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Impacting 
Community Living





Operators in the community living industry are subject to a larger potential 

set of societal, demographic and environmental influences than most other 

categories. What happens in the world affects where and how people want 

to live, work and play, including their choice of community. As the world 

shifts, so do the needs, wants and attitudes of your current residents and 

prospects. 

So, how are you keeping up with the trends that shape what you offer today 

and how you will attract the next wave of residents? 

Here we have broken down 8 trends with the potential to influence what 

your prospects are really looking for — everything from the food you serve, 

the amenities you offer to how you integrate with the outside community. 

We explore what’s behind each trend and what you can do about it.

INTRODUCTION
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TREND #1
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Older Americans are 
choosing to “age in place” 

as long as they can.
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What’s going on?

Beyond other adult and retirement 

communities in your market(s), the 

greatest source of competition for the 

community living industry are the 

homes older people don’t want to leave. 

Research (including the latest Housing 

Confidence Index from Chase and 

Pulsenomics) shows that more than half 

of Baby Boomers plan to age in place 

and make the necessary 

adjustments to their 

homes to meet their needs.

Demand is down and 

supply is up. According 

to the National 

Investment Center for 

the Seniors Housing 

& Care Industry (NIC), 

the national occupancy 

rate for independent and assisted-living 

facilities fell to 88% at the end of 2018 

— a seven-year low. The average age of 

new residents is also going up, which 

means attracting younger prospects 

into the sales funnel should be a major 

priority for the industry.

Why is this happening?

Several factors are at work, but 

perhaps the most obvious and 

powerful one is that older consumers 

are healthier and more socially, 

physically and mentally active than 

ever before and are steadfastly 

holding onto their independence. 

Even those with health issues have 

more options like in-home medical 

monitoring devices and apps, home 

health aides and services 

to help them manage 

without moving to a facility.

A thriving remodeling 

industry is helping older 

consumers renovate homes 

for accessibility and for 

their hobbies, interests 

and entertainment. People 

55+ spend $90 billion on 

renovations — almost half of all spending 

(Joint Center for Housing Studies of 

Harvard/AgeWave). Then there’s the 

perception of costs. Aging in place 

is increasingly seen as a more cost 

effective alternative to moving into a 

community, especially for middle income 

Americans.

TREND #1: AGING IN PLACE
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What can you do?

Players in the community living industry need to give prospects a reason to sell 

their homes and move out for something they can’t get on their own:

 • Does your community offer an environment, amenities, activities that appeal  

to the active lifestyles, interests and aspirations of today’s older consumer?  

If they move out, it’s to live, explore and learn, not to slow down and fade away. 

Overall, give those people, who are considering aging in place, a more appealing 

alternative — a reason to believe and leave.

 • Create financial models and calculators that can be used in marketing and in one 

on one meetings with prospects to illustrate how moving out can make financial 

sense vs. staying at home (based on factors like renovation and maintenance 

costs, real estate/home value trends, and transportation needs/costs required 

to access amenities).

 • Showcase how you are supporting and promoting active aspirational lifestyles 

operationally and in your marketing. 
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TREND #2

Active Agers are  
looking to explore their 
passion for experiences 

and adventure.
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What’s going on?

Age of Majority research found three 

quarters of people over the age of 

55 can be referred to as what we call 

Active Agers - people who are still 

mentally, physically and socially active. 

They are continuing to explore their 

sense of adventure and exploration 

which is reflected in trends ranging 

from their enrollment levels at 

colleges and in continuing education 

and their quest for experiential travel 

to their growing attendance at live 

music festivals. 

For communities who need to recruit 

a funnel of younger prospects it 

means offering them ways they can 

continue to explore passions they’ve 

always had and to embrace new ones. 

Why is this happening?

The powerful sense of adventure 

and thirst for new knowledge and 

experiences is reflective of the new 

Active Aging consumer who is looking 

to maximize the new chapter in their 

lives, possibly after working at one job 

or in one industry for many years. 

They are healthier and more active 

with dreams that won’t turn off 

when they seek to enter an adult 

or retirement community. They will 

gravitate to communities who support 

them in their search for learning and 

adventure.

TREND #2: LOOKING FOR EXPERIENCES
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What can you do?

Feed their sense of exploration and adventure. This doesn’t literally have to mean 

offering skydiving and rock climbing (although they could be options). It is about 

giving residents new things to learn and experience or partnering with those who 

can. Overall, incorporate fewer passive ways for residents to have fun and look 

beyond traditional or stereotypical activities often associated with “old” people. 

 • Consider offering on-site continuing education or form relationships with 

educational institutions to do so. Invite schools or continuing education reps on 

site to talk about their programs and to get residents excited. Do the same for 

experience and travel providers.

 • Be sure to promote educational offerings through your website and marketing.

 • Ensure residents can continue to explore the passions they’ve always enjoyed 

such as gardening (i.e. offer a community garden) or music (offer lessons 

or music rooms where they can “jam” with others and bring in professional 

outsiders they can learn from and play with).

 • Invite local celebrity chefs to deliver demonstrations and cooking classes.

 • Create awards for residents who demonstrate an adventurous spirit or who have 

pushed beyond their comfort zones.
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TREND #3
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Older Americans are 
more physically active  

than ever.
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What’s going on?

Older Americans (and Active Agers in 

particular) are staying physically fit 

and pursuing long time passions long 

into their so-called retirement with 

major implications for the activities 

they will want to pursue after a move 

into a lifestyle/retirement community. 

For example, adults 55+ now make 

up a quarter of all U.S. health-club 

members, interest in activities like 

Pickleball is soaring and the use of 

wearable fitness trackers has grown 

more than 5X faster among the 65+ 

population vs. the general population.

Why is this happening?

The high level of physical activity 

among older Americans is just part 

of a much larger movement towards 

more proactive management of health 

and wellness, particularly to stave off 

the effects of aging which they have 

seen impact family members and 

older people in general.

TREND #3: PHYSICALLY ACTIVE
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What can you do?

There are almost endless ways to support their desire to stay physically active, 

whether that is through on-site amenities or off-site partnerships, but here are 

some important considerations:

 • While prospects may have a desire to keep participating in the activities they 

love, physical limitations might increasingly get in the way. Consider offering 

modified versions of popular activities for people with limitations that still let 

them feel challenged physically. Think: yoga modified for people with arthritis, 

e-bike trails/events, or offering personal trainers who can inspire residents to 

greater potential while knowing how to deal with the effects of aging.

 • Talk to residents/

prospects like athletes, 

focusing on their 

potential, not their 

limitations and don’t 

suggest they have to 

“slow down” or give up 

physical activities they 

enjoy if they join your 

community.

 • Tap into the desire of residents who are working out for both health and vanity 

reasons: for example, offer activities designed to help them prepare for travel/

vacation by toning up arms and increasing stamina for mountain trails.

 • Encourage competition both within your community and with other communities 

and/or outside clubs.
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TREND #4
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Older Americans are 
taking proactive control  

of their overall  
health and wellness.
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What’s going on?
Older Americans aren’t waiting to 

manage the inevitable effects of 

aging. They are taking great strides 

to maintain their health and to ensure 

a high quality of life for as long as 

possible. We are seeing this play out in 

everything from a higher consumption 

of vitamins and supplements among 

older consumers to an interest in 

healthier foods and an attention to 

product labels. Research, including 

by the Natural Marketing Institute, 

shows that consumers 50+ tend to 

be more concerned than younger 

ones, in particular, about losing brain 

function/capacity, their mobility and a 

depletion of senses.

Why is this happening?
Life expectancy is going up, which has 

radically altered our vision of our later 

years. We’ve seen a 30-year increase in 

the past 100 years and it will continue to 

rise — to 88 by the year 2050.

While retirement once signified the 

beginning of the end for us, now it’s 

the start of a whole new chapter in 

our lives — one we want to maximize. 

Older Americans (and Active Agers 

specifically) have seen how older 

generations once accepted the effects 

of aging and are determined that it 

not happen to them (that is becoming 

frail, immobile, not mentally engaged 

or suffering from ailments). 

TREND #4: HEALTH & WELLNESS
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What can you do?

In speaking to prospective and current residents consider how you will support their 

overall (proactive) wellness first and secondly how you will take care of their health. 

Instead of focusing on how you will 

help them manage their ailments 

show them how you’ll nurture their 

overall wellness. For example:

 • Consider highlighting healthier, 

yet appetizing options in your 

food menus (sodium and sugar 

are two specific ingredients older 

Americans are looking to reduce).

 • Implement programs that typically offer a higher success rate when residents 

can participate in them together (i.e. group weight loss).

 • Offer seminars on proactive health and in-house dietitians to help residents 

proactively take control of their health.

 • Incorporate your efforts into marketing to showcase your approach to 

prospects, highlighting the things you offer that they couldn’t get at home.

 • Encourage and support proactive wellness efforts among residents with 

competitions and/or rewards.

 • Build or partner with facilities or amenities that even non-residents will want to pay for.

 • Offer technology (i.e. fitness trackers) with training that inspire residents to 

monitor and manage their health and wellness.
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TREND #5
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People are working 
longer and becoming 

entrepreneurs later in life.
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What’s going on?

People are working at their jobs 

longer than ever before, are returning 

to the workforce after retirement, 

are pursuing part time or so-called 

“gig” employment and are becoming 

entrepreneurs later in life.

Over the past 20+ years the share 

of men ages 65 to 69 in the labor 

force rose from 28% to 38%. For 

women the number went from 18% 

to 30%. According to the Kauffman 

Foundation, 66% of Baby Boomers 

expect to work past the age 65. 

The 55-to-64-year-old age group 

accounts for more than 25% of new 

entrepreneurs. 

Why is this happening?

There are several factors at work 

— a big one is demographics. The 

population is aging and so is the 

workforce, but people are living and 

staying active longer leaving more 

time and ability to pursue interests, 

following so-called retirement. Many 

older Americans see this as an 

opportunity to fulfill lifelong dreams 

by starting a business and working 

for themselves. There is also a high 

demand for older, experienced 

workers for project work. The term 

retirement is becoming increasingly 

irrelevant in favour of “re-wirement” 

– working at something that’s new, 

rewarding and exciting.

TREND #5: WORKING LONGER
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What can you do?

For retirement communities these working trends mean prospects will be looking 

for options where they can live, work and play in the same complex. They could 

impact the amenities you offer but also spell big opportunity. 

Here are some ideas to make your community more attractive to the “new” older worker:

 • Ensure facilities meet the technical demands of business use, such as high 

speed/bandwidth Internet that can service multiple users, video conferencing 

services and digital whiteboards for brainstorming. 

 • Invite professional facilitators to provide on-site training in brainstorming 

techniques, new business technologies, presentation/sales techniques or other 

in-demand topics.

 • Arrange video conferencing 

forums to connect entrepreneurial 

residents to others like them 

located in other parts of the country 

or around the world.

 • Provide shared work spaces 

and business support services 

modeled after co-working options 

like WeWork that help older 

entrepreneurs collaborate, find 

suppliers, or get IT support.  

 • Match retired residents interested in becoming mentors to younger 

entrepreneurs and/or arrange mentoring sessions on site or at local colleges.

 • Help match residents interested in part-time or project work to opportunities in 

the outside community (i.e. through physical or online job boards).
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TREND #6

Active Agers want to 
maintain their sense of 
connection to the wider 

community, friends  
and family.
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What’s going on?
It’s a myth that the older population 

wants to separate itself from younger 

people or the wider community. 

Maintaining a sense of connectedness 

is critical to their overall happiness. 

Age of Majority’s research with 

2,500 US adults found nearly 7 in 10 

people over 55 prefer to spend time 

with people of all ages, while only 

24% prefer to spend time with just 

people their own age. A Merrill Lynch 

study found just 7% of retirees have 

moved into age-restricted retirement 

communities and two-thirds say they 

prefer neighborhoods with people of 

diverse ages and generations.

This all means that your prospects 

want easy access to the outside world 

and to their social network and this 

can be a key factor in their choice of 

community.

 

Why is this happening?
Leaving their homes for a community 

is a major life adjustment on its own 

and not one prospects are willing to 

make at the expense of their social 

networks or if it means starting over to 

make new friends. With 75% of the 55+ 

population still mentally, physically and 

socially active they have a way of life 

they want to maintain with connections 

a key part of their happiness.

TREND #6: COMMUNITY, FRIENDS & FAMILY
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What can you do?

Communities can go beyond just making access to the outside community easier 

by finding ways of encouraging the outside community to connect with residents. 

Here are some options to consider: 

 • Consider building in “walkability” into your community for greater access to 

outside shopping and amenities.

 • Organize friendly inter-community competitions to help residents show off their 

skills and expand social networks (or do this virtually through social apps) and 

broadcast them live via Facebook.

 • Make your community a place families will want 

to come and visit more often (i.e. offer a gaming 

room that can be reserved for grandchildren, or 

rentable spaces where residents can entertain 

guests in a relaxing and fun environment (i.e. a 

fire pit or BBQ/picnic areas that can be used for 

a family reunion).

 • Explore ways of bringing generations together 

under your roof for mutual benefit such as 

through on-site daycare programs, volunteering 

and mentoring/tutoring

 • Offer a concierge service to help residents 

arrange outside trips/travel.
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TREND #7
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Older Americans are 
highly sensitive to 

language or imagery  
that implies they are “old”.
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What’s going on?

Language and imagery that play into 

or unwillingly promote stereotypes 

around aging will fail to connect with 

the true lifestyles of your Active Ager 

prospects and, even worse, will form 

a lasting negative connection to your 

brand/community. Above anything 

older consumers don’t want to be 

reminded that they are old, especially 

when research suggests they see 

themselves as being as much as 

20 years younger than their actual 

age. While the misrepresentation of 

older consumers – overtly or subtly 

– is a widespread issue in society, 

opportunity awaits communities who 

can more accurately communicate 

the essence of their physically, socially 

and mentally active lifestyles.

Why is this happening?

Stereotypical imagery and language 

depicting older consumers typically 

reflects an acceptance of myths 

around aging and/or focus on a 

consumer who no longer exists or 

who likely should not be a priority for 

your community. If your community 

needs to recruit younger prospects 

into their sales funnel, your efforts to 

do so should be based on their actual, 

more active, lifestyles. 

TREND #7: STEREOTYPES
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What can you do?

Consider a thorough review of your own external communications:

 • Do they reflect the lifestyles of the type of resident you need to attract? 

 • Are you communicating a vision of a lifestyle they will see as relevant and 

aspirational to what they enjoy now? 

 • Will prospects relate to the kind of people you include in your marketing?  

Will they see themselves fitting in and thriving in your community?

 • Are you presenting yourself 

as someone who can “ease 

the issues of aging” or as a 

place where residents can 

continue to grow? Ask people 

in the 55-70 age group if they 

see themselves living at a 

community like yours.

 • Are you in any way suggesting 

that your community is a place 

for seniors, to retire or to wind 

down? It can easily turn off 

Active Aging consumers who 

don’t want any part of that 

lifestyle.
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TREND #8
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Older Americans are 
embracing technology,  
especially as a way of 

staying connected.
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What’s going on?

Older Americans are highly interested 

and even leading the growth in 

a variety of technologies, from 

smartphones and tablets to smart 

speakers. Connectedness is a major 

motivation for their use of technology. 

A Merrill Lynch study found nearly 

two-thirds (64%) of retirees are 

interested in home technologies 

to connect them with their family 

and friends, such as video chat and 

interactive devices.

Why is this happening?

Today’s active older consumer has 

grown up with and is very comfortable 

with evolving technology. While they 

might not be early adopters, they are 

enthusiastic ones, especially when 

technology serves a purpose by adding 

connectedness and simplifying their 

lives.

TREND #8: TECHNOLOGY
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What can you do?

Look for ways to make technology more accessible to residents and help them  

integrate it into their lives. For example:

 • Set residents up with iPads, screens 

or other tech like smart speakers to 

help them get/stay connected with 

family and friends and to outside 

products, services and experiences 

that can support their needs, 

interests and passions. Integrate 

smart speakers into common areas 

to let residents tap into on-site 

activities, arrange their schedules 

or to access products/services 

outside the community.

 • Provide access to fitness trackers and train staff to help residents use them to 

motivate positive fitness and wellness habits.

 • Set up a virtual reality room that rotates different themed experiences such as 

travel destinations, creativity and gaming.

 • Invite tech experts in to demonstrate new technologies that can make their lives 

easier, more fun or that let them exercise their love of exploration (i.e. wellness 

apps and tech, improved video chat options, technology that supports creative 

expression).
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Find Your Edge

Age of Majority’s Edge Finder product gives community living operators 

a clear and sustainable competitive edge by tapping into and aligning with 

the deep consumer insights that decide how and where they want to live, 

work, learn and play. A five phased approach delivers a clear, actionable 

brand positioning that your entire organization, staff, current residents and 

prospects can rally around.

OUR PRODUCTS
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Phase I = Discovery
A thorough category and brand review develops a deep 

understanding of your competitive environment and of 

issues and opportunities that can impact your marketplace 

and position in it.

Phase II = Customer Profile 
A tailored research approach captures critical insights into 

how you can attract prospects and retain customers, for 

the long term.

Phase III = Branding Workshop 
We workshop competitive positioning options that set 

you up to win with prospective customers, all rooted in a 

thorough exploration of your existing & future customers, 

competitive set and points of difference.

Phase IV = Validation
Positioning testing and validation are performed to confirm 

the best competitive approach and key supporting messages.

Phase V = Mobilization 
A clear and measurable Action Plan is provided to put your 

new competitive positioning into practice across key areas 

of your business for optimal impact on resident recruitment 

and retention.

Contact Age of Majority to learn how the  
Edge Finder product can take your brand to  
the next level.

39

ag
e 

of
 m

aj
o

ri
ty



www.ageofmajority.com

Jeff Weiss 
President and CEO, 
Age of Majority 
jeff@ageofmajority.com

Want to 
Talk More?

Contact us to learn how we can help you unlock your 
potential with consumers 55+.


