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Data from ALFA, ASHA, AAHSA, NCAL & NIC 
2009 Overview of Assisted Living

• Average years open = 13.3
• Properties have an average 54 units. 
• Average monthly cost = $3,022 or $36,264 annual (single occupancy.) 
• Average monthly cost dementia care unit = $4,200.
• Ownership of operating units

59% Private For Profit
12.6% Publicly Held For Profit
25.7% Non-profit
1.3% Government sponsored

• 97% Sprinkled in common areas & 96% sprinkled in all rooms.
• 100% Smoke detectors in common areas & 99% in all rooms.

Assisted Living Properties 

Data from ALFA, ASHA, AAHSA, NCAL & NIC 
2009 Overview of Assisted Living

• Average Age = 86.9
• Average Age at Move-in = 84.6
• 73.6% Female; 26.4% Male
• Average Income = $27,260
• Average Assets (including home) = $431,020
• Median Income = $18,972
• Median Assets (including home) = $205,000

Assisted Living Residents 
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Data from ALFA, ASHA, AAHSA, NCAL & NIC 
2009 Overview of Assisted Living

• Private home/apartment 70%
• Nursing home 9%
• Retirement/IL 9% 
• Family residence 7%
• Different ALF or group home 5%

Prior Residence 

Data from ALFA, ASHA, AAHSA, NCAL & NIC 
2009 Overview of Assisted Living

• Average Length of Stay = 28.3 months
• Median Length of Stay = 21 months
• Average annual resident turnover = 42%
• 62% within 10 miles of their previous residence.
• 22% of residents made the decision to move 

independently; 49% partially involved; others 
made the decision for resident 25% of the time.

Assisted Living Residents 
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Data from ALFA, ASHA, AAHSA, NCAL & NIC 
2009 Overview of Assisted Living

Hypertension 66%
Arthritis 42%
Alzheimer’s/Dementia 38%
Coronary Heart Disease 33%
Depression 30%
Osteoporosis 27%
Macular Deg./Glaucoma 19%
Diabetes 17%
Stroke 14%

Health Conditions

ADL ALF NF
• Bathing 64% 96%
• Dressing 39% 90%
• Toileting 26% 84%
• Transfer 19% 80%
• Eating 12% 53%

• 81% of ALF residents need help with meds.
(Average 9.9 meds daily – 7.6 prescriptions and 2.3 OTCs)

ADL Dependence
ALF Data from 2009 ALFA, ASHA, AAHSA, NCAL & NIC Survey
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Data from ALFA, ASHA, AAHSA, NCAL & NIC 
2009 Overview of Assisted Living

• Residents need assistance with 4.5 IADLs on average 
with 4 out of 5 needing help with housework, 
laundry, medications, transportation and meal 
preparation

• 54% use a walking device (cane, walker, etc.) and 22% 
use a wheelchair

• 31% bladder incontinent; 14% bowel incontinent 
• 92% of communities arrange for /provide hospice care

Other Care Issues 

Data from ALFA, ASHA, AAHSA, NCAL & NIC
2009 Overview of Assisted Living

• Nursing home 59%
• Home 9%
• Another ALF 11%
• Relative’s home 5%
• Hospital (other than short term) 7%
• Independent living 4%
• Hospice 2%
• Other 4%
One-third (33%) of residents die in the assisted living 

setting.

Residents Moving Out 
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Ask Yourself…
• Where do I want to live when I’m 85?

Nursing home

Assisted living facility

Your own home

Remember To Be Realistic.

Kaiser Family Foundation Research

• 35% think nursing homes do a good job of 
serving health care consumers.

• 50% think assisted living providers do a good 
job of serving health care consumers.

Attitudes and Perceptions
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The Importance of Discussing Quality

Assisted-Living 
Facilities

Rehabilitation and 
Skilled Nursing 

Facilities

Acute 
Rehabilitation 

Hospitals

Long-Term Care 
Facilities

Nursing Homes
22%

71%

15%

70%

9%

69%

9%

77%

10%

82%

0% 20% 40% 60% 80% 100%

positive
negative

41%

48%

33%

48%

22%

49%

26%

61%

28%

59%

0% 20% 40% 60% 80%

Quality Of Care Ratings

2.78

2.78

2.80

2.59

2.49

MeanMean

3.23

3.21

3.19

3.06

2.92



10/20/2011

8

• The “Age of the Elderly” & senior affluence & a recession.

• Growing desire to stay at home longer is leading to higher 
resident acuity at move-in.

• The lines have blurred among provider types and that trend 
will continue.

• Consumers are more educated and have access to more 
information especially via the Internet.  Google your 
community often.

• More public dollars flowing to home- and community-based 
settings.

• Boomers are in the driver’s seat.

• Seniors are more independent physically and mentally.

Driving Forces in the
Long Term Care Marketplace
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Seniors relocating face:
Giving up their own home

Making new friends

Fear of losing personal control

Realizing a decline in doing things for 
themselves

Changing familiar routines
Severing of emotional attachments

(Journal of Gerontological Nursing, Oct. 2004)

Seniors’ Impressions Of Moving

• Recognizing liability triggers.

• Identifying situations that create unrealistic 
expectations of care, service and outcome.

• Establishing a protocol to involve nursing 
management and the physician when 
necessary.

Admission
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• What family members say about a resident

• How family members ask questions about 
the facility

• Their perception of assisted living

• Their expected outcome

Recognizing Liability Triggers

• Use the admission process to identify 
potential exposures.

• Involve nursing and physician.

• Identify needs of supporting family 
members.

• Document all communication.

Admission Protocol
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Do the financial incentives for the 
marketing staff invite increased risk 
or decrease my profit potential?

Ask Yourself --

• Medicaid Fraud Control Units

Expanded authority with jurisdiction over non-
Medicaid residential care settings

Knowledgeable about LTC

• Use consumer protection laws

Deceptive trade practices

False advertising

Consumer fraud prevention

State Litigation
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• Most states have consumer protection laws
− Steep fines + damages + attorney’s fees

− Additional liability if elderly or disabled

− Allow for civil actions

− Injunction authority

• State attorneys general are close-knit,  
political and copy each other

• Applies to all long term care facilities

State Litigation

• Review materials
• Contracts/Admission Agreements
• Marketing Brochures
• Advertising

• Train staff

• Address problems and complaints ASAP

• Self-monitor

“An Ounce of Prevention…”
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Source: Tra Beicher, Risk Manager

• “I just couldn’t get them to listen to me.”
• “I knew something was wrong…” 
• “I didn’t know this was going to happen.”
• “My [Mom/Dad/Aunt] just kept getting

worse and worse.”
• “They didn’t even apologize.”

Reasons Family Members Give For Suing

Source: Tra Beicher, Risk Manager

1. Attitude of staff
2. Lack of communication
3. Unmet resident and family expectations

Key Factors That Drive Families to Sue
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• Communicate reality:  Families don’t see 
many conditions as terminal. 

• Talk openly about physical and mental 
decline.

• Explain services that are not available.
• Know and explain that the environment 

won’t fix all resident/family problems.
• Provide clear information about how to 

complain.

Set Realistic Expectations for Residents 
and Families

NCAL’s

The Power of 
Ethical Marketing
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• Training Brochure
• Previous Version Created in 2001
• Legalities of Marketing 

Practices are addressed
• Social Media Included
• Expanded coverage of 

FHA and ADA.

NCAL’s The Power of Ethical Marketing 

Builds trust between the residence
and the consumer

Admission and Discharge Policies
Contracts
All Fee Schedules

Disclosure
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• Opportunity to Showcase

• Accuracy

• Consistent with Spoken Word

• Periodic Review and Comparison

The Power of the Written Word

Some residences market 24-hour nursing 
services as an amenity, but may have only 
one nurse staffing the day shift and use 
“on-call” nurses on nights and weekends.

24-hour nursing can be interpreted in 
many different ways

The Power of the Written Word
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Stating that your residence has an on-site 
nurse each weekday and on-call nursing 
services at all other times clearly 
describes in precise terms what nursing 
services are available.

The Power of the Written Word

The Power of the 
Spoken Word

Perception is 
Reality
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The Tour

Professionalism
Balanced Presentation
Effective Listening
Personalized

The Power of the Spoken Word

• Staff Involvement 

• Resident Involvement

• Consistent with Written Materials

The Power of the Spoken Word
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The main reason people move into an 
assisted living or residential care 
residence is that they need the services 
you provide. A crystal chandelier is a 
great touch and should be mentioned,  
but it is not the reason for their move.

The Power of the Spoken Word

MetLife Mature Market Institute 2009 Findings

• 59% of ALFs provide dementia care with 52% 
charging an additional average $1,304 per 
month.

• 29% of nursing homes surveyed had separate 
dementia units and only 10% charge an 
additional fee. Those that did charged an 
average of $10 more per day.

Disclosure and Dementia Care
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Tour Name: _____________________________________________________

Address: _____________________________________________________

City, State and Zip:_____________________________________________________

Telephone: _____________________________________________________

Referral Source: (circle one)

Physician Family Member Clergy

Social Worker Telephone Book Friend

Drive-By Newspaper Ad Area Agency on Aging

Hospital Licensing Other: ______________

Prospective Resident Information:

Name: ____________________________________________________

Current Living Situation (circle one):

Lives Alone Assisted Living Facility Nursing Home                                           Other

Needs Assistance With:_______________________________________________________________________________________________________________

__________________________________________________________________________________________________________________________________

Follow-Up Needed For: ______________________________________________________________________________________________________________

_________________________________________________________________________________________________________________________________

Staff Signature: _____________________________________________________

Date: ________________

Customer Referral Form

Name: _____________________________________________________________________________________________

Telephone: _____________________________________________________________________________________________

Nature of Inquiry: (circle one)

Complaint Suggestion Feedback Other

Comments:________________________________________________________________________________________________

__________________________________________________________________________________________________________

Action Taken:______________________________________________________________________________________________

__________________________________________________________________________________________________________

__________________________________________________________________________________________________________

Action Requested:__________________________________________________________________________________________

__________________________________________________________________________________________________________

Staff Signature:_____________________________________________________________________________________________

Date: ______________________________________________________________________________________________________

Resident/Family Inquiry Form
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• User-Friendly Website

• Current Information

• Virtual Tours = In-person Tours

• Privacy Issues

• American Marketing Association’s 
Code of Ethics

The Power of the Internet

• Support professional ethics to avoid harm by 
protecting the rights of privacy, ownership 
and access.

• Adherence to applicable laws and 
regulations.

• Awareness of changes in regulations related 
to Internet marketing.

AMA’s Internet Code of Ethics
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• Effective communication to organizational 
members on risks and policies related to 
internet marketing.

• Organizational commitment to ethical 
internet practices communicated to 
employees, customers, and relevant 
stakeholders.

AMA’s Internet Code of Ethics cont.

• Whether you love it or hate it, social media 
is here to stay

• Facebook, Twitter, MySpace, etc.

• Provide an opportunity for family members 
to communicate with each other and the 
community

• Provides Marketing Exposure

• Must monitor for incorrect information

The Power of Social Media
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• Important: Resident and family member 
information must be kept private.

• Policies and guidelines should be set up for 
employees:

Only staff authorized to do so may speak on behalf of the 
community.
Only approved staff may set up official presences on 
behalf of the community on social networks.
All policies set forth in the employee handbook, privacy 
policy, and terms and conditions apply.
You may not share information that is confidential and 
proprietary about the community.

The Power of Social Media

Guidelines:
Be Respectful

Be Honest

Be Discrete

Be Authentic – Don’t try to hide your affiliation with the 
community

Be Helpful

Be Engaging

Only use social media if you have the time to maintain it.

The Power of Social Media
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• Goodwill

• Genuine Interest

• Positive Impact

• Sincerity

The Power of the Community

The Power of Teamwork

ALL STAFF COUNT !

• Education and Training

• Staff Empowerment

• Approval to say “I Don’t Know”

• Follow up

• Unified Customer Focus
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Customer Service

Telephone etiquette
Listening skills
Presentation skills
Affect and expression
Body language

Teamwork Cont.

Prohibits discrimination based on:
Race
Religion
Color
Sex
Disability 
Familial status
National origin

Fair Housing Act
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• Prohibits discrimination based on physical or 
mental handicap in public accommodations 
operated by private entities.

• 800/514-0301 (voice) or 800/514-0383 (TDD)

Americans with Disabilities Act

• Terminology
• Photographs
• Equal Housing Opportunity Logo
• Fair Housing Policy Statement
• Staff Training

Integrating FHA and ADA
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• Responsibility of the Marketer
• Honesty and Fairness
• Rights and Duties
• Organizational Relationships

AMA’s Code of Ethics

_______ Does your written marketing material fully disclose in 
plain language your services and amenities?

______ Does your marketing material promise or allude to 
services that your residence is not able to provide?

______ Have you reviewed your written marketing material on a 
yearly basis and any time your state regulations change?

______ Have you incorporated customer-based marketing skills 
into your residence’s  employee orientation program?

Checklist for Staff
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______  Have you trained your staff about the marketing  
materials?

______ Is your website current, functioning and user-
friendly?

______  Do your advertisements contain the Equal 
Housing Opportunity logo?

______ Are the photographs in your printed 
advertisements representative of your 
community?

Checklist Cont.

NCAL’s Guiding Principles 
for Providing Information 

to Consumers

• Main purpose: to articulate more fully 
NCAL’s commitment to ethical marketing 
practices and full disclosure of information 
to prospective and current assisted living 
resident sand their families or responsible 
parties.
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• Contracts
• Finances 
• Transfer and/or Move-out
• Appeals Process
• Special Care Provisions
• Resources for Consumers

Consumer Disclosure Components

• Primary tools to explain legal responsibilities 
of both the provider and the resident

• Contract language should be consistent with 
all marketing materials and information 
conveyed verbally or through Web sites

• Modifications may be made only with the 
agreement of all parties involved

Contracts
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• Simple language is best

• Review of contract by third party

• Signature by responsible party or 
third party

• Obtain rights, options, and limitations 
concerning the resident’s ability to 
obtain services outside of facility

Contracts

• Fee increases

• Refundable or non-refundable fees

• Management of resident finances

• Public financing options

Finances
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• 30 days notice (minimum)

• Effective date of transfer

• Reasons (facts and circumstances)

• Appeal process and time frame

• LTC Ombudsman contact information

• Right to representation

Transfer or Move Out

• Special care provisions 
(Alzheimer’s care, etc)

• Advance directives

• End-of-life care

Special Care 
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• State or local long term care 
ombudsman program

• State regulatory agency

• Other advocacy bodies or government 
agencies mandated to be posted.

Posting of State Contact Information

• This guide helps future residents and 
their families learn about assisted 
living, determine whether it is an 
appropriate living option for their 
needs and preferences, and helps 
them make a wise selection. 

Choosing an Assisted Living Residence

“The goal is to 
maintain maximum 
independence in a 
home-like setting.”


