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- ABSTRACT

\ _ Allyson L. Wisniewski . _
EFFECTIVE MESSAGES AND CHANNELS OF COMMUNICATION USED BY
ASSISTED LIVING FACILITIES TO ATTRACT RESIDENT
_ 2005 - :
Thesis Advisor: Dr. Donald Bagin:
Corporate Public Relations Graduate Program '

The purpose of this stlidy 'wa'é to pinpoint the most effective mességcs and
channels of communication used by assisted living facilities to attract residents.

The study inclides three in-depth interviews with marketing/public relations |
representatives from three successful assisted _living.facilities in Gloucester County, NJ.
The author asked the representatives questions about their marketing/public relations
efforts. The study also includes a content analysis of the promotional folders distributed
by each of the three facilities.

- 4The‘ study shows that assisted living facilities should focus on building
relationships with referral sources. Also, facilities should woi‘k to maintain their visibility
by participating in community events and placing advertisements in local newspapers.
When targeting potential residénts,‘ facilities should focus onlquality' of life messages.

'.Wheﬁ targeting friends and farhily m'embe_fs'of potentialvrresidents, facilities should focus
on quality of service messages. Therefore, facilities should construct distinct messages -

for each target audience.



MINI-ABSTRACT

' ' - Allyson L. Wisniewski = .
-EFFECTIVE MESSAGES AND CHANNELS OF COMMUNICATION USED BY
ASSISTED LIVING FACILITIES TO ATTRACT RESIDENTS
2005
Thesis Advisor: Dr. Donald Bagin
Corporate Public Relations Graduate Program

The purpose of this study was to pinpoint the most effective messages and
channels of communication used by assisted living facilities to attract residents.

The study‘includes in-depth interviews with _marketing/public relations
representatives from suc_céssflil assisted living facilities in GIoucester County, NJ. The
author asked the representatives a series of questions about their marketing/public
relations efforts. The study also includes a content analysis of the three facilities’
promotional folders to anély_ze message content.

The study shows that assisted living facilities should focus on building
relationships with referral sources. Also, facilities should work to maintain their visibility
by participating in community events and placing advertisements in local newspapers.
When .targeting potential residentsv, facilities should focus on .quality of life messages.

When targeting friends and family members of potential residents, facilities should focus

on quality of service messages.
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Chapter One

Back_ground.

Assisted living facilities emerged frorrl the elderly populatlon’s strong aversion to
nursin'g homes and preference fora smaller, private space rather than a larger shared area.
Assisted living gained popularity in the late 1980s, but the industry exploded in the mid
1990s when assisted living companies went public._.“-Wall Street investors, eyeing the
impendlng retiremenl of millions of baby bo.omers, fell over themselves trying to catch a
piece of the boom.”!

Most consumers seeking an assisted living facility want both an opportunity to
live a normal and unconstrained life and a situation that will keep them functioning. as
well as they can..2 Assisted living faciliﬁes vary based on characteristics such as
amenities offered, layout and care provided. Most assisted living offers attractive living

- settings, private apartments, physical environments designed to accommodate disabilities
and an assuranée that care is provided or arranged for to meet varying levels of need. |
“There is far more diversity in assisted living facilities today than a few years ago,”
Robert Kramer, executive director of the National Irl\?estment Center for the Seniors

Housing and Care Industries, says. “You have low-budget properties and luxury

' Andrew Goldstein, “Bétter than a nursing home?” Time, Aug. ‘ 13, 2001, Veol. 158, p.3.
? Robert L. Kane, Rosalie A. Kane, “What older people want from long term care, and how they can get it,”
Health Affaris, Nov!Dec 2001, Vol. 20, p. 5.
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propertieé,- with many levels in bet\i/éeil.' Many facilities nO\iv have special win’gs_ for -
dementia patiénts, désigned to provide more sgfety.”3 |

Diverée facilities result in diverse pricing systems. Some facilities charge a flat
rate each riionth, some have tiers deterinined by the amount of care piovided and others
charge a base rate aind attacih fees as.services are added.* Most éésisted living facilities are
not cheap, and most residents pay to livé in these facilities out of their poci(éts. In éome
cases, long-term care (LTC) insurance helps reduce costs for residents. Howev.er, most
insurance policies fail to cover assistéd living expenses.” According to a study by the |
MetLife Mature M__arket Institute, seniors in assisted living facilities paid more than
$2,100 per month on average in 2002.°

| “The initial market enthusiasm for assisted living attracted a wide assortment of

players and tI:ie. g gran_dfathgriﬁg’ iniof extant residential éare settings without the Iirivacy
an(i function-enhancingi amenities; as a result, the term assisted living carries no clear
definition.”” Quality oversight of assisted living facilities is performed by individual
~ states, some of which do little when there is no state subsidy and some of which bave
developed elaborate policies requiring stafﬁng levels or prohibiting serving persi)ns who
do not embociy certain characteristics.®

In the past few years, assisted li\,iing facilities popped'up in nearly e\iery suburb

and city. Wall Street speculation and the rapidly aging population fueled this expansion.

. ? Donald Jay Korn, “Helping Hands: Clients who want nothing to do with nursing homes may prefer
assisted living, at least for a while,” Financial Planning, April 1, 2003, p.2.
* Ibid. '
? Ibid.
® Ibid. : : ~
’ Robert L. Kane, Rosalie A. Kane, “What older people want from long term care, and how they can get it,”
%—Iealth Affaris, Nov/Dec 2001, Vol. 20, p. 5.
Ibid. »



According to the American Se;niors Housing Association, there are at least 10,000
assisted living faéilities in the United States, 90 perceﬁt of which were built in the past
decade. These fécilities house nearly 800,000. ¢ldeﬂy Arvnericans.9 Altho.ugh many elderty
Americans residé in assisted living facilities, the boom of thé 1990s was not met with.as
large of a demand as héped by aséiste;d living facilities 'throughout the U.S. Due to

overbuilding, many owners must wait to reach 100 percent occupancy.

Néed'for the Study

An abundance of gssisted li{fing faéilities breedé a“highly cd@ﬁetitive market.
Facilities must succeésfully compete for resid¢nt_s to generate\a profit and survive. Most
high-end, luxury residences .nee.d at least an 785 percent occuﬁancy rate to make a profit."!
Now is an ideal time for assisted living facilities tp effectively target the elderly
population to recruit more resideﬁt_s. The aged pbpulation is growing, and more and more
people are in need of assisted living. |

- Life expectancy continués to rise, a‘nd.'pelop‘le li§¢'1onger, resultinig in a large
expansion of the elderly poplulation._ The percentage of the U.Sv. population made up of
people 85 years of age and older is increasing at a rate fouf tirﬁes faster than that of the
bréadér population. At this raté; thibs group will swell to about 6 million by 2011."* The
80-plus popuiation is the fastest growing demographic in the ‘United States. Therefore,

experts in the field of eldercare anticipate the need for their services to exceed the need

' ? Andrew Goldstein, “Better than a nursing home?” Time, Aug. 13, 2001, Vol. 158, p.3.
1% Jana J. Madsen, “Growing Old Gracefully,” Buildings, Jan. 2003, Vol. 97, p. 3.
" Carin Rubenstein, “A Lot of Life, a Little Help,” New York Times, Sept. 7, 2003, p. 3.
12 Amey Stone, “Finding Green in America’s Gray,” Business Week Online, Jan. 12, 2004, p. 1.
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+ for childcare by 2005." The number of elderly needing long-term care is expected to

double over the next 20 years, totaling nearly 14 million people.'*

Purpose

The purpose of this study is to determine effective messages and channels used by
assisted living facilities to attract residents. Assisted living facihties must reach out to
those in need of their services to capitalrze on the g‘rcwing elderly population.
To create effective messages and select appropriate channels vfor ccmmunicatron,'assisted
living facilities must first understand their audience_.'The botential‘ audience for assisted
living is composed of three separate groupsv all with different values and hfe experlences
shaping declslon-makmg Thrs study aims to identify messages that reach all three
groups: the G.I. Generation, the'Silent Generation and the Baby Bcom Generation.

The Baby Boom Generation 18 akey audience because members cf this group-
may ipotentially make care'de_cisions for their parents. Also, the oldest'members cf the
- Baby Boom generation are i‘n their earlyl'éos and pcssibly thinking of retirement‘cptions
for the future. | o

Members of the G.I. Gen_erat_ion, people born between 1901'-and t§é4,'were
~ shaped as teens and young adults by the major events and perscnal experrences of the .
Depressmn and World War I1. After World War 11, many soldlers purchased their first
’ homes, fuehng areal estate boom. Buyrng a home -became a symbol of success.]5 This

 interpretation must be considered when convincing members of the G 1. generation to ~

1 Chrree McCain, “Eldercare referral busmess growmg,” Busmess First, July 12, 2002, p 3.
”Andrew Gofdstem “Better thana nursmg home?” Time, Aug. 13,2001, Vol. 158, p.3.
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move into assisted living communities, thus giving up their status symbol. Another point
for consideration is the fact that most members of the G.1. Generation welcomed aging
grandparents into their own homes. Members of this generation often associate

3 &

retirement communities with the “old folks homes,” “county homés,” and “old soldier
homes™ of their past.'® | |

The Silent Generation is composedyof people born bétwegn 1925 and 1942 who
are between the ages of 79 and 62. This group was influenced thfough personél
experiences associated Witil the Depression, the Korean War, anti-Comfnunist fears, the
atomic bomb and McCarthyism.!” The G.1. Generation an’d the Silent Generation shared
the experience of the Depression. Therefdre, the Silent Generation also values
possessions like the home as status symbols. ‘

The Baby Boom Generation, born 1943 to 1960, is composed of pedple ranging in
age from»61 to 44. Merﬁbers of this generation were nurtured in the bountiful post-war
period and‘believe that they are entitled to the wealth and opportunity abundan; during
their youth. Therefore, boomers often have a spending habit and constantly search for a
new adventure or e_xperience.‘ Thisy exploraﬁon is often car;ied out in the workplace, and
ambition in the workplace also enables boomers to fund their spending.'® This generation
does not show signs of retiring at the typical age of 55. Boomers do not Seem to

decelerate as they get older. Therefore, this study will identify effective messageé that

address this generation’s longing to remain young. Also, this study will pinpoint

'3 Anita Landis, Robert Snyder, “Generational Inﬂuences in Purchasmg Assxsted L1v1ng, Nursing Homes,
March 1998 Vol. 47, p. 2.

' Toid.

"7 Ibid.

¥ Bill Stoneman, “Beyond Rocking the Ages,” American Demographlcs May 1998, Vol. 20, p. 4.
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messages targeted toward this group as childrén of pofential }esidents. These messages
should address potential guilt associated with group members’ unavailability to care for
their parents.

The purpolse' of this study is not only té determine effe_ctive messages, but also tﬁ
identify channels that v_ﬁll successfully deliver these messages. According to a study by
the Pew Iﬁternet and Amefican Life P;oject,' the number of A_meric'ans over 65 who use
the Internet jump.ed by 47 percent since 2000, making them the fastest growing group to
tackle the dnline world."” This study will consider this s.tati_stic and examine the use of

both new and old methods of communication by assisted living facilities.

' Thg Problem
This study was designed to answer the following questions:

1. What are the most effective messages and channels of communication assisted living.
facilities can use to attract consumers from the G.I. and Silent Generations?

2. What are the most effective messages and channels of communication assisted living
facilities can use to attract consumers from the Baby Boom Generation? (as both
potentxal residents and relatives of potential re51dents)

3. Who are the most effective audiences assisted living facilities can target to attract
residents? (potential residents, powers of attorney or referral sources)

- 4. Do successful assisted living facilities, those with high percentages of occupancy and
approved by the New Jersey Department of Health, send common messages to
‘ potentlal residents and their powers of attorney?

5. Do successful assistéd living facilities use common communication channels to target
potential residents and their powers of attorney?

1% Katie Hafner, “For Some Internet Users, It’s Better Late Than Never,” New York Times, March 25,
2004 p.2.
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| Procedures
The procedures for this study were:
1. The author found the literature reviewed in Chapter 2 (Relafed Research) by
searching the electronic databases and basic search engine of the Rowan University

% L

- Campbell Library. The author used key terms like “assisted living,” “aged,”

ML kAN 1]

“elderly,” “communication,” “silent generation,” “baby boom,” and “retirement” to
,' narrow the search. |
2. With the help of Elinor Fritz of the New Jersey Department of Health, the author
selected the three most successful assisted living facélities in Gloucester County, New
| Jersey. Ms; Fritz p;ovided a list of facilities approved by the New Jersey Departrﬁent
~ of Health based on quality and resident feedback. From this list, the author chose the
three facilities with tlhe highest percentages of occupancy. The author determined the
percentages of occupancy By calling each facility and asking for the maximum
number of resideets the facility could hold and the actual nuﬁlber of residents it
currently holds. | |

g 3, The‘ aﬁthor interviewed the head of public reIation‘é or marketing at each selected
facility to feveal the messages and channels of communication each facility uses to
attract residents.

4. The author conducted a content analysis after examining folders and brochures used
by the selected facilities te commum'c‘ate with potential residents and their families.
The author developed a coding systefn and implemented it to examine correlations

: among the materials from the three facilities. The author looked to answer the _
folloxﬁing qﬁe_stions: Do'the materials shape an tmage for their respective facility?

7



Are similar messages communicated? Are there enough similarities among the
materials to draw a strong conclusion about effective messages used by assisted living

facilities?

Limitations

This study examines only assisted living facilities in Southern New Jersey,
specifically in Gloucester County. 'Also, the aﬁthor studied only three facilities in-depth. .
Therefore, results may not reflect the entire populatjon Qf assisted living facilities in the
United States.

An official ranking of assisted living COrhmunities does not exist for the state of
New Jersey. Therefore, it is possibie_ tha‘; the guthp; dié not seIecf the most éuccessful
assisted living facilities for in—dépth examination in this study.

Because of both time aI;d accesé‘réstric;tions, both tﬁe reéidents of the three
assiéted_living facilities undeI; study and their powers of attorney were not survéyed

during this study.

Definitions

1. Assisted Living Facilitv: (spepiﬁc to the state of New Jéllfsey) An assisted living
residence provides aparttﬁent-style housing and cdﬁgrega-te_ dining and assures t.hat’
assisted living services are available _Whén needed. There are three cafegories of
assisted living: assi'ste& living .residences., comprehensive personal care homes
(converted/residentiél boarc_liﬁg home that may not meet all building code

requirements) and assisted living programs. In this study, assisted living residences

g



are synonymous with assisted living facilities. A maximum of two residents is
allowed per resident unit.*

2. Assisted Living Residents: Assisted living residents can be young or old, affluent or

of low income, healthy, frail or .disabled. Assisted livihg is also appropriate for
someone who is unable to live at home but may not need the fype of care provided in
a nprsing home.”! .. |

3. Elderly: For the purpose of this study, elderly refers to ényone over the age of 55.

‘4. Successful Assisted Living Facility: A successful assisted living facility is determined

based on a quality assessment by the New Jersey Department of Health and Senior

Services, positive resident feedback and an occupanéy of at least 85 percent.

5. Effective Messages: For the purpose of this study, effective messages refer to
messages that cause the elderly population, children of the elderly population or
referral sources to form a favorable opinion of an assisted living facility.

6. Effective Communication Channels: For the purpose of this study, effective

communication channels deliver messages to the eldérly population, children of the

elderly population or referral sources from an assisted living facility.

*® Department of Health, Division of Long Term Care Systems, National Center for Assisted Living Report,
2004, pp. 85-86. :
' New Jersey Department of Health and Sentor Services, Assisted Living in New Jersey Web site.

9



Chapter Two

Review of Related Research

Large gaps exist in the information available to consumers about the assisted
living industry. These gaps and inconsistencies in information most likely occur because
states have complete regulatory control over their assisted living facilities, and therefore,
differ in their regulations.”” Because of these regulatory differences, various definitions
of assisted living facilities exist throughout the country. For example, some facilities
resemble nursing homes because of the extent of care provided to residents while other
facilities provide no or minimal care. Also, some states place strict regulations on their
facilities while others fail to regulate their facilities at all, leading to differences in the
quality of care provided. Because of these varying characteristics, little research exists
about effective ways to promote assisted living facilities.

This study focuses solely on New Jersey assisted living facilities, which are
clearly defined by the New Jersey Department of Health as, “residences providing
apartment-style housing and congregate dining andvassuring that assisted living services
are available when needed.”” However, the author searched magazine articles,
newspaper articles and Web sites about assisted living facilities on a national level to find

sufficient information related to her research topic: effective messages and

2 Kevin McCoy, “3 Studies to Focus on Assisted Living.” USA Today, Sept. 21, 2004, p. 03b.
* Department of Health, Division of Long Term Care Systems, National Center for Assisted Living Report,
2004, pp. 85-86.
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researcher repeatedly found information about assisted living facilities grouped with

information about other long-term care facilities like nursing homes.

Important Messages to Send to Long-Term Care Conéﬁmers

“Getting Your Message Out,” an article in Nursing Homes magazine, disCﬁssés '
effecfivé marketing techﬁiques for lpng-term care facilities. “Effective marketing focuses
on getting the right infomiation .abou't your organization td the right audience,”l author
Brent Campbell writes..24 With more than 15..years of he'althcare. éxpefience, Campbell, a
senior account executive at Seroka Healthcare Marketin'g, considers himself én expert on
long-term care marketing. |

Mést ,fac.ilit‘ies. focus théir marketing messages on tﬁeir extensive list of services.
While Campbell believes facilities should mention vthese amenities in their markéting
messages, he doés not bélieve they should serve as the primary focus. -Instead, he beiieves
tflat “hﬁman” e;spepts should largely compose the marketing messages. For example,
fanﬁiy members researchiﬁg long-Aterm éare facijl,ities for a ldved one most likely want to
know information about fee structures, payment arrangements, activities and social
structures.:However, fhey primarily concern themselves with whether their relative will
be cared fo:r, ;espect.ed and valued — the “human;’ aspects.” “Developing and
impleinénting an integrated communications plan that prbmdtes’the proper message will

set you apart from your competitors, which. will help increase your bottom line,”

2 Brent Campbell, “Getting Your Messége Out,” Nursing Homes, Aug. 2004, Vol. 53, Iss. 8, pp. 56-58.
25 11,
1bid.
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Campbell says. “It’s crucial that all your marketing materials shareva consistent message
and theme and that they accurately reflect your corporate philosophy.”*

When communicating the “human” asi)ects of long-term care with potential
residents and/or their families and friends, Campbell believes that the most important
message to send addresses the issues of quality of life and right to privacy. Focusing on
issﬁ_es like privacy, dignity and independence helps impress the consumer more than
promotiﬁg basic services like a beauty‘éalon, lé.un_dry and in-house bank. “This kind of
apprpach will provide the assurance that thefacilityl aﬁd its staff will treat residents and
their families as individuals rather than just purchasers of services,” Campbell says.””

Facilities use various techniques to improve their residents’ quality of life. Several
senior living facilities have recognized and responded to the need for quality-of-life
initiatives by offering residents valid opportunitiés for fulfillment and personal growth.
Many facilities ‘use the six dimensional model of wellness that addresses resident needs
through physical, social, emotional, spiritual, intellectual and vo_cationai dimensions of
health.”® A culture change often accompanies this model to ensure a community-wide
environment of wellness. This includes educating staff and residents about the six
dimensional approach and transformiﬁg the facility’s activity and health-related offerings
into a comprehensive “whole-person” wellness program. In short, the “whole-person”
approach, and the key to a high-quality life within senior living facilities, involves

changing belief systems about aging — in the minds of both patients and caregivers.”’

2% Ibid.
7 Ibid. : .
B Kay Van Norman, Jan Montague, “Taking Wellness to New Levels,” Assisted Living Success, Oct.
2002, pp. 1-5. ' :
® Ibid.

12



In addition to stressing quality-éf-life messages, Campbell also emphasizes the
importance of communicating accurate and truthful information — key points to
' remembe.r.in any coinmunicz&ion plan.*® For example, a long-term care facility should
only promote activities that exist and take place regularly. False promotion has the
potential to destroy the respect-and trust consumers have for a facility.

“Wh?.t Older People-Want From Ldng Term Care, and How They Can Get It,” an
article in Health Affairs, aiso acknowledges the importance of promoting quality-of-life
issues like proper care aﬁd privacy in a long-term care facility’s marketing, public
relations and advertising efforts. The article states, “Mos‘_[ residents and prospéctive
residents would prefer a smallef, private space than a larger, shared one and would trade
off activity programs for pfivacy; Competent care, in contrasf; s consideredia.
nonnegotiable necessity.””! Before the development of assisted liVing faCilities; seniors
had to trade-off t.heir pr.ivacy for care. . |

Assisted 1iving‘facilities should also strong_ly pl;omote';che quality of care they

- provide due to the diverse regulétions placed on facilities. Bec‘ause quality 0§ersight has
thus. far been a matter of individual sfates, some do little when there is no state subsidy
while others have developéd elaborate policiesvrequlfring stafﬁng levels or prohibiting
serving people with certain characteristics. The press often ra.ises questions about the

safety and quality of care provided by assisted living facilities, and exposes consumers to

* Brent Campbell, “Getting Your Message Out,” Nursing Homes, Aug. 2004, Vol. 53, Iss. 8, pp. 56-58.
3 Robert L. Kane, Rosalie A. Kane, “What oider people want from long-term care, and how they can get
” Health Affairs, Nov/Dec 2001, Vol. 20, p.5.
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horror stories.’ Therefore, many consuﬁlers enter the assisted living marke;[ wary and
skeptiqal. | |

" This Health Affairs article suggésts that faéilities pfovide quality care When they
afford residents a high-quality life and comfort in addition to fﬁlﬁlﬁng all hea_ltﬁand
safety. standar.ds.' “Most consumers seeking long-term care want l':)loth an opportunity to.
live as normal and unconstrained a life as possible and a situation that will keep them

functioning as well as they can.””

Therefore, the article suggests that consumers want
facilities to focus primarily on providing a good quality of life rather than making it a
secondary fogus to health and safety requiremehts.‘34
Deauna Hale Turner, pﬁblic‘ relations coordinator for Eliza Jennings senior care

group, fecognizes that long-term care consﬁmers also Choﬁse an assistant living facility
based oﬁ whether or not it-will accommodate",th.em in the future if their health fails..
.“M»any seniors don"t» want to moVé if their health decl’i.n.es,.” Turner says. Therefore, .she
~ has adapt.ed her marketing technique;s to group residential options as a continuum for
~ seniors at various stage.s of heéltﬁ.35 .

" Anarticlein B.lisine._ss Week ufges assisted living consumers to ask facilities the

extent of care they provide in regard to health deterioration. The article, “Where to Find a

-Hellping Hand; The many resources you can call on to avoid pitfalls in choosin’g an

> Ibid.

* Ibid.

** Ibid. . .

%> Shiannon Mortland, “Eliza Jennings ads showcase an active life for senior set,” Crain’s Cleveland
Business, Sept. 9, 2002, Vol. 23. Iss. 36, p.5. .
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assisted living facility,” tells consumers to have assisted living facilities clarify reasons
for discharge and outline plans to handle specific changes in health — like dementia.*®

This article also urges assisted living consumers to compare fees when shopping
for a facility and to ask specifically what up-front fees do and do not cover.’” Because
most assisted living facilities are private-pay, residents bear the responsibility of footing
the bills, and therefore, tend to shop carefully for the right facility while investigating all
the costs.*®

Because a diverse group of assisted living facilities exist, consumers face a
variety of pricing options. According to David Goldberg, vice president of the Assisted
Living Federation of America in Fairfax, Va., three rate structures generally apply.
“Some facilities charge a flat rate each month,” Goldberg says. “Others have three tiers.
Still others charge a base rate and add fees if more services are required.”

Long-term care insurance complicates the pricing of assisted living further.
Consumers must find out whether their insurance covers a specific assisted living facility.
Coverage varies with the amount of care provided by the facility. Therefore, assisted
living facilities should consider providing consumers with a financial planner and clearly

outlining the costs in its marketing materials to help clarify all expenses.*’

3¢ Joan Oleck, “Where to Find a Helping Hand; The many resources you can call on to avoid pitfalls in
3?7}1oosing an assisted living facility,” Business Week, July 19, 1999, Iss. 3638, p. 132.

Ibid.
3% Donald Jay Korn. “Helping Hands: Clients who want nothing to do with nursing homes may prefer
assisted living, at least for a while,” Financial Planning, April 1, 2003, p.1.
* Ioid.
 Ibid.
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Ways to Communicate with Long-Term Care Consumers

Experts suggest that long-term care facilities use a variety of communication
techniques to deliver keyv-messageé to targét publics.

In “Getting Your Message Out,” Cgmpbell lists several tools — public relations,
advertising, the Internet and direct marketing — to effectively deliver the messages
distributed by long-term care faqilities. He cites puﬂic relations as, “an extremely
effective toollfor c;eating visibility ahd iﬁcreasing credibility within the community.”*

He lists media releases, human-interest feature storiés, newsletters, community events,
resident events and personal calls and notes as public relations cham_lels.42 According to
Campbell, each public relations channel ﬁas unique benefits;

» Media Release — spreads the word about special events, new ser_vices_,
employeeé or enhancements to the facility, especially when placed in
publications read by the target audience

» Human-interest feature story — captures a reader’s attention with an
entertaining or poignant story to show that the facility offers a special
environment

 Newsletter — informs, educates and updates the target audience about the
facility, helping the facility to maintain a consistent presence in the
community

« Community events — attract the target audience to the facility through

appealing events like a craft sale, open house, health fair, etc.

« Resident events — create camaraderie and positive feelings that often

! Brent Campbell, “Getting Your Message Out,” Nursing Homeé, Aug. 2004, Vol. 53, Iss. 8, pp. 56-58.
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result in good word-of-mouth publicity
. Personal calls and notes (to new residents and their families) — create a
| comfort zone that helps generate word-of-mouth publicity and
differentiate the facilit;} from otl.lers4'3.

In “Directiug the Suceess ofa Facility,” another article writ_teri by Campbell in
collaboration with Seroka & Associates coworkers.Patri'c'k_ Seroka an'd'Michelle Love-
Johnson, three other public relations fechniques emerge as effective ways to distribute the -
messages of assisted'li\/.ing facilities. T'he authors suggest that facilitatofs should offer
themselues es a resource >for the community on s_enior-related issues, such as items to -
consider when moving a loved one or car_ing at home f_or’an elderly faulily member. The
authors also suggest that facilities offer staff members as “experts” to talk .at speaking
engagements. Thirdly, the authorsdeem a brochure crucial to an assistedv living facility’s
public reletions efforts. |

A facility’s brochure should iuclude its histofy, phiIosophy, mission, services and
locatioh; The authors stress that the brochure uses tﬁemes and messages similer to those
used in the fecility’s other public relations efforts. Also, they suggest that it .vshould
remain up-to-date and reflect the facility’s image because the brochure often determines
if a customer s'isits a facility for further information.44

In “Getting Your Message Out,” Canspbell also stresses uniformity in a facﬂity’s
communication tactics. He believes that advertising should focus en the same theme and

messages used in a facility’s public relations activities. He suggests using several

2 Ibid,
S Ibid.
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advertising _chah’nels for the gr_eatest' impact: print ads, radio and billboards.* As with the
public relations channels, Campbell blellieves that.each advertising channel also has its
distinct benefits:

« Print ads — showcase thé image a facility wants to preseht to its target
audience and may provide testimonials from residents or a resident’s
family

» Radio ads — reinforce print ads énd may present the facility’s messages
to a new audience

« Billboards — create a memorable impression and keep the facility’s name
in front of the commuﬁity46

In addition to pubic relations and advertising efforts, Campbéll also Suggests
using the Internet to promote the long-terni cafe facility through its own website. -‘.‘A
‘good site is easy to navigate and offers frequently updated, accurate and interesting
informatibn,” Cafnpbelk says.’” As more and more seniors use the Internet, its
effectiveness as a marketing tool increases. According to a 2004 study by the Pew
Internet and American Life Projecf, which wés also discussed in Chapter 1 of this report,
the number of Americans over 65 who use fhe Internét jumped by 47 percent since
2000.%

| Campbell discusses direct mail marketing as the final tool é long-term care

facility should use to disseminate its messages. He notes that direct mail is an affordable

“ Patrick Seroka, Michelle Love-Johnson, Brent Campbell, “Directing the Success ofa Facility,” Assisted
Living Success, Sept. 2003, pp.1-6.
* Brent Campbell “Getting Your Message Out,” Nursing Homes ,Aug. 2004, Vol. 53, Iss. 8, pp. 56-58.
46 17 - :
Ibid.
7 Ibid.
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way.t.o up.dat'e families énd the entire community, especially .referral sources, about the
facility’s events and quality;of-lifé issues.:49

According to Janice R. Ehlers, foﬁnder and ownerl of The Eﬁlers Group marketing
and communication corripany; “Toois that bl;ild theArecogniition and trust that attract"and |
keép custpmérs .are worth their Weight in gold.”*® She'suggests a combinati.on of key
public relations and marketing activities to specifically build a faciiity’s name récognition
and trust within its community: community involvement, publicity, newsletteré and.an
Internet f:ares&:nce.51

Ehlers suggests that assisted -livihg facilities Become involved in their community
through special events where staff and gesidents mingle with other members of the
community. She cites vv;olun'teering as an .éffec.tive way for an assisted living facility to
gain positive r‘1'a.mé fé_cdgnition in t_he.comrr.lu'r‘lity. Many assisfed living facilities
thfoughout thle country édoﬁt charities and hohi fundraising events to support them.
Ehlers believes that the name reinfércgmgnt: a facility receives from Voluntéeﬂng in the
cdmmunity Iargely outweighs thﬁf received fr‘(‘)m adw,'ef_cising.5 2

To gain publicity, Ehlersi suggests inviting the media to the fﬁc_:ility’s newsworthy
special events. Before calling a reporter, the facility should ask itself if people would |
want to read about the event in tomorrow’sl newspaper. “Reporters may cover the event if

the speaker’s subject is unique, controversial or of interest.”™

*8 Katie Hafn’er,.“For Some Internet Users, It’s Better Laté Than Never,” New York Times, March 25,

2004,p.2. : : -

* Brent Campbell, “Getting Your Message Out,” Nursing Homes, Aug. 2004, Vol. 53, Iss. 8, pp. 56-58.

* Janis R. Ehlers, “Five Ways To Maximize Your Community’s Marketability,” Oct 2002, pp-1-4.

51y .

Ibid. . )

* Ibid.
** Ibid.
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“A newspaper artiele has a 70 pereent greater reteﬁtien: rate than an ad.”y54
_Therefere_, W._heﬁ newspapexs'vpriet st‘oriesv abAo'ﬂut a faeility-’s' e\}ent or fun othee articles and
 feature sfqries' about th.e faci-lify, they have a pewe_rful' impact and rﬁake a lasting
impression. According to. Ehlers, _assisted living .‘.facilities should merchandise these
articles‘t,o. increase their effectiveness as a communication tool. “Reprinting ,an.al“ticle
from a magazine.of newépaper and using it as a ’ma.rketing tool increases its value well
beyonvdbits original appearance.”’ Facilities caﬁ send -the article to prospec'tive cOnsumefs
and refeﬁal »s.ources. They can also distribute the articles to residents.and employees to
ignite word-of-mouth promotion.56 |

Ehlers cites the neweletter as another valuable tooi for reaching out te the
conimupity. “NeWsIetters afferd_ opportunities for direct communication, reinforcement
of name recognition and community updates; far more frequently than a brochulre."’57
When creating a newsletter, the assisted li{ring facility should know that prospective
residents will read the ne_wslefter and take away an impression of it. Therefor_e, Ehlers
believes that the newsletter should complifﬁent the other communication tools in creating
a unifermed-image that Ihembers both recogni-ze and trust.”®

Ehlers also hails a Web site a.s a crucial component of aﬁ assisted living facility’s
marketing and public relations efforts. However, if the facility does not promote the Web

site in all of its advertisements, publications and stationery, the value of the Web site is

>* Thid.
53 Ibid.
**Ibid. -
%7 Ibid.
* Ibid.
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wasted.” Facilities shquld éls'o submit their Web site to search eﬁgines like Yahoo and
Google to increase éonsumer awéreness about it.%

Web sites haye the unique feature 6f providing iMediate feedback to the facility.
The facility can measure how mﬁny hits its Web site receives. Also, Web site inquiries
provide the facility wi‘thivaluable information. “People making Web ‘inqﬁiries have
looked at the site and want ﬁore inforfnation; prompt response to these inquiries will pay
off.” These prompt résponses show that the facility is interested in serving the
customer. Thefefore, someone on staff sﬁould monitor and respond to inquiries on a daily.
basis. Ehlers suggests that facilities also examine the inquiries to see what quésjions are
repeated. The facility should continuously update the website with informat‘ién to answer
these questions.* .-

When a faciiity updéltes its_ Web site based on inquiries, it adapts to the needs of
its target audience ana increases its effectiveness as a marketing and pﬁblic relations tool.
Acéording to healthcﬁfe marketiﬁg exp'e.rth Peter M'a'nsﬁeld, if an assiste_d’l'iving facility
, develoﬁs a profile of its target audiences and gains a sepsé for tﬁe‘ messagés and resources
that these audiences will find useful, .its électronic marketing program will likely be a
win-win for the facility and its custom-ers.63

According to N5R, a senior online marketing group, all Web sites targeting
seniors should follow éight sirﬁple guidelines to communicate best with the target

population. First, the Web site should be easy to navigate through. Therefore, the Web

59
Tbid.
60 peter Mansfield, “Targe_t Audlence with Web Site, Electromc Marketing,” A551sted meg Success,
November 2002, pp.1-3.
® Janis R. Ehlers, “Five Ways To Maximize Your Commumty s Marketablllty,” Oct 2002 pp.1-4.
62
Ibid.
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.site should remain “flat,” and the pages should 1661; clean and simple. Sec‘ond,v the Web
site should have large fonts, greater than 12 points in size, to make text easy to read, and
each page..should have a limited amount of text. Third, eaéh function of the Web site
éhould be éxplaiﬁed with action words. For example, if therWeb site offers a video, the
Words_ “Play Video™ Should appear on thf; page to pr_‘ov‘ide'tl.le user with specific and easy-
to-follow dfrections. Fourth., the Web site sﬁould enlargé linkable images to distinguish
them.from other grapﬁics and words. This heips seniors with less dexterity click on links
on their ﬁrsf attempt. Fiﬂh, the Web sife should use images aﬁd content representative of
| the target market. For example, the. Web site shoﬁld not use. trendy words that seniors
- may not undfersta_ﬁd 6r relate to. Sixth, the Web site should use testimonials as an
endorsernent. These testimonials h_eip coﬁvince seniors that a prbduct br éervice is
credible. Frequently updajed festiﬁlonihis also help boost a credible image. Seventh, a
Web site should préminently display Internet privécy rights and cite security policies
~ because seniors fend to',\‘/iew information-online as inaccurate; Finally, a Web site should
personify itself by offering a phbne number or e-mail addréSs Where.a browser can reach
d berson representing the sewigé or company.®*

In addition to Web sites, e-mail may'also help assisted living facilities
communicate with its audiences. Good e-mails include information thé target audience

would find interesting, but remain brief.*> Assisted living facilities can communicate

% Peter Mansfield, “Target Audlence with Web Site, Electronic Marketmg,” Ass1sted L1v1n2 Success,
November 2002, pp.1-3.

¥ N5R, “Marketing to Seniors Onllne ” TheMatureMarket.com, retrieved Jan. 12, 2005.

6 peter Mansfield, “Target Audlence with Web Site, Electronic Marketmg, Assisted Living Success,
November 2002, pp 1-3.
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effectively by send_ing' regular e-mail newsletters or e-mail updates to prospective

66

- residents andv' referr;c_ﬂ‘ services.
Many marketing and public relatiéns prac."citioners Qpinpoint referral services as the

most important target audiénc_eé iﬁ an ﬁssiéted living facility’s marketing efforts. Key
referral soﬁréeé inciﬁde dolctor's', eé’tate pl’énners, hospital {Vorkers, social workers and

‘ chu‘rches‘.. Faéilitiéé .thal't maintéin strdng relatioriships W.'ithn fhese referral sources halve a

| éigni_ﬁcént _advah_tage over their corhpetito_rs, aﬂd .fhes.e felationships are maintained by

| impIen;enting 'a..v.ari‘cty. of c'omrrlim_iéatioh charinels. These channels help introduce a
facilit_j( fo ac1rcle (;f professioﬁals {vhb serve areé se.nior.s.' According to Stephen P.
'erig‘ht,,p:'résideht of erght _Matﬁfe Marke't Servicés, “Receﬁt national studies on how
p'rosﬁct‘s énd {ﬁci; farr'li_'lie_é;‘ ﬁrét heard "ab.c‘)ut the‘assisted .1ivvi‘ﬁg c.oml'rnur.xity of choicel

- found that referral sources, not advertising, were second to none in leading the way.”®’

, »Targéting Different 'Gene_ration.sv
As 4mentid_r'1edfii‘1-1 (.Jhap'te'r".ll,' Ino.svt,.aslsi.st'gé ﬁvfﬁg consumers fall into three
different groups: the GI Generation, th;f: SilentGelnjérﬁ'tﬂionl and .the Baby Boom
-‘Glerllelifation. The gféﬁpsl' hévé u'nique éﬁérac_teristiés fhaf v-assist“ed living comn;lunities 5
should consider before iqommun'i‘cativng with them, Each grépij has different vélué's,_ "
buying h,élbits and views éf the 'fILitui;e as a result of different life experiénﬁes. |
Most ﬁoté_ntial assisted living residents fall into the ‘GI Generaﬁbn and the S_ilént .

Generation. The GI Generation gonsists_df pedple born between 1901 and 1924. This

66 iy :
. 1bid. . . . } , .
&7 Susan Kavanaugh, “Marketing Assisted Living — Part 1,” Assisted Living Succes, November 2000, pp.1-
5. ' ;
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generation experienced the Depression and World War II as teens vand. young adults.
Many reaped the benefits of government intervention th’rough‘Social Security and Child
Labor L;lws. The group sparked the first senior citizen movement, resulting in the
formaﬁon of AARP and the 10wering of .thé. Social Security retirement age to 62..68 This
generation has a strong bond énd Ihemb_ers have faith in one another.v About 80 percent
say that they trust their géneratiorg more than others.”’

For many members of the GI Generation; the home became their ﬁrst symbol of
success. After World War II, soldiers returning from the military fueled a real estate
boom by buying their first homes. Prior to this move, many had lived with their‘ parents
or in apartments.” |

Members of the GI Generation welcomed aging grandparents into their new
homes when these loved ones required additional support. Today, this group often
associates long-term care facilities with the “old folks homes,” “county homes,” and “old
soldier homes” that they saved relatives from in the past.”

Members of the Silent Generation, people born between 1925 and 1942, also view
assisted l.iving facilities with skepticism and view the home as an important symbol of
independence and success. Members of this generation were also largely influenced by

the Depression in addition to The Korean War, anti-Communist fears, the atomic bomb

8 Anita Landis, Robert Snyder, “Generatlons Influences in Purchasmg Assisted meg, Nursing Homes,
March 1998, Vol. 47, Iss. 3, pp. 34-37.
59 Carol Vinzant, “Born to Retire,” Fortune, Aug. 16, 1999, Vol. 140, Iss. 4, pp. 81-88.
’® Anita Landis, Robert Snyder, “Generations Influences tn Purchasmg Assisted Living,” Nursing Homes,
March 1998, Vol. 47, Iss. 3, pp. 34-37. '
" Ibid.
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: and McCarthyism. Also, the 1970s “o'i‘I'shcc - inflation in the p_rinle of their lives
| changed their_farnily lifest‘yles.72

‘Despite these negative events, many believe that the Silent Generaticn had easy,
boring lives becduse they were born at just the right tinle. Members were viewed "es
conformists. They married and had kids earlier than eny generation, and therefore,
planned their life by age 20. ihen, they invented the midlife crisis.”

"fcday, hcw_ever, members of the Silent Generation prove to belan independent,
demanding, mobile and technologically inclined generation. Tnerefore, several -assisted
living facilities have edapted to this generation’s needs by becoming more active fhan
passive through increased flexibility in rules and schedules and a broader mix of
services.”*

When promoting ass’isted living tc both the GI and Silent generations, an assisted
living facility mnst understand how the decision to‘leave “hearth and home” can be

. painfui. Therefore, the facility should demonstrate hownloving to a new home can lessen
pain and inconvenience, openi'ng the way t.o a more.pleasureble late l'ife.. Companio‘nship,
secur1ty, housekeeping, dmmg and social act1v1t1es should help convince these
-generatlons that assisted living is a positive change and will help them live a better hfe

In 90 percent.of the cases, ‘adult children help makethe decision about_ where to

place parents in regard to long-term care facilities. Most of these adult children fall into

” Ibid. -
73 Carol Vinzant, “Born to Retire,” Fortune Aug. 16, 1999, Vol. 140, Iss. 4, pp. 81- 88

* Jim Warner; “The Silents, Boomers and Timeshares,” Assisted Living Success, Sept 2002; pp.1-2.

s Anita Landis, Robert Snyder, “Generations Influences in Purchasing Assisted lemg, Nursing Homes,
March 1998, Vol. 47, Iss. 3, pp. 34-37.
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the Baby Boomer Generation.’® People born between 1943 and 1960 make up the Baby
Boom Generation. Children éf soldiers returning from World War II largely cdmpose this
genera’cion.” |

Because boomers grew up in the bountiful post-war ‘p'eriod, they often believe |
they are entitled to the wealth and opportunity that seemed endless during fheir youth.
Therefore, Baby Boomers will have a 1ifétime épending haBit. i}aby-Boorners have often
happily gone into depth to sﬁen_d on the next new expérience in life, and research shows
‘they will contiﬁue to do so tb get the most out of life and stay forever .you_ng.78

Events that influenced tﬁeir lives include the thfeat ofa nuclear hoIocaust, the
Kennedy assassinatidn and Vietnam. During Vietnam, many demonstrated their
nonconformist beliefs through protesting. These beliefs helped alter many social norms
such aé the idea that women should stay at homé and serve as house\_wvives.79

Today, boomers make ﬁp, at almost 80 million, the largest generatiqnal
“demographic. Arﬁong these boomers, \n;émen outnumber men and have the .‘greatest
inﬂuénce on the family. T_her%:fore, Baby Boomer women are the greatest market
oppoi‘tunity today, and their expertise af surfing the Web makes the Internet a prime
channel fof communicating with them. H) 2004, woﬁen aged 35;54 represented the

highest proportion of Web surfers, compared with male bodmer_s and all other

7® Carin Rubenstein, “A Lot of Life, a Little Help,” The New York Times, Sept. 7, 2003, p. 14WC1

7 Carol Vinzant, “Born to Retire,” Fortune, Aug. 16, 1999, Vol. 140, iss. 4, pp. 81-88.

7 Bill Stoneman, “Beyond Rocking the Ages,’ > American Demographics, May 1998, Vol. 20, lss 5,p.2c.
™ Carol Vinzant, “Born to Retire,” Fortune, Aug. 16, 1999, Vol..140, [ss. 4, pp. 81-88.
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.demographics. Women boomefs, and boomers in generai, lead extremely fast-paced lives,
so they look to the Internet to make their lives eas'ier.80

The fast-.paced lives o.f many boomers etem fr’om the balance mény seek between
thexr jobs and their families. Attemptmg to Juggle kids and powerful careers takes time
and effort.*! Takmg care of aglng parents adds to the already busy hves of Baby
Boomers. According to a study by AARP, “In the Middle: A Report on Multicultural
Boomers Coping with Family ao'd Aglng Issues,” 44 percent of Americans betWeen 45
end 55 have aging pz_irents.or in;laiiv.s as well as childfen ﬁﬁder the age of 21.7%2

Assisted living facilities should understand that children of aging perents often
experience guilt because they do not have time to orovide care for their ioveo ones.
Therefore, facilities should emphasize seeeral key messages to boomers: times have
changed,- and assisted living ie ao appropriete.alferna:tive today; caring for an aging parent
is,.diffe'rent today than in the past be‘c.al‘u‘se families are spread geographically and most
households ho.ve both spouees Working; the faciﬁt.y prdvides fnedical care and promotes
“the generkal Weli—being of the pareot;. aho the facii'ity will care for the parent in a digniﬁed

mannef, and the burden of day-to-day supervision will not be on the child’s shoulders.83

¥ Mary Brown, “Eight Thmgs You Don’t Know-about Boomer Women > MatureMarket com, Jan 10,
© 2005, pp.1-4.
®! Bill Stoneman, “Beyond Rockmg the Ages ” Amencan Demoggz_lphlcs May 1998, Vol. 20, Iss. 5, p.2c.
* 8 Chiree McCam “Eldercare Referral Business Growing,” Business First, July 12, 2002, Vol 18, Iss.47,
p Bl. .
% Anita Landis, Robert Snyder, “Generatlonal Influences in Purchasmg A551sted Living,” Nursmg Homes,
March 1998, Vol.47, Iss.3, pp.34-38. '
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.Chapter Three

Method of Research
The author implemented three research techniques to study effective messages

and channels used by assisted living facilities to attract residents.

,In—depth Interview

Phase 1 Selecting the Participants |

‘With the .help of Elinor Fritz of tﬁe New Jersey Department of Health and a list of
New Jersey assis;ced living fac’i}itigs certified by‘t_he Depértrrie_nt of Health, the autﬁor o
,}selectled'three successful assisted living fécilities in Gloucester County,l New Jersey to
study based on quality and pércentage‘s of occupalr';cy.-iThe author .determined the =
_ -pevrcentages of occup.zl:lnc;y b.y calling each facility:and asking for the maximum number of
vresident_s the facility could hoid énd the actual nuinbef of residents i‘p currently holds. The
- author found that Cordia Commons in Wiliiamstoivﬁ,' NIJ; Post House in Glassboro, NI;
and Terraces at Parke Place in Sewell, NJ Had the highe.st percentages of occupéncy at 95
percent; 89 i)erqent and 84 béreent respectively. Th.ev authqr _interviewed a marketing or

public relations manager from each of these three facilities.
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* Phase 2 The Questions

| The author asked iﬁterviewees to identify the key messages their assisted living
facilities use to attract new rgsidents, for \;flhom these messages are iptended and what
channels are used to distribute these messages. The author also asked representatives
from the assisted living facilities whether or not pfevious fesearch findings guided their
decisions to use these messages and channels. Fi'nallly, the author asked the
~ representatives for samples of the promotional material distributed by the'facilities.

Phase 3 Analyzing the Data

The author recorded the interviews and transcribed the answers. Next, the author
analyzed the answers and noted similar and distinct answers among the three
interviewees. The data appears in Chapter Four. Conclusions and recommendations'based

upon this information appear in Chapter Five.

Content Analysis

Phase 1 Selecting a Sample' |

The author gathere;i the promotional folders used by each of the selected assisted
living fécilities. The .author chosé to éubjecf_ these folders to a content analysis bécause al-ll‘-
three facilities ﬁnder study use similar promotional folders as their main marketing/public
relatioﬁs tool. The folders all contain brochures and a compilation of fliers, calendarsl'and

other materials that provide details about the facilities and their services.
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Phase 2 Conducting the Content Anah‘rs,i,s‘

- The ;Iuthor r,e\-fiewed all of the méaterjal‘ in_each of the three folders before
éelecting units 6f analysis and'catggories. Tﬁe author placed the units of‘ analysis and .
, catégéries down the left side :(.)f a’s‘pre‘adsheet and the name‘of each facility across the top
| of thie spreadsheet.* The author used this standardized sheet to code the contents of the

folders. -

Phase 3 Analyzing the .Data'

The author entered all of the data into the standardized sheet and analyzed it to
find Consistent messages and design elements used by all three assisted living facilities.
- The data appears in Chapter Four. Conclusions and recommendations based upon this

information appear in Chapter Five. .

% See Appendix B. _
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Chapter Four
Th_e author conducted an in-depth interview v's.lfith the employéé responsible for
marketing/public relations at each of the 'thrv_ee' assisted living facilities under study. The
author used these interviews to find parall_éls among the messages and channels of
communication used to promote each facility. The author also pcrforméd a content
- analysis of each of the three féci_litiesf promotional_folders to find consistencies among

the facilities’ messages.

In-depth Interview Questions

The author conducted the three in-depth interviews with Jane Adams, Resident
Services Directpr at Terr.a.ces. at Parké Place in Sewell, NJ; Gina-maﬁe Phillips,
' Community Relations Director at Cordia Commons in Williamstown, NJ ; and Margie
Riddell, Actifities‘ Coordinator at Post. Hdus’e in Glassboro, NI.

The author sought to determine the answers to the -foilovﬁng questions during the
three interviews: |
« Who do you primarily target when marketing your facility? (Potential residents,
chiiﬁren of potential residents or referral sources?) |
* In your obinion, what audiencé i-s th‘e_;most important to communicate with in an atfempt
to attract more residents?

Do you develop different messages for each of your target publics? What are they?
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* Do you develop distinct messageé to attract potential residents of bdth the GI and Silent
Gengrations? |

« What Chaﬁnels of comﬁunication do you use to diétribute your rﬁ.arketing/promotional'
méssages? |

* Do you advertise your -facility‘? Where? How then‘?

* Do you ever Write and di'sfribut_p news releases fg promote 'yo'ur facilit:f.’_

. Does your facility have a broéhure? If so, to whom do you distribute it and how?

* Do you use di_fect mailings? If so, what is the purpose of the.se mailings?

* Does your facility hav;e a Web site? If so, how do:ybu attract people to it? |

. Do you plan residential or community events? What typé? How often?

* Do you di.stribute a fé(;ility newsletter?‘What is the éontent of this newsletter, and who

' reéeiyes it?

. Do you comm‘ﬁnicate with residents’ friends and families? If sé, what is the goal of
these interactions?

* Do youvv'isit or call referral sources?

. HOW do you éstablish a relationship with these sources?

- * Do your communication efforts displ_ay an overall the_me that ties them together? If so,
what is this themé? |

i In your opinion, what channel Works the beét to attract new residents?

. ‘Have yOu or anyone a‘ssocivat.ed with yoﬁx' facility conducted research to help drive your

" marketing/promotional decisions?
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Interview Response Summary

All three interviewed subjéqts cited referral sources as the most important target
audience to communicate With when promoti#g aﬁ assisted living facility. Gina-marie
Phillips from Cordia Comrﬁons eipiaine_’:d that ﬁlogt people enter assisted living fécilit_ies
after'a crisis occufs thatlt“ prevents independent living. Therefore, according to Phillips,
most pébple ségréh for an assisted liviﬁg facility for thetﬁselﬁes or sOméoné elsein a
frantic; crisis mode. In most caseé, friends and family members take charge of finding a
.facility for an aging loved Qné. Phillips explained that crises-u'sually. prevent people from
t.horough.ly'explorm‘g assisted living options. People usually turn to the aésisted living

| facilities that héx}e been.r‘ecommende& to them by an _acquaintaﬁce in.the community, or
people seek advice at doctors’ -ofﬁceé, rehabi}itation cehters_or intérnet referral services.

Ms. i’hil}ips’ .péreri_t cbmpanjg Juniper Communitigs, requires her to engage in six
.faée-_to-facé meetings per week and ten cold calls per week with pétential referrél sources

| liké doctors, especiahy neurologiéts and cai’diolbgists, and local'busiﬁéss owners and
emi)loyeeé.'Phillips invites local businesses like béauty. parlors to Cordia Commons to
perform their services. She hopes that thié will eﬂcourage business owners and employees
to talk about Céfdia Commons in the workplace. .
~ In addition to ';J'i‘_siting doctof:é’ Qfﬁ§e$ and rehalsili.tatic')n. cehters, both Margie
Rid_déll 'frqm Post House and Jane Adams from Teﬁaces at Parke Place use a paid onlir_le‘
service, A Place fo? Mém, to ifefér people to their féciLitiés. Riddell also falks to local

clergy abdut Post Housé and places messageé about the facility in church bulletins.



Ail tﬁrée int‘erviev{fed subje_cts use di.stiﬁnct méséages to reach their different target

~audiences. All subjects preée'nt referral sources with factual information to help these
sources bg:come more kn‘dwledgcable about the 'fa.cility. The subjects hope that the
referral sourégs ‘IV).;:ISS aloing fheilj knowiedge to those in need of an assisted living facility.
The subjects also agreed that messages geared toward family members and friends of
potential residents should focus on the facility’s ciua‘lity of care. Also, the subjects all
stressed that the messages geéred toward potential residents should focus on the quality
of life avai_lablé in the facility.

, Phiilips uses ads that show two older ladies 1aughih.g in a car, like Thelma and
Louise, t(j attract potential residents. Adz;ms explained that she sends messages to
potential residents that fo¢us 611 the fact that Terraces at Parke Place has high-functioning
residents who take trips daily.: All three subjects also emphasized the“importanc;a of
developing and using r_nességes that convey the facility;s home-like feeling. Phillibs also
likes to tell potential fesidents to think of the facility"s staff and fesidents as an extended
family. Also, she tells membérs of the Gl and Silenf Generations that they caﬁ relate to
and share memories with people who have similar life experiences — like living through
the Great Depression.

All three subjects agreed that family merﬂbérs or fn'ends.of potential residents,
mainly those individuals who serve as potential residents’ Iﬁowers of attornéy, musf be
assured that their loved ones 'vs;ill be taken care of. Adams tries. to spend time with friends
and family memEers on'facility tours to pinpoint their reservations about assisted living.
She explains fo these people that times have changéd and that it’s okay to have a career

and allow someone else to care for their loved one. She tells these people that they can
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stop by 'anytime. Phillips tells friends and family members of potential residenté not to

feel guiity.-'about placing their loved ones iﬂ a facility.'She explaiﬁs that assisted living
facilitieé provide around—the—clock care, which many people -pﬁysically cannot provide on |
their own because owaork and family obligations.

All three subjects believe that word-of-mouth serves as the most effective channel
of communication to spread their facility’s messagesl. Both Aaams and Phillips
éonsistently place ads 1n locql newspapers to méintaiﬁ fh‘eir facility’s visibility in the
community. They’ both advertise in The T: reﬁd, the Glouce;vter; County Times and the |
speciaIty publication, Senior Scoop. Adams has tried .advertisivng on local radio stations,
but she doies not think it was effective. Phillips has advertised in the Yellow Pages and on
local cable channels and the Weather Channél_'crawl. Phillip.s believes that her facility’s
billboard successfully at_tra‘cts fhe 1vno>st’pevople to her facility for tours or additional
information. Her facility’s billboard sits above a busy street and directs people toward the
facility. | . |

| All three sﬁbjects have written news releases to pitch feature stories about
extraordinary residents. None of the subjécts use releases frequently as a marketing or
public relations tool. All three subjects, however, send direct rﬁail frequently to family
members and friends of potential residents to announce upcoming events’. This mail‘ helps
friends and family members feel positive‘abolut.a loved one’s experiences m the facility. |
Phillips also distributes newslgettérs to family m-embe.'rs. to keep them abreast of changes
within the faci_lity and upcoming eveﬂts._Riddell'distributes a newsletter that provides
information about aging to residents. Svhe also distributes this newsletter to referral

sources and encourages them to leave it out as reading material for visitors. Because the
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newsletter has Post House’s name on i, she hopes that it spreads awareness of the facility
throughout the community.

The subjecté all agfeed'that résidential and community events also help spread
awareness of their facilitieé. Adams explained that her facility holds an annual Easter egg
hunt for local kids. Phillips stated that her facility holds quarterly events with residents,
like senior proms, which residents’ _fanﬁlies are invited to. She also .attends health fairs,
encourages experts from the facility to speak at community centers, participates in
Monroe Township’s Main Street Festival and arranges in-services for community
members like clergy and EMTS to train them on dealing ‘With individuals sﬁffering from
Alzheimer’s. Riddell explained that her facility.holds events for residents ﬁke dancés, and
inv;tes other ofganizatio,ns. like Rowan University to help run the events.

All three subjects view their facili’ty’s folder as the core of thg:ir marketing/public
relations material. These folders contain brochures and detailed iﬁformation about the
facility like activity calendars, pricing charts and sample menus. The subjeéts distribute
these folders to people who exﬁress interest in the faciiity. They hope that the fdlders o
convey a positive‘image of the facility and prbviéle detailed.answers to common
questioﬁs about the facility. |

All three facilities have Web sites, but none of the subjects noted the Web site as
an extremely éffective marketing tool. The subjects all agreed that the Web site is best
used as a resource for someone th has expressed interest in the facility and wants more
information. The Web sites provide more iﬁ-depth details about the facilites. Cordia

Commons, which is owned by Juniper Communities, can be found online at

www junipercommunities.com. Post House, which is owned by Assisted Living
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Concepts, can be found online at www.alcco.com. Terraces at Parke Place, which is

owned by DePaul Health Care, has its_ 0§vn site at www.terracesatparkeplace.com. |
Terraces at Parke Place and Post House di'splay their Web sites on a brochure; located in
the promotional folder.
None of the.subjects have ﬁécd research to guide their markéting/public relations
decisions. Trial and error has guided the subjects’ decisions to focus maihly on referral
“sources and to diétribu:te messages '“a‘tlac.)ut‘ quaiilty of care and life to potential residents and

their friends and families.

Content Analysis — Units of Analysis and Categories

Through a content analysis, fhe author examined the communication content of |
the prdmotional folders used by the three most successful ass.isted living facilities in |
Glouéesfer County: Cordia Comhjons, Post House and>Terraces at Parke Place. The
aufhor used four units of analysis to help classify the content of the folders: Folder
Cover, Brochure Cover, Brochure Contents .ar'ld- Other Folder Contents. The F élder
Cover unit of anzﬂysis includes all elemeﬁts of the folder’s cover, including graphics;,
color, copy and therﬁe. The Brochure Cover unit of analysié includeé all elements of the
brochure’s cover, which also inclﬁdes graphics, color, copy and theme. The Brochuré
Contents unit of analysis includes the topics of information covered in the brochure,
_including the definition of assisted living and a description of the facility’s specialized
services, personalized seﬁices and respite care. This unit of analysis also includes words
or phrases that describe the facility’s service and the quality of life that a facility’s

residents enjoy. The final unit of analysis, Other Folder Contents, includes all other
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information placed in fhe folder in addition to the .br(.)chure. This information includes
aementia and Alzheimer’s care, respite programs, .dining information, lists or descriptions
of services, floor plans, activity calendars, pricing breakddwns, a parent company
description, a Medicaid description and an in-house physician list.

“The author_broke down each of the four units of analysis into categories to further

classify the contents of the folder with greater precision and detail.*®

The author created a
standardized spreadsheet listing all four units of analysis and their respective categories

down the left side and th_e three assisted liVing facilities across the top.*® The author used

this spreadsheet to classify the content of each facility’s folder.

Content Analysis Results .

The author gathered the following f»esu»ltsafter comparing and analyzing the data

reported in the standardized spreadsheet87

Within the Folder Cover unit of analysis:
. 100 percent of the_f_olders had a bicture on the cover
. Cd?dia Co.mr_nons’ folder had Both seniors smiling and a fainily image on the cover,
"« Post Hoﬁse’s folder had sentors smiling on the cover | |
» Terraces at Parke Place’s folder had the assisted living faciliity on the cover
« 100 percent of the foldér covers used color - |

* Only Post House’s folder cover used four colors

8 See Appendix A.
" ® Gee' Appendix B.
* Ibid. '
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* 100 percent of the folder covers had copy.
* 66.67 percent of the folder covers displayed a facility name
« Only Post House;é folder cover had a slogan, which read, “Living your life with
choice”
* Only Cordia Comlﬁons’ fdlder cover had descﬁptive words, which included, “life-
affirming, caring aﬁd attentive.”

* 66.67 percent of the folder covers conveyed a quality of life theme.

Within the Brochure Cover unit of analysis:
+ 100 percent of the brochure covers displayed pictures of seniors smiling
. Co’r‘di‘a Cqmmons" brochure cover also had a picture.of a family on the front.
* 100 percent of the b;ochuré covers used color.
* Only Post House’s brochure cover used four cblqrs. '
» 100 percent of the brochure covers displaygd a facilityhame.
* 66.67 percent of the brochure cbyers had a slogﬁn.
* Post House’s slogan read, “Living your life with bhoice.” :
. Teﬁaoes at Parke Place"s slogan read, “A Place for Living.”

"+ 100 percent of the brochure covers conveyed a quality of life theme.

Within the Brochure Contents unit of analysis:

* 100 percent of tilé byochures included words or phrases that contributed to the idea that
its ass_isted'.living tl"aci'l.ity prbvidesl fesideﬁts with_a high quality of 1_ife_.
| . 160 pefcent of the broch_ures stréssed that residents havé chqicesi
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» 100 percent of the vbrochli_res h'igﬁlvightcd a var_iety of aciivities
~*66.67 percent of the brochures emphasized the.co'nvenience of Iiviﬂg in an assisted
living faé_ilify. |
* 66.67 percent of the brochures stressed that residents are independeht m_ﬂess they
ask for assistance. | |
+ 100 percént of the brochures included wofds or phrases that contributed to :th_e idea .that
its assisted living fécility pfovides residvenvts With a high quality of service. |
~ + 100 percent of thé brochures stressed that its staff treats each resident as an
individual With unique needs |
* 66.67 percent of the brochur.;cs .highlighted a respectfui staff.
* 66.67 percent of the brochures highlighted a warﬁh, friendly and/or caring staff
* 66.67 percent of the brochures stressed that .its.staff‘provides residents with support
if needed
. 66.67 perpent of the brochures h‘igﬁlighted .';1 dedicatéd staff.
* Only the bréchure for Terraces at Parke Place defined an assisted living facility. .
+66.67 pércent of the brochures listed specialized services.
* 66.67 percent» of the brochures listed péfsoﬁa[ized services.

© + 66.67 percent of the brochures included information about réspite care.

Within the Other Folder Contents unit of analysis:
* 66.67 percent of the folders had additional information about dementia and/or
Alzheimer’s care

« 100 percent of the folders had additional information about respite care.
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+ 100 percent of the folders had additional information about dining services, including a
sample menu.
+ 100 percenf of the folders had édditién_al information ébout both personélize’d and
‘ specialized services, including amenities o‘ffevred by their fgéilities.
. 66.67 percent of the folders included sample monthly activity calendars.
* 66.67 percent of the folders inclpded'priciyr.lg. informa.tion.‘
* 66.67 percent of the folders included parent company informaﬁon.
» Only the Terraces at Parke Place folder contained facility floor plans. ‘
. -Oﬁly Cordia Commons’ folder cdntaine_d Medicaid information. -

Only the Terraces at Parke Place folder contained an in-house physician list.
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Chapter Five

* Summary, Conclusions and Recommendations

Summary

- The purpose of this study was to determine effective meséages and channels used
by assisted living facilities to attract residents. To uncover fﬁe most effective messages
and channels assisted livingl'facilities us‘e,i’t‘hé author studied three New Jersey
Departmept of Health-approved facilities that have successfully rec_:ruited residents,
proven by their high percentages of occupancy. The author i.nterviewed a representative
from each of the three facilities who handles marketing and public relations. The author
also pefforfﬁed a content analyéis bf the .‘promio.ti‘onal folders distributed by each facility
to assisted living consumers and referral sources. Through both the interviews and the
content analysis, the aufhor hoped té detect similarities among the messages and channels
of communication qsed by the three successful factlities anci form a conclusion about

effective assisted living marketing and public relations.

In-depth Face-to-Face Interviews

The .author conducted three infdepth, face-to-face interviews with Jane Adams,
Resident Services Director at Terraces at Parke Place in Sewcll, NJ; Gina-marie Phillips,
Cqmmunity Relations Director at Cordia Commoﬁs in W-illiamstbwn, NJ; and Margie
Riddel_l,rAct:ivities Coordi_nator- at Post House ih Glassboro, NJ. .The author conducted all
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three interviews between April 25, 2005 and April 29, 2005. The author recorded,
transcribed and summarized the interviews. The summary appears in Chapter Four of this

study.' ’

Content Analysis
The author performed a content analysis to examine the corﬁrﬁun’ic_ation content
of fhe promotionél fdldefé used by the;thfer; successful assisted living facilities under
~ study. The author used units of analysis and éateéorieé to help classify the content of the
folders. The author arranged the units of analysis and categori.es\ along the left side of a
'.spreadéheet, pérpendicular to the names of the three facilitieé, listed across the top of the

~ sheet. The author used this spreadsheet to note specific content elements for each folder.

Conclusions

In-depth Interviews

All three interview subjecfs éited referral sources as the most important target
audience to communicate with wﬁen'promoting an aséisted living facility. All.three.

subjects also said that word-of-mouth is the besf chaﬁpel an .assiste.d living facility can

. use to spread promotional méssages and that a facility should develop distinct messages

fdf 'different audienceé. The‘__sulij.‘acts agreed that assis;ced living facilities shquld send |

'm.'e.ssages focused on qﬁality of service té féinily fnemﬁers aﬁd friends of potentiél

res.idef.lts'and. m'essages focused on quality of life to potential. residents. They also agreed

that referral sources should receive moSﬂy_ factual information about the facility.
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The subjects noted that the_y leck a full-proof strategic apptoach to marketing their
facilities because peoﬁle eften ﬁtld themselves in need of assisted living after an abrupt
crisis. Therefore, the facilities have trouble detecting potential consumers. Because of this
unpredictability, the subjects explained that faci‘lities must continuously keeb themselves
in the public eye through advertisements, community invt)lvement and conneetions with

referral sources.

Content Analysis-

The content analysis exploted the content of the promotional folders distributed
by each of the three assisted living facilities under study. Each facility provides these
folders\ to interested consumers and referral sources. The folders are designed to promote
the facilities to all audiences. ”

" The author found that all of the folders contained a brochure, and that all of these
brochures had content that appealed to both potential residents and friends and families of -
potential residems. 'fhe content atnalysis showed that 100 percent of the brochures
contained content related to both quality of life and quality of service.

‘The author explored both the quality of life and the quality of service content in-
depth. The author found that 100 percent of the brochures mentioned choices and
activities when high'lighting quality of life. Also regarding quality of life content, 66.67
percent of the brochures emphasized the convenience of living in an assisted living
facility and the independence residents enjoy.

The auther found that 100 percent o-f the brochures mentioned that staff members

treat residents as individuals with unique needs when highlighting quality of service.
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Also regarding quali;[y of service content, 66.67 percent of the brdchur’es mentioned a -

respectful, warm, dedicated staff that supports resident. needs.
- In addition to quality of life and servic;a coﬁtent, 66.67 percent of the bfoéhures

listed .specialized services, personalized se_rvices and respite care information. |

| 1 Each fécility’s folder alsq contained inse;’ts to ‘provide more ihfqrmation than thét
cbvered' in the brochure, T_hé author found‘t_hat IOOlperce,Illt of thefoldefs had add.itional _
information about speciaiized services, pe’r’sonalized_ service_s,}rjespite care and dining
»services. Also, 66.67 percent of the folders hQused information about dementia and) or
Alzheirher’s éare, facility activities, ﬁricing and the pareﬁt édmpaini_es,of each facilify
undelf stu‘dy.v |

” The content analysis helps show that factual iﬁformétion helps corisuineré and
| reféﬁals services learn about the 4_faci1ity to make informed decisions or
recommendations. The specific énalysis‘of the brochure, hoWever, showé that quality of
life and quality of service messages 'ére key components of an alssisted living facility’s |
marketing and public relations efforts. All three an%ﬂyzed broéhurcs containedlébﬁtént

related to quality of .Iife and _quality of sérvice. |
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Recommendations

Becaiise of the unpredictable circumstances that cause many people to enter
assisted living facilities, assisted living marketing .aiid public relations practitioners
should target referrail sources, not potential residents, as their primary target audience.
These practitioners should create personal goals to reach out t(i at least 10 local
businesses a week via phone and visit at least five of these potential referral sources in
person. After making initial contact, the practitioner should create a scliedule for keeping
in contact with these sources. The practitioner should provide referral sources with
factual information about the facility and possibly invite the sources to the facility to get
a feel for it. | | |

Assisted living marketing and public relations'p'raétitioners should maintain their
facility’s Visii:)ility by advertising in iocai newspapers, especially those sections targeted
toward seniors. VIf facilities are not located in higthrafﬁc, visible areas, they should place
biliboards in busy locations to aiert consumers of their existence. |

' Assist_ed living facilities should produce marketing materials that include both
quality of life and quality of servibe msssages. These messages assure pqtential residents
that they can live a comfortable, independent life in the facility. Also, they help convince
the friends and families of potential residents that their loved ones will receive the
necessary level of care to help the‘in remain healthy and safe.

Because assisted Iiving_ facilities do not have o_n_e consistent, identifiable target
audieiice, .the‘s‘e facilities must cievelop messagss and promotional materials. that appeal to
all groups: referral sources, potential rssidents and friends and family members of -

potential residents.
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Recommendations for Continued Study

A continuation of this study should focus on examining the marketing and public
relations materials and activities of assisted living facilities outside of Gloucester County,
NJ. Also, a researcher should attempt to compare and contrast the Iﬁarketing and public
relations efforts of other senior care facilities like nursing homes and rehabilitatjon
ceﬁters with those of assisted living facilities.

If granted access to assisted living residents and their families, a researcher should
hold focus groups or in-depth interﬁews with these subjects to explpre thé exact
messages and materials that initially attracted them to their selected facility. Also,
through these focus groups or interviews, the researcher should attempt to pinpoint why
the subjects decid¢d on their facility. The researcher should compare and: contrast the
results from these focus groups or interviews with those _gatﬁered from the in-depth
interviews with the assisted living represe_:ntati'vés m thié study. This énalysis would show
~ if the studied facilities understand and provide exactly what their'térgeted audiences want
to know when séaréhing for an assisted living facility; it would show whether the results

of this study are valid and reliable.
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Content Analysis Cate'gorv Definitions

The following definitions appear in order of appearance on the standardized spreadsheet.

L.

10.
1.
12.

13.

Senior(s) Smiling: a photograph on the folder cover of one or more seniors
smiling

Family: a photograph on the folder that includes more than one person and

- conveys the idea that the people in the photograph are related

Assisted Living Faciiify: a phtitograph or drawing on the folder of a building
resembling an assisted living facility

2-color: a folder cover consisting of only two colors

4-color: a folder cover consiéting of four i:olors

Facility Naine: the name of an assisted livir_lg facility on a folder cover
Slogan: a sentence or phrase on the folder cover

Descriptive Words: independent words on the folder cover that describe some
element of an assiste(i living facility |

Quality of Life: elements of the folder cover hint to the enjoyable lifestyle
assisted living residents experience

Senior(s) Smiling: é photograph on the brochure cover of one or more seniors
smiling

Fainily: a photograph on the brochure cover that includes more than one person
and convéys the idea that the peopie in i:he photograph are related

Assisted Living Facility: a photograph or drawing on tile brochure cover of a
buiIding_ resembling an assisted living facility |

2-color: a brochure cover consisting of only two colors



14. 4-color: a brochure.cover bonsiéting of four coiofs
15..1%a¢ility Name: :the name of an qssist’ed l‘iving'f‘a.cility' bn a br(;chure cover
16..Slogan: a sentencé or phras‘e on a brochure cover |
17. Dgscriptivé» W_o,;‘ds: ..igdepghden‘t;\_{vprds 6n the broéhure cover that déscriﬁe some
| element of an assisted 1iviﬁg facility "
18. Quality.‘ of Life: elementg}olf tﬁé bfoc‘hure cover hint‘t(‘) the eﬁjoyablellifestyle
‘ assistpd living residénfs experience | ‘ |
19. Quality of Life Content: elements in the brochure tﬁat- hint fo fhe
enjoyabl_e/pléasurable lifestyle assisted li\}ing residents experience
20. Privacy: use of t.heAwo'rd or another word or phrallse in the brochure that r.nearis'
having space to oneself | | |
21 Cdmfort: use of the word or »énothef word br phrase in tﬁe b.rlo‘(;hure that means at |
ease |
22, Celebratory;‘ use of the word or. another word or phrase in the b_rochqre that
meaﬁs cheerful or happy | |
23 Choices: use of the wqrd-drv another word or phraée in the brochure thai meaﬁs_ ,.
having options |
24. Activities: use of the ‘_.wdrd or ,a.mothe.r WOrd or phrése in the brochuré that hint t'o
the idea that residenfs c;m participaté iﬁ various events |
25. Home.-likve:‘ use of the _wOrd or anothér wqfd or phrése fhat mean‘sllike' onel.-’.spri_c.)r‘
| living spacé | | |
‘ ’267 Convenience: Iuse-of the wbrd__ or ahcther-wofld ér phréSe in the brochu;e that

means handiness or ease



27.
2%,
29.
- 30.
31.
32.

33.

Indépendence: Qse of th‘e’word or another word or phrase in the brochure that
means self-sufficient

Safe/secure: use of either word or another word»or phrase in the brochure that
means protected

Self-esteem: use of the word or anothér word or phrase in the brochure that
means valuing oneself

Individuality: use of the word or another word or phrase in the brochure that
means having and maintaining a unique ‘pversonality. |

Well-béihg:. usel of the word or another word or phrase in the brochure fhat means
having one’s mind, body and spirit fulfilled |

erlalityl of Serviée Content; elements in the brochure that suggest the level of
service assisted living resi‘de'nts experience

Respectful: use of the word or another word or phrase in the brochure that

- describes the facility’s Staf_f as polite

34. Warm: use of the word or another word or phrase in the brochure that describes

35.

36.

37.

the facility’s staff as friendly aﬁd carjng

Support: use of the word or another word or pﬁraée in the brochure that describes
ihe facilit&’s staff as helpful o

Dedicated: use of the word or another word or phrase in the brochure‘ that
describes the facility’s staff. as devoted wbrkeré _‘

Personal Approach:j use of the p'hras.e or another phrase or word in the brochure

that describes the way the facility’s staff handles each resident in a unique manner



38.

39.

40.

41.

Attentive: use of the word or another word or phrase in the brochure that

describes the facility’s staff as alert_

Supports Changing Needs: l'use of the ph.rasve.br another phrase or word in the
brocﬁure that describes the faciliiy’sl capal‘)‘ilit‘yto care for patients in need of
different levels of care |
Collaboraﬁve: use of the word or another word or phraée in the brochure that
hints to the idea that the facility’s staff ‘works fogether

Innovative: use of the word or énother_word or phrase in.the brochure that hints :

to the idea.that the facility’s staff uses mbdern_ ideas and procedures to care for

. residents

42,

43.

45.

Definition of Assisted Living: description of what an assisted living facility

~contains in the brochure

Specialized Services: a list or description in the brochure of a facility’s services
that improve residents’ quality of life, including meals, activities, medically
trained staff members, seminars, television and telephone access, housekeeping

and laundry

. Personalized Services: a list or description in the brochure of a facility’s services

that cater to a resident’s unique needs, including assistance with medication and
varying levels of staff support

Respite Care: a description in the brochure of a facility’s program which offers

temporéry, sho_rt_—term'li'ying arrangements for individuals currently living at home

. Dementia an Alzheimer’s Care: an insert in the folder that describes a facility’s

capability to handle individuals suffering from demeritja or A_lzhéi_mer’s-



47. Respite Programs: an insert in the folder that describes a faéility’s program
which offers temporary, short-_term living arrangements fof individuals cprrently
living at home

48. Dining Services: an insert in the folder that describes a'fa_cil'ibty’s food preparation
énd, distribution

49. Sample Menu: an insert in the folder that resembles a resident’s daily food
options

50. Services Listed: an insert in the folder that lists or describes a faéility’s
pe;sonalized services, specialized services and/or amenities

51. Personalized: an insert in the folder that lists or describes a facility’s services that
cater to a resident’s unique needs, incl'uding assistance with medication and

varying levels of staff support

52. Specialized: an insert in the folder that lists or describes a facility’ s services that
improve resi.den.ts’ quality of life, including meéﬂs, activities, me:dically trained
staff rﬁembers, seminars, televisio‘n and telephohev ac’cess,.housekeeping and |
laundry

53. Floor Plans: aﬁ insert in the folder that shows the set-up of a'.residept’s room

54. Monthly Activity Calendar: an insert in the félder that shoWé the different |
activities available to residents on a montﬁly basis

55. Pricing Breakdowﬁ: an insert in the folder that illustrates the costs associated
with assisted living |

56. Parént_ Company Description: an insert in the’folder that gives informatioﬁ

about the cdmpany' that owns the assisted living facility



57. Medicaid Discussion: an insert in the folder that mentions medical insurance
58. In-house Physician List: an insert in the folder that lists the doctors who work in

the assisted living facility
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Assisted Living Promotional Folder Contents -

Cordia Commons Post House Terraces
A. Folder Cover
1. PiCt’ureA

a. Senior(s) Smiling - X X

- b. Family . X :
¢. Assisted Living Facilit X

- |2. Color :

a. 2-color X X
b. 4-color X.

3. Copy :
a. Facility Name X X .
b. Slogan X
c. Descriptive Words X

4. Theme
a. Quality of Life X X

B. Brochure Cover

1. Picture - .
a. Senior(s) Smiling” X - |X X
h. Family - X :
" c. Assisted Living Facility -

2. Color. .. ,
a. 2-color - - X X

-~ b. 4-color ‘ X

3. Copy -
a. Facility Name X X X
b. Slogan ) X X

-_¢. Descriptive Words X




Assisted Living Promotional Folder Contents

|4. Theme

a. Quality of Life _ X X X

C. Brochure Contents

1. Quality of Life Content ' X X X
a. Privacy : '

>

h. Comfort

>

c. Celebratory B o X

d. Choices X

e. Activities X

f. Home-like .

g. Convenience

“h. Independence

i. Safe/secure

HKPX XXX X
>

i. Self-esteem

>

- k. Individuality

[. Well-being

DS

>
>

2. Quality of Service Content

a. Respectful

b. Warm

C. Support

d. Dedicated

e. Personal approach

XXX XXX
>

f. Attentive

g. Supports changing needs ) . : I - X
h. Collaborative : '

>

i. Innovative X

3. Definition of Assisted Living

4. Specialized Services X

5. Personalized Services X

PIEIEIES

6. Respite Care X

D. Other Folder Contents




Assisted Living Promotional Folder Contents

1. Dementia and Alzheimer's Care X X

2. Respite Programs X X X

3. Dining Services X X X
a..Sample Menu X X X -

4. Services Listed X X X
a. Personalized X X X
b. Specialized and/or Amentities X X X

5. Floor Plans X

6. Monthly Activity Calendar X . X

7. Pricing Breakdown X X

8. Parent Company Description X X

9. Medicaid Discussion ' , X

10. In-house Physician List . ' - X
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