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The Reality of Home Care Marketing

Unlike retail businesses, home care clients come during vulnerable moments - when a parent has fallen, when a spouse has
been diagnosed with dementia, when a hospital discharge is imminent. In these moments, families don't search Google ads.
They ask people they trust.

Key Insight

The average home care client represents $15,000-$50,000 in annual revenue. A single strong referral relationship with a
senior center director can generate 10-20 qualified referrals per year.

The Three Pillars of Effective Outreach

1. Visibility: Your community needs to know you exist. Show up consistently at events, meetings, and gatherings where your
target audience congregates.

2. Value: Every interaction should provide value before asking for anything in return. Offer free educational workshops, helpful
resources, and genuine expertise.

3. Relationships: The goal isn't transactions - it's relationships. Focus on building genuine connections with community
leaders, healthcare professionals, and families.

Remember: Community outreach is a marathon, not a sprint. The relationships you build today will generate referrals for
years to come.



Identifying Your Target Community

Know your service area and ideal clients

Before you can effectively reach your community, you need to understand it deeply. This requires knowing not just where
potential clients live, but understanding the demographics, resources, and community dynamics.

Defining Your Service Area

* Travel time: How far can caregivers reasonably travel? (typically 30-45 minutes max)
» Population density: Urban areas offer more clients per square mile
« Competition: Where are other agencies concentrated? Are there underserved areas?

» Natural boundaries: Rivers, highways, and municipal lines define communities

Community Resource Categories

Healthcare Resources Community Resources
* Hospitals and discharge planners * Senior centers
+ Skilled nursing facilities * Area Agencies on Aging
* Physician practices  Churches and faith organizations
* Home health agencies * Veterans organizations
» Hospice providers * Libraries
* Pharmacies * Civic clubs (Rotary, Lions)

Prioritizing Your Outreach Efforts

Not all outreach opportunities are equal. Prioritize based on:

1. Referral potential: How many qualified referrals might this source generate annually?
2. Accessibility: How easy is it to build a relationship with key decision-makers?
3. Competition: Is this source already heavily targeted by competitors?

4. Alignment: Does this organization's mission align with your services?

Pro Tip

Create a spreadsheet with all potential outreach targets, scored 1-5 on each criterion. Focus initial efforts on your
highest-scoring opportunities.



Senior Centers

How to approach and what to offer

Senior centers are ground zero for community outreach in home care. These facilities serve hundreds of active, independent
seniors - many of whom have aging spouses or parents who need care. More importantly, the staff are trusted advisors who
field questions about home care services regularly.

Key Insight

The people attending senior centers today are often the adult children of those who need home care. That 68-year-old in
the watercolor class? Her 92-year-old mother probably needs help at home.

The Right Approach

Senior center directors are approached by home care agencies constantly. To stand out, lead with value rather than a sales
pitch.

Step 1: Research Before Reaching Out

Visit the center's website, review their program calendar, understand their specific population and needs.

Step 2: Make Initial Contact

Initial Phone Script:

"Hi, this is [Name] with [Agency Name]. I'm reaching out because we serve seniors in the [area] and I'd love to learn more about
your wonderful programs. I'm particularly interested in exploring how we might support your mission - perhaps through
educational workshops or health programming. Would you have 15 minutes for a brief meeting?"

What to Offer Senior Centers

Offering Description Value to Center
Educational Workshops Fall prevention, caregiver stress, dementia awareness Free programming
Health Screenings Blood pressure checks, fall risk assessments Valuable health services
Resource Materials Brochures, care guides, checklists Info desk resources
Event Sponsorship Holiday luncheon, health fair, special event Funding support
Volunteer Support Help with events, activities, meal service Extra hands

Building the Ongoing Relationship

Schedule monthly or quarterly touchpoints
Attend their public events and activities

Remember staff birthdays and work anniversaries




Send thank-you notes after every interaction

Ask how you can better support their mission

Common Mistake

Don't ask for referrals directly - especially early in the relationship. Focus on being helpful and building trust. When staff
trust your services, referrals come naturally.



Churches and Faith Organizations

Connecting through shared values of service

Faith communities are among the most powerful referral sources for home care agencies. Churches, synagogues, and other
religious organizations often have dedicated ministries for seniors and are deeply trusted by their congregations.

Key Contacts Within Faith Organizations

Role Why They're Important

Senior Pastor/Rabbi/lmam Sets tone for partnerships; visited during iliness
Parish Nurse/Health Ministry Direct contact with those needing care

Senior Ministry Director Organizes senior events, knows needs

Care Ministry/Deacons First to identify home care needs

Approaching Faith Organizations

Faith communities prioritize service over commerce. Your approach must reflect genuine alignment with their mission to serve.

Initial Outreach Email:

Subject: Supporting [Church Name]'s Senior Ministry
Dear [Pastor/Director Name],

My name is [Name], and | own [Agency Name], a local home care agency. I've been impressed by [Church Name]'s
commitment to caring for your congregation's seniors.

| would welcome the opportunity to support your senior ministry - whether through educational resources on topics like
caregiver stress, volunteer support for events, or simply being available when families have questions about home care.

Would you be open to a brief conversation?

In service,
[Your Name]

What You Can Offer

« Caregiver support workshops: Managing stress, navigating Medicare, communicating with doctors
* Memory care education: Recognizing signs, communicating with loved ones, accessing resources
 Health ministry support: Partner with parish nurses, participate in health fairs

* Event sponsorship: Senior luncheons, holiday events, special programs

Relationship Building Tip

Consider attending services at churches in your service area - not to market, but to understand the community you
serve. Authentic relationships develop naturally.



Local Businesses and Partnerships

Creating mutually beneficial relationships

Local businesses can be valuable partners when both parties gain value. The key is identifying businesses that serve a similar
client base but don't compete with your services.

Strategic Business Partners

Business Type Why Valuable Partnership Ideas

Elder Law Attorneys Clients planning for long-term care Cross-referrals, joint seminars
Financial Planners Help clients plan for care costs Workshops, referrals
Pharmacies Daily contact with seniors Brochure placement

Medical Equipment Suppliers Serve clients needing home mods Referral partnership

Senior Moving Companies Help seniors downsize/relocate Transition support referrals
Home Modification Contractors Install grab bars, ramps, etc. Cross-referrals

Approaching Potential Partners

Partnership Script:

"Hi, I'm [Name] with [Agency Name]. We provide home care for seniors in [area], and | noticed many of our clients also work
with [their business type]. I'd love to explore whether we might support each other's clients. We frequently get questions about
[their expertise] and would love a trusted resource to recommend. Would you be open to a coffee meeting to discuss?"

Professional Advisory Council

Consider creating a professional advisory council - complementary professionals who meet quarterly to share insights and
referrals:

* Your agency representative

* Elder law attorney

* Geriatric care manager

* Financial planner specializing in seniors

* Hospice representative

* Senior real estate specialist

Legal Note

Don't create formal referral fee arrangements that could violate healthcare regulations. Anti-kickback statutes apply to
many home care services. Keep partnerships informal and value-based.



Health Fairs and Community Events

Making the most of face-to-face opportunities

Health fairs and community events provide concentrated opportunities to connect with potential clients and referral sources. A
single well-executed event can generate dozens of quality leads.

Events to Target

Event Type Audience Lead Potential
Senior Center Health Fairs Active seniors, adult children High - targeted
Hospital Community Events General public Medium - broad
Church Health Fairs Congregation members High - trusted
Corporate Wellness Fairs Employees (caregivers) Medium
Alzheimer's Walks Caregivers, families Very High

Booth Setup Essentials

Professional tablecloth in brand colors

Standing banner or retractable display
Brochures and business cards (elevated)
Giveaway items (pens, pill organizers, magnets)
Interactive element (screening, quiz, drawing)

Lead capture system

Interactive Elements That Work

* Blood pressure screenings: Quick, valuable, opens conversation
« Fall risk assessments: Simple questionnaire identifying at-risk seniors
 Caregiver stress quiz: Helps caregivers recognize when they need support

* Resource giveaway: Free guide in exchange for contact information

Engagement Tip

Stand IN FRONT of your table, not behind it. The table creates a barrier. Step out to greet people, make eye contact, and
invite conversation. You'll connect with twice as many people.
Follow-Up Protocol

1. Within 24 hours: Send personalized thank-you email

2. Within 48 hours: Announce drawing winner, notify all entrants



3. Within one week: Call leads who indicated current needs

4. Add all contacts to email newsletter list



Support Groups

Alzheimer's, caregiver, and condition-specific groups

Support groups serve people in the midst of caregiving challenges - exactly when they need home care services most.
However, these groups require a sensitive, service-first approach. The people attending are emotionally vulnerable and
seeking support, not sales pitches.

Types of Relevant Support Groups

 Alzheimer's/Dementia Caregiver Groups
* General Caregiver Support Groups

* Parkinson's Support Groups

* Stroke Survivor Groups

» Cancer Support Groups

* Grief/Bereavement Groups

Cardinal Rule

NEVER treat a support group as a sales opportunity. These are sacred spaces for vulnerable people seeking emotional
support.

The Right Way to Connect

1. Contact the facilitator first: Introduce yourself and ask how you might support the group
2. Offer to be a resource speaker: Present on a helpful topic once, then step back
3. Provide materials discreetly: Leave brochures on a resource table, don't hand them out

4. Attend to learn, not sell: If invited, listen and offer support - not business cards

Presentation Topics for Support Groups

Topic Key Points Take-Home Resource
Preventing Caregiver Burnout Warning signs, self-care strategies Self-assessment checklist
Home Care Options Types of care, questions to ask Evaluation guide

Home Safety for Dementia Modifications, wandering prevention Safety checklist
Communicating with Loved Ones Validation therapy basics Communication tips card

Facilitator Outreach Script:

"Hi, I'm [Name] with [Agency Name]. | work with families navigating home care for their loved ones, and | understand how
challenging caregiving can be. | wanted to reach out because I'd like to support your group - whether that's providing
educational materials, speaking on a topic like preventing caregiver burnout, or simply being available as a resource. I'm not
looking to sell anything - | just want to be helpful. What would be most valuable for your group members?"



The Long Game: Support group relationships take time but yield deeply loyal clients. When you've been a consistent,
helpful presence during someone's caregiving journey, they'll turn to you when ready - and refer everyone they know.
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Speaking Engagements

Topics that work and how to get invited

Speaking engagements position you as the expert and provide direct access to large groups of potential clients. A 30-minute
presentation can accomplish what would take dozens of individual meetings.

Where to Speak
Venue Audience Format
Senior Centers Seniors, adult children 30-45 min talk
Churches Congregation, senior ministries Sunday class
Rotary/Kiwanis Business owners, professionals 20-30 min lunch
Libraries General public, older adults 60 min program
Corporate HR Employees (caregivers) Lunch-and-learn

Proven Presentation Topics

For General Audiences:

* "10 Warning Signs Your Parent May Need Help at Home"
* "How to Have the Conversation About Care with Aging Parents"
* "Preventing Falls: Simple Changes That Save Lives"

« "Caregiver Survival Guide: Taking Care of Yourself"
How to Get Invited

1. Create a one-page speaker sheet listing your topics and credentials
2. Identify 10-15 organizations that book speakers

3. Contact program coordinators with personalized pitches

4. Offer to speak for free (exposure is the value)

5. Deliver excellently and collect attendee contacts

6. Ask for referrals to other groups

Speaker Pitch Email:

Subject: Free Educational Program for [Organization] Members
Dear [Program Coordinator],

| offer complimentary educational presentations for [Organization] members. As a home care professional serving [area], | help
families navigate caring for aging loved ones.

Popular presentations include:

- "10 Warning Signs Your Parent May Need Help at Home"
- "Preventing Falls: Simple Changes That Save Lives"
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Each is 30-45 minutes, engaging, and includes practical take-home resources. No cost to your organization.
Would you have time for a brief call to discuss?

[Your Name]

The 80/20 Rule

Spend 80% of your presentation providing valuable education and only 20% (or less) talking about your services.
Genuine value earns credibility and future invitations.

12



Sponsorship Opportunities

Strategic investments in community visibility

Sponsorships put your name in front of your target audience while supporting causes that matter. But not all sponsorship
opportunities are equal - strategic selection and activation are key.

Types of Sponsorship Opportunities

Opportunity Typical Cost Value

Alzheimer's Walk $250 - $2,500 Direct access to caregiver families
Senior Center Event $100 - $500 Goodwill with staff and members
Church Luncheon $100 - $300 Visibility with congregation
Community Health Fair $50 - $200 Lead generation

Hospital Gala $500 - $5,000+ Healthcare leader networking

Evaluating Sponsorship ROI

Before committing, evaluate against these criteria:

 Target audience alignment: Does this reach your ideal clients/referrers?
* Visibility included: Signage, mentions, booth space, program listing?
» Networking opportunities: Access to other sponsors, attendees, organizers?

* Cost per potential contact: Is the math reasonable?
Maximizing Sponsorship Value

Before the Event:

* Promote the event to your network
* Negotiate for speaking time if available

* Prepare branded materials

During the Event:

« Staff your presence with engaging team members
« Actively network with attendees and sponsors
* Collect contact information

* Take photos for social media

After the Event:

 Send thank-you notes to organizers
* Follow up with contacts within 48 hours
+ Share photos on social media

 Evaluate results for future decisions
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Activation Rule

For every dollar spent on sponsorship, plan to spend an equal amount on activation - materials, time, follow-up. A $500
sponsorship with $500 of activation beats a $1,000 sponsorship you ignore.
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Networking Groups

Building referral relationships with professionals

Networking groups provide structured opportunities to build relationships with professionals who can refer clients to you. Unlike
direct outreach, networking focuses on building referral partnerships with professionals serving the same population.

Types of Networking Groups

Group Type Examples Best For

Referral Groups BNI, LeTip, leads groups Consistent referrals, accountability
Professional Associations Aging Life Care, social worker groups Credibility, education

Industry Coalitions Senior service networks Industry relationships

Chamber of Commerce Local business chamber General networking

Service Clubs Rotary, Kiwanis, Lions Long-term relationships

Structured Referral Groups (BNI, LeTip)

Pros: Structured tracking, exclusive category, regular face time, training

Cons: Weekly time commitment (early morning), $500-700/year fees, pressure to refer

Evaluating a Leads Group

Visit 2-3 times as a guest. Note: How many members work with seniors/healthcare? Are members engaged? What's the
average referrals passed weekly? A good chapter should have complementary members like elder law attorneys and
financial planners.

Making Networking Work

1. Focus on giving first - refer others before expecting referrals
2. Follow up with new contacts within 48 hours

3. Schedule one-on-one meetings to deepen relationships

4. Be consistent - attend every meeting possible

5. Provide value to the group (present, volunteer for leadership)

6. Track referrals given and received
The One-on-One Meeting Framework

1. Learn about their business (10 min): "Tell me about your ideal client and how you help them."
2. Share about yours (10 min): "Let me tell you about the families we serve..."
3. Explore collaboration (10 min): "How might we help each other?"

4. Commit to next steps: Follow-up timeline and actions
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Networking Truth: It takes 6-12 months of consistent participation before a networking group produces significant
referrals. Most people quit too early. Commit to a full year before evaluating.
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Volunteer Opportunities

Serving your community while building relationships

Volunteering is community outreach in its purest form - giving without expecting immediate return. Yet the relationships,
goodwill, and visibility that come from genuine service often generate more business than any paid marketing.

Why Volunteering Works

* Demonstrates values: Home care is about serving others. Volunteering shows you practice what you preach.
+ Builds relationships: Working alongside community members creates bonds that business transactions cannot.
* Increases visibility: Your name becomes associated with positive community impact.

* Provides networking: Other volunteers are often community leaders and potential referral sources.

Strategic Volunteer Opportunities

Opportunity Organization Time

Meals on Wheels delivery Local Meals on Wheels 1-2 hrs weekly
Senior center event help Local senior centers As needed
Hospice volunteer Local hospice agencies 4+ hrs weekly
Alzheimer's Walk captain Alzheimer's Association 2-3 months
Board membership Nonprofits serving seniors 5-10 hrs monthly
Free caregiver workshops Libraries, churches Quarterly

Board Service

Serving on nonprofit boards provides significant visibility and relationship-building. Consider:

* Area Agency on Aging advisory boards
* Alzheimer's Association local chapter
» Community senior center boards

« Caregiver support nonprofits

Team Volunteering Ideas

» Adopt a senior center for seasonal decorating
» Organize a care package drive for isolated seniors
* Host a free family caregiver appreciation day

* Participate as a team in community walks

The Authentic Approach: Volunteering must come from genuine care. People can sense when volunteer efforts are
purely self-serving. Choose causes you genuinely care about, give without expecting return, and let relationships develop
naturally.
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Community Outreach Calendar

Planning your year of community engagement

Consistent outreach requires planning. Without a calendar, even the best intentions fall victim to daily operations.

Monthly Outreach Framework

Activity Frequency Time

Senior center visits 2 per month 1-2 hrs each
Professional networking 2-4 events/month 1-2 hrs each
Partner touchpoints 5-10 per month 15-30 min each
Community events 1-2 per month 2-4 hrs each
Speaking/presentations 1-2 per month 2-3 hrs each

Seasonal Opportunities

Q1 (Jan-Mar) Q3 (Jul-Sep)
* New Year wellness presentations * Summer safety programs
* Valentine's senior events « Fall Prevention Month (Sep)
* Tax season partnerships » Grandparents Day
» Winter safety programs * Alzheimer's walks
Q2 (Apr-Jun) Q4 (Oct-Dec)
+ Spring health fairs * Medicare open enroliment
* Volunteer Week (mid-April) « Caregivers Month (Nov)
* Older Americans Month (May) » Holiday senior events
» Mother's/Father's Day events * Year-end partner appreciation

Sample Monthly Calendar

e [ w [ e [ ww [ e W [ ]
1 2 3 4 5 6 7

BNI Sr Ctr Visit
8 9 10 1" 12 13 14
Partner Lunch BNI Speaking Health Fair
15 16 17 18 19 20 21
BNI Church Visit Sr Ctr Visit
22 23 24 25 26 27 28
Follow-ups BNI Support Grp

Planning Tip
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Block outreach time on your calendar like client appointments. If it's not scheduled, it won't happen. Dedicate specific
days or half-days each week to community engagement.
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Tracking ROI

Measuring return on your outreach investment

Community outreach is an investment of time, money, and energy. To optimize your efforts, you need to track what's working.

What to Track
Activity Metrics (Inputs) Results Metrics (Outputs)
* Qutreach visits made * Referrals by source
* Events attended * Inquiries generated
* Presentations given » Assessments scheduled
+ Contacts added * New clients started
* Time invested » Revenue by referral source

* Money spent
Tracking by Referral Source

Source Category Referrals Conversions Revenue Cost ROI
Senior Centers

Churches

Healthcare Pros

Business Partners

Community Events

Support Groups

Networking Groups

Simple ROI Formula

Monthly ROI Calculation

Revenue from referred clients: Direct outreach costs:

Time investment (hours x rate): Net Return:

Essential Tracking Question

For every new client inquiry, ask and record: "How did you hear about us?" Track consistently. Over time, patterns
emerge showing which activities generate the best results.
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Monthly Review Template

Monthly Outreach Review

Month: Activities completed:
New contacts: Referrals received:
New clients from outreach: Total spend:

What worked well:

Priorities for next month:

Long-Term Perspective: Community outreach ROl compounds over time. A relationship built today might not generate
referrals for 6-12 months. Track long-term trends, not just monthly numbers.
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Outreach Scripts and Templates

Ready-to-use resources for your outreach efforts

Initial Outreach Scripts

Cold Call to Senior Center:

"Hi, this is [Name] with [Agency Name]. We're a local home care agency serving seniors in [area]. I'm calling because I'd love to
learn about your programs and explore ways we might support your mission - whether through educational workshops, health
screenings, or simply being a resource. Would [Director's name] have 15 minutes for a brief meeting this week?"

Voicemail Script:

"Hi, this is [Name] with [Agency Name], a local home care agency. I'm reaching out because I'd love to explore ways we can
support [organization name] - perhaps through educational programs or resources. | can be reached at [phone]. I'll also follow
up with an email. Thanks!"

Follow-Up After Meeting:

"Hi [Name], thank you for meeting yesterday. | enjoyed learning about [specific program they mentioned]. As | mentioned, I'd be
happy to [specific offer]. I'll follow up in [timeframe] to schedule. Please reach out if any families have questions about home
care. Looking forward to working together!"

Email Templates

Introduction Email Template

Subject: Supporting [Organization]'s Seniors

Dear [Name],

I'm [Your Name], [title] at [Agency Name], a locally owned home care agency serving seniors in [areal].
I'm reaching out because [Organization] serves many of the same families we do. We regularly provide:
- Educational workshops on fall prevention and caregiver wellness

- Free resources for families navigating senior care

- A trusted referral resource for home care questions

I'd welcome 15-20 minutes to learn about [Organization]'s programs and explore how we might be helpful.

Warm regards,
[Your Name] | [Phone] | [Email]

Thank You After Referral
Subject: Thank You for Trusting Us

Dear [Name],
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Thank you for referring [the family] to us. We know that when you recommend a provider, you're putting your reputation on the
line. We don't take that trust lightly.

Your confidence in [Agency Name] means the world to us. Please know we'll provide the same level of care to every family you
send our way.

With gratitude,
[Your Name]

Contact Tracker Template

Relationship Card

Name: Organization:
Role: Phone/Email:
How We Met: Next Touchpoint:

Notes/Personal Details:

Referrals Received: Referrals Given:

Final Thought: Community outreach is about genuine relationship building, not transactions. Use these templates as
starting points, but always bring your authentic self to every interaction. People refer to people they know, like, and trust.
Be someone worth referring.

Ready to Build Your Agency?

Get more resources, templates, and guidance at:

homecareagencyblueprint.com
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