
Marketing and Advertising Trends for Aging-in-Place 
Dealerships 
Emerging Strategies for Aging-in-Place Marketing 

Emphasize Independence and Trust: As seniors increasingly prefer to age in place, 
marketers must align messaging with their desires for control, safety, and comfort[1][2]. 
Campaigns should highlight how products/services help older adults maintain autonomy 
while staying safe at home. Storytelling and testimonials are powerful tools here – 
showcasing real success stories builds trust with a demographic that highly values peer 
experiences[3][4]. For example, sharing video testimonials of seniors (or veterans) whose 
homes were modified for accessibility can reassure prospects that these solutions truly 
enhance quality of life. 

Content Marketing & Education: A top trend is providing educational content that 
answers seniors’ and caregivers’ questions. Older consumers and their families actively 
research options online[5]. Brands need to appear in those searches with high-quality, 
informative content. Google’s recent updates reward in-depth, user-focused content 
(following E-A-T: Expertise, Authoritativeness, Trustworthiness)[6]. Successful strategies 
include publishing guides (e.g. “Top 10 Home Modifications for Safe Aging-in-Place”), 
FAQs, and blog posts addressing common queries like “How can I prevent falls at home?” 
or “What grants help veterans modify a house?” – ensuring your website is the go-to 
resource[7]. This approach not only improves SEO visibility but also builds credibility with 
an audience that often requires substantial information before making decisions. 

Multi-Stage Engagement: Marketing to older adults or their caregivers is rarely a one-and-
done effort. Effective campaigns use a multi-stage approach to nurture leads through the 
decision journey[8][9]. Early-stage tactics might include free webinars or workshops (e.g. 
“Planning Your Home for Retirement”) to position your brand as a helpful expert. Mid-stage 
tactics can involve virtual demonstrations or Q&A sessions, while later stages focus on 
one-on-one consultations or home assessments. The key is to provide relevant 
touchpoints at each stage – from initial awareness to final decision – acknowledging that 
choosing aging-in-place solutions often involves research, family discussions, and careful 
consideration[10][11]. 

Video and Social Media Engagement: Video marketing has become increasingly effective 
for the senior market. Platforms like YouTube are heavily used by older adults for both 
entertainment and learning – in fact, about 86% of Americans aged 50–64 and 65% of those 
65+ use YouTube, making it as popular as Facebook among seniors[12][13]. Short video 
demonstrations (for instance, showing how a stairlift operates or a bathroom safety 
remodel) can be “easily digestible content” that communicates value better than text 
alone[14][15]. On social media, Facebook remains the dominant network for 50+ 
consumers (around 72% of people 50+ use it)[16]. Successful strategies here involve 
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community-building rather than hard selling: sharing helpful tips, spotlighting customer 
stories, and participating in local Facebook Groups (such as caregiver support or 
neighborhood groups) to gently promote aging-in-place solutions. Posts that are story-
based or behind-the-scenes (akin to Instagram/Facebook stories) can humanize the brand 
without feeling “salesy”[17][18]. Moreover, as younger seniors (in their 50s and early 60s) 
are more tech-savvy, there’s room to experiment with emerging formats – some providers 
have even explored augmented reality tours or virtual reality demos to let prospects 
“experience” home modifications in a first-person view[19]. 

Audio and Traditional Media Reimagined: An emerging (or re-emerging) trend is 
leveraging audio channels. Radio in particular has proven to be exceptionally effective for 
reaching Boomers and older seniors: it still boasts an 84% weekly reach among Americans 
65+ – the highest of any age group[20]. In 2025, marketers are tapping into both traditional 
AM/FM and digital streaming audio to capture this audience. Seniors spend hours each day 
tuned into radio, and importantly, they trust it – 51% of adults 50+ consider radio ads 
trustworthy, more than double the trust they place in social media ads[21]. Thus, 
campaigns that include local radio spots (e.g. endorsements during news/talk programs or 
nostalgia music hours) can yield strong credibility and recall. Additionally, podcast 
advertising and sponsored segments on streaming services are on the rise for reaching 
not only seniors but their adult children. Over a quarter (27%) of people 55+ now listen to 
podcasts monthly, and most 50+ podcast listeners don’t mind the ads (indeed, 68% 
actually listen to the ads)[22][23]. This opens an opportunity to sponsor podcast episodes 
on topics like senior health or veterans’ stories, aligning your message with content the 
target audience finds meaningful. 

Personalization and Inclusivity: Lastly, marketers are modernizing how they speak to the 
senior audience. There’s a growing focus on personalizing the message and visuals to 
reflect the diversity among older adults[24]. Aging-in-place is not one-size-fits-all: 
campaigns are successful when they address specific subgroups – for example, 
highlighting veterans in creative (with patriotic or military service references), or featuring 
different cultural communities in multilingual materials if relevant locally. Seniors are also 
increasingly “solo agers” (those aging without nearby family), and data shows they are 
willing to invest in themselves for a better quality of life[25]. Marketing trends acknowledge 
this by empowering older adults in the narrative (e.g. portraying them as proactive and 
tech-savvy) and by using authentic voices. In practice, this means using real customer 
images, quoting senior customers or health professionals in ads, and maintaining a tone of 
respect and empowerment. Such authenticity, combined with transparency (clear 
information on costs, processes, etc.), helps build the trust needed to overcome 
skepticism in this market. 

Channel Effectiveness and ROI by Target Audience 

Promoting aging-in-place solutions requires a mix of digital and traditional channels, 
carefully chosen for each segment of the target audience. Below is an overview of key 
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channels and their effectiveness in reaching retirees, veterans, healthcare 
professionals, and community leaders, along with considerations of ROI: 

• Retirees (Older Adults): This group consumes a blend of traditional media and 
online content, so a multi-channel approach works best. Television and print 
remain high-consumption media – 98% of older adults watch TV regularly[26], and 
many still read local newspapers or senior magazines. However, with a limited 
budget, broad TV ads may not be cost-effective. More targeted traditional options 
like radio and direct mail offer better ROI for local outreach. As noted, radio 
reaches the majority of seniors and carries high trust[20][21], which means an ad on 
a popular local station can generate inquiries from listeners who might ignore 
online ads. Direct mail is similarly potent: 78% of Americans aged 55+ open their 
postal mail immediately the day they receive it[27], far outpacing typical email 
open rates. Mailers (postcards, brochures) tailored to seniors – using large print, 
clear benefits, and perhaps a limited-time offer – can directly reach retirees who 
may not be active online. The tangible nature of mail also builds credibility and 
stays in the home as a reminder[28]. In terms of digital, Facebook is the standout 
platform for retirees. Around 72% of 50+ adults are on Facebook, and 60% of 
socially active 55+ adults use it daily[16], mainly to connect with family and 
community. ROI on Facebook ads can be strong because you can micro-target by 
age, location, and interests (for example, targeting users over 60 in your service 
area who have shown interest in home improvements or veteran affairs). Keep in 
mind, though, that trust in social media ads is low among older people (only ~19% 
of 55+ find social ads trustworthy vs. 82% for radio)[29], so use Facebook primarily 
to drive awareness and then encourage offline interaction (such as signing up for a 
free home safety assessment). YouTube is another high-reach channel – a large 
majority of people 50–64 (86%) and two-thirds of 65+ use YouTube[13]. Producing a 
few educational YouTube videos (which can also be embedded on your website) 
has lasting value; these videos can be found via Google searches and shared by 
viewers. Given that seniors often use YouTube as a learning tool for things like 
health tips or DIY projects[30], a video series on “Aging-in-Place Tips” could attract 
organic traffic and subtly promote your solutions. 

• Veterans: Reaching veterans effectively often means tapping into established 
networks and trust channels. Many veterans, especially those 65+, will overlap 
with the retiree demographic in media habits (they listen to radio, read mail, use 
Facebook, etc.). But in terms of ROI, leveraging veteran-specific channels can yield 
better engagement. This can include advertising in veterans’ organization 
newsletters (American Legion or VFW newsletters), local VA hospital publications, 
or on veteran-focused websites/forums. Importantly, community outreach has 
high impact: partnering with local Veterans Affairs offices or nonprofits can provide 
direct access to this group. For example, a recent AARP survey found 91% of 
veterans 45+ feel it’s important to stay in their own homes as they age[31], yet 
60% were unaware of VA programs that could help fund home modifications[32]. 
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This insight suggests that educational marketing – like workshops or brochures 
about VA housing grants – is particularly valuable. Hosting a free seminar (in-person 
or via Facebook Live) on “Home Modification Benefits for Veterans” could attract 
both veterans and their caregivers. The ROI here is measured not in immediate 
sales but in trust and lead generation; by filling an information gap, your dealership 
becomes a go-to advisor for veteran families. If budget allows for ads, consider 
targeted Facebook ads for veterans (Facebook’s ad platform can target by 
interests like military service or membership in veteran groups). Also, local radio 
spots around patriotic holidays or on talk programs that veterans favor can be 
powerful, given the high radio reach for 65+ and the affinity many veterans have for 
talk radio. The key is to frame messages in a way that resonates with their service 
values (e.g. “You defended your country; now enjoy the freedom to live safely in 
your home – we’re here to serve you.”). ROI from veteran-focused efforts might 
come in the form of referrals as well – veterans often share resources within their 
community, so one satisfied veteran customer can lead to several word-of-mouth 
referrals (which cost nothing). 

• Healthcare Professionals: Doctors, nurses, therapists, and care coordinators are 
crucial influencers for aging-in-place services. They often refer patients to home 
modification experts or medical equipment providers. Traditional advertising is less 
effective for this segment; relationship-building and professional channels yield 
better ROI. One strategy is to create a referral network: identify local physicians 
(geriatricians, rehab doctors), hospital discharge planners, physical therapists, and 
even pharmacists who frequently interact with seniors[33]. Personal outreach can 
be very effective – for instance, schedule brief lunch-and-learn sessions at a clinic 
or provide free informational packets on home safety that the clinic can give to 
patients. The cost here is minimal (perhaps providing lunch or printed brochures) 
but the return can be high, since one trusted professional’s referral can result in 
multiple clients over time. Additionally, maintain a presence on LinkedIn or 
professional forums with content geared to healthcare professionals (e.g. posting 
articles about how home modifications reduce hospital readmissions). While only a 
minority of seniors themselves use LinkedIn, nearly all healthcare professionals do, 
so running a small LinkedIn ad campaign targeting “Home Health nurses” or 
“occupational therapists” in your region might get your name in front of those 
referral sources. ROI measurement for this channel is longer-term – track how 
many client leads come from professional referrals, and nurture those 
relationships. Keep in mind that healthcare professionals care about evidence and 
efficiency: any marketing material for them should use facts (e.g. citing fall 
reduction stats) and highlight how your services make their patients’ lives safer 
(making the professional look good for recommending you). 

• Community Leaders: This group includes local government officials, senior center 
directors, faith leaders, and other community influencers. They can play a role in 
endorsements or facilitating introductions. The most effective way to reach 
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community leaders is through community engagement and public relations 
rather than paid ads. Press releases or news stories in local media have strong 
credibility: for example, if you launch an initiative like donating ramp installations 
for disabled seniors in need, getting that covered in the local newspaper or TV news 
can catch community leaders’ attention (and simultaneously reach seniors). With a 
limited budget, focus on earned media and networking. Attend town council 
meetings on senior issues, join the Chamber of Commerce or local aging coalitions, 
and offer to speak at community forums about aging-in-place trends. Such 
appearances cost only your time and can position you as a community partner. Also 
consider sponsoring community events that matter to these leaders. A small 
sponsorship of a charity walk for Alzheimer’s or a health fair can yield recognition – 
your logo in event materials, a mention by organizers, etc. According to senior living 
marketing experts, sponsoring local events that attract your demographic (like 
health clinics or Alzheimer’s research walks) is a proven way to build grassroots 
awareness and spark face-to-face conversations[34]. The ROI may not be 
immediately quantifiable in sales, but it builds your brand’s reputation. When 
community leaders see your active involvement, they’re more likely to mention or 
recommend your services in the future (for instance, a city council member might 
remember your presentation when a constituent asks about home safety 
programs). 

• Digital Search and Web Presence (All Audiences): Across all segments, having a 
strong web and search presence is critical and cost-effective. Ensure your 
business appears on Google Maps/Google Business Profile with up-to-date 
information and positive reviews, as many caregivers and seniors search “[aging-in-
place services near me]” or similar. Investing effort in local SEO (optimizing for 
local keywords, gathering reviews, listing in online directories) can yield a high ROI 
because being visible in organic search costs far less than constant ads. When it 
comes to paid search (Google Ads), it’s a high-intent channel – people searching 
“grab bar installation for seniors” are likely ready to buy – but the cost per click can 
be higher due to competition in senior care keywords[35]. To maximize ROI on a 
tight budget, be selective with Google Ads: focus on a few specific, high-intent 
keywords (and use negative keywords to avoid irrelevant clicks)[35][36]. Monitor 
results and avoid broad terms that eat budget without conversions. A well-
optimized landing page (mobile-friendly, easy to navigate for all ages) is essential to 
convert any paid traffic. In summary, digital channels offer great targeting and 
measurability, but they must be balanced with the trust-building traditional 
channels for this market. By tracking lead sources (asking callers “How did you hear 
about us?” or using unique promo codes on mailers), you can refine the mix over 
time – for example, if direct mail yields more inquiries than Facebook in your area, 
you might reallocate budget accordingly. 
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Best Practices in Local and Community Engagement 

Building a presence in the local community is indispensable for marketing aging-in-place 
services. Trust and relationships often determine who wins business in this sector. Below 
are best practices for community-focused marketing: 

• Sponsorships and Presence at Local Events: Go where your seniors and their 
influencers are. Sponsor or participate in events like senior health fairs, community 
center activities, veteran appreciation days, and charity walks. By choosing events 
that draw your target demographic, you create natural opportunities for face-to-
face engagement[34]. For instance, setting up an informational booth at a 50+ expo 
or offering free blood pressure checks at a church event can attract attendees to 
stop and chat. Come prepared with brochures and simple giveaways (branded pill 
organizers or flashlights are useful items that seniors appreciate). The goal is to 
start conversations – often a friendly chat at a local event is far more persuasive 
than any ad. Community event marketing also has a ripple effect: people see you 
active locally and associate your brand with community care. When sponsoring 
events, try to get a speaking slot or demonstration time. Even a five-minute mini-
seminar on “Home Safety Tips for Seniors” during a health fair can position you as 
an expert resource (and gently plug your services). Remember to collect sign-ups or 
business cards at events so you can follow up later (e.g. “It was great meeting you 
at the Senior Center Open House, here’s the home safety checklist I promised to 
email…”). Such personalized follow-ups reinforce the connection made in person. 

• Educational Workshops and Seminars: One of the highest-impact community 
tactics is hosting free educational sessions. Consider partnering with libraries, 
senior centers, or healthcare facilities to offer workshops on topics like “Fall 
Prevention in the Home,” “Navigating Medicare Home Improvement Benefits,” or 
“Tech Tips for Aging Safely (smart home devices and alerts)”. These workshops 
address genuine community needs and position your business as a helpful expert 
rather than just a vendor. Best practices include collaborating with experts – for 
example, invite a local physical therapist or an occupational therapist to co-host a 
“safety at home” seminar. This not only enriches the content but also builds referral 
bonds with that professional. Workshops can be in-person or virtual (webinars), or a 
hybrid of both, to accommodate mobility or transportation issues for some 
seniors[37]. Ensure your sessions are interactive and resource-rich: provide 
checklists or guides for attendees to take home. AARP’s approach is a great model – 
they’ve run virtual town halls connecting veterans with home adaptation 
benefits[38], which shows how education and service promotion go hand-in-hand. 
The takeaway is to give value first: by freely sharing knowledge (how to identify 
tripping hazards, how to apply for veteran home grants, etc.), you build goodwill and 
often earn the attendee’s consideration for business when they’re ready to act. 
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• Local Referral Networks: Cultivating a strong referral network is a cornerstone of 
community marketing. Identify and build relationships with the organizations and 
individuals who also serve your audience[33]. Key referral partners include: 

• Healthcare providers: as mentioned, doctors, home health agencies, rehab 
centers, and hospital social workers can refer patients who need home 
modifications or equipment. Regularly visit these offices with pamphlets or quick 
updates on new solutions (ensure they have your contact info readily available for 
patients). 

• Nonprofits and Agencies: Connect with your local Agency on Aging, senior welfare 
organizations, and veteran service organizations. Let them know what you offer and 
provide brochures or an offer for their members (e.g. a free home safety evaluation 
for members of the senior center). Many nonprofits welcome outside experts for 
presentations – you could volunteer to conduct a session at a veteran’s club or a 
luncheon at a retirement club. 

• Faith and community leaders: Churches, synagogues, and community centers 
often have senior groups and might invite you to speak. Even simply attending their 
community events and being known to the leadership can lead to word-of-mouth 
referrals. Community leaders talk to a lot of families and can become informal 
ambassadors for your services if they trust you. 

• Complementary businesses: Build ties with those offering services to seniors that 
you don’t, such as estate planners, financial advisors, or even local contractors. 
They might encounter clients concerned about aging at home and could pass along 
your name. Likewise, if you encounter needs outside your scope (say a senior needs 
a yard service or home care aide), refer them to trusted providers – reciprocity goes 
a long way. In fact, some senior living marketers recommend even partnering with 
“competitors” when appropriate – for example, an assisted living facility might refer 
inquiries to your in-home solutions if the senior isn’t ready to move, and you could 
refer back clients who truly need assisted living[39]. Such cross-referral 
arrangements can be mutually beneficial in a community when done ethically. 

To manage these networks, keep a simple CRM or spreadsheet of contacts and check in 
periodically. A personal thank-you note or a small gesture (like bringing cookies to a 
referral partner’s office) after a successful client referral can reinforce the relationship. 

• Community Service and Visibility: Actions often speak louder than advertising. 
Consider engaging in some community service projects related to your field. For 
example, participating in a “Rebuilding Day” with a nonprofit that repairs homes for 
low-income seniors (or veterans) is a win-win: the community benefits and your 
team demonstrates commitment to the cause of aging-in-place. Programs like 
Rebuilding Together’s “Veterans at Home” have improved thousands of veteran 
homes through volunteer efforts[40][41]. By aligning with such initiatives – whether 
through volunteering or sponsorship – you not only do good but also often earn local 
media coverage and public recognition. Even organizing a small initiative of your 
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own, like an annual “Home Safety Giveaway” (installing a certain number of free 
grab-bars for those in need), can generate word-of-mouth buzz and potentially a 
human-interest story in the paper. Community leaders and local press take note of 
businesses that give back, bolstering your reputation. 

• Consistent Local PR and Communications: Don’t overlook the power of local 
media and communications channels. Maintain a relationship with local 
newspapers, radio talk shows, and community bulletin publishers. Press releases 
about milestones (opening a new location, offering a new product like smart home 
monitoring for seniors, hosting a big workshop, etc.) can often get picked up, 
especially if you frame them in terms of community impact (“New Program Helps 
Ozark Seniors Retrofit Their Homes for Safe Living”). Similarly, make use of free 
community calendars (in print or online) to announce your workshops or events. 
Many towns have a senior-focused publication or an online forum (like Nextdoor) – 
be present there, sharing useful tips or answering questions (without being too 
promotional). The tone for community engagement should be informative and 
neighborly. By consistently putting out valuable information – whether it’s a monthly 
column in the local paper on aging issues or short “Did You Know?” posts in 
community Facebook groups – you become the familiar “aging-in-place expert” in 
the area. This trust can pay dividends when leaders or residents eventually need 
your services. 

In summary, local engagement marketing is about embedding your dealership into the 
community’s fabric. It’s slower to build than buying ads, but it yields deep loyalty. The 
best practices above show that being visible, valuable, and community-minded not only 
enhances your brand image but also creates a steady pipeline of referrals driven by trust 
and familiarity. 

$5,000/Month Marketing Budget – Recommended Allocation 

With a modest marketing budget of \$5,000 per month, it’s crucial to allocate funds to the 
channels that deliver the highest impact for the cost. Below is a recommended allocation 
that balances digital innovation with traditional outreach, along with rationale for each 
component: 

• Digital Advertising (~40% of budget, ≈ \$2,000): Allocate the largest share to 
targeted digital ads, as they offer precise targeting and measurable ROI. Within this, 
Google Search Ads are a priority because they capture high-intent leads – e.g., 
someone searching “stairlift installer near me” is likely ready to take action. Focus 
on a few key service keywords and your geographic area to keep cost-per-lead 
manageable, and monitor campaigns closely (since in senior care, Google Ads 
costs can rise if not optimized[35]). Meanwhile, invest in Facebook Ads aimed at 
the 50+ demographic (and perhaps their 30-60 year old adult children). Facebook’s 
targeting can use location, age, interests (like “mobility aid” or “veteran benefits”), 
and even life events. For instance, you could target people in your area who have 
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shown interest in senior care or who have family member birthday reminders in the 
senior age range. A budget of a few hundred dollars per month on Facebook can 
reach tens of thousands of local users. Keep ad content friendly and informative – 
perhaps promoting a free guide or a special discount for veterans – to encourage 
clicks. Additionally, devote a small portion of digital spend to retargeting ads. 
Retargeting (following up with people who visited your website) is very cost-
effective: these ads remind interested prospects about your services as they 
browse other sites, keeping you “top of mind”[42][43]. The “Talk of the Town” 
campaign in Massachusetts, for example, used retargeted digital ads and saw a 
30% increase in senior center membership in six months[44] – a testament that 
repeated digital exposure works for this audience. Overall, the \$2,000 in digital 
spend should be split among search, social, and retargeting in a way that you can 
test and learn (for example, \$1,000 search, \$700 Facebook/Instagram, \$300 
retargeting). Track results via analytics (clicks, conversions) and adjust monthly – if 
Facebook is yielding cheaper leads than Google in your case, re-balance 
accordingly. 

• Community Events & Local Outreach (~20% of budget, ≈ \$1,000): Set aside 
about \$1k for on-the-ground marketing each month. This covers things like event 
sponsorship fees, booth rentals, printed collateral for events, and small giveaways. 
For example, sponsoring a table at a senior expo might cost a few hundred dollars; 
the rest can go toward updating brochures or purchasing promotional items 
(branded tote bags or pill cases) to hand out. If no suitable events occur in a given 
month, you can redirect this portion to hosting your own seminar (covering venue 
rental, refreshments, etc.). The ROI on community spending may not be immediate 
in sales, but it builds a pipeline. Even one or two conversions from an event can 
more than pay back the cost. Plus, as mentioned earlier, community engagement 
enhances word-of-mouth. You can consider this the “PR & goodwill” budget – 
critical for sectors like aging-in-place where trust is currency. 

• Direct Mail Campaign (~15–20% of budget, ≈ \$750–\$1,000): Given the high 
engagement seniors have with mail[27], a portion of the budget should fund a 
monthly direct mail effort. With \$800, for example, you could mail roughly 1,500–
2,000 postcards (assuming around \$0.40–\$0.50 per mailed piece when using bulk 
rates). One approach is Every Door Direct Mail (EDDM) targeting neighborhoods 
known to have many older residents or veterans. Another is purchasing a targeted 
list (perhaps households with residents 70+ or veterans in a radius). Design the 
mailer for simplicity and impact: clear large text, a compelling headline like “Safe 
Living at Home is Possible – We Can Help!”, a few bullet points of services, and a 
strong call-to-action (e.g. “Call for a Free Home Safety Assessment”). Including a 
limited-time incentive (like “This month, veterans get 10% off installations[32]”) can 
spur response. The tangible nature of direct mail means recipients may keep it on 
their fridge or desk, leading to calls even weeks later. Track the ROI by using a 
unique phone number or promo code on the mailer. If you find, for instance, that 3 
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calls and 1 sale result from each drop, you can tweak frequency or targeting to 
improve that. Also consider alternating formats – one month a postcard, another 
month a one-page newsletter with a short article on aging-in-place tips (which 
subtly markets your expertise). Note: Consistency matters; mailing the same 
households 2-3 times over a few months can significantly lift response due to 
familiarity (a principle in direct mail that repeated exposure increases trust and 
recall)[45]. 

• Online Content and SEO (~10% of budget, ≈ \$500): Allocate a smaller portion to 
ongoing content creation and website optimization efforts. This could mean paying 
a writer for two blog articles per month or boosting certain Facebook posts to 
ensure your educational content reaches more people. Content marketing has 
compounding returns: a good informational article or infographic can keep 
attracting traffic and leads long after the initial spend. Also, use some of this budget 
to ensure your website remains user-friendly for older visitors – perhaps investing in 
a UX improvement like larger text options or a chatbot that can answer basic 
questions. Given that nearly all older adults use the internet daily (99% in 
surveys)[26], your website truly is your digital storefront. Ensuring it loads fast, is 
easy to navigate, and has prominently displayed contact information will improve 
conversion rates from all your other efforts. Even spending \$100/month on a tool or 
service to manage your online reviews (prompting happy clients to leave a Google 
review, for example) can be invaluable – positive reviews boost your credibility and 
local SEO ranking. In sum, this slice of the budget is about maintaining a strong 
digital foundation that amplifies the effectiveness of your paid ads and offline 
outreach. 

• Traditional Advertising (~10% of budget, ≈ \$500): Reserve this portion for 
selective traditional ads or pilots in channels like local newspaper ads, community 
bulletin ads, or even local radio spots. For instance, a small black-and-white ad in 
a community newspaper or church bulletin might cost \$200–\$300; a few 30-
second spots on a local AM radio station could be a few hundred dollars depending 
on the market and time. Given the earlier evidence of high trust in radio for 50+[21], 
you might try a short campaign on a station popular with older listeners (perhaps 
during morning news or an evening nostalgia music hour). Craft the radio message 
to be reassuring and clear, e.g.: “This is [Name] from [Your Company]. We’re 
helping seniors in [Town] live comfortably and safely at home – from grab-bars to 
stairlifts. Call us at XXX for a free home safety consultation. [Your Company]: Your 
partner in aging comfortably at home.” The aim is not to cover all details but to 
spark recognition and a call. Alternatively, if your region has a magazine or 
newsletter specifically for seniors, an advertorial or ad there for a month can target 
a concentrated senior readership. With any traditional ad, ensure you include a way 
to respond (phone number in large print, and website). The ROI for traditional media 
can be hit-or-miss, so treat this as an experimental part of the budget: track 
diligently, and if a particular channel underperforms (no calls from that newspaper 
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ad, for example), reallocate those dollars to better channels in future months. Over 
time, you may find that one traditional channel consistently yields leads in your 
locale – if so, it could warrant increasing investment. 

By following this diversified allocation, the \$5,000 monthly budget touches multiple 
touchpoints: digital for reach and younger influencers, traditional for trust and older 
eyeballs/ears, and community efforts for relationship-building. It’s important to remain 
flexible; marketing is not static. Review the results monthly or quarterly – which channels 
brought in inquiries or conversions? If, say, the direct mail is generating more leads at a 
lower cost per lead than Facebook, you might shift some funds accordingly. Likewise, if an 
experimental radio ad performs extremely well, you could expand it. The recommended 
breakdown is a starting framework grounded in current trends and known channel 
effectiveness, but the optimal mix will be one that your tracking data supports. Always aim 
for an integrated approach – for example, a person might hear your radio ad, then later 
see your Facebook post via a friend, then pick up your brochure at an event. Marketing 
works best when these touchpoints reinforce each other. With disciplined spending and 
continuous learning, a \$5k/month budget can significantly raise your dealership’s profile 
and lead flow in the community. 

Case Studies and Campaign Examples 

Examining real-world examples can offer insight into what works in marketing aging-in-
place solutions. Here are a few noteworthy cases and campaigns that align with the aging-
in-place theme: 

1. AARP & Blue Star Families – Veteran Home Modification Awareness (2024): This 
campaign is an excellent example of education-driven marketing. AARP, in partnership 
with Blue Star Families, recognized a knowledge gap among veterans – 60% of older 
veterans didn’t know about VA grants for home modifications, despite 91% stating they 
want to age in place[31][32]. To bridge this gap, they hosted a virtual town hall in 
September 2024 to connect veterans and military families with information on VA’s 
housing adaptation benefits[38]. The event introduced AARP’s new Veterans Home 
Modification Benefits Guide, a free resource (digital and print) explaining how to apply for 
grants and plan home upgrades[46][32]. This is essentially a content marketing piece 
tailored to a specific audience (veterans) with a specific need. While AARP’s goal was 
advocacy, an aging-in-place business can take a cue from this playbook: by hosting 
informational events and providing guides, you engage the community and position 
yourself as the subject-matter expert. The success factor here was the partnership and 
credibility – teaming up with trusted organizations (AARP and Blue Star Families, plus 
featuring a VA program chief as a speaker[47]) lent authority to the campaign. For a local 
dealership, partnering with a local VA rep or VFW post to do something similar (an 
informational Q&A session) could greatly enhance outreach. The outcome of such 
campaigns isn’t measured just in attendance, but in follow-on actions – for instance, after 
the AARP event, presumably many veterans downloaded the guide or reached out for 
assistance, which in a business context could translate to leads for home modification 
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services. Key takeaway: Educational campaigns, especially for subsets like veterans, can 
build trust and drive engagement without overt selling – an approach likely to yield quality 
leads in the long run. 

2. “Talk of the Town” Digital Campaign – Bernardston, MA (2023): In a small New 
England town, the local Senior Center executed an award-winning marketing campaign 
called “Talk of the Town.” The goal was to raise awareness of the senior center’s programs 
and increase participation. On a modest budget, they used targeted digital tactics – 
including retargeting ads, addressable geofencing, and household-level audience 
targeting[42] – to ensure their messaging reached both older adults and their family 
members in the community. The campaign delivered ads across websites and devices that 
the target audience frequented, using repetition to build familiarity[48]. The results were 
striking: over six months, membership at the senior center grew by 30%, and their ads got 
100,000+ views each month with click-through rates above national averages[44]. There 
was also a noticeable spike in traffic to their Facebook page and website, indicating that 
the digital ads successfully drove people to learn more[49]. For an aging-in-place 
business, this case demonstrates the power of hyper-local digital marketing. Even in a 
small community, modern techniques like geofencing (showing ads to people when they 
come within certain neighborhoods or near key locations) can significantly boost 
engagement. It’s also proof that seniors will respond to digital outreach if it’s relevant to 
them – the senior center’s increase in foot traffic shows that the online ads led to real-
world action. An aging-in-place dealership could emulate this by running a geotargeted ad 
campaign around, say, local hospital campuses (to catch families visiting patients) or 55+ 
communities, with messages about “Staying Safe in Your Home.” Key takeaway: Don’t 
underestimate seniors’ digital presence – with the right targeting and repetition, online 
campaigns can successfully drive older adults and their families to take action (like visiting 
a center or website)[45]. Plus, using digital analytics (as Bernardston did) helps in 
understanding your audience – they were able to see who clicked and where, allowing 
refinement of their strategy[49]. 

3. Home Modification for Veterans – Local Grassroots Example: In many communities, 
local businesses have teamed with nonprofits to create impactful mini-campaigns. For 
instance, consider a scenario (composite from common practices) where a home 
modification franchise partners with a charity to select a veteran’s household for a free 
“aging-in-place makeover.” The project might include installing a wheelchair ramp, 
widening doorways, and updating a bathroom for accessibility at no cost to the veteran in 
need. Such a story often garners local media attention – perhaps the local news runs a 
segment showing the before-and-after and interviewing the grateful veteran. While it’s 
charitable in nature, it’s also a form of cause marketing. The business gets positive 
exposure (being depicted as solving real problems), which can lead to an influx of inquiries 
(“I saw you helped Mr. Jones, my dad is also a veteran who needs similar help – can we talk 
about options?”). A real-world example along these lines is Rebuilding Together’s 
“Veterans at Home” program, which since 2010 has completed over 13,000 projects for 
veterans by mobilizing volunteers and local partners[50][40]. They leverage corporate 
sponsors and community volunteers, and in doing so highlight the dire need for safe 
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housing for veterans (noting that 75% of veterans are homeowners, and many have 
service-related disabilities)[51]. An aging-in-place business might not do thousands of 
projects, but even one high-profile project a year can be the centerpiece of a local PR 
campaign. It shows your mission is not just profit, but genuinely helping those who served. 
Key takeaway: Aligning with a cause (like veterans or low-income seniors) via a concrete 
project can humanize your marketing. The stories and media coverage generated serve as 
powerful testimonials for your brand’s values. Moreover, community leaders often publicly 
commend such efforts, which further amplifies your brand to your target audiences. 

4. Senior Living Community Campaigns – Embracing Aging-in-Place Messaging: 
Interestingly, even some senior living communities (which one might view as a 
“competitor” to aging-in-place services) use aging-in-place related content in their 
marketing. A report of top campaigns for senior living marketers listed “Aging-in-Place 
Resources” as a key campaign element – suggesting that communities share advice on 
home modifications and support services for those not ready to move in[52]. On the 
surface, that seems counterintuitive, but the strategy is about building trust by helping 
seniors regardless of whether they choose to move. For example, a Life Plan community 
might publish a downloadable guide “Making Home Safer for Aging Loved Ones,” which 
covers grab bars, stair solutions, emergency pendants, etc.[53]. By offering such aging-in-
place tips (and even referencing local resources), they demonstrate concern for seniors’ 
well-being above all – and whenever the senior or family eventually decides it’s time for a 
community, that trust gives them an edge. For an independent aging-in-place dealership, 
this validates the approach of providing free value. It might seem like you’re helping people 
do things on their own (a potential lost sale), but in reality you are building your brand 
reputation. One can pair resources with gentle promotion: e.g., your guide’s last page can 
say, “For a free professional home safety assessment, contact us.” Campaigns that put 
helpful content first tend to attract engagement and sharing. Case in point: a senior living 
agency found that short educational webinars (topics like estate planning, downsizing, 
etc.) and family caregiver resource guides were among their most successful campaigns 
for lead generation[54][55]. People who attend a webinar or download a guide are warmer 
leads – they’ve spent time with your content and see you as an expert. Key takeaway: 
Don’t shy from giving out aging-in-place information, even DIY tips. It might delay a sale (as 
the senior might try smaller fixes first), but when they need professional help or more 
complex solutions, you will be the trusted provider they recall. 

5. Notable Media & Advertising Approaches: On a broader level, some marketing tactics 
have become almost classic in this space. The famous “I’ve fallen and I can’t get up!” 
television commercial for Life Alert in the 1980s is an early example that showed how a 
clear, emotive message could resonate with seniors and families. While times and media 
have changed (that ad aired on TV when there were fewer channels and no internet), the 
principle remains: understand the core fear or need (in that case, fear of being helpless in 
an emergency) and address it head-on with your solution. Today’s equivalents might be 
YouTube ads showing a scenario of a senior avoiding a fall thanks to a home modification, 
or social media videos featuring adult children finding peace of mind by equipping mom’s 
home with the right safety features. Additionally, audio endorsements are noteworthy – 
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some aging-in-place companies have found success sponsoring radio segments where a 
local radio personality (whom seniors trust) talks about home safety improvements and 
personally vouches for the company. Given data that “3 out of 4 older listeners would try a 
product endorsed by their favorite radio host”[29], this kind of native advertising can be 
highly persuasive. Lastly, communities and cities themselves sometimes run “Age-
Friendly” campaigns (in line with the World Health Organization’s Age-Friendly Cities 
initiative), which often include public service advertising about home safety and aging-in-
place. Partnering with local government on such campaigns, or at least mirroring their 
messaging, can enhance credibility. For example, if your city is pushing an “Age-Friendly 
Home” initiative, your marketing can reference it and position your dealership as ready to 
help citizens achieve those goals. 

Each of these case studies and examples underscores a few common themes: education, 
trust, and integration with community values. The most successful campaigns don’t feel 
like just advertisements; they feel like valuable contributions to the audience’s lives. 
Whether it’s through data-driven digital ads that meet seniors where they browse, or 
heartfelt community projects that demonstrate values, marketing an aging-in-place 
business is most effective when it builds relationships and confidence. By studying and 
emulating these examples – and adding your unique local touch – you can craft campaigns 
that not only attract customers but also foster goodwill and lasting loyalty. 

Conclusion and Key Takeaways 

Marketing aging-in-place dealership opportunities in 2025 demands a thoughtful blend of 
modern digital tactics and time-tested personal outreach. The landscape is evolving: 
seniors are more tech-aware than ever, yet they still cling to traditional media and, above 
all, human trust. To recap the crucial insights from this research: 

• Meet Seniors and Influencers on Their Terms: Use channels that seniors actually 
use. This means maintaining a robust presence on Facebook and YouTube (the two 
most-used platforms for 50+[56][13]), and not dismissing “old-school” media like 
radio and direct mail, which continue to deliver high engagement[20][27]. 
Simultaneously, reach family influencers via digital content, search engines, and 
professional networks – often it’s the adult children or healthcare providers who 
initiate the search for solutions. 

• Focus on Education and Value-Driven Content: The aging-in-place decision 
process can be lengthy and involves addressing fears and misconceptions. 
Providing free educational resources – checklists, webinars, workshops, guides – 
draws in your audience and builds your authority. As the data shows, seniors and 
their families actively seek information online[5]; being the one to answer their 
questions (rather than just pitch products) sets you apart. Quality content also 
boosts your search rankings, helping you get found by those who need you[6]. 
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• Leverage Community Engagement as a Competitive Advantage: Big box retailers 
might sell similar products, but local aging-in-place businesses can win on 
community connection. By sponsoring local events, forging referral networks with 
trusted community figures, and even spearheading local service projects, you 
embed your brand into the community’s trust network. Best practices from senior 
living marketing emphasize showcasing authentic stories and being present in the 
community[57][34] – people do business with those they know and respect. The 
goodwill generated through community involvement often translates into referrals 
and positive word-of-mouth that no amount of advertising spend can buy directly. 

• Allocate Budget Wisely Across Multi-Channels: With a \$5,000/month budget, 
diversification is key. The recommended plan is to invest in a multi-pronged strategy 
– part digital (for targeted reach and younger audiences), part traditional (for trust 
and older audiences), and part grassroots (for relationship-building). For instance, 
use paid search and social ads to capture immediate interest, while nurturing long-
term interest via newsletters or Facebook content. At the same time, send out 
mailers or air a local radio ad to catch those who might ignore online ads. Ensure 
each dollar is justified by either near-term lead generation or long-term brand 
building. Monitor results and be agile, shifting funds to the best-performing 
channels as data emerges. Remember, marketing effectiveness is not just about 
one channel performing in isolation, but about how they work together – an 
integrated campaign yields the strongest ROI by reinforcing your message across 
touchpoints. 

• Stay Adaptable to Emerging Trends: The marketing world, like the world of aging-
in-place technology, is always changing. Keep an eye on emerging trends like voice 
search (are seniors asking Alexa about home safety?), telehealth partnerships, or 
even AI-driven marketing tools. For example, as noted, more 50+ consumers are 
open to using chatbots for quick info than one might assume[58]. This suggests you 
shouldn’t underestimate seniors’ willingness to engage with new tech if it’s user-
friendly. Additionally, privacy and data transparency are rising concerns; being 
transparent and respectful with customer data will build trust in an age of increased 
skepticism[59]. 

In conclusion, promoting aging-in-place dealership opportunities is ultimately about 
promoting peace of mind – for seniors, their families, and their care providers. Successful 
marketing communicates that understanding. Whether through a helpful article, a 
reassuring voice on the radio, or a handshake at a local event, every marketing touch 
should reinforce the message: “We understand your needs and we’re here to help you or 
your loved ones live safely and happily at home.” By implementing the strategies and 
trends outlined above – all backed by current data and real examples – you can effectively 
reach healthcare professionals, community leaders, veterans, and retirees. The result will 
be a growing, engaged customer base and a community that sees your business as not just 
a vendor, but a valuable partner in the journey of aging with dignity and independence. 
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