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Michael Marlow

September 24, 2025

North Dakota Long Term Care 
Association 

Selling the Senior Living 
Experience
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Happy National Women’s 
Health and Fitness Day

3

4



9/10/2025

3

I 

Senior Living!

Michael Marlow

I 

North Dakota!

Michael Marlow
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Our deepest fear is not that we are inadequate. Our 
deepest fear is that we are powerful beyond measure. 
It is our light, not our darkness that most frightens us. 
We ask ourselves, who am I to be brilliant, gorgeous, 
talented, fabulous? Actually, who are you not to be? 

You are a child of God! You playing small does not serve 
the world. 

Marianne Williamson, A Return to Love

Comfort, connections and fun – helping seniors live
their best lives. 

Find your joy here
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Buy – In

Belief 

Compliance / Do / Execute 

SalesCenterED Sales Training Program 
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• So, how you doin’?

So, how you we doin’?
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• So, how you doin’?

So, how you doin’?

SalesCenterED Sales Training 

5ish Questions  

15

16



9/10/2025

9

SalesCenterED Sales Training 

1. What is our overall 
national senior living 

occupancy? 

SalesCenterED Sales Training 

2. What is the total overall 
valuation of our industry?
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SalesCenterED Sales Training 

3. What is the estimated total 
overall valuation of our industry 

in 2030?

SalesCenterED Sales Training 

4. What is the total amount of 
unpaid caregiving provided in 

the US in 2024? 
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SalesCenterED Sales Training 

5. What percentage of 
seniors 65+ will ever live in a 

senior living community? 

SalesCenterED Sales Training 

6. What do these numbers 
represent?

1:1
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SalesCenterED Sales Training 

7. What are the top 5ish currently most 
streamed shows on Netflix?

Senior Living, Inc. 
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Total Valuation 
$923 Billion 

Total Valuation - 2030

$1.3 Trillion 

Total Unpaid Caregiving

$1.1 Trillion 

Our Opportunity!

1:1
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The Three Aspects of the 
Experience… 

Before

During 

After
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The Fourth Aspect of 
the Experience! 

Watercrest Senior Living?

SalesCenterED Sales Training 

The rate at which an organization learns may become 

the only sustainable source of competitive advantage. 

Abebe Kebie Hunegnawu
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The Lone Nut and 
the First Follower = 

A Movement!

https://youtu.be/256eKjULdgQ
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Imagine yourself as an adult 
child, considering a senior living 

community for your parents. 
What would make your 
Experience Meaningful, 

Memorable and Unique? What 
would you expect from a 
community in one word?

Are you willing to do 
what most people 

won’t?
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87.2%
78.7%

O

85.4%
75.4%

AL

80.2%
74.1%

SNF

88.1%
81.8%

IL

THE WHY!
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My Communities Report Card 

Inquiry to Experience (30%) 53% / 56% / 57%
Experience to Move In (26%) 34% / 45% / 46%
Inquiry to Move In (6% - 10%) 18% / 25% / 26% 

SalesCenterED Sales Training 

THE CENTRAL MESSAGE FOR TODAY…

We must give our customers a glimpse into what their life 
could be like in your community by creating a meaningful, 
memorable and unique Experience for our residents and 
their family members and that must start while they are 

still considering your community.

THE CENTRAL QUESTION FOR TODAY…

Upon what is that glimpse of the meaningful, 
memorable and unique Experience based?
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Seek first to understand, then to be 
understood 

Stephen Covey

The greatest hunger of the human soul 
is to be understood

St Francis of Assisi (and Greg) 
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Seek first to understand, then to be 
understood 

Stephen Covey

The greatest hunger of the human soul 
is to be understood

St Francis of Assisi (and Greg) 

THINK 
DIFFERENT

- Steve Jobs
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Isn’t it nice when the 
right thing to do is 
also good for your 

business?

The total of activities involved in the  

transfer of goods from the producer/  

seller to the consumer/buyer,  including 

advertising, shipping,  storing, and selling.

INQUIRY MOVE IN

Marketing SELLING

To persuade or induce someone to buy 
something.
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The Word of the 
Day…

EXPERIENCE!

SalesCenterED Sales Training 

THE CENTRAL MESSAGE FOR TODAY…

We must give our customers a glimpse into what their life 
could be like in your community by creating a meaningful, 
memorable and unique Experience for our residents and 
their family members and that must start while they are 

still considering your community.

THE CENTRAL QUESTION FOR TODAY…

Upon what is that glimpse of the meaningful, 
memorable and unique Experience based?
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CUSTOMERS

SalesCenterED Sales Training 
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70/30 Rule

70%
Obtain30% 

Transmit

TRANSMIT VERIFY

OBTAIN
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Follow-Up Questions
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SalesCenterED Sales Training 

https://www.linkedin.com/posts/reed-davis-
15388956_how-did-a-2-hotdog-change-the-course-of-

activity-7027369155322400768-
fvXG?utm_source=share&utm_medium=member_ios

https://youtu.be/fUjpO7DnzBg
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The Experience
is Everything

CULINARY HUMAN
RESOURCES

TALENT 
ACQUISTION 

SALES 

ENVIRONMENTAL 
SERVICES

OPERATIONS 

RESIDENTS/ 
FAMILIES

WELLNESS

FINANCE

MARKETING
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Velocity /Volume  
vs.

Time / Skills
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The Most Common “Opportunities” when 
using the 10-3-1/ Hot Board 

1. Lack of involvement from department heads
2. Lack of creativity 
3. Inconsistency in meeting dates/times
4. Not sharing the “Why?” with your team
5. Weariness

SalesCenterED Sales Training 

THE CENTRAL MESSAGE FOR TODAY…

We must give our customers a glimpse into what their 
life could be like in your community by creating a 

meaningful, memorable and unique Experience for our 
residents and their family members and that must 

start while they are still considering your community.

THE CENTRAL QUESTION FOR TODAY…

Upon what is that glimpse of the meaningful, 
memorable and unique Experience based?
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The Blueberry Pie Story

What aspects of the 
Blueberry Pie 

Experience is your 
community incapable 

of executing? 
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Isn’t it nice when the right thing 
to do is also 
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Case Study – Dixie Sopes

• Dixie Sopes – potential resident / mother

• Susan Kendall – daughter

• Mathew Sopes – son

• Lynette Cassidy – pharmacist / referral source
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Are you willing to do 
what most people 

won’t?
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The Experience Continues…

WOW Moments

Legendary
VS

Essential 

The Experience Continues…

Joshie the Giraffe! 
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The Experience Continues…

Emotional Engagement Principles  
Ritz Carlton

1.Keep it Streamlined 
2.Create Defining WOW Moments 

– Legendary and Essential 
3.Engage the Senses
4.Focus on the Details
5.“Let us Stay with You” 
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EXPECTED
(SEA OF SAMENESS)
Not Remembered or 

Remembered for the bad

REQUESTED
Customer Service
Not Remembered 

ANTICIPATORY
“TEIE”

Remembered /     
Delighted / Promoters

The Experience Continues…

When customer service is consistently 
exceptional…

68% of residents are Promoters – “Just ask and I will help!”
Only 13% are Detractors 
89% of resents family members are Promoters – “Anything I can do to tell others 
what their futures will look like here at XXX, I am happy to do!” 
There was a direct correlation between high occupied communities (92%+) and 
Net Promoter Score (NPS) 

Activated Insights – Q3 - ‘24 to Q2 – ‘25
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Overview of the 
Sales Process
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Drew Dudley
Leading with Lollipops 

https://youtu.be/uAy6EawKKME?si=MH6nibJWX2I2wSn4
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When we Treat What 
we

Do as a Craft
November 30, 2024

(handout) 

admiredleadership.com
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This is when you find out 
whether or not you believe 
what you say you believe.

Pastor Les 
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Michael Marlow
mwmarlow43@gmail.com

502.386.0005

1. Be atypical - no Sea of Sameness for you!

2. Be a holistic listener

3. Be disciplined and consistent in professional and personal lives

4. Be about results, not activities

5. Be focused on investing Time/Skills vs Velocity/Volume

6. Be a Lone Nut or a First Follower 

7. Be all about Personal Connections and Team Selling

8. Be true to treating every customer/situation as unique

9. Be committed to your 8 Standards – every time, every day, every customer!

10. Be proud to be an atypical salesperson - Transform!

The 10 11 Bs!
Change your Behaviors, Change your Life!
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Michael 
Marlow

Thank You
NDLTCA Heroes!
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