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Strategy Recap

Who is our audience? 
• Primary:

• Senior Living current residents and families
• Senior Living Living future residents and families 
• Assisted Living current residents and families
• Assisted Living future residents and families

• Secondary:
• Policy influencers/regulators
• Congress leaders

What is the problem we’re trying to solve?
• Senior Living and Assisted Living Advocacy – we are keeping 

thousands safe; we are a positive entity to combating this virus
• We want to increase exposure to positive outcomes so the 

industry doesn’t get a bad reputation
• We need to focus on the long-term goal, which is to maintain 

loyalty to a service to families. 

How will this solve the problem?
Create a human-centric campaign to push out digitally:

• Clear, concise messaging
• Keep the messaging light yet powerful with a 

human element
• Thought leadership
• Know who we’re reaching
• Control the message

Call to Action
Visit whereyoulivematters.org, the trustworthy resource for facts 
about how the industry’s caring professionals protect and serve 
residents during times of crisis, as well as every day. 
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Senior Living Today & Every Day: Campaign Platform
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We already have a prominent call out on the homepage, 
with further enhancements slated to be made
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Paid media will be focused on digital channels that drive 
to the Senior Living Today & Every Day Video Page

• Pre- and mid-roll video on news outlet sites 
and news outlet YouTube channels

• :30 and :15 promoted videos

• Banner and native ads directing users to full 
video on website

Digital Video

Facebook (Paid & Owned)

Display (Targeted Websites)
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• AARP
• New York Times
• Wall Street Journal
• Washington Post
• LA Times
• Boston Globe
• Dallas Morning News
• Atlanta Journal Constitution 

Digital Video: News Outlet and YouTube Channel Strategy 
We’ll have :60, :30 and :15 pre- and mid-roll video on major news outlet sites and 
news outlet YouTube channels
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Paid Social –
Facebook

Owned Social –
Facebook

Owned Social –
Facebook

Owned Social –
Instagram

Social: Owned and Paid Channel Strategy
We have a Paid Facebook campaign that will reach our target audience, as well as owned 
social efforts with a Facebook and Instagram calendar to increase consumer engagement
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• Impressions: 45,000
• Reach: 39,460 unique users with a frequency of 1.14 meaning we are not “spamming” or reaching the 

same user constantly which is exactly what we want to reach as many users as possible
• Overall Click Through Rate (CTR): 18.5%
• Total Clicks (to video page on WYLM or to WYLM Facebook page that “posts” these ads): 8,296
• Landing Page Views: 2,827
• Engagements (reactions, clicks, shares, saves, likes): 12,403
• Shares: 45 people have shared the video already
• 3 second video views: 8,360
• 10 second video views: 4,638
• ThruPlays (15 seconds): 3,560

Paid Social is off to an extremely successful start
The campaign started on Monday, 5/11, and the first 24 hours have been impressive

Video Plays at 
25%

Video Plays at 
50%

Video Plays at 
75%

Video Plays at 
95%

Video Plays at 
100%

Video Plays

2,699 1,370 1,027 696 494 12,257



© Confidential GlynnDevins 2020

Display Prospecting Display Prospecting Display Retargeting Display Retargeting

Display: Prospecting and Retargeting Strategy
We’ll reach our target audience of seniors and their families, but also users who have 
visited WYLM without visiting the Senior Living Today & Every Day campaign page
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Summary

• All campaigns went live the week of 5/11
• Digital Video (YouTube pre- and mid-roll video on news outlets) including:

AARP, NYT, WSJ, Washington Post, LA Times, Boston Globe, Dallas Morning 
News, Atlanta Journal Constitution

• Display (banner and native)
• Facebook Paid Social

• Weekly campaign performance will be provided, with a breakdown by 
channel and publication

• We have allocated dollars to make website enhancements immediately that 
will support a more robust Campaign Page

• We have a Facebook and Instagram calendar in place to increase consumer 
engagement and supplement the content and stories we are receiving from 
ASHA members



Thank You!
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