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* The Smart Developer

Before you rush into the assisted living market, do your homework.
It's the key to your success.
by Leg £, Cory

FIRST THINGS FIRST

Maost senior housing developers approach new projects backwards, They find a site
and then try to justify why it would be perfect for an assisted living facility, But a
smart developer identifies the market first; investigates the needs, preferences,
desires, lifestyles and peculiarities of a specific target audience; then chooses a
potential site and hires a consultant to perform a feasibility study,
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Before even looking at land, you must define your market, The typical target
audience far an ALF are seniors aged 75 and older with self care and/or maobility
limitations and annual incomes of $25,000 or more, Howewer, recent studies shaw
that up to 65 percent of private-pay AL residents have incomes below that level,
indicating that they have unreported sources of income.

Another important target market is seniors’ adult children (aged 45-64) with annual
incomes over $50,000. Up to 80 percent of the residents living in private-pay ALFs
or their adult children meet these age and income parameters and live within the
primary market area, which is within three miles of the facility, unless otherwise
demarked by natural or manmade boundaries, such as coasts, rivers or freeways.
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1. Seniors Age 75+

2. Seniors’ Adult Children Age 45-64 with
HHI of $50,000+

Before even looking at land, you must define your market, The typical target
audience for an ALF are seniors aged 75 and older with self care and/ar mobility
limitations and annual incomes of $25,000 or more, However, recent studies show
that up to 65 percent of private-pay AL residents have incomes below that level,
indicating that they have unreported sources of income.,

&nother important target market is seniors' adult children {aged 45-64) with annual
incomes over £50,000, Up to 80 percent of the residents living in private-pay ALFs
or their adult children meet these age and income parameters and live within the
primary market area, which is within three miles of the facility, unless otherwise
demarked by natural or manmade boundaries, such as coasts, rivers or freeways.,




Affluent Empty Nesters Spend Over
3 Hours Daily With TV

Report: RMEDLA, DAY ARSLY SIS THE MEDI& AUDIT Target Market
Market: BOISE, I far APR-MAY 2008

Bases: ADULTE AGE 18+

Target: ADULTS--AGE 45 PLUS

Base Population: 410,709 % In Target: 46.29% Target Persons: 159 638

Affluent Empty Nesters Spend 1/3 of their Day with TV

RADIO 25.3%
! INTERNET 26.5%

BILLBOARDS 7.6%

NEWSPAPER 7.9%

TELEVISION 32.8%

TOTAL MARKET PROFILE IS BASED ON 701 RESPONDENTS. TARGET MARKET PROFILE IS BASED OMN 453 RESPONDENTS.
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ldaho Public TV Viewers Average
Annual Household Income is $59,300

Report: MEDLA, QINCH PROFILE
Market: BOISE, I far APR-MAY 2008
Bases: ADULTE AGE 18+

hedia: C 4 KAID PES TOTAL

Base Population: 410,710

THE MEDI & AUDIT

% in Media: 42.4

Al Groups
TOTAL

Media Persons: 174116

Total Income: $10,331,413,000

Mean Income: $59,336

Mean Age: 47

Home Owners: 79%

Mean Home Value: $256.214

Mean Miles Past Week: 175

Age Analysi

Gender Profile

Male 50.8%

Female 49.2%

35 (1] 65
= 15k
White 85.29 s @[l
15-25K
25_35K H.S. Graduate 31.1%
Hispanic 5%
35-50K 26.6%
Some College 26.2%
50-7T5K
Asian | 1.6%
75-100K One Degree
100-150K
Other 8.2% Twos Degrees
150K+
{ | |
o 100 (1] 40 o 45
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ldaho Public Television Delivers the
Right Audience — Adults 45+

Report: MEDILA PROFILE REFORT THE MEDI&S AUDIT Al Groups
Market: BOISE, I far APR-MAY 2008

Bases: ADULTE AGE 18+

hedia: C 4 KAID PES TOTAL

Target: ADULTS--AGE 45 PLUS

Media Persons: 174115 Target Percent: 53.0% Target Persons: 92 243

Over Half of Idaho Public Television's Audience is 45 or Older h

OTHER 47 0%

TARGET 53 0%

MEDI& AUDIEMCE AMALYSIS IS BASED ON 338 RESPONDEMNTS IM THE AUDIEMCE OF THE MEDIA,
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TV Is the Best Medium To Use to
Reach Affluent Empty Nesters

Report: RAMNKER REPORT THE MEDI& ALDIT Cume Ratings
Market: BOISE, I far APR-MAY 2008

Bases: ADULTE AGE 18+

Target: AFFLUEMNMT EMPTY MESTER--FSOK+MO KIDS HOMESAGE 45+

Base Population: 410,709 % In Target: 12.9% Target Persons: 53,059

A Third of Affluent Empty Nesters Do NOT READ the Newspaper

MNOMNE MNP0 MIMNUTES

MOME DIRECT hAIL*0%

MNGMHE RADIO*0 MIMNUTES 273

MOME TW*0 MINLUTES

BAZED OMN 117 RESPOMDENTS OUT OF THE TOTAL SAMPLE OF 701 BASE # OF RESPOMDENTS




ver Half of Affluent Empty Nesters
Watch ldaho Public TV from 7-10p

Report: RAMNKER REPORT THE MEDI& ALDIT Cume Ratings
Market: BOISE, I far APR-MAY 2008

Bases: ADULTE AGE 18+

Target: AFFLUEMNMT EMPTY MESTER--FSOK+MO KIDS HOMESAGE 45+

Base Population: 410,709 % In Target: 12.9% Target Persons: 53,059

Viewing is Highest - Early Fringe, Prime Access & Prime Time

C 4 KAID FBE 7-10FM

4 KAIDPESE 3-TPM

C 4 KAID PBS 5-6FM

4 KAID PBES B-6 3P

C o4 kKAID PEE10-10 3

C 4 KAID PBE 7-9 A

C 4 KAID PBE 4-5PM

C 4 KAID PBE 5-7 A

&0

BAZED OMN 117 RESPOMDENTS OUT OF THE TOTAL SAMPLE OF 701 BASE # OF RESPOMDENTS
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ldaho Public Television Viewers “nend the
Most on Elder Care... $386 Million

Report: AMMUAL CONSUMER BUYIMG POWVER RAMKER REPORT THE MEDI&S AUDIT Total Expenditures - Cume Rating §'s
Market: BOISE, I far MAY -JUM 2007 F APR-MAY 2005

Bases: ADULTE AGE 18+

Target: CARE FOR ELDERLY, INWALIDS, HAMDICAPPED ELDERY PER

Base Populstion: 410,701 % In Target: 3.3% Target Persons: 13,354

Total Expenditures -- Cume Rating $'s

C 4 KAIDPBS TOTAL 386,097,376

360,073,248

C B KNMIABC TOTAL

2 KBCICBRS TOTAL 302552128

C12 KTRY FOX TOTAL 284,574,464

279,723,232

STSMANSWD*BUSIMNESS 5

STEMAMNTSMN*BLISINESE S 249,972 400

STSMANTWD*LIFEFASHMN 148,191 968

C 9 KMIMN G TOTAL 144 G458 504

BAZED OM 55 RESPOMDEMTS OUT OF THE TOTAL SAMPLE OF 1,401 BASE # OF RESPOMDEMTS
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ldaho Public Television Provides

Advertising Solutions
« PBS enjoys the same high levels of awareness as the
traditional networks and top cable networks

— PBS surpasses top networks like CNN and ESPN for
frequency of viewing.

« Sponsorship and Corporate Contributions Viewed
Positively

— Two-thirds of PBS viewers feel that:;

« Companies that fund PBS have a commitment to quality and excellence.

 All other things being equal, they would choose to buy a product from a
company that supports PBS.

Source: 2006 PBS commissioned Harris Interactive Study, 3,457 interviews
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