Seasonal Promotions That Feel
Helpful, Not Salesy

A simple, repeatable strategy for aging in place professionals who want to attract clients

— without feeling pushy or sales-driven.




About This Webinar

You're Not Alone If Marketing Feels Uncomfortable

Many aging in place professionals are deeply skilled at what they do, but when it What You'll Walk Away With
comes to promoting their services, something feels off. Marketing can feel at

A clear understanding of why seasonal marketing works

odds with the caring, relationship-driven work you do every day.

A 4-step framework you can use any time of year
The result? Missed opportunities to connect with the very families who need your

. . . . . : Real-world content examples for every season
help most. Meanwhile, those families are actively searching, they just don't know P y

you exist yet. A simple action plan to start this week

[ This webinar gives you a framework to market in a way that feels
natural, ethical, and genuinely helpful, aligned with who you already are.




Section 1 Introduction & Framing

The Simple Reframe That
Changes Everything

The Old Story The Real Story

Promotion = pressure. Selling = pushy. Families are already searching for
Most professionals carry the belief help. They are already worried. They
that marketing is somehow at odds just haven't found you yet.

with genuine care.

The New Story

Promotion = making help visible at the right time. You're not interrupting anyone,
you're showing up when it matters most.

'I'm not selling. I'm showing up when it matters most.”




Section 2 - Why It Works

People Act When Timing Meets Emotion

Seasonal promotions work when they align with real human events and Seasonal Emotional Triggers
psychology. People tend to not make decisions based on logic alone, they
often make decision based on emotion and when the timing feels relevant

o Winter & Holidays
to their life right now.
. ) o o ) Fear of falls, icy pathways, Caregiver overwhelm, family
You're not creating demand out of thin air. You're simply showing up at the ) ) ) o )
_ . . _ , isolation during cold months visits revealing new concerns
moment demand already exists. That's not manipulation, that's good
service.
"You're not creating demand, you're aligning with it." % Spring Summer
Motivation for home updates, Travel concerns, heat safety,

"fresh start" mindset care coverage planning



Real-World Example

The Holiday Visit Moment

Picture this: An adult daughter flies home for Christmas. She hasn't seen her mother in six months. Within 24 hours, she notices things she hadn't seen
before, the cluttered hallway, the dim lighting on the stairs, her mom moving more slowly than she remembered.

Urgency spikes. Questions flood in. “Is she safe? Should we make changes? Where do we even start?"

— The family feels the urgency — They start searching for answers —  Will they find you?
A real, emotional trigger has just Google searches, Facebook groups, If you've shared helpful seasonal content,
occurred, this is not manufactured asking friends, the need is active right you show up as the trusted expert they

concern. now. need.



Non-Salesy Ways to Promote Aging in Place Services

Provide Educational Seasonal Content

Create content specifically timed around holidays when families are most likely to notice changes.

Blog posts such as:
“Visiting Aging Parents This Holiday? A Safety Checklist for Families.”
“10 Signs Your Parent May Need Home Safety Modlifications.”

Short videos demonstrating simple home safety tips. Downloadable checklists families can use during their visit.

Why it works: You position yourself as a helpful resource rather than a service provider.
Offer a Free Home Safety Checklist or Guide

Provide a downloadable resource that helps families assess their loved one’s home.

Examples:
“Holiday Home Safety Assessment for Aging Parents”
“Room-by-Room Aging in Place Checklist”

Include gentle branding and contact information without overt sales language.

Non-salesy call to action: “If you'd like professional guidance, I'm here to help.”

Share Story-Based Content

Use relatable stories that mirror the holiday visit scenario.

Publish case studies or testimonials showing how families navigated similar situations. Focus on the journey and outcomes, not the service itself.

Example message:

“After a holiday visit, one family realized their mother struggled with the stairs. A few simple changes made her home safer and gave everyone peace of
mind.”

Stories build emotional connection and trust.

Host Educational Webinars or Workshops
Offer seasonal webinars such as:

“What to Look for When Visiting Aging Parents During the Holidays”
“How to Start the Aging in Place Conversation”

Position these as informational sessions, not sales presentations. Allow time for Q&A to demonstrate expertise and empathy.

Leverage Social Media with Helpful Tips
Share short, actionable tips leading up to major holidays.

“Holiday Tip: Check lighting on stairs to reduce fall risk.”
“Notice clutter in walkways? It may increase fall risk.”

Use platforms like LinkedIn, Facebook, Pinterest and community groups to reach adult children who are actively seeking advice.

Collaborate with Trusted Community Partners

Partner with professionals families already trust, such as:

Realtors

Estate planning attorneys
Home health agencies
Faith communities

Senior centers

Caregiving support groups

Co-branded educational events or resources enhance credibility and expand reach without direct selling.



Section 3 - The Big Mistake

Why Most Promotions Feel Salesy (And How to Fix [t)

The Missing Ingredient The 3 Most Common Mistakes

Most well-meaning professionals jump straight to the ask, "Book 1 Talking about services instead of problems

now," "Sign up," "Call today." But there's a critical step being
skipped: context and connection. Clients don't search for "home modification services", they search for "how

to make mom's bathroom safer."
When someone feels understood first, a soft offer feels like a

natural next step, not a sales pitch. The sequence matters

enormously. 2 Promoting without timing relevance

A generic post in March about winter safety reads as out-of-touch.

3 Using messaging that sounds like everyone else

Generic = forgettable. Specific and timely = trustworthy.

(J Simple Truth: When people feel understood, promotion doesn't feel like promotion.



Section 4 - Core Framework

The Helpful Seasonal Promotion Framework

This 4-step approach is simple enough to use every season and flexible enough to work across all your services. Think of it as your repeatable content
and outreach system.

2. Name the Problem 3. Provide Value
Speak to their worry with clear Offer tips, checklists, and
empathy.

' easy wins.

1. Experience 4. Soft Invitation

Describe what's happening in Suggest the natural next step
their life now. gently.

Each step builds trust before it asks for anything. By the time you extend an invitation, the family already sees you as a knowledgeable, caring resource,
not a salesperson.



Framework in Action

Putting All 4 Steps Together: A Winter Example

Y The Salesy Version

"Book a home safety assessment today before winter arrives."

This jumps straight to the ask with no context, no empathy, and no value.
It sounds like an ad — because it is one.

The Helpful Version

Start with experience: "With
icy mornings ahead, many
families are worried about fall
risk at home."

Provide value: "Here are 5
simple ways to reduce fall risk
this winter..."

Name the problem: "Falls are
the #1 cause of injury in older
adults — and most happen
right at home."

Soft invite: "If you'd like
personalized guidance, I'm
happy to walk through your
home with you.'



Section 5 - Seasonal Ideas

A Full Year of Helpful Content
Opportunities

You don't need a big campaign budget or a marketing team. You need one timely
problem, one helpful response, and one warm invitation, every season.




Season-by-Season Promotion |deas

e =

.

Winter % Spring Summer
e Fall prevention on icy surfaces e Home modification projects e Travel safety tips for older
 Improving indoor lighting and  Decluttering for safety adults
pathways  Bathroom upgrades and grab  Care coverage planning during
e Emergency planning for weather bars vacations
events « Outdoor pathway repairs e Hydration and heat safety
e Staying connected during e Air conditioning and comfort
isolation checks

[ Key Insight: You're not creating content, you're responding to life moments your clients are already living.

#; Fall

Preparing the home for winter
Adjusting daily routines safely
Seasonal health check-ins

Reviewing care plans before the
holidays



Section 6 - Real-World Examples

See the Framework in Action

EXAMPLE 1

The Holiday Visit Realization

Adult children often notice changes in their aging parents' homes during
holiday visits, things they missed on the last visit. This is one of the most
emotionally charged moments in the aging-in-place journey.

Content Idea Soft CTA

"What adult children notice "I can help you assess what
when they visit aging parents, you're seeing and create a
and what to do about it" simple action plan.”

EXAMPLE 2

The Spring Reset

Spring brings a natural motivation to improve and refresh. Families are
primed to act on home projects they've been putting off all winter,
especially when framed around safety and wellbeing.

Content Idea Soft CTA
"3 small home changes that "Let's walk through your home
can prevent big problems, a together. I'll show you exactly

spring safety checklist" where to start."



Section 7 - Mindset Shift

Marketing Is Part of Caregiving

You're Not Interrupting If You Don't Show Up..

When you share helpful, timely Someone who needs your help may
content, you're not intruding — you're not find it. That family may spend
meeting someone exactly where they weeks searching, feeling overwhelmed
are with something they genuinely — when you had the answer all along.
need.

Ethical Promotion = Service

Sharing your expertise at the right moment isn't self-promotion — it's an extension of
the care and service you already provide every day.

"Marketing is part of caregiving. When you show up with the right help at the right

time, you're serving — not selling.’




Section 8 - Action Plan

Your "Do This Next" Plan: One Season, One Problem, One
Solution

You don't need a complicated campaign to get started. The most effective seasonal marketing is built one simple, helpful piece at a time. Here's exactly
what to do after this webinar.

Q

|dentify one common problem

)

Pick on min n . . :
crone upco g seaso What is one real concern your clients face during that season? Be as

Start with whichever season is closest on the calendar — or the one specific as possible.
your clients worry about most.

150
1%

Create one helpful piece of content

Add one soft invitation

"If you'd like help with this, I'd be happy to talk." That's it. Simple, warm,
A social media post, a short video, or a downloadable checklist — and non-pressured.
whatever feels most natural to you.



Interactive Moments

| et's Make This Personal

) Reflection Questions

"What season tends to create "Write down one problem your
the most urgency in your clients face in the next 60
clients?" days."

"What's one topic you could talk about this month — right now,

today?"

.. Quick Reframe Exercise

Take a message that sounds promotional and rewrite it as genuinely

helpful. Here's a starter example:

X Before

"Call us today to schedule your
home safety assessment."

After

"Here are 3 signs your loved
one's home may need a safety
review — and how to take the
first step."

Now try it with your own messaging. Drop your rewrite in the chat!



Common Myths

Busting the Beliefs That Hold You
Back

@

"Marketing has to feel pushy* ‘I need a big campaign®

Only pushy marketing feels pushy. One well-timed post about a real
Helpful, timely, empathy-led content problem your clients face will

feels like a resource — because it is outperform a costly campaign every
one. time. Small and consistent wins.

"I'm not good at selling”

You're not selling — you're sharing expertise. You already do this naturally in
conversations with clients. This is just making it visible.




The Method in Brief

The Right Time, Right Problem, Right Help Method

RIGHT TIME RIGHT PROBLEM RIGHT HELP

%
-

Align content with Name a specific, real Offer genuine value first:
seasonal moments and concern clients face now tips, checklists, guidance.
emotional triggers (holidays,  (fall risk, caregiver stress, Then a soft, warm
weather, life transitions). home safety gaps). invitation to work together.

This is your north star for every piece of content you create. Ask yourself: Is this the right time? Am | naming the right problem? Am | offering real help
before asking for anything? If the answer is yes to all three, you're on the right track.



You Already Know What Your
Clients Need — This Is About
Sharing It

Seasonal Marketing Works You Don't Need to "Sell"
Because it meets real people in real You need to connect. Share what you
moments with real solutions. It's not a know, name what they're feeling, and
trick — it's good timing backed by offer a path forward. Trust and leads
genuine expertise. follow naturally.

Start Small, Stay Consistent

One seasonal topic this month. Then another next month. Consistency builds
visibility, and visibility builds the business you deserve.

"Start with one season. One problem. One solution. That's all it takes to begin."
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Keep the Momentum Going

Suggested Follow-Up Webinars

o1

Turning Seasonal Content into Leads

Learn how to turn your helpful posts and checklists into a consistent stream of
qualified inquiries.

02

How to Write Posts That Build Trust (Without Selling)

Discover the words, structures, and formats that make your content feel credible
and approachable.

03

Simple Video Marketing for Aging in Place Professionals

You don't need a studio. You need a phone, a topic, and the confidence that your
expertise is worth sharing.

Your Immediate Next Step

Before you close this window, write down:

1. One upcoming season
2. One problem your clients face

3. One piece of content you could create

That's your entire marketing plan for the next 30 days. Simple.
Doable. Effective.




