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ORE AND MORE HOSPITALS and health sys-

tems are purchasing, building, partnering

with, or sponsoring housing developments.
These developments include facilities for assisted
living and skilled nursing, independent living
arrangements, continuing care retirement com-
munities, rehabilitation and subacute care pro-
grams, and low-cost housing for people of all
ages. Even hospitals that do not have investments
in housing are affiliating with senior facilities for
the purposes of education and medical and mar-
ket share. And with the arrival of the baby boom
generation, this trend is likely to become even
more prominent.

As with their other programs, health care orga-
nizations must craft and implement comprehen-
sive communications plans intended to increase
public awareness of and appreciation for their
housing activities, because such awareness and
appreciation will help increase market share and
profitability. Health care organizations must also
understand that the target audience—depending,
of course, on the resident’s health status—may
include both the resident and his or her family
members and caregivers.

THe PERsoNAL Touch
Marketing elder housing is more personal—
because it is based on developing and maintaining
one-on-one relationships—than marketing hospi-
tals. Because it is more personal, those who do
the marketing must connect with health care
providers, such as physicians, social workers,
rehabilitative therapists, nurses, and case man-
agers, as well as with community organizations
like senior centers—and also, directly, with the
potential resident and his or her family.

Here are some tips on marketing housing for
senior citizens.
Start with Research Numerous sources of research
material are available. They include your organi-
zation’s own demographic data and information

from senior citizens’ groups (your senior mem-
bership group, for example), chambers of com-
merce, city planners’ offices, universities, and
health associations. Don’t forger reliable sources
on the Internet. Tap college students and volun-
teers to conduct phone surveys, focus groups,
interviews with key decision makers and “influ-
encers,” and on-the-spot surveys at senior pro-
grams and events. Conduct periodic surveys and
satisfaction assessments among the residents of
existing housing, to learn what they like and
don’t like.

Talking and listening to residents, their fami-
lies, and loved ones will not only help you devel-
op a marketing plan but will also reveal practical
ideas on how to improve their quality of life.
Educate Consumers Educate consumers about the
cost of senior housing and long-term care.
According to a 2001 study conducted for AARP,
most consumers are uninformed about the costs
of long-term care.' To educate seniors about
senior living expenses, the financial impact of
health care costs, and the role of Medicaid and
Medicare in nursing care, form alliances with
government, business, service organizations, edu-
cators, and other health-related groups. An
understanding of these costs helps seniors and
their families to make wise choices and reduces
“sticker shock.”

Enlist Staff and Friends Involve employees, physi-
cians, volunteers, and board members in promot-
ing your senior facilities. Inculcate pride among
staff members by giving them customer-service
training. When you are recruiting new staff mem-
bers, include in vour job ads descriptions of the
role that employees play in creating positive
impressions in patients.

Encourage Diversity Recognize the cultural and reli-
gious diversity in the facility. If necessary, con-
duct a self-assessment to better understand your
residents’ backgrounds. Engage staff members,
residents, and families to sponsor programs that
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honor different religions and cultures,
perhaps by sharing traditional foods,
stories, and other cultural artifacts.

Put Residents First Always put the resi-
dents first, giving them an opportunity
to make choices concerning their activi-
ties, meals, social interactions, and sur-
roundings. You might, for example,
allow them to design their own rooms
and choose their mealtimes, thereby
enabling them to feel more at home
than they would in more institutional
surroundings.

Focus on Activities Create activities for
residents that improve their health,
functioning, independence, and sense
of satisfaction. Exercise classes, musical
events starring local talent, book
reviews, craft shows, Internet classes,
and pet therapy sessions have all been
shown to engage the interest of resi-
dents. Schools, clubs, and church and
community groups are often willing to
help put on such programs. Try to
design programs that will meet individ-
ual residents’ needs.

Be Inventive Try to think “outside the
box™ in creating programs. Camps for
handicapped vounger people are today
welcoming senior campers, for exam-
ple. The Wishing Well program at
Ridgewood Care Center, Racine, WI,
uses a wishing well built by volunteers
to make residents’ “dreams come
true.™ Each month a resident’s wish is
granted. Among the wishes granted
have been taking a train ride to visit a
family member and flying in an airplane
for the first time.

Encourage Visitors Visitors enliven any
facility for seniors. Encourage visits by
volunteers, family members, creators
and maintainers of websites, marketers,
event coordinators, and others. When
my Uncle Saul was in a retirement
community, 1’d go to visit not only
him but other residents as well. ®

NOTES
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We Connect.
You Save.

CHA Connection, a benefit
program developed by the
Catholic Health Association
for ministry partners, provides
discounts and support for
communications and insur-

ance products and services.

Your participation helps to
leverage buying power,
resulting in increased savings
for all and greater resources
available to strengthen our

healing ministry.

For more information, or
to verify that your organiza-
tion is receiving special
discounts and support,

call CHA Connection at
888-CHA-8828, prompt 0.

www.chausa.org/chaconnect

HCA4

Cus[ﬁ"lealgne Statuary,
Monuments & Memorials
In White Marble & Bronze.

You imagine it; we create it.
Touching souls and changing
lives one statue at a time.

ICONMonuments.com
(877) 404-ICON

WE DON'T JUST GIVE
HOMELESS FAMILIES
SHELTER FROM THE COLD.

WE GIVE THEM KEYS
TO AFFORDABLE HOUSING.

V. Volunteers
of Americar

There are no limits to caring.”

1-800-899-0089

www.VolunteersofAmerica.org
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