The Psychology of Color & Design

How to Attract and Reassure Seniors and Their Families




What This Webinar Is About

Most aging-in-place professionals focus on what they offer, but not how it looks. And that may be costing you trust, referrals, and clients.

In this session, you will learn how color, layout, and simple design choices directly influence how seniors and their families feel about your business, often
within seconds. We will break down the psychology of colors like blue, green, and red, and explain how each choice impacts emotions such as safety,
urgency, and trust.

You will also learn how aging-related changes in vision affect how your website, brochures, and social media are perceived, and the practical adjustments
you can make right away. This is not about becoming a designer. It is about making small, strategic changes that help people feel comfortable, confident,
and ready to reach out.
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Welcome & Framing

"Most people decide how they feel about your business in seconds.’ Before a single word
is read, an impression has already formed. That impression is emotional, not logical—and

in the aging-in-place space, trust and safety are the two emotions that matter most.

[ Quick question to consider: Would you trust a home safety company with a
cluttered, hard-to-read website? Your clients are asking themselves the same
thing about you, often without realizing it. Simple changes create big impact.




Why Design Matters More Than You Think

The Reality Before & After

People don't read first, they feel first. Families exploring aging-in-place Before: Cluttered homepage, small font, bright red buttons, competing
options are often stressed, overwhelmed, and emotionally cautious. They messages

are scanning for signals of safety and competence before they ever ' _ o

) After: Calm colors, clear headings, simple layout — significantly more
engage with your content. o

inquiries

Poor design creates confusion. Confusion creates hesitation. And

e . . The service didn't change. The feeling did. And that made all the
hesitation means no action, and a lost client. -
ifference.




The Psychology of Color (Made Simple)

You are not choosing colors you like, you are choosing how you want people to feel. Every color sends a psychological signal. In aging-in-place marketing,
those signals can build confidence or quietly create doubt.

@ Blue @ Green

Trust, safety, reliability Calm, balance, well-being

Best for home safety, healthcare, and professional services Best for independence, wellness, and aging-in-place messaging
Soft Neutrals @ Red / Orange

Clean, simple, easy to process Urgency, alert, action

Beige, gray, and white reduce visual overwhelm Use sparingly, overuse creates anxiety in cautious audiences



Color & the Caregiver Mindset

"You are not choosing colors you like, you are choosing how you want people to feel."

Think about the mindset of the family member browsing your website at 10pm, worried
about a parent who just had a fall. They are scanning quickly, emotionally activated, and
looking for calm and competence. A palette of deep blues and soft greens says: "You are
in good hands." A jarring or cluttered design says something very different.

Tie every color decision back to this question: What emotion does this create for
someone who is worried and cautious? That is your filter.




Designing for Aging Eyes

As we age, our eyes change in ways that directly affect how we experience visual content. Understanding these changes is not optional for aging-in-place
marketers, it is essential to reaching your audience at all.

© s &

Reduced Contrast Sensitivity Difficulty with Small Text Color Confusion

The ability to distinguish between shades Font sizes that seem standard on modern design  Distinguishing between similar colors, especially
decreases significantly with age. Text that looks tools become a barrier for older readers. Small blue and green, or yellow and white, becomes
readable to a 35-year-old may be completely type means they move on, without reading a harder. Relying on color alone to convey meaning

invisible to a 75-year-old. word. creates accessibility gaps.



Practical Guidelines for Aging-Friendly Design

£ Do This

Use a minimum font size of 18-20px for web body text

Maintain high contrast: dark text on a light background is always
safest

Use simple, open layouts with generous white space between
sections

Label links and buttons with clear, descriptive text

Use consistent visual patterns so navigation feels predictable

Y Avoid This

e Light gray text on white backgrounds, nearly invisible to aging eyes
e Busy, textured, or patterned backgrounds behind text

e Decorative script fonts or ultra-thin font weights

» Color alone to indicate importance (always add a text cue too)

e Walls of text with no visual breathing room



‘If They Have to Work to Read |,
They Won't'

"If they have to work to read it, they won't. And you'll never know they were even there."

Every extra second a senior or family caregiver spends deciphering your content is a

second they spend doubting your professionalism. Clarity communicates competence.
When your materials are easy to read and visually clean, the message is: we make things
easier, not harder.

Accessibility is not a compliance checkbox, it is a direct expression of the care and
respect you bring to your clients. Design that works for aging eyes works better for
everyone.




What Good Design Feels Like

Before moving into layout strategy, take a moment to internalize what well-designed
aging-in-place marketing actually communicates. When done right, your visual presence

says:

We are organized and reliable

Clean layouts signal that your business runs with the same care and attention to

detail you bring to your clients.

\We understand your needs

Accessible fonts, calm colors, and clear language show that you have thought

about who you are serving.

We make things easier

Simple, guided design removes friction and signals that working with you will feel

the same way.



Layout That Builds Trust, Not Confusion

Color gets attention, but layout determines action. A well-structured page guides the eye, reduces cognitive load, and makes it easy for a stressed family
member to know exactly what to do next.

Simple = Trustworthy Visual Hierarchy

Every element on a page is a decision your visitor has to make. The Ask two questions about every page you design:
fewer decisions, the more confident they feel. Aim for:

1. What do they see first? — Make sure it's your most important
e One clear, reassuring headline message
e One obvious next step 2. What do they do next? — Make the path forward unmistakably clear

Eimilitse @neliees 112 Eom oveminslm If you can't answer both immediately, your layout needs simplifying.




Confusing vs. Clear: A Real-World Comparison

X The Confusing Page

What it has:

Five different buttons competing for attention

No clear headline, just a list of services

Multiple phone numbers, email forms, and pop-ups

Blocks of small text without headers or spacing

Result: Visitor feels overwhelmed, uncertain, and leaves without acting.

The Clear Page
What it has:

e One warm, reassuring headline above the fold
e Asingle, prominent call to action: Schedule a Free Consultation
e Brief supporting text that builds trust

e Areal photo of a smiling, relatable person

Result: Visitor feels safe, guided, and ready to reach out.
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The Transformation is Simpler
Than You Think

Many aging-in-place providers assume that improving their design means hiring an
expensive agency or rebuilding their entire website. In reality, the most impactful changes
are often the smallest ones.

3seC

First Impression
Window

757%

Credibility from
Design

2-3

Optimal Color Count

Colors used consistently

Visitors form their initial Of users judge a company's across your materials to

judgment about your trustworthiness based on build recognition and calm

credibility in under 3 its website design alone

seconds



Common Design Mistakes in This Industry

These mistakes are extremely common among aging-in-place providers — and none of them are your fault. Most people build their marketing based on
gut feel, not design strategy. Here is what to watch for:

— Choosing colors based on personal preference — Overloading pages with information
Your favorite color is irrelevant. What matters is the emotion it More content does not equal more trust. It creates overwhelm. Less,
creates in a worried family caregiver scanning your site at night. presented clearly, is always more powerful.
— Ignoring mobile design — Trying to "look fancy" instead of "feel clear"
A growing number of seniors and adult children browse on phones. Decorative fonts, complex animations, and trendy visuals may
If your site is hard to use on mobile, you are losing them before they impress designers, but they create friction for your actual audience.

start.



Use 2-3 Main
Colors Consistently

Pick a primary trust color
(blue or green), a neutral
background, and one
accent. Apply them
consistently across all
materials to build
recognition and calm.

Break Content Into
Short Sections

Use headlines to divide
content into digestible
chunks. No paragraph
should be longer than 2-3
sentences. White space
is your friend.

»ject Overview
tatus: nProgress

Simple Fixes You Can Apply This Week

Increase Spacing
and Font Size

Bump your body font to
at least 18-20px. Add line
spacing. Add padding
between sections.
Breathing room
communicates ease and
confidence.

Use Real Photos
When Possible

Stock photos of overly
cheerful seniors feel
generic. Authentic
images of real moments,
a caregiver listening, a
family at a table, build
immediate emotional
connection.



The CALM Design Framework

Use this four-part framework as your filter for every design decision, whether you're updating a webpage, redesigning a brochure, or posting on social
media.

C — Clear A — Accessible
Easy to read, easy to understand. No jargon, no clutter. Every element Designed for aging eyes and reduced cognitive load. Large fonts, high
earns its place. contrast, generous spacing.
o
L — Limited M — Meaningful
Fewer choices, focused message. One call to action. Guidance, not a Colors and images that match emotional goals, trust, safety, warmth.

menu of options. Design that reflects your values.



The CALM Framework in Action

C (CLEAR) A (ACCESSIBLE)

Plain . [ )
( Ianguage, Eé%lgrast A A@] i

no jargon, : ’

sne simple

L " )
message. layouts. -
L (LIMITED) M M (MEANINGFUL)
Rk One call Trust colors,
}7@ g <. toaction, real p.eople,
fewer emotional
choices. imagery.

Apply the CALM framework as a checklist every time you create or update a marketing asset, website, brochure, social post, or email. It takes less than
five minutes and will consistently improve how your materials are received by families and seniors.



Key Takeaways

People feel before they think

Your design makes an emotional impression in seconds, long before anyone
reads a word. Make sure that impression communicates trust, safety, and care.

Design either builds trust or creates doubt

There is no neutral. Every visual element is either working for you or against you.

Clarity and calm are your strongest marketing assets in this space.

Small changes can make a big difference

You do not need a full rebrand. A larger font, a calmer color palette, and a single

clear call to action can transform how families perceive and trust your business.




Your Work Deserves Design That Reflects It

"You already do meaningful, important work. Your design should reflect that, and make it easier for the people who need you to find you, trust you, and
reach out.

The families and seniors you serve are making some of the most vulnerable, emotionally charged decisions of their lives. When your marketing feels calm,
clear, and trustworthy, it signals that you are the kind of provider who will make the journey easier, not harder.

That is not just good marketing. It is an extension of the care you already bring to your work every single day. Start with one small change this week. Let it
be the beginning of a design that truly reflects your values.



