surveys

17% shorter sales cycle and 
up to 2X move-in rates

IS IT THE RIGHT TIME FOR SENIOR LIVING? CAN I AFFORD IT?

Roobrik provides me with a map to 
create the best experience from 
the first phone call. I have a picture 
of their hobbies and interests and 
who they are as a person. I can see 
them before I even speak with them 
on the phone. Knowing how to start 
them on their journey of research 
– from recommended care level 
to amenities aligned with their 
interests – makes a big difference 
in my first touch base.

Nicole Pretre
President and CEO, �
Cedar Communities

Source: Roobrik client performance data from 2016-2024.
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YOUR SENIOR LIVING SUITE,  
YOUR WAY
Our solutions are designed to improve and enhance your processes 
and workflows. That’s why we offer the flexibility to tailor them to suit 
your needs. From initial inquiry to final billing, Aline unites workflows 
and data with tools made for senior living that deliver:

STREAMLINED EFFICIENCY 
�accomplish more in less time
BUILT-IN SIMPLICITY� 
simple, user-friendly workflows  
with quick-help links
CLEAR VISIBILITY� 
one system of record� for  
confident performance analysis 
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29Learn more at roobrik.com | alineops.com

More Leads.
Ready to Talk.
Roobrik is the senior living industry’s most trusted prospect engagement 
and lead conversion platform—delivering high-intent, data-rich leads that 
convert at up to 2x the rate of standard web inquiries.

With Roobrik joining the Aline family, we’re 
expanding our ability to help providers grow 
occupancy, bringing together Roobrik’s innovative 
consumer engagement solutions with Aline’s 
industry-leading sales optimization platform for a 
more seamless and effective prospect journey.

For more than a decade, Roobrik has helped senior living providers turn 
website visitors into confident, qualified prospects. Our decision-support 
surveys and seamless CRM integrations deliver:

OPTIMIZED SALES
EFFICIENCY
Helping teams focus
on the most ready-to-
move prospects.

20-40% MORE
WEB LEADS
Engaging prospects
with the help they
need to move forward.

HIGHER-QUALITY
CONVERSATIONS
Enabling sales teams
with 20+ key insights
on each lead.
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trusted prospect engagement and lead 
conversion platform—delivering high-intent, 
data-rich leads that convert at up to 2x the 
rate of standard web inquiries.
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ability to help providers grow occupancy, bringing together 
Roobrik’s innovative consumer engagement solutions with 
Aline’s industry-leading sales optimization platform for a 
more seamless and effective prospect journey.
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EMAIL USBOOK YOUR DEMO

info@alineops.comalineops.com/book-demo

https://hubs.ly/Q032lX5Z0

