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WANT TO SHARE? 
 

Now All Your Colleagues Can Access  
Our News & Information 24/7! 

 
Our multi-user program lets you share our unique news service 
with others in your organization without violating federal 
copyright law. For literally pennies a day, we’ll custom tailor a 
multi-user program that enables everyone in your organization 
to have our proprietary content delivered directly to them! 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

TRY IT FIRST FOR FREE! 
 
Just tell us how many people in your organization would be 
interested in accessing this invaluable source of information. 
Once you provide us with their names and email addresses, 
we’ll make sure they get full, unlimited use of our news service 
for the next 30 days – absolutely FREE! 
 
At the end of the trial period, we'll follow up with you to make 
certain the service fully meets your expectations. We’ll work 
with you to ensure you’re getting everything you need from us – 
including the best possible price. 
 
For more information or to set up a free trial, call Jim Rogers at 
301-588-6380, ext.144, or email jrogers@cdpublications.com. 
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HOUSING 

Wellness Trend Opens Door to New  
Conversations about Retirement Living 

 Around the country, retirement communities are making 
health and wellness a central part of their offerings for 
older adults. For marketers, this trend is a great new oppor-
tunity to have positive conversations with prospects. 

 “It’s exciting for the industry because it gives us some-
thing different to talk to prospects about,” says Sara 
McVey, vice president of marketing for Mather LifeWays, 
a nonprofit organization that offers a continuum of senior 
residences and community services. “The truth is, moving 
into a retirement community is not high on many people’s 
list, but now we can talk with them about aging well and 
the dimensions of wellness, so they begin to think of it in a 
whole new way.” 

 Mather LifeWays recently conducted a National Whole-
Person Wellness Survey to develop a national profile of 
wellness programs in continuing care retirement communi-
ties (CCRCs) and active-adult complexes. The results 
show the majority of senior-living communities consider 
wellness a priority and are likely to incorporate wellness 
principles over the next five years. 

 “What we found was that leaders in the industry recog-
nize not only the need for integrating wellness principles 
in their programs, but they also see wellness as the funda-
mental basis for planning everything from organizational 
structure to space design,” says Perry Edelman, director of 
outcomes research for Mater LifeWays Institute on Aging. 

 Older adults also report that wellness is important to 
them—88% of CCRC residents and their families said they 
believe wellness programs are essential to residents’ satis-
faction, and 75% of them said that wellness programming 
was an important factor in their decision to join a specific 
community. 

 The survey identified wellness components across the 
six dimensions of wellness: physical, social, emotional, 
spiritual, intellectual and vocational. The survey found 
residents had the most opportunities in the physical and 
social dimensions, while the emotional and vocational 
dimensions still are being developed in most communities. 
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 The survey also discovered that communities are making 
wellness part of their mission statement, developing more 
elaborate programs, incorporating it into different depart-
ments such as dining, and hiring better-trained staff to give 
programming greater credibility and effectiveness, McVey 
tells STS. 

 “Consumers today are much savvier, and they under-
stand the value of having someone who is certified to work 
especially with older adults,” she says. “There is a lot of 
risk involved in offering a wellness program, so you have 
to have the right staff and equipment.” 

 For marketing professionals, the new focus on wellness 
is a great way to reposition the concept of moving to a 
retirement community. “We want people to see CCRCs as 
something beyond a place that they have to go to because 
of health concerns,” McVey explains. “Instead, they can 
go there and finally do all those things they’ve had to put 
off before.” 

 Focusing on the six dimensions of wellness gives mar-
keters a positive way to describe the lifestyle available at 
retirement communities, she says. 

 “In our marketing, we try to deliver the concept through 
stories of our residents,” McVey tells STS. For example, 
one ad features a 77-year-old resident who joined a walk-
ing club, lost 25 pounds and recruited four of her friends. 
Next, she plans to try Tai Chi. 

 “We flaunt our programs in a developed way,” she ex-
plains. “It’s not just a fitness center. We exploit the 
training of our instructors, offer events, write white papers 
on wellness and offer podcasts.” 

 McVey says the survey also found that many retirement 
communities are beginning to build in methods of evaluat-
ing and tracking the results of their wellness programs, 
which will provide invaluable data to show their effective-
ness. That data also can be used in marketing.

 “Through this, we can completely alter how people grow 
old,” she says. 

 Info: www.matherlifeways.com 
__________ 

DO Sweat All the Small Stuff, and  
Market What You Have Realistically 

 (CD Publications) Offering all the most desirable, top-
of-the-line amenities and pricing that’s more affordable 
than other age-targeted housing is the goal, but in the real 
world that’s not always feasible. 

 There always is going to be an amenities/services wish 
list, author Phyllis Thorton says, but things on that list cost 
money—so developers, managers and everyone else in the 
industry have to “market what we have.” 

 “While we have this wait for developing utopia, you 
have to fill out your buildings,” she says. 

 Thorton, who along with Christine Wirthwein authored 
Inside Advice on Marketing Senior Housing: The 15 Criti-
cal Components of Success, says developers and managers 
need to maximize their present offerings before taking on 
ambitious improvement projects. And such maximization 
starts with paying attention to all the little things, espe-
cially basic customer service. 

 “I wish I could say the magic bullet is in advertising or 
an aggressive mail campaign or an opulent community, but 
it all starts with the first phone call,” Thorton says. 

 The often overlooked small stuff such as making 
friendly conversation with a potential buyer/resident is 
key. And remember: Chances of a conversation are greater 
if the staff is attentive to incoming inquiries—that is, an-
swering the phone quickly and addressing questions 
without lengthy hold times. 

 Additionally, a development’s sales representatives must 
make sure they follow up with potential buyers/residents 
and get them to the site. As for drawing leads, Thorton 
addresses one of her favorite methods, hosting special 
events, in her book. 

 Thorton says allowing people to see the community in 
action with an event, such as an education program run by 
a local college or a decorating class taught by an area firm, 
is key to helping dispel the myths that you’re providing an 
“old folks home.” 
 Thorton tells us people have to remember additionally 
that the physical plant, whether grand with amenities or 
subtle for those on a tighter budget, needs to look clean 
and flawless all the time. Not every potential lead is going 
to arrive with an appointment—some prefer just to drop in. 
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Know where you’re selling 
 Marketing housing for 55+ citizens (from baby boomers 

to assisted-living residents) isn’t as easy as some in the 
industry thought it would be, Thorton notes. The rush of 
baby boomers into the market is coming, but the large 
wave that many experts spoke of in recent years remains a 
ways off in her estimation. 

 In the meantime, developers and managers need to know 
exactly what part of the audience isn’t being served pres-
ently. Such segments are increasingly rare in the 
oversaturated market, she adds. 

 Thorton says developers/managers need to determine 
what will or does differentiate their development from 
others competing for the same market share. And don’t 
assume that just because potential buyers/residents say 
they want a swimming pool, fitness center, etc., means 
they’re actually willing to pay the market rate for them. 

 “Build to suit your niche knowing you can’t build all 
things for all people,” Thorton advises. 

 Plus, if designed properly, a developer always can leave 
room for improvements, says Thorton. But since “you 
can’t re-invent yourself every five years,” make sure exist-
ing services are running extremely well—hit those points 
hard when marketing.                            —Brian Shappell 

 Info: Thorton: info@signuminc.com, 502/893-6655 
 

TECHNOLOGY 

Accessibility Is Key When 55+ Market 
Considers Purchasing Electronic Devices 

 Want to sell consumer electronics to the 55+ market? 
Then use integrated marketing campaigns that stress your 
device’s accessibility and ease of use, advises Jupiter 
Research in a new report. 

 Researchers say 10 million adults aged 55+ purchased 
consumer electronics devices over the past 12 months. 
Compared with the general population, this group was 
more interested in high-definition TVs and digital cameras 
than video games or music devices. 

 When asked which devices they plan to buy in the next 
12 months, 459 online respondents listed digital cameras, 
laptop and desktop computers, basic cellular phones, flat-
screen monitors and HDTV-capable televisions. 

 Simplicity is of utmost importance to this demographic, 
JupiterResearch states. “Multiple features confuse users 
and distract from the core functionality of the device,”  

researchers write. For example, only 20% of respondents 
said they have used the camera on their cell phone, even 
though they’re comfortable using digital cameras. 

 At the same time, this older group did show interest in 
integrated devices such as a copier/scanner/printer, high-
definition digital video recorders and HDTVs at relatively 
higher rates than the general population. These features are 
popular, researchers write, “because they simplify the 
setup process and preclude the need for multiple devices.” 

 When it comes to marketing consumer electronics to 
people 55+, JupiterResearch says integrated campaigns 
that combine in-store visits, online searches, comparison 
shopping sites and e-mail newsletters are the most effec-
tive approach. 

 “E-mail campaigns integrated with Web analytics and e-
mail campaigns integrated with postal mailings signifi-
cantly enhance open rates, click-through rates and 
conversion rates,” researchers state. “Members of the age 
55 and older population also tend to be loyal, multichannel 
customers, so marketers should be able to collect usage 
data to enhance the overall relevance of mailings.” 

 Info: www.jupiterresearch.com 
__________ 

HearPod: Hearing Aids for Boomers 
 Not too many people are ready to admit they need a 

hearing aid. Yet, millions of Americans—including a large 
segment of the aging boomer population—suffer from 
hearing loss. 

HearPod says it’s out to change the perception of hear-
ing aids as something just for the elderly. 

“Hearing aids, though changing, have a bad stigma,” 
admits Randy Wohlers, president of HearPod, Inc., a com-
pany that manufacturers digital hearing aids and sells them 
online. “We are changing that, by name and by using the 
highest level of technology available that people can’t 
believe how well they work.” 

 Wohlers launched the HearPod line of hearing aids in 
2005 in an effort to offer high-end, customized hearing 
aids at a more affordable rate for consumers. His most 
sophisticated aid costs under $1,000, compared with 
$2,500 for hearing aids sold at retail stores. 

 Customers visit their doctor first, then send their hearing 
test results to HearPod via fax, e-mail or the company’s 
Web site. The company creates a customized, 100% digital 
technology HearPod, which is mailed directly to the con-
sumer with free shipping and a year’s supply of wax 
guards and batteries. 
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 “We’re targeting the baby boomers because as a whole 
this group is very educated and motivated to get help to 
continue a full and active lifestyle,” Wohlers tells STS. 
Many of them also realize they will have to work beyond 
retirement age, which requires good hearing. 

 So far, HearPod has sold its products primarily online, 
but it’s beginning to branch out to reach more consumers. 
“The perception of the value for hearing aids isn’t good 
out there,” Wohlers says. “We are determined to change 
that perception.” 

 The company now is offering HearPods in eight private 
practices at the same price and service level as online. 
“The response has been overwhelming,” Wohlers says. 

 Info: www.myhearpod.com 
 

HEALTHCARE 

AARP Creates New Healthcare  
Coverage Options for Members 

 Saying it’s “on the leading edge of healthcare reform,” 
AARP unveils new relationships with two health insurance 
companies—UnitedHealthcare and Aetna—in an effort to 
improve members’ health. 

 The plans include Medigap insurance, indemnity prod-
ucts, Medicare Advantage plans and Medicare Part D 
prescription drug plans. 

 What’s unique about the relationships is that AARP is 
tying the companies’ compensation to specific healthcare 
metrics and marketplace benchmarks. For example,  
UnitedHealthcare’s compensation will decrease if the qual-
ity of members’ care does not improve, and its 
compensation will increase if it achieves specific bench-
marks in the areas of diversity, corporate social 
responsibility, corporate governance, and easy-to-
understand communications with members. 

 Benchmarks also will measure efforts to increase health-
care coverage for the uninsured; extend access to 
healthcare among diverse populations; create and offer 
care, disease and depression management programs; and 
monitor quality of care and patient satisfaction scores. 

 “These relationships will encourage top-quality care for 
people by publicly reporting the performance results of 
these health plans and insurance providers,” says John 
Wider, vice president of health products and services for 
AARP Services. “This information will mobilize AARP 
members to become ‘value shoppers’ when it comes to 
their healthcare.” 

 A highlight of the UnitedHealthcare relationship is a 
Medicare Advantage plan with a two-year commitment for 
2008 and 2009—doubling the federal requirement in order 
to give people greater stability in their healthcare, Wider 
says. And the Aetna relationship includes a new offering 
for members aged 50-64, an age when many people cannot 
get or afford health insurance. 

 “This is patient-centered healthcare come to life,” says 
Dawn Sweeney, president of AARP Services. “These rela-
tionships will make the marketplace better and will 
continue raising standards in healthcare to meet the chang-
ing needs of our members,” adds AARP CEO Bill Novelli. 

 Together, AARP estimates the plans will provide health 
insurance to 7 million people today and 14 million by 
2014. In announcing these new relationships, AARP says 
it will spend $500 million in royalty revenue from the 
relationships over 10 years to form AARP Health AID 
(Answers & Information Delivery), a program designed to 
help Americans of all ages find answers to healthcare 
questions. The goal is to help people looking for informa-
tion on topics such as remote caregiving, arranging long-
term care services, and getting health price and quality 
information. 

 The new insurance products will carry the AARP name 
and be marketed with the insurance providers. The new 
agreements take effect Jan. 1, 2008. 

 Info: www.aarp.org 
__________ 

Chronic Conditions Will Be the Health 
Issue of the Future for Older Adults 

 To meet the needs of the boomer generation as it ages 
will require healthcare companies to focus more intently 
on wellness and prevention, develop new approaches to 
care delivery and plow greater resources into the health-
care system, reports a new study from the American 
Hospital Assn. (AHA). 

 When I’m 64: How Boomers Will Change Health Care 
says managing chronic diseases will be a primary focus of 
healthcare for this generation as it ages. Researchers note: 
• More than 60% of boomers will be managing at least 

one of six chronic conditions, including hypertension, 
high cholesterol, arthritis, diabetes, heart disease or can-
cer. Of these, diabetes and arthritis will be the most 
prevalent. 

• By 2030, more than one in three boomers will be con-
sidered obese. 
 At the same time, boomers will be different healthcare 

consumers than their parents, the report states. They will 
seek services that emphasize mobility and independence 
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and “demand more innovative, personalized healthcare 
programs that cater to their needs.” New technologies will 
allow them to receive greater care than their parents. 

 There’s no denying that the boomers will strain the na-
tion’s already struggling healthcare system, AHA reports. 
It predicts a doubling of hospital admissions, a jump in 
emergency room visits and an increase in physician office 
visits to the point where boomers represent four of every 
10 appointments. The prevalence of chronic conditions 
will mean more screening tests and immunizations, as 
well. The result will be an even more severe shortage of 
healthcare personnel. 

While many hospitals are beginning to shift resources 
to address these needs, much more needs to be done, AHA 
states. Hospitals must plan for new technology, develop 
programs to help people manage their own chronic dis-
eases at home, create initiatives to address obesity, involve 
patients and their families more directly in their care, and 
be more responsive to the diversity of patients. 

Info: www.aha.org 
__________ 

Stars Come Out for Alzheimer’s 
 The Alzheimer’s Assn.’s first comprehensive public 

education campaign is using star power to draw attention 
to the disease. 

 The association’s new consumer campaign, which will 
appear in 12 markets this year, features 23 famous faces 
wearing purple T-shirts, including Ricki Lake, Lea 
Thompson, Peter Gallagher, David Hyde Pierce and Dick 
Van Dyke. The ads—appearing in Newsweek, Time, O and 
Prevention—feature quotes from the stars about the dis-
ease. They also feature one large word inviting viewers to 
act: “voice,” “move” or “open.” 

 The goal is to dispel myths about Alzheimer’s, which 90% 
of people say they don’t know much about, finds a new poll. 
More than five million Americans have the disease; 16 mil-
lion are expected to be afflicted by mid-century. 

 Info: www.actionalz.org 
__________ 

Midwest, Sun Belt Offer Key  
Growth Opportunities for Rx Plans 

 Major cities in the Midwest and Sun Belt represent the 
best potential growth markets for Medicare Advantage 
prescription drug plans (PDPs), states Medicare Outlook, a 
report from HealthLeaders-InterStudy, a managed-care 
market research firm. 

 The report examines the managed-care segment of Med-
icare, this time focusing on prescription drug plans. 

 Health plans need to look at two groups to increase their 
Medicare Advantage membership—those in stand-alone 
drug plans who could move up to a Medicare Advantage 
plan and retirees in employer-sponsored plans that receive 
a subsidy for offering drug coverage, researchers report. 

 In the stand-alone prescription drug plan market, 17 
companies now operate on a national level. The main ways 
these plans are getting new members are by acquiring 
competitors, lowering prices or obtaining low-income 
seniors who are enrolled automatically by the government. 
Now, “the challenge turns to converting PDP members 
over to managed-care products,” researchers write. 

 UnitedHealthcare’s Evercare, SCAN Health and Elder 
Plan dominate the special needs plan market—which fo-
cuses on offering special Medicare plans for elders with 
chronic conditions or those who are institutionalized. 

 “The plans in this sector are slicing and dicing the senior 
population into ever-finer groups with less prevalent chronic 
conditions—such as depression and obesity,” the report 
states. “Taken together, all of these plans have created a 
Medicare Advantage environment that is becoming more 
specialized and flexible in the treatment of seniors.” 

 Overall, UnitedHealthcare remains the leader in the pre-
scription drug plan market, with 4.7 million members 
nationally, a 28% share of enrollees, the report states. Hu-
mana is in second place thanks to its low prices and 
marketing alliances with companies like Wal-Mart. 

 “The company also eliminated the branded coverage in 
the gap and raised prices for its ‘complete’ plans,” re-
searchers say. “These plans originally featured brand-name 
drug coverage through the gap, but the program attracted 
those seniors who were most likely to take advantage of 
that feature and drove the product below profitability. 
Humana expected these changes would force many seniors 
to abandon the plan; however, the company kept stable 
enrollment of 414,000 members.” 

 In other Medicare Part D news, investigators for the U.S. 
House of Representatives’ Oversight Committee report 
that prices for 10 of the most-prescribed brand-name medi-
cations have increased an average of 6.8% since December 
under private Medicare plans, while premiums for Medi-
care drug plans have risen 13% in the past year. 

Insurers and drug companies say the reports exaggerate 
cost increases and that overall, seniors are happy with their 
plans. A bill to allow Medicare to negotiate drug prices 
passed the House this spring, but failed in the Senate. 

 Info: www.healthleaders-interstudy.com
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NY Advocates for Rx Marketing Reform 

 New York: AARP’s state chapter here is working to re-
form prescription drug marketing in the state, focusing its 
efforts on the gifts drug company representatives give 
physicians and the sale of doctors’ prescription records for 
marketing purposes. 

 AARP New York is mobilizing its membership in sup-
port of the Rx Marketing Reform Package—two bills now 
before state lawmakers. One would require drug firms to 
report annually to the state health department for public 
disclosure all gifts (excluding free samples) valued at $75 
or more to healthcare practitioners who prescribe drugs. 

The second bill would prohibit the sale of physician pre-
scription records when they will be used to market 
prescription drugs to doctors and other medical personnel. 

 “We polled our members on this issue, and they’re for 
it,” says Bill Ferris, AARP New York spokesman. “The 
average older person takes four prescriptions. There is no 
reason for doctors to prescribe new high-cost medicines 
when older, generic versions work just as well.” 

 Ferris says 94% of doctors report that they have a rela-
tionship with a pharmaceutical company representative. 
AARP’s grassroots campaign will encourage members to 
push for drug marketing reform in the state. 

 Info: Ferris, 518/447-6712 
 

FINANCIAL SERVICES 

AXA Urges Pre-Retirees to Wake Up! 
 Many pre-retirees are stuck in a place of inertia—not 

ready, able or willing to start planning financially for their 
retirement. The challenge for financial planners and advi-
sors is to find engaging ways to spur them to action. 

 AXA Distributors has two words for consumers who ha-
ven’t started planning yet: “Wake Up!” To give them a 
little jolt, the company’s new campaign even features free 
grande lattes for representatives and their clients who meet 
to discuss retirement income planning. 

 “Wake up and smell the coffee. You can try to ignore 
me, but you can’t ignore the facts,” says a gorilla featured 
in the campaign’s collateral materials. The gorilla is the 
same one appearing in the company’s television ads. 

 “The gorilla is a metaphor for something that’s on eve-
ryone’s mind, but nobody talks about—saving for 
retirement,” explains Eric Retzlaff, director of strategic 
marketing for AXA Distributors. 

 AXA Equitable’s most recent Retirement Scope survey 
finds that less than half of U.S. workers aged 55+ have any 
idea about their retirement income. A quarter of respon-
dents said they began planning for their retirement at 45-54 
years old, while 32% didn’t start planning until they were 
aged 55+. 

 “We want to spur Americans to wake up and smell the 
coffee, so we’re making coffee gift cards available, which 
we hope will be the impetus for reps to have crucial dis-
cussions with their clients,” says Jamie Shepherdson, 
president of AXA Distributors. 

 The campaign includes collateral pieces targeted at fi-
nancial professionals, as well as materials reps can give to 
their clients. 

Materials are designed to help reps approach their clients 
who they believe need to “wake up” about retirement 
planning and invite them to a free coffee to discuss next 
steps. 

 Last year, the firm launched two 800-pound gorilla TV 
ads, and two more were added this year, including during 
the Super Bowl. The ads are running on network TV in 
nine major markets and on cable stations including 
Bloomberg and CNN, Retzlaff tells STS. 

 Other findings from the company’s Retirement Scope 
survey include: 
• Most middle-class Americans plan to work until age 67, 

and half worry about having sufficient income in retire-
ment. More than three-quarters expect to hold a paid job 
in retirement. 

• 95% of working Americans and 86% of U.S. retirees 
agree that the Social Security program is in distress. The 
majority of respondents expect the government to in-
crease the retirement age and reduce benefits to address 
the problem. 

• U.S. retirees spend nine hours on the Internet at home, 
more than retirees in 10 other countries surveyed. More 
than half of retirees read the news and buy travel tickets 
over the Web, and 37% e-mail their grandchildren. 

• U.S. retirees travel more than their counterparts in other 
countries. Other top activities among American retirees 
include hobbies, gardening, sports and volunteer work. 
Three-quarters of male and two-thirds of female retirees 
said they participate in a sport. 

• People are considered old at age 81, up from 79 a year 
ago. Yet, people over 65 are seen as good workers, 93% 
of working and retired people say. 
 Info: www.axa-equitable.com 
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Marriage: ’Til Retirement Do Us Part 
 After spending a lifetime with a person, you’d think 

most married couples nearing retirement could read each 
other’s minds about the years ahead. Apparently, that’s not 
always the case, Fidelity Investments reports. 

 Fidelity surveys 500 married couples born from 1937-
1964 and finds that in more than 30% of couples, husbands 
and wives gave completely different answers when asked 
what age they will retire, what they expect their lifestyle to 
be like and whether they plan to keep working. Nearly a 
quarter couldn’t even agree on whether they currently use 
a financial advisor to help them plan for retirement. 

 Few of the couples surveyed knew the fine details about 
their investment products either, particularly annuities, 
brokerage accounts and pensions. 

 On the positive side, most couples agreed about their 
sources of retirement income—naming employer savings 
plans, pensions and Social Security as the top three. 

 “It was surprising to us that given how close many of 
these couples are to retirement, they had yet to sit down to 
discuss and agree on basic retirement goals, aspirations 
and income sources with each other,” says Steven Akin, 
president of Fidelity Personal Investments. 

 Meanwhile, a survey by Wachovia finds women worry 
more than men about their financial preparedness for re-
tirement. Nearly 40% of married women report not 
knowing how much they have saved for retirement com-
pared with only 20% of married men. 

 To help them better prepare for retirement, women in the 
survey said they would like companies to offer additional 
coaching, more information and education about investing 
and a better understanding of their expenses and where 
they can cut back. 

 Wachovia says it’s responding to these needs through a 
new Web site called Women & Lifetime Retirement Plan-
ning. The site offers an age-based look at the steps women 
can take to prepare for retirement. The firm also offers 
women’s conferences and events nationwide and is giving 
its advisors and specialists gender training, so they can 
communicate better with women. 

 Info: www.fidelity.com; www.wachovia.com/women 
__________ 

Work: ’Til Death Do Us Part 
 Nearly 40% of seniors polled by Bankrate say they plan 

to work until they die, even though 29% of those aged 65+ 
are saving more than 15% a year—the highest rate for any 
age group. 

 Meanwhile, 23% of those 50-64 are saving more than 
15% of their income, and 20% are saving 11-15%, Bank-
rate finds in surveying 700 people yet to retire. 

 “If you’re age 65, one of the key things that keeps you 
coming to work is the desire to avoid touching your IRA 
and nest egg for as long as you can,” says Tim Driver, 
founder of Retirementjobs.com. “Many of these people 
have lived through the Depression. They grew up in an 
environment where watching pennies was the norm. Many 
of them are working for healthcare, too. It’s by far and 
away the largest concern for that group.” 

 Info: www.bankrate.com 
 

MARKET DATA 

Firm Offers Mature Market Survey Tool 
 Getting a quick read on your product, service or adver-

tising campaign from your target market can make the 
difference between a campaign that flops and one that 
flourishes. 

 RTi Market Research says it’s offering a quick and af-
fordable way to do just that with its Mature Market 
Omnibus survey tool. The omnibus is a monthly online 
survey that goes to a national sample of 1,000 respondents 
between the ages of 50 and 74. Respondents are broken 
down into five age segments, as well as by region, income 
and gender so their feedback is a balanced representative 
sample of the market. The rotating groups of 1,000 partici-
pants come from a panel of 150,000 consumers 
nationwide. 

 “The mature market is challenging because there is no 
one dominant characteristic that defines this group, and 
they’re so diverse and changing so rapidly,” says Todd 
Derene, vice president of RTi Market Research. 

 The survey is a shared client service, meaning a number 
of companies can split the cost of the survey, but they still 
can ask their own targeted questions. Companies can use it 
to “learn more about the market or get a quick assessment 
of their behaviors and attitudes regarding products and 
services,” Derene explains. 

 Firms can test messaging and product and package de-
sign, as well, because the survey allows for digital images 
to be included. 

 “Companies use the service as a quick, cost-effective 
way to see what their next strategy should be,” Derene 
says. “From there, they can begin to peel the onion back to 
get at more details and dig deeper into the market.” 
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 He says a variety of types and sizes of businesses have 
used the survey tool, including consumer packaged goods, 
pharmaceuticals, entertainment, travel, retail and financial 
services. 

 Info: Derene, 203/324-2420; 
http://mmo.reiresearch.com 

__________ 

Retirees Grow in Numbers, Affluence 
 More than 27% of retiree households now have incomes 

of $50,000+—up from 23.2% in 2003, finds the Media 
Audit, a syndicated media ratings service. 

 In the 87 metro areas surveyed, the number of retirees 
also increased from 16.8% to 17.6%, and the number aged 
75+ rose from 31.4% to 33.8%. 

 Other findings include: 
• Retiree households with incomes of $75,000+ rose from 

11.2% to 13.8%. 
• Retirees with liquid assets of $100,000+ jumped from 

27.8% to 29.9%; those with assets of $250,000+ in-
creased from 13.1% to 14.5%. 

• The number making at least one purchase on the Internet 
spiked from 19.7% to 28.8%. 
 But these numbers have to be viewed locally, advises 

Bob Jordan, president of International Demographics, 
which produces the Media Audit. 

“In Ocala, Florida, 36.1% of the adults are retired com-
pared to just 12% of those in Austin, Texas,” he notes. “It 
will come as no surprise to most to find that the five met-
ropolitan areas with the highest percentage of retirees are 
all in Florida.” 

 Info: www.themediaaudit.com 
__________ 

Mothers, Daughters See Retirement 
Through Different Viewpoints 

 Mothers and their daughters have different ideas about 
what retirement means to them, finds a new survey from 
MetLife, with the younger generation looking forward to 
an active lifestyle but with the added burden of more debt. 

 Daughters are almost twice as likely as their mothers to 
have $25,000+ in consumer debt, finds It’s Not Your 
Mother’s Retirement. They also are less likely (75%) to 
report Social Security as a future source of retirement in-
come, while almost all of their mothers (90%) cite it as a 
main income source. 

 While 65% of mothers say their retirement has been ex-
cellent or very good, more than half of their daughters  

believe their own retirement will be even better. They plan 
to spend more time traveling, socializing and working. 
Yet, while 75% of mothers retired before the traditional 
retirement age of 65, only 37% of their daughters say 
they’ll do the same. 

 “These findings point the way to lifestyle changes for 
tomorrow’s older women and may influence the growth 
and direction of the education sector and the travel indus-
try,” says Sandra Timmermann, director of the MetLife 
Mature Market Institute. “We’ll find more people travel-
ing, taking courses and volunteering. There will also be an 
increased number of older people in the workplace.” 

 Timmermann also points to the advice mothers and 
daughters are giving each other. 

“Mothers advise their daughters to save more money and 
not to ‘live beyond your means,” she notes. “Daughters, 
when asked how they would have advised their mothers, 
say, ‘don’t forget your dreams’ and be ‘willing to spend 
money if it will make you happy.’ It will be interesting to 
see if daughters, as they approach traditional retirement 
age and are faced with the financial realities of a long life, 
are more open to their mothers’ advice.” 

 Info: www.maturemarketinstitute.com 
 

INTERNATIONAL 

An Inside Look at Japan’s Aging Society 
By Vicki Thomas, president, Thomas & Partners 

 “Japan is aging faster than any other country in the 
world. Knowing what is going on in Japan is highly bene-
ficial for Americans, as you can see the future of an aging 
society,” says Hiro Murata, president of Murata Associates 
and the Social Development Research Center, both in To-
kyo. Murata’s specialty is supporting enterprises through 
strategic planning, marketing and alliance coordination. 

 Murata recently organized a Japan study trip for nine 
members of The Society, a group that meets twice a year to 
share ideas, experiences and fellowship in order to con-
tribute to the advancement of ageless marketing. 

 The trip included several business meetings in Tokyo 
with major companies targeting boomers. Visits included 
U-LEAG, which publishes a monthly magazine named Iki-
Iki (which means “live alive”) for women 50+. With a 
circulation approaching 430,000, the publication features 
popular comfortable clothing manufactured by U-LEAG 
and an Iki-Iki store where magazine readers can purchase 
items they’ve read about. 50+ Japanese women are less  
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likely to use the Internet to order products; instead, they 
use an 800 number and the mail. 

 Members also visited a Panasonic showroom in Tokyo 
where they had an opportunity to see products that might 
be in our homes in 2-3 years. Members heard about a so-
phisticated monitoring system for caregivers living away 
from their elderly loved ones that identifies activities of 
daily living. Panasonic was interested in feedback that 
might help make the product acceptable in the United 
States without violating privacy issues. 

 A visit to Club Tourism headquarters in Tokyo revealed 
that 23.5% of Japanese people aged 50-59 and 30.8% of 
those aged 60-69 read its travel magazine. More than 70% 
of the magazines are hand-delivered by customers partici-
pating in the Echo Staff program, which consists of 10,000 
members. More than 4.78 million customers per year travel 
with Club Tourism, which operates 290 trips per day, em-
ploys 1,900 individuals and recently reported earnings of 
$1.16 billion in gross annual sales. 

 Society members also toured the offices of Dentsu, the 
largest advertising agency in Japan. Dentsu shared re-
search findings about boomers in Japan, defined as those 
born from 1947-1949. A third of the Japanese boomer 
market says it’s proudest of the fact that members signifi-
cantly contributed to the development of Japan. 

 Dentsu officials shared print and television advertise-
ments produced for clients, including Club Tourism, Japan 
Railway East Company, Kanebo Cosmetics, Fufu 50 dis-
counts for couples over 50, Mizuho Bank and Nomura 
Securities. I, in turn, shared examples of American adver-
tising targeting the boomer market. 

 At NTT DoCoMo headquarters in Tokyo, marketing rep-
resentatives described the features of their sophisticated 
new cell phone for individuals who want limited bells and 
whistles. The company enjoys a 54% market share. 

 Info: Thomas, 203/454-9952, thoma34@optonline.net; 
Murata, hiro@muratainc.com 

 

TRY A MULTI-USER SUPSCRIPTION 
ABSOLUTELY FREE! 

Reluctant to pay for a multi-user subscription to one 
of our newsletters because you're not sure how many of 
your staff might benefit? Take advantage of the oppor-

tunity to try a multi-user subscription to any of our 
services, absolutely free for one full month. 

For details, e-mail 
subscriptions@cdpublications.com 

or call Jim Rogers, Assistant to the Publisher, at 
301/588-6380, ext 144. 

INTERNET 

Site Offers Boomer Women a Voice 
 More than 6,500 individuals have opted into the news-

letter on BoomerWomenSpeak.com, a Web site launched 
to “give our generation a voice,” says founder Dotsie Bre-
gel. 

 The site is primarily a forum, where thousands of boo-
mer women post and read messages about more than 60 
topics ranging from grandparenting and marriage/divorce 
to menopause, empty nest, religion, recipes and travel. 

 “It’s really designed to help women connect, encourage 
and support each other,” Bregel tells STS. “We have wom-
en aged 40+ from all over the world visiting the site.” 

 Visitors don’t have to register and can read forums for 
free. They can choose to sign up for the free e-newsletter. 
The site gets as many as 1.5 million hits per month and is 
number one among more than 1.3 million sites for a 
Google search of “baby boomer women,” Bregel says. 

 Based on the success of the site, Bregel formed the Nat’l 
Assn. of Baby Boomer Women, a membership organiza-
tion that provides information on self-improvement skills, 
free legal and financial advice via e-mail, and member 
discounts on various products and services. 

“After researching online, book stores and the library, I 
found women who had written books, founded sites and 
were considered experts on issues concerning women at 
midlife. My offer was to promote these associates through 
the association in return for a monthly column, compli-
mentary advice, tele-seminars or whatever they chose to 
offer the association,” Bregel explains. 

 Christine Crosby, publisher of GRAND magazine, for 
example, is the association’s grandparenting expert and 
writes an article for members each month. 

 Association membership costs $75. “The association is 
for women at midlife who want to stay informed about 
everything from menopause to caring for aging parents,” 
Bregel says. “We want them to catch the spirit that midlife 
is an exciting time for baby boomer women.” 

 While the association Web site accepts no advertising, 
becoming a member allows developers of products and 
services for this market the chance to network with others 
and receive discounts on advertising at BoomerWomen 
Speak.com, Bregel tells STS. She’s looking for organiza-
tions interested in sponsoring the association. 

 Info: Bregel, 1-877-BBOOMER; 
www.boomerwomenspeak.com; www.nabbw.com 
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AARP Launches Music Web Site 
 Music lovers aged 50+ can now visit AARP online and 

create their own customized online radio stations and artist 
recommendations. 

 As part of the launch of AARP’s new music Web site, 
musicians Patti LaBelle, Corinne Bailey Rae and Joss 
Stone each developed their own stations featuring their 
favorite music. AARP says it chose these artists because of 
their multigenerational appeal, and it says its new site is 
open to all ages. AARP hopes grandparents will swap their 
customized radio stations with family members, including 
grandchildren. 

 The site also features “AARP Music for Grownups,” 
with daily articles and commentary that readers can re-
spond to; information about AARP-sponsored artists and 
concerts such as the Tony Bennett tour, as well as the abil-
ity to order tickets; and articles and guides on digital 
music. 

 In the coming year, AARP plans to add an online inter-
active community where members can share their music 
interests, stories and reviews through blogs and discussion 
boards, as well as tools to access concert footage online. 

 “Features and relationships like these will help us rede-
fine our brand in new and exciting ways and contribute to 
our members’ fulfillment,” says Emilio Pardo, AARP chief 
brand officer. AARP says it hopes to build an emotional 
bond with members through music. 

 Info: www.aarp.org/music 
 

CONSUMER PRODUCTS 

Kmart Offers Deals for Caregivers 
 Kmart is the first national retailer to join the Caregivers 

Marketplace, a promotional program designed to give cash 
back on products purchased by people caring for elderly 
friends or family. 

 There are 44 million family caregivers in the United 
States, the majority of whom are women caring for an 
aging parent, says Amy Kasza, spokeswoman for Hamach-
er Resource Group, which manages the Caregivers 
Marketplace for a variety of pharmacies and retailers. 

 “Caregivers spend up to $2,500 a year out-of-pocket on 
products not covered by Medicare,” she tells STS. The 
Caregivers Marketplace is designed to give these consum-
ers a break by offering cash back and rebates. 

Every time they buy an eligible product, they can apply 
to the Caregivers Marketplace and get cash back. There are 

no membership cards or fees for the program. Users just 
fill out a request form—available at Kmart or online—and 
mail them with their original receipts. 

 The average cash-back check totals $30, and there is no 
limit to the number of times a consumer can apply. Eligi-
ble products include Ensure, Glucerna, Depend, Poise, 
Cottonelle Wipes, Citrucel and Os-Cal, among others. 

 Hamacher has been offering the Caregivers Market-
place for five years, but Kmart is the first national 
retailer to help promote it to its customers. “They looked 
at our target demographics and realized that we have a 
lot of the same interests and are serving the same group 
of people,” Kasza says. 

 Hamacher conducted training sessions with several thou-
sand Kmart pharmacists, who will be the point people in 
stores to promote the Caregivers Marketplace to custom-
ers. 

 “If you’re talking about elder care, you can be sure the 
person is taking some kind of prescription, and the care-
giver is usually picking it up form them,” Kasza explains. 
Many studies have shown pharmacists to be among the 
most trusted healthcare professionals. 

 Info: www.caregiversmarketplace.com 
 

INDUSTRY NEWS 

AARP Road Show Kicks Off 
 Charlotte, SC, is the site of the first stop on the AARP 

The Magazine Road Show. 
 This is the sixth year the publication has taken to the 

highways with food, fitness and arts events scheduled to 
coincide with popular festivals and fairs nationwide. 

 “The Road Show reaches the most powerful buying de-
mographic—the boomers and 50+ market—and provides 
marketers an opportunity for personal interaction with our 
readers in a variety of settings,” says Jim Fishman, AARP 
publisher. 

 Road Show events include sweepstakes, product sam-
pling, prize giveaways, free health screenings and 
massages, cooking demos and games targeted at this popu-
lation. This year’s tour includes 26 sponsors, including 
Dove Pro-Age, Princess Cruises, Hertz, Pringles, Del 
Webb and Kellogg’s Smart Start. 

 The Road Show also will feature the Faces of 50+ Real 
People Model Search, which was added last year. The 
search seeks five to 10 models in the age groups 50-59, 60-
69 and 70+. Contestants can register online. 
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This year, magazine readers will vote for their favorite 
Face of 50+ from a list of finalists online. All winners will 
participate in a photo shoot in New York City and appear 
in AARP The Magazine next year. 

 Info: www.aarpmagazine.org/roadshow; 
www.aarpmagazine.org/modelsearch 
 

TRAVEL 

‘Posse’ of Senior Skiers Enjoys Specials 
 A theme week at Sunday River ski resort in Newry, ME, 

is drawing increasing numbers of skiers aged 50+, who 
love the opportunity to take advantage of special rates and 
activities just for them. 

 GO50 Week in January has been growing steadily since 
it was launched, the resort says. 

“This theme week has been gaining momentum in a big 
way,” says Caroline Ochtera, activity organizer for GO50 
at Sunday River. “Two years ago, there were 20 people 
signed up, and last year, we saw 200 folks hit the slopes 
together.” 

In 2007, more than 800 older adults showed up, says 
spokesperson Alex Kaufman. 

 In addition to discounts on skiing, lodging and ski les-
sons, the week features evening entertainment such as a 
welcome social, dinner specials, a sock hop dance and a 
tour of the Snowflake Factory, where Sunday River’s snow 
is made. 

 “The sock hop is the most popular without a doubt,” 
Kaufman says. “Some serious dancing goes on, and folks 
are decked out in their finest attire.” 

 Local senior skiers at Sunday River have even formed 
their own “posse,” Kaufman says. The Prime Time Club is 
an independent group of skiers aged 50+ that meets mid-
week to ski together and explore the mountain. During the 
season, the group also organizes ski trips to other resorts 
and social events, and for GO50 Week, members offer 
mountain tours. 

 The GO50 Week is sponsored by the Global Over 50 Ski 
Club, a group that works with ski resorts to organize ski 
trips and discounts for people over 50. 

 “We have a partnership with go50.org, and our group 
sales office does a lot of mailings to group leaders,” Kauf-
man says. “The biggest gains have been in word-of-mouth, 
however. The people who came the first year were respon-
sible for bringing many more in the following years.” 

 Info: www.sundayriver.com, www.go50.org 

Anniversary Special for 80-Year-Olds 
 Washington state: The Mayflower Park Hotel in Seattle 

is looking for 80-year-olds to take advantage of its special 
80th anniversary hotel package of $19.27 per night. 

 The special rate is limited to the first 80 bookings with a 
two-night minimum and proof of age. The package in-
cludes accommodations, valet parking and two cocktails in 
keepsake glasses. 

 The hotel tends to attract an older and more experienced 
clientele, ranging in age from 40 to 70, says spokesperson 
Stacia Williams. Last year, it offered a “Senior Moments” 
package with discounts for people aged 50+. 

 Info: www.mayflowerpark.com 
 

CALENDAR 

June 19: Third Annual Silicon Valley Boomer Venture Summit 
& Fourth Annual $10,000 Boomer Business Plan Competition. 
Sponsored by Mary Furlong & Associates and Santa Clara U. 
Santa Clara, CA. Info: www.boomerventuresummit.com 

Sept. 5-6: Senior Lifestyle Expo. Sponsored by the Northeastern 
Illinois Area Agency on Aging. Oakbrook Terrace, IL. Info: 
312/540-9700; www.SeniorLifestyleExpo.org 

Sept. 6-8: Life@50+ 2007. AARP national member event. Boston. 
Info: www.aarp.org/aarp_benefits/natl_events.org 

Sept. 17-18: Marketing Professional Certification Program. Spon-
sored by the Life Services Network. Chicago. Info: www.lsni.org; 
630/325-6170 

Sept. 26-27: The Aging Revolution Summit. Sponsored by Wesley 
Enhanced Living Foundation. Philadelphia. Info: 
www.theagingrevolution.com 

Oct. 3-5: The Coming of Age of Seniors Housing & Care: Wise 
Investing In an Asset Class for the Ages. 17th Annual Confer-
ence for the National Investment Center for the Seniors Housing 
& Care Industry. Washington, DC. Info: www.nic.org 

Oct. 6-7: The Boomers Show. Las Vegas. Info: 310/276-2155; 
www.BoomersShow.com 

Oct. 10-11: Senior Expo/Baby Boomer Expo. Baltimore. Info: 
410/887-2002; www.seniorexpoonline.com 

Nov. 6-7: DMA Mastering the 50+ Marketplace. Sponsored by the 
Direct Marketing Assn. New York. Info: www.dmamature.org 

 

Send Us Your Senior Marketing Event Listings 
To list your event in our calendar, send an e-mail to 

newsdesk@cdpublications.com. We’ll also provide 
complimentary issues to distribute to your attendees, 
and you can publicize your event with us via newsletter 
inserts, ads, direct mail or online. For more information, 
contact Mike Gerecht at mgerecht@cdpublications.com 
or call 301/588-6380, ext. 130. 
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WASHINGTON WATCH 

Medicare Advantage Marketing Tactics 
Come Under Congressional Scrutiny 

 High-pressure marketing strategies used by Medicare 
Advantage plans to gain new customers have come under 
the microscope of the Senate Special Committee on Aging. 

 Sen. Herb Kohl (D-WI), chair of the committee, holds a 
hearing to investigate reports of aggressive, misleading 
and illegal marketing tactics used on Medicare beneficiar-
ies. 

 “There’s a lamentable lack of oversight when it comes to 
the sales practices being used to sell Medicare Advantage 
plans to our seniors,” Kohl said. “Our goal is that these plans 
must be represented in a transparent, honest and fair way.” 

 A recent survey by the Nat’l Assn. of Insurance Com-
missioners found 39 states had received complaints of 
unethical or illegal practices by agents. Examples include 
enrolling deceased people using Medicare records, telling 
older adults that Medicare is going bankrupt, pretending to 
be official federal representatives, intentionally misleading 
clients about what benefits and doctors the policy covers 
and forging signatures on enrollment forms. 

 Critics say high commissions and short enrollment periods 
contribute to agents crossing the line. WellCare Health 
Plans, for example, offers its “volume producers” $175 bo-
nuses and plasma televisions. WellCare testifies, however, 
that “we have a very strong compliance program in place,” 
and the firm has fired several independent sales agents in 
response to complaints. Its new Trust Program is designed to 
protect beneficiaries and improve agents’ sales tactics. 

 UnitedHealthGroup and Humana also have been the sub-
jects of complaints. In Oklahoma, the insurance 
commissioner reports that at least 68 Humana agents did 
not have licenses to sell in the state, and the company did 
not keep a state-mandated record of complaints. It is the 
first state to take formal steps to review companies’ files 
and sales strategies. 

 America’s Health Insurance Plans testifies that its mem-
bers are developing new qualifications and training for 
sales agents, as well as ways to ensure that beneficiaries 
understand what they’re getting when they sign up. 

 The Centers for Medicare & Medicaid Services (CMS) 
allow beneficiaries to drop plans if they say they were 
misled into enrolling, and the agency punishes misbehav-
ing companies by fining them or suspending enrollments. 
Leslie Norwalk, CMS acting administrator, says the  

agency received more than 650 complaints about market-
ing abuse between December and March. Starting with the 
next enrollment period, CMS is requiring that Medicare 
Advantage plans call seniors to make sure they understand 
and want the product before enrolling them. 

 A Webcast of the hearing is available at 
http://aging.senate.gov. 

__________ 

FDA Bill Fails to Allow Drug Imports, 
Adds Monitoring of Medicines 

 A bill designed to give the U.S. Food & Drug Admin. 
(FDA) more power and money to regulate prescription 
drugs passes the Senate—without allowing importation of 
medications from other countries and with new safeguards 
to regulate drug safety and advertising. 

 With a 49-40 vote, senators basically killed a provision 
that would have allowed drug importation by banning it 
unless the U.S. Health & Human Services secretary certi-
fies the drugs “pose no additional risk to the public’s 
health and safety” and will reduce costs for consumers. 

 Opponents of the provision—including the Bush ad-
ministration—say they cannot guarantee the safety of 
drugs coming in from other countries. Advocates, includ-
ing AARP, say it is unfair for Americans to pay more for 
the exact same medicines in the United States. 

 Other elements of the bill give FDA greater power to re-
gulate drugs, including creating a system to track adverse 
effects on patients and implementing tougher restrictions 
on direct-to-consumer advertising. For example, FDA 
could require all radio and TV ads to describe a drug’s 
risks “in a clear and conspicuous neutral manner” and 
could fine companies with misleading advertising. 

 Drug manufacturers did score a victory in that senators 
stripped from the bill a provision that would have frozen 
consumer advertising for new drugs. Opponents said such 
a freeze would have violated free speech. 

 The House has not yet taken up a companion bill. 
__________ 

Bush Nominates New CMS Administrator 
 President Bush nominates Kerry Weems to run the Cen-

ters for Medicare & Medicaid Services (CMS). 
 Weems has been deputy chief of staff to Michael 

Leavitt, secretary of the U.S. Department of Health & 
Human Services, as well as acting assistant secretary over-
seeing budget and technology issues at the department. 

 Weems would succeed Mark McClellan, who left in Oc-
tober. The Senate must confirm Weems’ appointment. 



Try 5 months of our other senior newsletters for only $89!

GIVE OUR SENIOR NEWSLETTERS A TRY AT A SPECIAL RATE!

CD Publications    8204 Fenton St.  Silver Spring, MD 20910    (800)-666-6380    www.cdpublications.com

  Go to www.cdpublications.com   or    Call 1-800-666-6380 

Your Priority Code is D900J.

Aging News Alert
5 Months for $89

“The Senior Services and Funding Report” covers successful programs, private and federal funding for senior 
services providers, and federal actions, policy shifts and national trends affecting seniors. Twice each month, Aging 
News Alert brings you updates on the Administration on Aging, the latest developments in Congress and insights 
on key issues and news, including Medicare-Medicaid ... Housing ... Caregiving ... Long-Term Care ... Medical 
Insurance ...  Nutrition ... Medigap Insurance ... Retirement Benefi ts ... Transportation ... Healthcare ... Social 
Security ... and more. No other single sourcce, online or print, offers such comprehensive, unbiased coverage in 
such a concise format.  
  

Download a sample issue now at www.cdpublications.com/samples/2

Housing for Seniors Report
5 Months for $89

Practical advice for senior housing developers, owners and managers on marketing, management and more. 
Includes news about federal legislation and regulations affecting senior housing. Our special senior housing ad 
critiques help you market your properties more effectively. Updates on trends show you what to expect in the senior 
market.  Plus you'll get insights into industry activities and successful senior living programs nationwide. HSR's 
monthly updates bring you the Latest News from HUD ... Marketing Strategies ... Staffi ng Solutions ... Advice on 
Federal Funding for Senior Housing ... Financing Developments ... and Insights on Legal Issues.

Download a sample issue now at www.cdpublications.com/samples/13

VISIT OUR ONLINE BOOKSTORE!
Marketing To Leading-Edge Baby Boomers

77 Truths About Marketing To The 50+ Consumer
After Fifty — How Baby Boomers Will Redefi ne The Mature Market

50+ Marketing: 5 Keys to Success
Beyond the Boomers: The Transition Years

See other side for more titles!
For information and other resources, visit us online at www.cdpublications.com/seniors



VISIT OUR ONLINE BOOKSTORE!  
Visit our bookstore at http://www.cdpublications.com/seniors for newsletters, books, audio 
CDs, reports and other resources on marketing to boomers, senior housing, healthcare, 

fi nancial services and more.
Here are just a few titles you’ll fi nd:

SENIOR MARKETPLACE
Your source for the best in senior marketing tools

In this 75-minute audioconference 
CD, you’ll learn 5 critical mature marketing 
attributes that differentiate mature audiences 
from younger ones, easy ways to make your 
promotions more successful, and more!

Speaker Kurt Medina is the creator of 
the Direct Marketing Association’s 2-day 
seminar “Mastering the 50+ Marketplace,” 
and a consultant with over 30 years 
experience in helping businesses market to 
seniors.

Your whole staff can benefi t from this 
audioconference CD, for just $99.

LEARN 5 KEYS TO SUCCESS IN 
TAPPING THE BOOMING SENIOR MARKET

Discover proven strategies for success in 
senior housing with this 100+ page report from 
the editors of Housing for Seniors Report and 
Selling to Seniors.

You’ll fi nd dozens of valuable articles on 
all aspects of marketing senior housing—how 
to effectively use online strategies, determining 
what seniors in your community really want, 
proven direct response techniques for older 
markets, plus actual senior housing ads 
critiqued by a panel of advertising experts, to 
help you learn from the work of others.

All this can be yours for just $44.

For information and other resources, visit us online at www.cdpublications.com/seniors

This guide includes a wealth of practical 
advice and tips on how to effectively reach and 
infl uence older Americans. 

Topics cover how to segment the 50+ 
market; target aging baby boomers; build 
relationships with older customers and more.  
Each chapter is written by mature market 
experts.  

You can get all of this expert advice for 
only $44, including S&H.

GUIDE TO SENIOR MARKETING

MARKETING SENIOR HOUSING:
A Guide To What Works

In this 100+ page report, we’ve compiled 
some of the best ad critique columns from 
Selling to Seniors. 

You’ll fi nd dozens of senior-oriented print 
ads for housing, fi nancial services, travel and 
more, organized by subject so you can easily 
review ads in your area of interest.

Each ad is critiqued by 2 experts, so you 
gain the extra benefi t of different points of view. 
The editors draw on the expertise of a range 
of authoritative reviewers so you gain greater 
insights on effective (or less-effective) ad copy, 
design and strategy.   

For only $69, you can make sure you’re 
"in the know."

AD CRITIQUES COMPENDIUM

CD Publications



Looking to cost-effectively get 
your message across to 

our nationwide readership of 
businesses and organizations 

in your fi eld?
Try an ad or insert 
in our newsletters

or online!
Call (301) 588-6380 for more information

HOUSING MARKETPLACE
Your one-stop shop for the best in housing resources.

The 20th Anniversary Edition provides 
comprehensive updated guidance to the nation’s largest 
affordable housing production program. 

Included are full descriptions of the many policy 
and program changes that have occurred since the 
12th edition was published, as well as clarifi cation and 
elaboration of numerous other subjects.

Get the newly-published 442-page volume now 
for only $202, including shipping and handling.

A loose-leaf version also is available, with e-mail 
updates that will fully explain all relevant changes in 
the program, and provide updates on other information 
relating to the housing tax credit program.  All this is 
available to you for only $345.

 

Tax Credits for Low Income Housing

Housing Market Report Online
Get HMR in a continually-updated, Web-only format!

Beginning May 1, 2007!

CD Publications    8204 Fenton St.  Silver Spring, MD 20910    (800) 666-6380    www.cdpublications.com

Government Assistance Almanac
2007 - 2008

The 21st edition provides updated information on 
all federal domestic assistance programs available for 
consumers, children, veterans, senior citizens, students, 
civic groups, agencies and others. 

The conveniently organized guide describes 
all current programs, and tells users how to go about 
identifying and obtaining grants, subsidies, fellowships and 
other assistance. Numerous special features make the guide 
especially user-friendly. 

In Print May 2007.  Pre-order now for only $240.

CD

ROM

Turning Blight Into Opportunity
Throughout America, community development 

offi cials face the problem of what to do with hundreds 
of thousands of dilapidated, run-down buildings. This 
75-minute audioconference CD can help you and 
your staff learn how to tackle these situations 
and benefi t your community.

A panel including the founder of 
Shelterforce Magazine, the town manager of 
Troy, NC, and the director of the Center for 
Homeownership Education and Counseling, gives 
you examples of how others around the country are 
taking on the challenge of neighborhood blight.

For only $199, you can put their ideas to work 
for your community.

New!

Discover proven strategies for success in 
senior housing with this 100+ page report from the 
editors of Housing for Seniors Report and Selling 
to Seniors.

You’ll fi nd dozens of valuable articles on 
all aspects of marketing senior housing—how to 
effectively use online strategies, determining what 
seniors in your community really want, proven 
direct response techniques for older markets, plus 
actual senior housing ads critiqued by a panel of 
advertising experts, to help you learn from the 
work of others.

All this can be yours for just $44.

MARKETING SENIOR HOUSING:
A Guide To What Works

Order now at www.cdpublications.com or call 1-800-666-6380



VISIT OUR ONLINE BOOKSTORE!

For information and other resources, visit us online at www.cdpublications.com/shop

Browse a wide range of books, reports and audio CDs covering 
homebuilding, senior housing, community development and much more.

Building Type Basics for Senior Living
Design for Assisted Living

FY08 Federal Budget Overview Analysis (CD)
Homes Within Reach

See other side for details on more special housing products available from CD Publications!

Let Our Housing Newsletters Help Your Organization

CD Publications    8204 Fenton St.  Silver Spring, MD 20910    (800) 666-6380    www.cdpublications.com

REMEMBER: Your Satisfaction is Guaranteed!
NEWSLETTERS and ONLINE SERVICES: If not satisfied within 90 days, you can get a full, prompt refund, 

or a refund for all unserved issues thereafter.
OTHER ITEMS: You can return the item(s) within 30 days for a full refund.

CD-Housing Register (Online Only, 50 issues, $469/yr).  Covers every Federal Register notice affecting 
housing, community development, plus other relevant federal documents.  Provides weekly online updates with 
searchable archive for easy retrieval of notices by agency, keyword, month or combination.

Community Development Digest (24 issues, 18 pages, $517/yr).  Covering the CD Block Grant 
program for over 3 decades.  An eligible CDBG administrative expense.  Provides insights on state/local community 
development efforts, affordable housing, smart growth and economic/rural development, including legal and 
legislative updates.

Housing Affairs Letter (48 issues, 8 pages, $517/yr).  “The Weekly Washington Report on Housing."  The 
nation's leading independent source on housing – including public/private/subsidized; federal legislation/regulation; 
housing fi nance, coverage of HUD, FNMA, FHLMC and GNMA.

Housing Market Report (Online only, 24 issues, $427/yr).  Details on current and future housing 
construction, trends and market conditions nationwide for builders and suppliers.  Exclusive Housing Outlook 
Panel forecasts housing indicators and activity for the next 7 quarters.

Housing For Seniors Report (12 issues, 8 pages, $297/yr).  Practical advice for senior housing 
builders/managers on developing, marketing and management issues.  Updates on federal and state regulation/
legislation, industry news/trends, advertising pointers and ad critiques.  Covers all types of housing, especially 
active adult.

Landlord Law & Multi-housing Report (12 issues, 8 pages, $297/yr).  Highlights of federal and 
state court rulings on fair housing, handicapped access, premises liability, lease enforcement, eviction and other 
rental issues.  Clear, concise summaries of decisions, with invaluable case lessons for property managers.

Introducing...

Native American Report (12 issues, 14 pages, $297/yr).  The latest news from Congress, the courts 
and federal agencies on developments that could affect tribal interests.  Detailed coverage includes the Bureau of 
Indian Affairs, HUD’s Offi ce of Public and Indian Housing, sovereignty and gaming disputes.  Insights on local and 
national efforts to provide affordable housing and imrpove educational and job training opportunities.

Download sample issues now at www.cdpublications.com/samples



Inside Advice on Marketing Senior Housing  

is about what works—and what doesn’t— 

in senior housing marketing. It’s the formula  

for marketing success and now it’s yours. 

The formula for  
full occupancy…
Inside Advice on Marketing Senior Housing— 

The 15 Critical Components of Success

The industry’s first marketing 
textbook and planning tool.

©2007 Signum Inc. All rights reserved.

SIGNUM

Failsafe Strategies and Solutions. Tap into the years of experience of two top senior housing consultants as they 

share the marketing strategies they have used to guide hundreds of communities toward meeting occupancy goals.

Inside Advice on Marketing Senior Housing—The 15 Critical Components of Success, details every aspect of 

planning and implementing a strategic and tactical marketing plan, from the use of market research to position your 

community, to the subtle nuances of creating advertising campaigns that have the greatest market appeal.

All the planning tools you need on a companion CD. More than just a textbook, Inside Advice on Marketing 

Senior Housing provides you the tools to plan and implement your program—tools you won’t find anywhere else. 

Designed to be used in conjunction with the textbook, the Marketing Plan Template and Template Instructions 

and Action Steps define exactly how to write your plan every step of the way. These resources are conveyed 

electronically on CD, proving a time-efficient way to create and update your marketing plan every year.

Visit www.signuminc.com to learn more about the most comprehensive senior housing 

marketing resource money can buy!

The formula for full occupancy is now yours.


