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= Introduction
= Program Objectives
= Relationship Development Process

O Targetlng
ntial Sample Docu

= Developing the Relationship
= Follow Up

ment

© 2008 Center For Applied Sales Research



i Introduction of Material

= Target User
= Community DCR
= Supported by ADSM

= Purpose
confidantiarSampie:td acument

= Provides general direction and guidance on ‘How To’
elements of successful professional referral networking
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i Building A Relationship

= The PROD program is designed to build a
mutually beneficial relationship between the DCR
and Health Care Professional

CGQT%%W%@@MM@@OQCU ment

= roles growing beyond titles
» EX. DCR becoming an information resource to the HCP

= benefit delivery
= Appropriate...
= Referrals for the DCR
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iReIationship Development Approach

= Targeting

= Select those ...
o Planning

n Quallfy

41 Sample Document

Ideﬂws ip y evelopment

= Establish..
|| ’?

= Follow up
= ...7S
= Record and ....
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i PROD Objectives

= Provide DCR capability to generate significant
gualified target customers at a very effective cost per
move In

o Develop a scalable sustalnable Pj?j mﬁﬁf
ﬁd&ﬁﬁ% -
0

rtunity for quallfled resident move-

o Leverage the trust, timing, experience and efficacy of
the Professional Referral into a comprehensive,
Integrated overall local marketing approach
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i Targeting

s Professional Referral Sources With Immediate
Needs

= Health Care Professionals:

= H..
2

CQF!IK;! nfial s4dimple Document

. Competltlon

= Non HC Professionals
= Area...
- T....
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‘_L Targeting

s Professional referral sources with less immediate
needs
= Health Care Professionals

: t
ConfidentialSample Documen

?

= Employee...
L?

= L.
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iPrioritizing the Targets

= ldentify and select priority organizations from
lists of ....

= Priority Account List provided by HQ marketing

@HH&}E{% | Sample Document

= Account profile...

= Professional profile and planning tool or
Pivotal/REPs

= Weekly/Monthly...
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i Targeting-Hospitals

= Hospitals with most historic resident referrals

= Hospitals with:
= More...
= Close...

Configéntjal Sam

= Medical...

ple Document
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Targeting- Group Practices

= Prioritize based on size, age and type of practice
= Group practices...
= Large...
= Chronic...

& t
Corifidential Sample Documen

= Older, well established...
= By location

= Pick the Top 25 as a start, add the next 25 as you succeed
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i Targeting- /ndividual Physicians

Cgﬁﬁgé%ﬁﬁq@é’rﬁple Documen

D

D

D

nysicians with...
nysicians...

nysician contacts, visited community, attend

= Physicians...
= Physicians...
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Know Your Audience

= HCPs involved in identifying the need for assisted

living
= D...

= H..
= S...
= P...

ntial. Sample Document

= Understand their...
= Know their priorities in assisted living facilities

C...
R...
P...
S...
S...
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i Planning for-Hospitals

= Who to see In the hospital
- C...
- D...
.« S...

chf};id_ential Sample Document

etermine amount of time needed for each hospital
= Determine....
= Are there opportunities....?

= What...?
= What ... need to be reviewed?
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i Planning for- Group Practices

= Who to see In the office?

= Physicians, office managers, nurses
= Make appointment...

Confné%&%él Sample Document

= Setup...
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Plan for Success

= Planning
= Establish goals

= Prepare Discovery
= N...
.- K

Confiaéntial sample DoC

= Confirm...
= Schedule...

= [nitial meeting
= Build...

ument

= TIpS
= Be persistent, ...
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Key Meeting Materials

s XYZ Reference Guide

= acomplete, up to date reference ...

= Supports...

= updates driven by...

= Reference Guide /s not a leave behind for the HCP

m eterral 1acts, C C mtt
Corfiaentiahaatiipre DOSUS

= P...
= A
= C...
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Reference Guide Content

Review of XYZ offerings
= A..

= U...

= Services
« L...
= S..

. Nursmg coverage ument
Confidential Sample DoC

= Resident..
= D...
= A..

n Prlce/VaIue
= C...
= VS. ...
XYZ Benefits
- C...
- L...
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Information Beyond Referral Statistics

= HCPs such as Discharge Nurses are ...
= The DCR should ...

Confidential Sample Document

“Even if some facilities embody the key tenets of assisted living’s philosophical model,
that is, policies emphasizing autonomy, dignity, and service flexibility that facilitate
maximum independence and aging-in-place, the degree to which this model
predominates the industry is unknown.” National Study of Assisted Living for the Fraileieny, 12199
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i Time Management Guidelines

Meetings

Events

Non Health Care

Sarfiple Document

Profesgioaals l ‘I
I are

Customers)

Professionals X% X0/
Non Professional
(Residents & X% X%
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i Planning

Number| Priority | Gave Call
Referrals | Frequency
X-X A X days | Once/ X t
fidential Sample Desumer
COn | - B X days | Once/ X
High days
Potential
X-X C X days | Once/ X
days
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i Successful Relationship Development

= Have...
s Meet...

= Build...
ij‘iﬁdential Sample Document

= Keep...
= Meet...
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i Partnering Attitude

s Seek...
m Serve...
= Focus...

Cogifidential Sample DoC

velop...

ument
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i Meeting each others needs

= Physicians’ needs:

+ Growing. t
. espificertiat Sample RO men

= Meeting...



iFoundation of Trust

= Demonstrate your ...
= Base your...
= Know...

- esolve... t
(R)olnfidential Sample Documen
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‘_L Successful Partnering

= Goals for face to face meeting:

= Establish...
s Ask...

CE)E;;ITdential Sample Document

= Schedule...
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i Meeting With The Professional

= Build ...
= P.

= Identify...
« Establish...

C.oﬂff&héyﬁefial Sample Document

= Meeting...
= Gaining...



i Meeting With The Professional

= Be...
s Be. .
= Be..

dentl um
C:oﬁﬂggntlal sample Doc

m Bea..

ent



Discovery—
from Health Care Professionals

What are the major characteristics ...?
L?

What are they least....?
7

t
Cgthaﬁdéqe“?ﬁet%l sample Documer
ho

0 you consider ..

What are your criteria .
?

What IS your ...7?
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Discovery—

from Discharge Planners

= How many...?
R

= What were their ...?

Confidential

Sample Docume

s How did this ...? Your ...?

C Y

= If you could ...?
. ..7
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HCP Discovery—
from Adult Children

=  What are their ...?
72

= Do you see many ...?
s ..?

o W.hat Is their greatest...?
C@ﬁlfJ d@ﬂt'al

= What helpis ....?
?

= Should they ...?
L.?

Sample Document
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i HCP Discovery—/from Seniors

= What are some of the ...?

= .7

= What are the challenges they ...?

= .7 t

= When dealing withatly~Ay[@ Documen
Corffidential Samp

= How is dementia ....?

R

= What things do you hear that ...?

= .7

= Is that view ...?
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Discovery—
Care-giver at hospital discharge

= How many times have you ...?
f)

= Who will take ...?
L2

: What services would give ...? ent
Confidential Sample Doculm
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i Key Information Detalls

DCR/DMR Key Referral Source Profile Form

Instructions: To be completed by the DCR/DMR and used as a reference tool by the DOS/DMR to better serve external
customers. Complete (minimally) with all A accounts. DOS/DMRs are to place in a binder to reference during calls by
referral sources. Update on a routine basis (quarterly) together.

Date Completed Date of Team Review

Name of Account Address Phone #

)

Fax #

( )

E-mail

Beeper#
Best Way to contact them

What is their Specialty? How does this customer Best time of day to contact

like to be addressed? this referral source. C m e n t
eyt 1adi( I e D O u
1 T v —— M .

Current Situation — Desired Situation — What Relationship to Site
Summary of the account? do they want?
O Physician Advisor

O Consultant

O Community Service
Council Member (CSC)

O A Resident’s Physician
O A new A account to Site
O Specialty Support Group

O Other
Maintain — What level of Gain — What are their hot What service/issues are
communication do they want? | buttons? disturbing/frustrating to this
customer?
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iDeveIoping the Relationship

= Understand professional needs, bring information of
value

= Patient...
f?

Cér%?lsumgﬁff’maf“S’é‘mple Document
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iReIationships based on mutual needs

= What are their patients ....
s .7

= Cost of not .
'Cé’nfldentlal Sample Document

s Use resident...
s Ask: ?”
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i On each referral meeting

s Re-establish ...
. .7

= Communicate relevant ...
codfiiential Sample DO

cument

s Ask for ...
m ...7
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i Seek a commitment

m Ask for the referrals !!!

Confidential Sample Document



i Commitment Questions

s Based on our discussions, ...?
f?

= Based on our conversation, | hope that ....
L?

= Since we've agreed that there ...

Confidential Sample Document
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i Follow up

= Is this type of ...?

= How frequently ...?
. L7

nt
ngﬁgeeoﬁ ial Sample Documeé

= May | use .
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Resident/Medical Practice Follow-up
:L Appointment Strategy Steps

1. List of Resident, Dr. and Medical Practice
= Check with ...

3. Set the appointments using the fpllovu I I¢
0 nogﬁj | tﬁtr tiS v \Fﬁgﬁmml nt
éﬂ@i g!:é comfortably, where it sounds like you

are saying it for the first time. They will probably ask
you what the appointment is for - just ......

4.7,

5. Use this approach. Do not CHANGE it --
PRACTICE it. It WORKS!!
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Follow-up Visit - Appointment Setting

i The Medical Practice Patient/Resident

= Setting the Appointment either on the phone
or in person.*

= This is calling from the assistedt
living community on SycamQr @umen
Confidential Sanpié o
= Mrs. , IS a patient of Dr. 'S ...

* Determine the office appointment hours first before
beginning this approach
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Follow-up Visit - PPP

i The Medical Practice Patient/Resident

= Good afternoon Dr. , I'm the
Director of Community Relations from
the assisted living community on

Gonfidential Sample Document

= [example: Mrs Doe...

= Dr. can you tell me - (move to questions on
the next page)
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:L Discovery

= In what ways is Mrs.

m ?

= Dr. What

Eapfl dentlal Sampl

e Document

one last question - what do ..
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i Discovery Agreement & Next Steps

C... D...

] _ = We can best ...
= Let me j.USt briefly . What we
summarize what we

have discussed: Samp|e Docu ment

= Dr., based upon what ...
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i Follow up

= Am1| ..?
Y

. éonfidential Sample Document
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