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If they can’t afford it, or their 
parent can’t afford it, they don’t 
have time to consider it. Period. 
And because they’re busy, ACIs 
need you to provide pricing and 
a clear explanation of what they 
get for the money.

If they live in the city they’re 
searching in, they’ll want to be 
near their parents – as they’ll 
believe they’ll visit a lot. The 
mile radius for Health Services 
gets a lot tighter than it does for 
Independent Living – 2 to 3 
miles from the primary caregiver 
is typical. Almost 80% of ACIs 
are local to your market.

This isn’t third because they don’t 
care, it’s third because the other 
two are barriers for entry. Once 
they know they can afford it and it’s 
close, they’ll want the place with 
the best care and environment. The 
way you sell and the personality of 
the salesperson, the friendliness of 
the nursing staff, how residential it 
feels and how the environment is 
cared for, how comfortable the 
community is with helping to get 
the parent moved in (in case the 
parent isn’t yet aware of the 
impending move) are all important. 
If you don’t have a good CMS star 
rating, be prepared to explain why 
specifically if you’re asked. ACIs 
will then compare what they see 
and feel on a tour, and rely on 
social media customer reviews and 
online resources to gain a sense of 
comfort with the decision.

Post-acute provider outcomes, 
5-Star quality rating, and read-
mission rates.

Post-acute providers should consider 
employing an outreach coordinator 
skilled in delivering the right messag-
es regarding outcomes. A move to 
nurse marketers has been successful. 
In addition, a focus on top-to-top 
relationships between skilled provid-
ers and C-suite hospital execs can 
lead to preferred provider relation-
ships and more referrals.

Being fast and making quick 
decisions when referrals are sent 
help to capture as much market 
share as possible.
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