The Essential
Guide for Aging Care
Professionals

Introduction
Daily life in the aging care industry can be a highly personal experience for care managers. Care
managers, consultants and advisors all form strong, trusting bonds with their clients and their
families to help make life easier, more effective, and more comfortable. Unfortunately, many care
managers can neglect the needs of their own business while focusing on their clients, often falling
behind in terms of branding and marketing themselves.
Worthright believes that care managers deserve a straightforward solution that helps them
manage the crucial (yet often-neglected) need to showcase yourself online to attract new clients
and bring your care management practice to the next level. Navigating the complexities of digital
marketing, advertising, or even search visibility can be intimidating for many people who may not
have experience doing so.
We’ve spent months speaking with care managers, elder care consultants, aging life professionals,
and others in the industry about their own challenges with regard to marketing their services
and generating client leads online. We also heard from professionals like you about some of the
difficult conversations around money and affordability that are an inevitable part of the new client
onboarding experience.
Our guide is designed to help aging care professionals effectively promote themselves online,
build a “digital footprint” for their practice, build trust through online channels, develop and
understand their own personal brand, and to feel comfortable knowing what digital channels are
available to them for attracting new families.
The Essential Guide for Aging Care Professionals will continue to evolve as the challenges and
opportunities within the aging economy change. We are always interested in hearing your
feedback so we can improve or build upon what we provide in this guide. Please feel free to reach
out with questions, comments, and suggestions for how we can make this guide more beneficial for
you and your practice.

Aaron O’Hearn
CEO and Co-Founder
Worthright
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CHAPTER 1

Building Your Brand
Building trust with families and patients often comes easy for care managers. Care
managers have a reputation for handling their patients and their families with care,
compassion, and empathy. Many will even confess to putting in overtime for their clients
without a second thought about compensation or time. These instincts are what makes a
care manager so special—and yet, they’re not easily quantified or summed up in a business
slogan.
So how does a family that you’ve never met or talked to get to know you before your first
conversation?

What is Your Personal Brand?
Developing a brand means putting your best foot forward, be it through digital marketing,
advertising, or even by way of what you’d want a client to say about you when giving
someone a word-of-mouth referral.
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Businesses of every shape and size engage in brand-building, and so should you. Brandbuilding is another way of thinking about your reputation and how people experience
working with you. You can define your brand any way you like, but in the end, your brand is
a mix of what you say, and what others say, about your business.
Half of the brand-building equation is squarely within your control. You can control the
way in which other people perceive your services, professionalism, and approach to
care management. This concept, broadly speaking, is known as brand strategy. You don’t
need to be a marketing maven to build a great brand strategy: all you need is a bit of
forethought, a sense of where (and how) you can promote yourself, and the time required
to start and maintain your brand.

How to Think about Your Brand
If you’re having a hard time thinking about how you’d build a brand for yourself and your
services, you’re hardly alone. It’s difficult for many people to think about how they should
position themselves from the customer’s perspective—but that’s precisely what you need
to do in order to build your brand effectively. To market yourself, you need to think like a
marketer.
Thinking about your brand doesn’t have to be intimidating. In fact, the first step toward
building your brand means thinking from the perspective of your would-be clients. Put
yourself in the shoes of a family that knows little or nothing about elder care, and what
care managers provide. What kinds of questions do they tend to ask? Are you having
similar conversations with each family about the role you play in their loved ones’ care?
How often do you find yourself answering the same questions?
These experiences with families should help you develop the core of your branding efforts.
Once you understand the major concerns and mindset of your current and prospective
clients, you can begin building out a series of answers and information to help address
these questions. This, in short, is how you begin to build your brand.
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How to Build Your Brand
Once you can put yourself in your clients’ shoes, you can begin to think about your
services from their perspective. Your brand should use this information to help influence
how you portray your business to clients and prospects: think of the most important issues
for most families and how your services address them.
Your brand can start off simple: even a simple set of answers to common questions, and
a distilled explanation of how you provide care to families, is enough to get started. From
there, you can (and should!) revise your brand based on the feedback of others, as well as
your own intuition.
There are several tactics you can use to build your brand. These days, the biggest
opportunities are all online: a website, online reviews, and social media posts all play a
major role in how you present your brand to the world. We’ll cover each of these avenues
as well as some of the tried and true methods for building your clientele, such as word of
mouth referrals and more.

Conclusion
Your work should speak for itself—but in an era where competition among care managers
is high (and attention spans are short), developing a robust brand is vital for your business.
Your brand should be unique to you, easy to explain, and designed with a prospective
family’s needs in mind. Brand-building gives you an opportunity to see your work from an
outsider’s perspective. The better you can put yourself in the shoes of your prospective
clients, the better you’ll be able to craft a story about who you are and what you offer.
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CHAPTER 2

Why Websites are
Essential
The Value of a Website for Branding
A website is the cornerstone of your online brand presence. Building and maintaining your
site allows you to put your best foot forward toward existing and potential clients, as what
you publish and portray about your services is completely up to you. With your own site,
you have the keys to create the content, messages, and story that you want to tell about
yourself and your business.
Websites used to be a novelty for professionals looking to build business: a nice thing
to have, but not necessarily a crucial part of building clientele and marketing yourself.
Now, most prospective clients will look for care managers through the internet first and
foremost.
Many children of elderly parents are digitally savvy, and expect people they work with to
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operate with the same level of digital experience. Families usually conduct preliminary
research online, and will look for your website before reaching out to you personally.
Without a website, families won’t be able to find your services amongst other competitors;
nor will they have pivotal information about you that can help them make a decision about
who to call.
The COVID-19 pandemic has also made it harder for families to schedule introductions
with prospective care managers, as face-to-face meetings are not necessarily feasible or
safe. This has put a damper on most care managers’ ability to find new business through
one of their most popular methods. Now more than ever before, care managers need to
diversify the ways in which they find new business.
Having a website that reflects your brand is not only a smart way to present your business,
it is also a way to find new opportunities, protect against competition, and expand your
brand and networking reach. Preparing for a digital-first future also conveys a sense of
tech savviness that many prospective clients and families will appreciate.

The Essentials of a Good Website
We talked about brand-building as an exercise in better understanding your clients’ and
families’ perspectives. Creating a good website for your brand means once again putting
yourselves in their shoes, and thinking about what they would want to know about you
and your business right away.
Think of what most families ask you during your first meeting. Your website should
provide four specific bits of information:
•

What you do

•

The benefits of choosing you over a competitor

•

How to contact you

•

What others have to say about your services

Every good website includes:
•

A homepage: The main page offers a brief summary of who you are, what you
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do, how you do it, and how to contact you This is often the first page visitors see,
meaning it serves as your digital first impression.
•

An info page: Either as a section of your homepage, or its own web page entirely.
Information should include your background, certifications, methods, and
specializations why you might be a good fit for certain types of long-term care
situations.

•

A services page: This page provides specific information about what you do as a
care manager. Don’t be afraid to offer more than just a laundry list: families may
not be familiar with common terminology, so defining these terms and writing
about your approach can go a long way in building comfort and trust.

•

Testimonials: This is a bit more optional than the other must-haves, but is a great
inclusion to consider. Including testimonials and reviews from past and current
families helps show prospective families that others can vouch for your skills and
services.

If you’re inclined to build a website that includes more than these core sections and pages,
you’re absolutely free to do so. Just remember that many visitors may not look at every
page on your site as part of their research—less is more here.

Getting Your Website Started
There are three ways to build a website: you do it yourself, bring in professionals, or beg
your Gen Z niece to do it for you. Each has its benefits and setbacks. The DIY approach has
never been easier with the advent of new site-building tools and platforms, but doing so
can be time-consuming (and, depending on your comfort level, come with a steep learning
curve). Hiring professionals can get the job done easily, but at a price (which can be steep
sometimes). Getting your niece to use her tech skills can be another option, if she or
someone else in the family is handy with the basics of web design. But remember: calling
upon free labor sometimes means your project gets pushed to their back-burner, and that
your site may not look as professional as it could (depending on skills).
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Doing it Yourself
If the thought of building or maintaining a website seems daunting and out of your
comfort zone, new tools can make it easier than ever for care managers to build
their site. If you don’t want to build or pay someone to build an entire website, then
a single-page site will do fine, and these tools should be all you need. These options
include building it yourself, getting outside help, and using social network pages in
place of a website, or ideally in addition to one.
These days you don’t have to know how to code in order to build a website. There
are many website builder tools that allow you to drag and drop components visually
without needing to dabble in the underworkings of code. These tools also include
ready-made templates so you don’t need to create your own design. There are several
website builders to choose from:
•

Instapage

•

Squarespace

•

uKit

•

Unbounce

•

Weebly

•

Wordpress

•

Wix

All of these website creation tools have ready-made templates that make it easy to
replace text and photos to create a neat website.

Getting Professional Help
Hiring a specialist to build your website is a good option if you don’t want to go it
alone and can afford to spend some money on your digital presence. You can expect
to pay anywhere from hundreds of dollars to one thousand or more. The price will
vary depending on how complex you want your site to be: a simple landing page is
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cheaper than a fully-fledged website (that can, for example, accept payments, manage
your appointment schedule, and more).
If you do decide to hire professional help, be sure that the tools they use to build
the site are inexpensive. You’ll need to maintain your site with new information
and design changes (which can cost you hourly fees), renew your subscription to
the company that hosts the data associated with the website, and renew your web
address if you buy a custom domain name (and you should!).
Work with a developer that can build a site using one of the website building tools we
mentioned above, you may end up saving yourself a significant amount of money. For
starters, you won’t have to pay a developer to make updates for you. That alone can
save you a significant amount of cash. You may also avoid having to pay separately to
renew your web address registration, since these sites typically build in that charge
to their yearly fees. You may end up only paying for hosting costs (which are usually
$100-$200 per year).

Asking Friends or Family to Help
If you’re lucky enough to know someone who’s handy with the tools listed above,
and they’re willing to help you out, you can get the best of worlds: a professionallooking website that costs less than professional help without going it alone. Your
mileage may vary with this approach depending on the individual’s skill level and time
constraints. If you find that your site isn’t done by the time you had hoped it would go
live, you can always go with either of the two options above to get it over the finish
line.
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Conclusion
Every business needs a website—even if it’s little more than a digital business card with
your contact information. That said, a more robust website will help you take your brand
and broadcast it to a broader group of prospective clients and families. Every website
should have a few core elements, but you’re free to add more as you see fit. Just be sure
to keep your page succinct in terms of how many pages you publish, and how much you
write. Your website is your digital first impression, so treat it like you would a face-to-face
introduction.
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CHAPTER 3

Marketing and Promoting
Your Practice Online
Marketing and promoting your practice is a crucial next step once you’ve developed your
brand and the website to go with it. The advent of social media made it easier for people to
take marketing and promotion into their own hands, but also made it harder to stand out
among your competitors.
Digital marketing provides practitioners with the ability to get their message out directly
to potential clients. Even the simplest digital marketing tools can make a difference as far
as your visibility is concerned, and getting started doesn’t have to be an overwhelming
prospect.
Here are a few of the tools and platforms you’ll want to use as you market your practice
online. You don’t have to use all of them—nor do you have to use them all at once. Start at
your own pace with those that feel natural to you.
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Google and Search Engine Marketing
Google isn’t just a search engine: business owners can use several tools within the Google
ecosystem to help them promote themselves. Google My Business allows you to maintain
a free directory listing on Google that helps new families find you when they search for
terms related to care management. This service is designed to promote nearby businesses
for search users, which in turn gives you an opportunity to create a robust listing for your
operation.
Google My Business isn’t as customizable as a personal website might be, but it has its
own benefits. First, you’ll reach families where they already are. Most prospective clients
look for care managers through search engines like Google, which means you’ll have a
better chance of finding them if you set up a Google My Business page.
Reviews are another outstanding feature within Google My Business. We’ll cover the
benefits of online reviews later in this guide, but Google reviews are a tremendous asset
for generating new clients. With a Google My Business account, you can easily manage
and highlight reviews of your work.

Social Media Marketing
Social media platforms are some of the most dominant marketing and promotional tools
around. These platforms allow you to create a presence for your business that speaks
directly to prospective and current families within your portfolio. Better still, some
platforms can even make it easier for you to build a presence than through a website
(although having one is still crucial).
Social media business pages can be a quick way to begin to build your brand online. Later
when you create your website, they’ll work together to provide a more complete picture
of your business and reputation online. These pages can be a quick way to begin to build
your brand online.
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Facebook
Google isn’t the only tech giant that offers a free page for businesses listings.
Facebook also offers a tool for business owners to manage and promote themselves
on the platform, called Facebook for Business. By setting up a Facebook for Business
account, you can build out a robust profile for your practice that includes your
location, information about you, photos, family testimonials, and more. You can also
post photos and updates on your business page just like you would with a personal
Facebook account.
A Facebook business listing can be a great tool for communicating with present and
prospective families—particularly if you participate in Facebook groups. Answering
questions and participating in conversations within groups about elder care can avail
you to essentially free advertising, all while you help answer questions for families in
need. Like Google, Facebook also has a review feature for business pages. This gives
families another avenue to provide public testimonials about you.

LinkedIn
LinkedIn is a social networking site designed with professional and career services
in mind. The platform may be best known for its job postings, but it also functions
well as a portal for care managers to set up a page for their own practice. When you
set up a LinkedIn profile for yourself or your business, you can interact with other
care professionals at the click of a button. This includes doctors, elder law attorneys,
financial advisors, placement specialists, and others who serve as important partners
for you and your families.
There are two kinds of profiles available to you: a personal profile (focused on your
individual career history and interests) or a business profile (dedicated solely to
your current business practice). A personal profile can be great for networking and
showing off your own personal experience, and a business page can be a great tool to
highlight your current business more specifically.
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Yelp
If you’ve ever searched for a hot new restaurant, the nearest bike repair shop, or anything
in between, you’ve likely seen or used Yelp to help you narrow down your options.
Yelp provides reviews written by users themselves, creating a network of trustworthy
evaluations of businesses in locations across the country.
As with Google My Business, business owners are also able to create their own profile
on Yelp. Doing so allows you to enter more information about your business, reply to
reviewer comments, and put your best foot forward on the platform. Yelp business
accounts are free to open and manage, and can act as another great place for you to build
your exposure for new clientele.

Digital Advertising
Posting on social media, updating your site, and keeping your Google My Business page
current are all examples of what professionals call “organic marketing.” Organic marketing
has become increasingly hard for businesses and individuals to obtain, however. This
is particularly true for businesses that are new to the internet, or for those who have
not done much to maintain their existing web presence. Now, having at least a modest
advertising budget and strategy is a must for those who want to see quick results.
Google, Facebook, LinkedIn, and Yelp all offer advertising opportunities for your business
in addition to their free marketing tools. For some, these free pages are enough to get
started and attract new families. But for other practitioners, particularly those in more
competitive locations, spending a bit of money on digital advertising can help you stand
out among other providers.
Thankfully, you don’t need to be an advertising maven to get started with compelling ads.
Here’s what you need to know to get started.
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Google Advertising
Google offers several advertising options, which range from paid search result
listings to full-on video ads. If you’re just starting out, focus on paid search result
listings. Odds are you’ve noticed these while browsing before: they’re the results that
sometimes show up at the top of search with the word “Ad” affixed to the title in bold
letters.
Put simply, these ads appear when someone types in a search term that relates to the
product or service the advertiser offers. These can include generic terms relating to a
business, or it can even include the names of competitors. So when someone searches
for a term that relates to your business, you can pay to have your result show up at (or
near) the top of the search results.
Getting started with Google Ads is relatively easy. You can start small with only one
or two ads through the platform’s guided interface, or you can get deep into details of
how and when your ads appear. You can set your own budget, how long you want ads
to run, and where you want them to appear, among many other customizations.

Social Media Advertising
Social media offers another compelling opportunity to reach new families where they
already spend time online. Every major social media network offers advertising tools
for businesses that can help broaden their reach, show up in front of new audiences,
and more.
There are several common social media ad categories:

•

Awareness: tells viewers why your service is valuable and unique

•

Consideration: gets people to think about your business and find out more

•

Conversion: encourages people to use your services, visit your site, or provide
their contact information (among other things)
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Each of these ad categories has its own advantages and disadvantages. Awareness
can be great for getting exposure in front of an audience of prospective clients,
consideration can get them closer to you, and conversion can make it easier for them
to get in touch. Running campaigns that include some balance of these three kinds
of ads can help you find the right balance; ultimately, you’ll want people to convert
and reach out to you though. Be sure that your ads are creating leads, as that is the
imperative.

Conclusion
Digital marketing and advertising may feel like a completely foreign endeavor; and, for
most care managers, it is. A lack of familiarity with marketing online doesn’t have to be an
intimidating factor, however. It’s never been easier for small business owners to market
themselves through commonly used social media platforms and search engines. Each
offers guided tools to walk you through the process of building a digital home for your
business on their sites, and provides straightforward tools to help you dip your toes into
advertising as well.
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CHAPTER 4

Marketing and Promoting
Your Practice Offline
Digital marketing is a great way to show off your brand, but it’s far from the only option
out there. Much has been made about the role of digital marketing replacing some of
the tried-and-true methods of getting your name out there, but traditional marketing is
still very much alive. This is particularly true for care managers as well— word-of-mouth
marketing, networking, and even print advertising all play crucial roles in generating new
business.
Pairing digital marketing with a robust offline marketing strategy gives you the best of
both worlds. You’ll attract business online from tech-friendly families, while still getting
your name out there through conventional channels. As such, it’s crucial to develop the
right tactics and tools for both initiatives. Here’s what you need to know about offline
marketing in order to put your best foot forward and attract new business.
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Word-of-Mouth Marketing
Even the slickest digital or offline marketing plan pales in comparison to word-of-mouth
referrals. The good word of a trusted friend or acquaintance can leave an impact that
marketing efforts cannot: unparalleled trust.
We can all think of a time where we wanted to rely on our network of friends for a
referral—be it for a new dentist, contractor, or accountant. We’re intrinsically likelier to
take advice from someone who already has our best interest in mind. And, on the other
side of the equation, the person making the recommendation has their own reputation to
uphold—making personal recommendations worth their weight in gold for practitioners.
Fortunately there are ways in which you can help spur your happy families into providing
word-of-mouth recommendations. If you can impart just how important referrals are for
your business, many clients are more than happy to get out there and spread the word.
This is particularly true for people who express gratitude and ask how they can repay
your kindness. A direct, tangible request for referrals is the perfect way to give them an
actionable opportunity to thank you.
Word-of-mouth marketing doesn’t just have to happen in person, either: asking families to
leave you reviews online can have a similar effect as singing your praises to people in their
social circles. Having testimonials, as we mentioned in Chapter 2, can offer a similar level
of trusted information for prospective clients as a face-to-face recommendation does.

Networking and Professional Contacts
Word-of-mouth marketing goes a long way when you can have your families make
recommendations to friends and other family members. Equally important is the power of
professional networking.
Care managers connect with professionals of several stripes: this makes them uniquely
suited to build a robust, cross-industry network of professionals with overlapping
responsibilities in senior care. Impactful professional networks are usually far-reaching
and diverse: for example, if an elder care attorney has a client who needs additional help in
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other facet of a loved one’s life, having your number at the ready can be a fantastic way to
generate new clients.
Networking can be intimidating for some, particularly if you’re a bit on the shy side. Bear
in mind that most professionals want the same thing you do: a robust network of people
who are willing to keep them in mind when a business opportunity arises. Keeping in touch
is a two-way street that, at bare minimum, lets people pass around names to those in need.
Better yet, networking can also lead to long-lasting relationships and friendships—another
vital element for those who provide care for a living and can benefit from emotional
support of their own.
The easiest way to begin building a network is through attending conferences, seminars,
and lectures. That’s far from the only way, however. Active participation in Facebook and
LinkedIn groups can help you put your name out there and connect with other engaged
professionals. Even something as simple as inviting someone within the care community
for a cup of coffee is remarkably effective.

Print and Out-of-Home Marketing
Running advertisements in newspapers and magazines was once regarded as the best
way to get your name out there. This tended to be quite expensive (if not downright
unaffordable) for care managers, and offered little in the way of data about how many
people engaged with your ads. These are two of the many reasons why many people
gravitated towards digital marketing.
Similarly, advertisements on billboards, benches, or other locations not tied to print
magazines and newspapers (known as out-of-home marketing) have a track record of
being great for exposure. But as with print marketing, out-of-home advertising doesn’t
offer much in the way of quantitative information about their own effectiveness at
bringing new clients to your door.
That being said, print and out-of-home marketing can still be quite effective, especially
with certain audiences. There are still plenty of families that may not feel completely
comfortable using the internet to find a care manager. For these families, conventional
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advertising is one of the few ways you can reach them. You may not get the kind of
data-rich insights that digital marketing and advertising provides, but you can rest easy
knowing that you’re not leaving potential business on the table by excluding families that
don’t take to the web.

Conclusion
Online marketing and advertising gets the lion’s share of attention these days, but there’s
still much to be said about the importance—if not necessity—of offline marketing. Wordof-mouth advertising and referrals often convey more trust than even the best digital
marketing campaign. People tend to give significant weight to the recommendation of
a friend, which means you have a world to gain by making sure satisfied clients tell their
friends about your services.
Networking also remains as crucial as ever, even if some of it invariably moves online
instead of face-to-face. Be sure to establish and maintain a solid network of professionals
across various areas of geriatric care. You never know who might just need the name of a
capable referral for a client, and you’ll want to be at the top of the list.
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CHAPTER 5

Bringing in New Families
With a well-defined and authentic brand developed, a website up and running, and
marketing in place, the next piece of the puzzle is developing a process for assessing
families and getting them onboard within your practice. You’ll need to make sure your
prospective family leads are worth pursuing, that you understand their needs and
finances, and how to close the deal on bringing them into your practice as clients.
Odds are you already have a system in place for bringing new families into the fold, but it’s
also likely that there are opportunities to streamline how you do so.
We’ve polled hundreds of care managers to learn tips and tricks about how they assess
new families and developed a system that can help you determine their needs, means,
and next steps. With a procedure in place, you can focus on the big-picture of providing
customized care to your families without worrying about common administrative tasks.
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How to Qualify New Leads
Getting leads on new business opportunities is a fantastic feeling. This can validate all of
the hard work you’ve done to establish your brand, and makes it feel like your hard work
has paid off. Just because you have a lead doesn’t mean you have a new client, however. In
fact, you’re only at the beginning of the process of bringing in a new family.
Qualifying leads is a unique process for every care practitioner. The best way to do so
begins with getting as much information from prospective clients at the beginning.
If you’re using a contact form on your website, this can be as simple as including a
mandatory drop-down field that allows people to self-identify as families, other care
providers, and other important categorizations as you see fit. You might also want to
include other fields that ask for additional information, such as any existing conditions or
illnesses that a prospective client might have. Incorporating mandatory fields for contact
information (e.g. phone number and email address) is a must.
Qualifying leads isn’t a one-size-fits-all endeavor: feel free to tailor your qualification
process to your own needs. Once you feel comfortable pursuing a lead based on your
criteria, the next step is reaching out and getting a feel for the specific needs and situation
of your would-be client.

The Ideal Pre-Assessment
Every family’s situation is different—be it the kind of care their loved one needs, their
ability to meet with you to make care decisions, and the kind of care they can afford as
well. Knowing exactly what these (and other) specifics are right off the bat can help you
make a quick determination as to whether or not a new family might be a good fit for your
practice.
But what kind of questions do you need to ask? And, how early do you need to take them?
Consider creating a pre-assessment checklist that gives you preliminary information
up front during a consultation, leaving the fine details of a care plan for a follow-up
assessment. Developing a robust pre-assessment checklist can help you determine what
you need to know up-front, before you even begin to consider approaches to care and
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other specifics.
What Every Pre-Assessment Should Include
Here are a few of the questions you’ll want to include in your pre-assessment in order
to cover the basics of a family’s needs and means. This is by no means an exhaustive
list; you can (and should!) consider adding questions if they help you get any
additional information you need for your own practice.
•

Family Questionnaire:
A brief list of questions relating to a family’s needs and care history

•

Family Match Rubric:
Criteria that helps you assess if a family’s needs match your skill set

•

Financial Affordability:
A rundown of family finances and what kind of care they can afford

•

Communication Channels:
Are family members close enough to meet with you regularly? Are they able to do
so safely during the COVID-19 era? If not, determine how best to reach them (e.g.
phone, video chat, or email)

•

Involvement Level:
Not every family is willing or able to take an active role in elder care. Determine
how much involvement a family can (or is willing to) provide at the onset

Why Financial Conversations are Essential
Determining what families can afford, as well as what their finances are as they
relate to care, is an essential first step toward assessing their fit within your
practice. As a care provider, it’s all too common to de-emphasize the importance
of finances with regard to your clients. Plus, the inherent sensitivity that financial
conversations come with can make these conversations somewhat hard to bring
up.
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Using a cost of care tool can take the edge off of some of these conversations,
making them more about finding the right path forward than sussing out what
you can charge a family. Worthright offers the first of its kind tool to help care
managers assess what their current and prospective clients can afford. This
straightforward tool takes the guesswork out of getting a family’s full financial
picture. Plus, the tool can also help families discover financial resources—such as
life insurance plans—that can provide vital funds to cover care.

The Basics of Creating Your Assessment
Care assessments are often unique between each care manager, but share several
commonalities nonetheless. Making sure that these core considerations are in your own
assessment can help you make sure you’re asking the right questions, and that you’re
getting all the information necessary to draft a plan for care.
Each of our respondents included the following as core components of their assessment
processes:

•

Personal Information: Typically includes name, address, birth date, marital status,
and other fields as necessary

•

Health Insurance Information: Details about the care recipient’s insurance,
including provider, policy number, and whether he or she has a long-term care
insurance plan

•

Financial and Legal Obligations: A family or individual’s ability to afford care
options, including your fees as a care manager. This also includes any existing legal
documents (wills, trusts, etc.)

•

Health Status: The overall health of your prospective client, including any
illnesses that could impact care needs

•

Functional Abilities: Whether or not the person receiving care drives, uses other
transportation, shops for groceries, cooks, or carries out other typical household
duties
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•

Psychological Status: The overall mental and emotional condition of the person in
care (including mental illness and cognitive impairment)

•

Social Life: The current state of the care recipient’s socialization and social
network. Used to determine if he or she has an active social life and support
network

•

Environmental and Safety Concerns: Whether or not the care recipient can live
in his or her home, or if is there a safety concern that may require rehoming or
additional daily care

•

Home Management Needs: Any additional or supplemental care required for a
care recipient who is otherwise able to stay within his or her home

There are other components to undertaking a comprehensive assessment, such as home
visits and thorough conversations with families. Every care manager has a different
approach to this element of their evaluation process, which means that the right mix of
visits and discussions will vary from another care manager’s methods.

Onboarding New Families
Once you’ve completed your pre-assessment and assessment, and a family is ready to
proceed, you can begin the final steps toward onboarding them as a new client. There are
several steps you’ll want to take in order to ensure you have all the information you need,
and that they have all of their questions answered.

Closing the Agreement
As we’ve all heard countless times before, it’s crucial to get everything in writing.
You’ll want to make sure you have a robust contract ready to send to families before
providing care. You can always download a general service agreement that you can
then tailor to your specific needs. Although this option is less expensive than seeking
legal services to draft one for you, it also comes with a greater risk that your contract
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might not be iron-clad.
As your role pertains to the health and well-being of your care recipient, it’s smart
to enlist the help of a legal professional. This can help safeguard you against legal
liability stemming from unforeseen circumstances with a family: be it legal or medical.
It is common for families to want to incorporate changes into a contract. For the most
part, these changes are often slight. You should, however, remain firm on what parts
of your contract you’re not willing to alter. Don’t be afraid to explain why certain parts
of the agreement need to remain in place, or why language has to remain the way that
it is within the document.
If there are any changes to the contract that you both agree upon, be sure to either
revise your contract to include this information. At the very least, you’ll want to make
sure these changes are clear if they’re written onto a physical version of the contract,
and that both parties initial the changes to reflect their agreement with the new
terms.

Obtaining Necessary Documents
Every family should have a number of documents in place for their loved one in care.
You don’t need to be a lawyer in order to help guide families through the creation or
updating of these materials, either. Simply knowing what to ask for can be enough
to help guide families toward a portfolio of essential forms for their loved one. From
there, they can solicit legal assistance (or you can refer them to a lawyer) for more
guided help.
Here are some of the common documents you’ll want to obtain from each family at
the onset of your relationship:

•

Advanced directives: One or several legal documents that detail an individual’s
end-of-life care decisions

•

Trusts: A financial instrument designed to safeguard assets and dispense funds
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as directed by one or more trustees
•

Wills: A legal document that spells out how a person wants his or her
belongings to be disbursed upon death

•

Other legal documents: These documents may include financial statements,
stock certificates, or other materials relating to a person’s existing legal
obligations or financial holdings

Laying Out Your Processes
Odds are that you’ve already run your new family through your process and approach
to care management, but it can’t hurt to do so again. Many families are new to the
entire notion of care management for their elderly family member, which means that
you will likely be in a position to hold their hand and explain every step of the process.
Don’t be afraid to walk them through your plan from start to finish in detail: families
may not be able to absorb everything you tell them at once, but they’ll comfort in
knowing that they have a document they can refer to later on.
Laying out your process isn’t just helpful for families, either. You can also save yourself
time and energy by way of a document that spells out exactly how you provide
services. This can reduce the amount of back-and-forth communication you might
otherwise have to set up with new families, and reduces the likelihood of having to
create custom documents or emails for every client.

Setting Up Lines of Communication
As important as it is to make yourself available to your families, it’s also important
to set boundaries for how and when they can communicate with you. You may have
already asked the family for their preferred method of communication, or how they
would like to meet with you when the need arises. It’s equally important, however,
that you spell out exactly how and when you would prefer them to reach out to you as
well.
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Without boundaries, you may find yourself handling more phone calls, emails, and
texts than you bargained for. This can lead to burnout or soured relationships quickly,
which can damage your reputation as well as your bandwidth. Feel confident in
establishing boundaries for when families can reach out, particularly during offhours, weekends, and holidays. Don’t be afraid to tell families that they may not get a
response right away, either.
COVID-19 health precautions have made it harder for care managers to
communicate with families through familiar means. In-person meetings aren’t
advisable throughout large swathes of the country, meaning that care managers have
to be flexible with how they reach out to families. Consider alternative options, such
as video conferencing or phone calls, to take the place of in-person meetings until it’s
safe to meet in person again.
Getting families together via phone or video conferencing can be a significant
challenge for care managers, especially if there are several family members involved
in care decisions. Arranging calls means finding time in every participants’ schedule,
matching up the few (if any) overlapping free periods each party has, and then
coordinating a conference call between them all. There are several tools out there
that might make this process easier, however. Hubspot Meetings is a free tool that
helps people coordinate a time to connect without the back-and-forth of manual
scheduling. Doodle is another popular tool that serves the same purpose with similar
features, and costs $4.08 per month for a single subscriber.

Managing Family Dynamics
As Tolstoy wrote to begin Anna Karenina, “happy families are all alike; every unhappy
family is unhappy in its own way.” Family dynamics are rarely ever predictable, and conflict
may take many unique forms. This can pose a challenge for care managers who need
family members to be on the same page, even when family members may be at odds with
one another.
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Thinking Like a Family Member
In order to better understand the potential challenges you’ll face when working with
difficult family dynamics, it’s helpful to look at things from their perspective. Taking
care of a loved one before recruiting professional help is often a thankless, draining,
and downright exhausting effort. Many families may have spent years trying to
manage it on their own before finally enlisting your help, and this may very well have
taken its toll by the time you meet your clients’ inner circle.
Even “happy families” might have reservations about bringing in outside help, or could
be downright fearful about potential outcomes. Few know much about geriatric care,
and others may be under the misconception that the only option is to send their loved
one to a nursing home. Knowing what the potential anxieties are for a family can help
forestall misunderstandings, and make it easier for you to address fears even before
they’re spoken about.

Communication is Key
Part of thinking like a family member is communicating with them as frequently
as they want (or need). Some families may be completely open to following your
guidance with little need for communicating about your plans. Others might be
skeptical and want more frequent updates. Asking families up-front about how they
prefer to talk about care can yield some insight into what you might expect your
conversations to be like. Trusting your guy may also play a role in figuring out the best
way to discuss your plans and any care updates.
Flexibility goes a long way in terms of communication as well. Younger family
members may be more inclined to communicate with you via text or email, rather
than through phone calls or face-to-face meetings. Older family members may
be most comfortable with phone calls, rather than texting or through digital
communication.
In the COVID-19 era, you might also be limited in terms of how you can talk about
care with families as well. Take time to explore popular video conferencing software
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so that you can see what works best for you, and so that you can familiarize yourself
with other tools that families might prefer to use.

When Problems Arise
It would be great if every family member and client were easygoing. Hitting a bump
in the road with a client or family is a question of when, rather than if. As unfortunate
as these challenges are, they are both inevitable and potentially avoidable—at least in
some cases.
Challenging clients can make your day-to-day work difficult (if not downright
impossible). Getting seniors to adjust their lifestyle, even if it’s ultimately for the
better, is often a difficult thing to do without some kind of struggle. It’s likely that
you’ve come across similar challenges in your career, whether that took the form of
other challenging clients in your care or thorny situations in a past role.
Diplomacy goes a long way, of course, but so too does enlisting the help of a client’s
family. If you are able to build a trusting relationship with families (or even individual
family members), you might be able to enlist their help to defuse tensions. Sometimes
hearing difficult news, or implementing a difficult plan, can sound more palatable if it
comes from a loved one.
Challenging families pose another set of obstacles entirely. It can be exceedingly
difficult to make progress with a client’s care plan if family members aren’t on board,
or aren’t engaged to the extent that you need them to be.
There are several ways to tackle these situations: the first is to direct all
communication through one family member who has expressed an interest in being
an active participant in your care efforts. Working with one person can help reduce
the risk of miscommunication, and can make it easier for you to avoid difficult or
unproductive conversations with others. In other cases (for example, when an entire
family is unhelpful), it can help to have a frank but productive conversation about
your needs. Reminding families that you’re here to make their lives easier, but that
doing so requires some work on their part, can help reframe many challenges.
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Conclusion
Once you’ve nailed down your brand, set up a professional-looking website, and put
down roots across the web, you’re finally reaping the rewards by way of new clients. Now
the real work begins. You’ll want to qualify the leads you get online (and offline!) before
getting invested in a prospective family that may not be a good fit. As challenging as it
can be to bring up financial conversations, understanding a family’s budget and finances
are crucial. Thankfully there are tools to make these conversations less tense and more
effective.
When everything looks good to go, and you’re able to onboard a new family, be sure
to collect all the legal and medical information you need in order to come up with your
care plan. The more you know, the better you can plan. Speak with families about their
communication preferences, level of involvement, and other unique needs in order to
better understand how they want to be a part of a care plan. Don’t be afraid to reach out
to other professionals for help here as well, particularly with regard to legal and financial
information.
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06
CHAPTER 6

Understanding Families’
Financial Options
Care managers are uniquely positioned to help families better understand their financial
options and how they influence the kind of care they can afford for their loved one. You
don’t need to be a financial expert to assist, either: merely knowing the kinds of financial
holdings that can be used to pay for care is enough of a starting point to be of significant
value to families as they approach one of the most challenging and anxiety-inducing
components of understanding care options.
Conversations about money and finances are rarely something a care manager looks
forward to. The cost of care can pose a financial challenge for many families, making
conversations about affordability and payment even more difficult. At the end of the day,
however, you need to be compensated fairly for the services you’re providing and part of
that service is helping your clients access a broader range of options and a higher quality
of care. Any care manager will tell you that there are often more hours spent on their
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clients than a bill reflects. Making sure you’re taking care of your own personal finances
and being paid for what you provide is paramount.
Financial concerns are at the core of how families approach care for their loved one. Many
families are concerned about being able to afford the level of care they want, and are
unsure of what financial resources might be available. As a matter of fact, only 13 percent
of families can afford in-home senior care, let alone assisted living or nursing home
facilities.

Selling a Life Insurance Policy
Many families may not realize that the best tool for affording senior care may already be
in their loved one’s financial portfolio. Life insurance policies can provide a substantial
amount of money that can go toward making care more affordable. Many seniors,
however, end up surrendering their policies if their financial circumstances change (and
they can’t afford premiums), or they determine they no longer need their insurance policy
for other reasons and return it back to the insurance company.
Every year, more than $100 billion worth of life insurance plan value ends up being
surrendered to insurance companies by those 65 or older. This is a significant amount of
money that could go toward their care. Worst yet, surrendering a plan means giving up
years of equity for no financial gain.
Any senior with a life insurance plan should consider selling or refinancing their plan in
order to access their money when they need it the most. Many plans (not just those with
an accumulated cash value) can actually be refinanced or sold to an investor that then pays
out the policyholder.

Selling vs. Cashing In a Life Insurance Policy
There are three ways to use a life insurance policy to help pay for care. When a

38

person sells their plan, they receive a lump-sum payment from the buyer. This amount
is typically five times more than what they would receive when cashing in their policy,
but is less than what the policy would pay out after death. This option would likely
provide significantly more money than cashing in. When someone elects to sell a
policy, it gets transferred to a buyer (usually an institutional investor). The buyer
assumes responsibility for premium payments for the remainder of the policyholder’s
life, meaning that the policyholder no longer makes payments on their plan. This also
means that the buyer becomes the primary beneficiary of the policy and receives its
payout when the seller passes away.
A similar opportunity exists for seniors who want to refinance their policy. An
institutional investor provides the policyholder with a lump sum of cash in exchange
for a portion of the policy’s ultimate benefit. The policyholder retains a portion of
the overall benefit, and is no longer responsible for any of the ongoing premium
payments.
Cashing in a life insurance policy may sound similar, but is an entirely different
endeavor. Instead of paying out the policy’s beneficiaries, the insurance company
instead provides the policyholder with the cash value in the policy. This also means
that the insurance company does not have to pay out the benefit of the policy when
the holder dies—and the holder only gets what they’ve accumulated as savings (if any)
in the policy, less closing or transaction fees.

Why Selling a Plan Can Make More Financial Sense
In many cases, families benefit more from having access to cash by selling or
refinancing a life insurance policy than receiving the policy payout later on. Obtaining
money up-front from a policy can mean the difference between racking up debt
to pay for care and easily affording a better quality of life for everyone concerned.
Families can ease the burden of taking care of their loved one themselves, seniors
can enjoy more dedicated attention than many families can provide on their own, and
care managers can help give their clients a broader array of options to pay for care.
Selling a life insurance policy used to be an arduous (and sometimes predatory!)
process. Buyers did not provide transparency with how they came to their valuations,
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and families rarely had an advocate to make sure they got the biggest payout possible.
Today, the Department of Insurance and multiple financial regulatory committees
have helped create more oversight of the industry, which is good for families.

Sellable Life Insurance Policy Types
In most cases, one should be able to sell any life insurance policy. However,
families might not be clear on what type of policy they have and if there are other
considerations. There are a mix of other types of policies that are variations of the
above. Most importantly, all of them can be sold. A buyer will make an offer to a
policyholder based on how much the premium is, how long they’ll have to pay those
premiums (in other words, the amount of time the seller is expected to live), and how
much they’ll receive at the time of the seller’s death.

•

Term life insurance: This is a life insurance policy for a specific amount of time;
for example, a policyholder may have a 20-year term policy. In order to sell a term
policy, it will need to be converted to a permanent policy, which covers one’s life
until death.

•

Whole life insurance: Unlike a term policy, the owner pays premiums on a whole
life insurance policy until they pass away, or until one surrenders it or it lapses
after a grace period.

•

Universal life insurance: This type of insurance is a types of whole life insurance
where the cash value savings one puts into the policy can be used to offset
premiums (though when interest rates are low, premium payments may rise
because the cash value of the policy is reduced).

•

Variable life insurance: Another type of whole life insurance policy, but instead
of the cash value accumulated into a savings vehicle, it is invested in the stock
market. If the market performs well, the cash value goes up, but the plan loses
value in a down market.

The good news is that you can sell most kinds of life insurance policies. Families may
not know that this resource is available, meaning it’s crucial for care managers to
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understand just how flexible it is to sell a plan.

The Best (and Worst) Ways to Sell an Insurance Plan
There are several strategies for selling a life insurance plan. Not all of them are
created equal in terms of offering the best bang for one’s buck. Getting help from
the policy provider, a financial advisor, or a broker all offer different advantages
and disadvantages. Going it alone can maximize value, but may also leave families
vulnerable to a less favorable deal overall.

THE BEST OPTIONS

Work with a Referral Agent
Referral agents provide sellers with a robust set of tools, resources, and help
for families looking to sell a life insurance policy. These companies work with
prospective sellers to understand why they want to sell the policy, appraise the
policy’s value before sale, offer referrals to brokers or providers that they have
already vetted, and ensure that the seller’s best interests are always represented.
Better yet, referral agents get paid by brokers or the policy buyer—meaning that
one can work with them with zero cost whatsoever.
Worthright is the preeminent referral agency for life insurance plans. Our
mission is to make it easier for families to get the best possible deal for their
life insurance plans—but that’s not all we do. We are also advocates for families
during periods of intense stress. Caring for elderly loved ones is a challenge: these
responsibilities often sit alongside raising a family, managing a full-time job, and
trying to live a life of one’s own.
Our estimate wizard makes it easy to find out how much a policy is worth.
With just a few financial questions, we are able to provide a comprehensive
affordability overview and data that makes it easier to find out how to pay for
elder care. We also offer a tool for care managers to use with their families (more
on that in the next chapter).
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Our approach goes beyond looking at the financial figures of a policy’s worth,
including a broader assessment of a family’s financial resources and how they
pertain to care. We help our clients throughout the process of getting the care
their loved ones need, understanding just how multifaceted and complex the
process might be.

Talking to a Financial Advisor
A financial advisor may be a good place to start if a family has one (and if they
don’t, it’s worth it for them to pay for an independent financial advisor. We
can help families find an independent financial advisor that focuses on postretirement in their area). If a family has a relationship with a bank, they might
want to reach out to their banker or investment advisor to see if they know where
to sell a life insurance policy.
But even if a family does have a financial advisor, there is a good chance that they
may not be familiar with how to sell a life insurance policy in the first place. Even
if they are, they won’t likely handle the transaction themselves. This means that
an advisor can only provide so much help and information about the process,
reducing the amount of help—and protection of their clients’ best interests—
significantly.

THE WORST OPTIONS

Selling with Your Insurance Provider
Insurance providers can help work out alternative options to selling a plan, if that
is ultimately in the policyholder’s best interest. Insurance providers won’t buy
the policy, but they can offer alternatives to selling a policy, such as surrendering
the policy, taking the cash value out of the policy, or using the cash value to pay
premiums if that’s an option.
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Insurance providers aren’t a great place to go to get information about selling
a policy, however. They would prefer people surrender their policy rather than
selling it, as this means the insurance company gets to keep the premiums that
have been paid for years. This also means that they don’t have to pay out the
policy’s benefit upon death of the policyholder.

Find a Life Settlement Broker
As with most brokers, a life settlement broker doesn’t buy a life insurance policy.
They do, however, have access to a network of potential buyer representatives
(called “providers”). A broker might be able to get multiple offers or find offers
that a prospective seller wouldn’t be able to find on their own.
Brokers also charge a commission—and they should. They are (in most states)
legally required to represent their clients’ best interests and they put a lot of
work into getting the best offer. But the commissions can be high—up to 30% of
the sale price of a life insurance policy. And even though (in most states) they are
required to disclose the commission, they often make it hard for people to find or
understand.
Sellers should read reviews for any brokers they’re considering using. This will
help them determine how reputable they are and whether they have connections
that can help provide a better deal.

Working Directly with a Life Settlement Provider
Selling directly to a provider is like selling a house directly to a buyer. This allows
a prospective seller to “cut out the middle-man” and save on broker commission
costs. The difference here is that understanding the value of an insurance policy is
much more complex than knowing the value of one’s own home or other sellable
holdings. Providers represent buyers, who are obligated to try to get the best
price for the life insurance policies they buy.
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The advantage of going to a provider is that a seller may be able to get a faster
payout (often to the tune of a matter of days rather than weeks), and there’s no
commission fee. But some of the bigger or more disreputable providers will offer a
fraction of what the policy is actually worth.
As with brokers, read reviews before interacting with a life settlement provider.
Sellers are likely going to take a big hit on their death benefit payout, so it’s
essential to work with the best providers possible. Alternatively, sellers should
consider working with a company like Worthright as we can help find the right
options without charging a commission.

Long-Term Care Insurance
There are a few other insurance plans that can help pay for long-term care, but they
are somewhat uncommon. Long-term care insurance is perhaps the best known of
this category, as it is designed specifically to help make elder care more affordable.
According to the AARP, around 7.2 million Americans have a long-term care insurance
policy, making it considerably less common than life insurance policies.
These policies cover many costs associated with nursing homes, assisted living, and
in-home care. This can make them an interesting option for families looking for ways
to pay for care, especially as medicare does not cover these kinds of expenses. Plus,
by shopping around and purchasing a plan in one’s late 50s or early 60s, one can take
advantage of lower premiums than they’d likely get later in life.
There are plenty of drawbacks to long-term care insurance, however. The first is the
premium price tag. Premiums tend to cost $2,700 on average, making them quite
expensive for many families. Plus, the unpopularity of these plans means that there
are fewer participants, making them prohibitively expensive for providers to offer—
and to pay out to policyholders.
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VA Benefits
The Veterans Administration (VA) operates the Aid and Attendance program as
part of its pension benefits. Aid and Attendance offers money for veterans and
their surviving spouses with money to help pay for assistance, which can help make
care more affordable. Veterans who exceed the legal limit for their VA pension may
still qualify for the program, so long as they don’t receive reimbursement for these
expenses from other sources.
Aid and Attendance is available for veterans who have served for at least 90 days,
and with at least one of those days being during wartime. The program is not limited
to veterans with disabilities due to their service, and spouses can qualify so long as
they require aid from another person. Types of aid include dressing, feeding, using the
bathroom, or bathing. This benefits program also includes those who are bedridden,
blind, or reside in a nursing home facility.
The Aid and Attendance program can be a great option to help manage the costs
of care for veterans and their spouses. This is one of many benefits that veterans
may qualify for, even if few know it is available to them. The only drawbacks to this
program occur if one is ineligible or, of course, did not serve in the military.

Real Estate Sale
Many seniors opt to sell their home for a variety of reasons, be it to downsize on what
they need to maintain, to put away money for retirement, or to pay for long-term care
when it becomes necessary. Most people’s homes are their main source of equity,
meaning that selling a house or property can provide a sizable payout (especially if
the mortgage is paid off).
Selling one’s home can be the most surefire way to find money necessary for care,
particularly if the home is in an area where real estate is in demand and a seller’s
market is in full swing. Sellers are more likely to command a higher price for their
home, which can be parlayed into more comfortable accommodations or more money
for an extended period of care.
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Reverse Mortgage
Selling one’s home only works if the senior has a new place to go, be it a family
members’ home or some type of assisted living or nursing facility. Because the vast
majority of adults want to age in place, their home becomes their sanctuary. Although
this may make selling real estate a non-starter, it doesn’t mean that one can’t use their
home to help make long-term care more affordable.
This is where reverse mortgages come in handy. With a reverse mortgage, seniors
who are 62 or older can access monthly payments from lenders. Unlike with a
traditional mortgage, the lender pays the homeowner based on the perceived value
of their real estate. Unlike a second mortgage or home equity loan, reverse mortgages
do not need to be repaid so long as one still lives in the home, or until one fails to keep
up with their original mortgage. In most cases, reverse mortgages are a better option
for seniors who have already paid off their mortgage, as they can use these funds to
withdraw equity on the home they own in full.
Rushing to sell a property often means agreeing to a price that might fall below one’s
hopes. When one is not in a position to wait for more competitive offers, there’s a
chance that they won’t get the home’s full asking price. This means leaving money on
the table due almost exclusively to the speed with which their sale has to go through.
If this is the case for a family, a reverse mortgage may be a more appealing option.

Bridge Loan
Transitioning from family care to professional assistance can be an expensive
process, particularly if a loved one is moving into an assisted living facility or nursing
home. Costs can add up quickly, and the money needed to pay up-front costs can be
prohibitively expensive on their own. That’s where bridge loans can help.
Bridge loans can offer anywhere from $5,000 to $500,000 depending on the
borrower’s credit score, credit history, and annual income. These loans can be helpful
when the sale of a home is pending, a family members needs to move into assisted
living quickly, when rental and care payments are due before benefits kick in, or when
assisted living and nursing home facilities require steep move-in fees.
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There are several drawbacks to bridge loans, however. The terms of these loans can
be steep—often with double-digit interest rates. Plus, loans in general may not make
the most financial sense if a family can source money from other places, like the sale
of a life insurance policy. Opting for a loan as a line of first resort may end up costing
more in the long-run than other options.
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07
CHAPTER 7

Money Talks: Approaching
Family Finances and
Affordability
Talking Money, Affordability, and Billing
Many families understand that caring for a loved one can be expensive, particularly
depending on the level of care they need or the lifestyle they want to maintain as they
age. Some families might be able to afford care out-of-pocket, or by withdrawing a client’s
retirement savings to go toward these efforts.
More often than not, however, families often find themselves struggling to find the money
needed to provide the level of care they want for their aging loved one. Care managers can
help guide families through the process of finding funding through a number of ways.
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Start during your intake
Your pre-assessment process should include a robust financial component that gives
you a sense of what families are working with in terms of a budget. Having as much
financial information up front can make later conversations about payment and,
sometimes more importantly, overall care affordability much easier and productive.
Be sure to frame this part of your assessment questionnaire as a positive and
important part of your overall care plan. If you can demonstrate to families that
you’re working alongside them to determine what they can afford, and where the
money can come from, you will be able to make these conversations feel less thorny.

Charge on a Sliding Scale
Charging fees on a sliding scale is a common practice for care managers, and can help
you retain families that might not be able to afford cost at a higher price. Families
with more money to put toward their loved one’s care can shoulder a higher fee, while
families with less money for care can pay a more affordable rate. This is a diplomatic
approach to providing your services, and can also help you retain a solid client base—
especially if you’re just starting your practice.

Use a Cost of Care Pricing Tool
Offering your services at a right-sized price is one common strategy for approaching
the financials of providing care. This may not be the best approach to begin with,
however, as it’s likely that families have more financial resources at their disposal
than they might even realize.
Worthright’s cost of care pricing tool helps care managers and families by tallying
their current sources of financing that can go toward care, as well as potentially
untapped resources that might otherwise go without being noticed. For example,
families can often sell a loved one’s life insurance plan for a lump-sum payment. This
provides additional financial resources that can go to care when it’s needed, rather
than disbursing funds upon the policyholder’s passing.
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Set up a Billing Plan
Making sure invoices go out and, most important, get paid on time is essential for a
well-run business. You can’t operate successfully if you’re unable to get paid on time
and consistently, but many care managers struggle to keep this part of their business
humming.
There are several reasons why care managers might have a hard time with billing.
As professionals who are inherently compassionate, financial conversations might
be hard to talk about when the primary objective is to provide care for someone
in need. Keeping track of invoices is another common challenge, particularly for
overburdened care managers who might not feel like they have time to keep track of
which families have been billed, paid their invoices, or are overdue on payment.
Setting up a billing plan with your clients is the first step toward having a reliable and
steady positive cash flow for your practice. No matter what you charge your clients,
you’ll want to set up a steady invoicing period and specific period by which families
are expected to pay you (also known as net terms). Most net terms are either due
upon receipt (for immediate payment), due within 15 business days (also known as
“net 15”), or due within 30 business days (net 30). You can decide what terms you
want to set up with your families depending on how quickly you need payment (and
how quickly they can afford to pay you).

Conclusion
As difficult as it might sound to talk about finances with your clients and families,
offering a structured plan with concrete payment terms can make the conversation more
procedural and, with any luck, a bit less uncomfortable. The more straightforward your
billing process, the better: not just for your own financial management (more on that in
the next chapter), but for your families as well. If you’re able to help families find funding
they didn’t know they had, you can turn a challenging conversation into one that reaffirms
your role as an advocate for the best interests of their loved one.
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CHAPTER 8

Running Your Practice
Efficiently
As a care manager, handling the sensitivities and needs of your clients and their families
comes naturally. As a small business owner, however, administrative tasks often get
pushed by the wayside. Or, if you’re slightly more fortunate, these tedious details might
get done without much of a cohesive process in place.
Few small business owners or enterprising individuals who work for themselves have the
time or patience for things like billing, bookkeeping, and running through the finances.
Although these tasks can feel daunting (or for the math-averse, terrifying!), there are tools
out there to make administrative work less of a chore. Picking the right ones can free up
your time to focus on your families while knowing you’re on top of the back-end of your
business.
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Setting Up and Registering a Business Entity
When working for yourself, it’s tempting to hit the ground running as an individual without
any kind of paperwork to make your business venture official. After all, it’s easy enough
to get clients and build your practice, especially if you developed your brand already and
have leads in the pipeline. This couldn’t be further from the truth, however.
Setting up a business entity has benefits—both financial and legal—that are critical
for care managers. In this industry, you’re likely to encounter issues that could lead to
financial or legal liability as part of what you provide to families. Not having a business
entity under which you operate could leave you personally responsible for any legal action
or financial ramifications that come as a result of your work.
This is why it’s crucial for care managers to protect themselves through a limited liability
company. LLCs help distinguish an individual from his or her own business from legal
and financial points of view. In the event of a lawsuit or financial issue, people can only
come after a business’ assets, leaving your own money and property out of the hands of
creditors or legal interests. A sole proprietorship doesn’t offer these protections; neither
does operating under a fictitious name (also known as “doing business as”).
Setting up an LLC is a straightforward process, especially if you are the sole owner of the
company. Typically, all you’ll need to do is register with the state in which you operate.
Filing forms and fees are laid out clearly on state government portals for new businesses,
and the required documentation to go along with your application is not typically
overwhelming.

The Financial Basics
Every small business—be it a care management enterprise or a hot dog stand—needs to
have a few core administrative elements in place to make sure things run smoothly. Chief
among them are good financial management: invoicing systems, payment processing, and
accounting tools are all must-haves to keep your business humming.

52

Why Cash Flow is Important
You’re probably familiar with the concept of cash flow already, but here’s a refresher
just in case. Cash flow is the amount of money that comes in, and flows out of, a
business. In the case of care managers, cash flow is usually the flow of money coming
in from your clients and families versus your payroll and business expenses. Positive
cash flow means you’re getting more money in than you’re pulling out, and a steady
cash flow means you’re getting paid on time and consistently.
Without positive and steady cash flow, you might eventually run into trouble keeping
your business running. And, worse yet, keeping yourself paid! That’s why having solid
financials is vital for you to keep your practice sustainable. The more you’re able to
streamline your billing and accounting practices, the easier it will be for you to focus
on the other parts of your work.

Bookkeeping Made Simple
The best way to know if you’re maintaining a positive cash flow is to keep immaculate
financial records. Bookkeeping may not be something with which you’re overly
familiar with, but having an ironclad sense of where your outstanding invoices are,
how much money you have in hand, and where your money is going all make a massive
difference in how confident you are in your business.
You don’t have to go it alone with managing your books. The quality and variety of
bookkeeping software has increased dramatically during the last 10 years. Instead
of offering a barebones environment in which you can tally your invoices, payments,
and expenses, you can use a whole host of bookkeeping platforms that can help you
manage nearly every financial element of your business.
Whether you’re a sole proprietor or operate a limited liability company, there’s a
software option that’s right for you. Many offer low-priced options for self-employed
people, given that their needs tend to be much smaller than a mid-sized small
business. These tools often include the ability to send invoices right from the platform

53

itself, in addition to providing you with analytics and feedback about your monthly or
weekly cash flow, how long your invoices go overdue, and your forecasted tax bills.

Keeping Business and Personal Finances Separate
It’s tempting to use one bank account for your business transactions and your
personal finances, especially if you’re working for yourself. Setting up a business
checking account can feel like a hassle or a waste of time, especially if you don’t need
anything overly complicated in terms of handing your business cash.
There are several reasons why you should always keep two separate bank accounts
for your care management practice and your own personal balance.

Time Management and Scheduling
Rarely has a care manager ever said that she or he has plenty of free time. In fact, the
notion of having time to spare might even sound downright laughable. That’s why it’s
crucial to keep a schedule that works effortlessly to manage your day, book assessments
with new families, and present your daily agenda in a way that makes the most sense to
you.
There are a host of time management tools available online. Many of these options don’t
just include a daily, weekly, and monthly calendar either. More sophisticated tools can
automatically generate an appointment at the click of a button, all from something as
simple as an email stating a proposed date and time. Other robust tools even give people
the option to book time with you directly from your website.

The Benefits of Going Digital
Online calendars offer more features than a hand-held daily planner ever could. First,
you’ll be able to check your calendar across devices without having to do any manual
work to do so. Both Google and Outlook offer online calendars that work across all
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digital devices and keep themselves constantly updated. That means you won’t have
to fill out a new item in an agenda, or risk losing track of your day because you’ve
forgotten to update an engagement.
There is also a world of scheduling apps that can set up meeting times without you
having to do much at all. These tools give you the opportunity to display available
slots in your day for people to book on their end. You can then approve or reject
these meeting requests, and have all accepted meetings automatically import into
your calendar app of choice. There are several scheduling apps out there, each with a
different price tag (including free options).
Similarly, there are also tools that can help several people find a time in which they
are all free for a meeting. These can be essential to care managers who have families
with multiple stakeholders involved. Using a tool that can help take the back-andforth out of finding a mutually agreeable meeting time will save you work and can
even help you stay organized without even thinking about it.

Conclusion
You don’t need to have an MBA just to handle the essential tasks that keep your care
management operation afloat. Knowing what kind of business entity suits your needs, how
to manage your money, and how to make the most of new technologies can all lead to vast
improvements in how you operate your business. Better yet, they can even take some of
the manual tasks you’re currently doing and automate them. This gives you more time to
help families and—if you’re truly lucky—a bit of time to yourself at the end of a long day.
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CLOSING THOUGHTS

Worthright’s Mission
Care managers often meet families while they are experiencing times of acute stress. For many,
caring for an aging loved one is a process that has been months—if not years—in the making.
Most families have done their best to make sense of their new role, even if they have little or no
experience providing elder care in the past. These responsibilities come on top of other obligations
like work, school, raising a family, and others. Most family caretakers are, understandably, burnt
out by the time they end up talking to a care manager.
The role that care managers play in helping families and elderly loved ones live better lives is
paramount. But it’s not always easy. care managers are oftentimes responsible for helping families
determine how they can pay for care, where their loved ones would be most comfortable living,
and what kind of challenges lie ahead for their quality of life.
Worthright is making it easier for care managers to focus on what they do best. Our tools give care
managers a straightforward way to help guide families through their financial resources to paint
a clear picture of what they can afford to spend on elder care. Better still, our platform helps care
managers and families tap into overlooked financial resources, such as life insurance plans, homes
and other common assets that can dramatically impact the kind of care families can access.
Our mission began after our Co-Founders, Aaron O’Hearn and Bryan Maleszyk, experienced
how difficult it is for families to get a clear picture of how they could make care more affordable
for their parents. Only after it was too late did Aaron find out that he could have employed
multiple financial assets, like her life insurance plan, to help make the latter part of her life more
comfortable and less financially stressful for the family.
Today, our goal is to empower care managers and families to have a better understanding of
how they can afford the kind of support they need. Our network of care managers, geriatricians,
financial advisors, and elder law attorneys help us develop tools and products that can demystify
common affordability questions—letting families focus on making the most of their time with a
loved one in his or her later years.
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