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Current Sales Approaches in 
Senior Living

Transactional Sales

• Matching benefits and solutions to prospect’s needs

• Focuses on what’s different or better based on 
community’s strengths

• Usually non-relational 

• Typically need-driven based on health care crisis or 
immediate change



The Industry Needs to CHANGE



What is Prospect-Centered Selling?

It’s about ‘guiding’ and ‘inspiring’ - rather than leading and 
persuading

It’s about asking better and deeper questions - rather than 
selling features and benefits

It’s not just building a ‘relationship’ but connecting 
emotionally

Let me explain
The benefits of 
Our community

Let me try to 
understand who you 
are and what’s 
important to you



Prospect-Centered Selling 

• Connects the dots to assist the prospect in identifying the 
way he/she wants to be remembered 

• Helps you learn the prospect’s life story

• Enables you to establish rapport and build trust

• Evokes emotional responses and allows for empathy

• Gives us “wow” moments into the lives of our prospects



Communication Cycle

ASK 70% VERIFY 10%

Tell 20%



You don’t talk anyone into buying 
anything; you LISTEN them into it.





The real key to listening is wanting 
and intending to do so.

The greatest psychological need 
someone has is to be listened to.



Developmental Drivers

“How to Say it to Seniors” – David Solie

Developmental Drivers of Older Adults:
• Control

• Legacy



Control



Why is Control Important?

• Predominant thought process in the final phase of life 

• Enables seniors to make decisions

• Conducive to building legacy

• Perception of loss



Loss of Control includes:

• Personal health and independence

• Family and friends

• No longer revered

• Personal finances

• Driver’s license

• Home





Control Words

• Conduct

• Decide 

• Handle

• Manage

• Organize

• Plan

• Command

• Create 

• Guide

• Maintain

• Pick

• Select

• Supervise

• Choose

• Direct

• Control

• Lead

• Rule

• Steer



Don’t Give Advice 

Older adults will pull away or shut down if they feel like they 
are forced or losing control

Salespeople feel like we have enough information and now 
we want to give advice – we know what they need 

Unwanted advice coming from the outside that appears to 
be disrespectful or taking control away

Words & phrases NOT to use with prospects:  We will take 
care of everything, Need, “our” residents



Loss of Control Issue Solving with Unwanted Advice

Health Concerns We have 24 hour staffing

All my friends are dying We have a great activity program

I don’t feel important We have so many councils that you can 

join

I don’t know if I can afford this We have many flexible options to 

choose from

I don’t drive anymore You don’t have to, we have a 

transportation program!

My family grew up in this home We have many spacious floor plans to 

choose from



Today’s Prospect Needs Purpose

A sense of purpose is a very important factor in successful 
aging.

Understand what is important to your prospect: what gives 
them purpose – what gets them out of bed in the morning –
what do they look forward to?

Think about how this affects their thought process as they 
consider moving to a senior living community.

Do we support their sense of purpose – or diminish it?



Legacy



Importance of Legacy

Review of life

• How will I be remembered? 

• How did I make a difference?

• What has shaped my values and integrity?

• Have I been a good family member, friend?

• Did I make a difference?



Today’s Prospect Values Legacy

Who they are and what they were is important to them

They want to maintain their identity as a productive 
member of society

They want to leave something for their children and 
grandchildren

They want their stories to be heard



Typical Discovery Question Legacy  Question

Do you still drive? Tell me about your first car.

Do you like movies? What is your favorite movie?

What brought you here today? What are your goals for right now?

What do you consider your greatest 

achievement?

What was the happiest time of your 

life?

What would you say is your motto?

Discovery vs. Legacy



What do you consider your 
greatest achievement?

• There are many-my children. My being able to manage since 
my husband passed on. My outlook on life!

• Being Director and Founder of a non-profit wildlife 
organization. 

• Architectural statements in 5 continents, seen 276 cities, 37 
countries, published a book, composed music and created 
many art paintings. 

• Having reached my age

• Traveling throughout many countries in the world… solo.. And 
with confidence

• Going back to college after marriage and having 2 children. 
Earning 2 degrees Bachelor's and master's during middle age



What was the happiest time of 
your life?

• Each decade of my life has brought its own happiness

• Spending time with grandkids – it’s the best retirement 
period

• Now 

• Moving to a 55 and over golf course community with my 
husband, downsizing, and enjoying life

• The days my 2 children were born

• I think it's right now. Every day is stress free and carefree 
with happiness waiting to unfold.. A joy of discovery

• Touring 7 countries in the world as diplomat



What would you say is your 
motto?
• Everything in moderation. Faith, hope, love and charity.

• You are never wrong if you do something nice.

• Life is not a dress rehearsal. Enjoy!

• Stay erect and keep moving.

• Less is more! Love is what makes the world go around! One enemy is 
too many, 100 friends are not enough. 

• Remember the best. Forget the rest.

• 90% of things we worry about never come to pass.

• We have two lives, and the second begins when we realize we have 
only one. - Confucius

• To those who have been given much, much more is expected.

• Enjoy the quiet.



Stages of Change



Stages of Change

Hot/warm/cool – typically based on our artificial timeframes 
and tells us little about the prospect’s readiness

Think about the prospect’s timeline instead of your own

Prospect centered selling re-categorizes where they are in 
the decision process

Denial, Thinking, Planning, Action – or think of as 4 W’s:  
“Won’t” “Whether” “When” and “Where” 



Stages of Change
Denial

• Not interested

• I’m not ready - ever

Thinking
• Considering –risk-reward analysis 

• I’m not ready yet

Planning
• Preparing – testing commitment and creating an acceptable plan

• I’m getting ready

Action
• Initial change – consolidating change into lifestyle

• I’m ready…to do something 



DENIAL THINKING PLANNING ACTION

“Everything is 
OK – I’m fine at 
home, I’m never
leaving…”
WON’T

“I’m having 
problems – I
wish they’d go 
away.”
WHETHER

“I need to move 
but what do I do 
with all my stuff?”

WHEN

“I’m ready – I just
need to choose
the right 
community”
WHERE



Denial
Challenges

• Not considering, not 
now not ever

• Beliefs and Expectations

• External Pressures

• Reluctance 

• Resistance

• Rationalizations

Strategies

• Listen closely

• Confrontation breeds 
resistance

• Respect the power of choice 

• Treat rationalizations as 
reasons – respect them



Denial Overcoming Denial

I still maintain my own 

home.

Your home sounds 

wonderful, why would you 

consider moving?

I still cook. What is your favorite meal 

to cook?

I still drive. What was your favorite 

family vacation?



Thinking

Challenges

Cost benefit analysis

Pros and cons
• Status Quo

• Change

Ambivalence –
Head versus heart

Less defensive

Strategies

• Their reasons NOT yours

• Explore key values

• PATIENCE!

• Build Confidence with 
prospect



Ambivalence 

Uncertainty or fluctuation, especially when 
caused by inability to make a choice or by a 
simultaneous desire to say or do two 
opposite or conflicting things



Examples of Prospects in 

Thinking

Questions to Help 

Prospects Advance

Should I move or should I 
stay?

On a scale of 1-10, how 
ready are you to make a 
move?  Why not a lower 
number?

I have so much stuff. What is your most valuable 
possession?

What if I don’t fit in? What do you like most 
about your current 
lifestyle?



Planning

Challenges

• Commitment

• Prioritizing

• Planning

• Managing Stress

• Looking to future

Strategies

• Choices

• Setting a Date

• Seeking Support

• Making effective plans

• Making acceptable plans

• Making accessible plans



Examples of Planning Questions to help 

prospects advance?

I need to move somewhere 
else.

When was the last time 
you made such a big 
change?

I need to speak to my 
daughter about moving.

What do your children 
think about you 
considering a move?

I have to discuss this with 
my financial planner.

What are the most 
important questions you 
need answered?  



Action

Challenges

Unanticipated Difficulties

Flaws in the plan

Decisional Regret

Keeping Commitment

Getting used to changes

Strategies

• Anticipate the Unanticipated

• Fix the Plan

• Redo the cost benefit 
analysis

• Focus on the benefits of 
change

• Reinforce change



Examples of Action Questions to Advance to 

Commitment

Where should I move? What is most important to 
you about a community?

I’m not sure if this is the 
right place for me.

What did you like most 
about the other places you 
have looked?

I am ready to choose a 
home.

Would it be beneficial to 
you if we created a 
furniture plan for the 
apartment you liked?



Creative Follow Up



Creative Follow Up
Think left and think right and think low and think high.

Oh the thinks you can think up if only you try!”
- Dr. Seuss

One of the biggest complaints from senior living sales counselors 
is that they don’t have a good enough reason to pick up the 
phone and make another call to a prospect, especially when they 
are “stuck” and the prospect isn’t committing to additional 
interactions, or hasn’t been contacted in a long time. At the same 
time, we know the number of personal touches it takes to convert 
a sale has increased four-fold over the past decade. Can yet 
another follow up call, personal note or home visit really make a 
difference in your sales efforts?

The answer is a resounding ‘yes’ – especially when that follow up 
is done creatively.



Creative Follow Up

Is very personal, sincere and demonstrates to the prospect that 
you listened and understand - and therefore builds trust

Must be meaningful, relevant and customized

Creates additional opportunities for face-to-face contact

has a persuasive selling power that works even in your absence

Is more cost effective and meaningful than monetary incentives

Can be fun and motivating for both the sales person and the 
prospect

Initiates the rule of reciprocity which says ‘if you do something 
nice for me, I feel obligated to return the favor’ 



Top 10 Books:
1. A Teaspoon of Courage by Bradley Trevor Greive

2. Finding Your Way after a Spouse Dies by Marta Felber

3. How to Say it to Seniors by David Solie

4. Cheeseburgers for Seniors by John Graham

5. Rightsizing Your Life by Ciji Ware

6. The Retiring Mind by Robert P. Delamontagne

7. The Book for People Who Do Too Much by Bradley Trevor 
Greive

8. Don’t Toss My Memories in the Trash by Vickie Dellaquila

9. Widow  to Widow  by Genevieve Davis Ginsburg

10. Making  Peace with the Things in Your Life by Cindy Glovinsky



Website Tools
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