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Workshop Objectives

1. Receive useful information about proven
repositioning tactics used by aging -services
providers to meet consumer demands

2. Examine how to develop innovative
approaches for community based programs
and services

3. Recelve tools to help your organization
effectively navigate the challenges of
preparing for the future
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& What is repositioning?
e What does the new future senior consumer
want (and need)?
& Repositioning Strategies
A Operations, Service Package, Marketing

A Capital Improvements
A Case Studyz Evangelical Homes of Michigan

aeWork Group Session
e Present Work Group ldeas



What iIs Repositioning?
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What is

o Repos itionin 0 ?
o Market Repositioning
Z Changing thedentity

of the product in the
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(relative to competing
products)

Strategic
Repositioning 7
Changing theproduct




A Repositioning
Strategy

Are wo prepare
for many more people living
15 100 and beyond —for parent-child
dymamics, sibling rivalries
and other relationships thal go on
nd on and en?

'l‘he'l‘.;mg of It . S
st & Driven by Vision,

Sustainabllity, and
Mission

& Responds to
Consumer Desires

& Designed to Change
or Transform




Repositioning
Seeks Answers

Are wo prepared
for mam y-vpc,lllrl.
Mudht nd —for
dymamics, siblin .I ll
and other l l mahips thal go o
and en?

The Long ot It What do we know about
the older adult who will
never enter our
Communities or drive

onto our Campus?




Key Question

Are wo prepared
lt.-'-vpoyllrl.
16 100 and beyond —for ch
dymamics, lbllnl ll
and other l | aships 1hat g o

and en?

'l'hel.ongoﬂl
s Are we really prepared

to serve the current
and future active

(older) adult?







What does the Future Senior
Consumer Desire?
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Senior
Make a Decision?

A Choice Driven not
Need Driven

A Cost and Value
A An Array of Options
A Campus Amenities

A Home is a Desired
Option
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How Will We Respond?

Projected Growth in the

3,081

Population
Aged 65 and Older

34,992

20,066

9,019
6,634

71,000

1900

1930 19?0 2000

2030

The number of
persons aged 65
and older Is
expected to
Increase from 35
million to an
(estimated) 71
million in 2030,
a remarkable
100% growth
rate.






Repositioning Strategies
Operation, Service Package, Marketing
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Repositioning Services
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Repositioning Services
What kind of contracts do we have?

Life Care

Fee-for -service

Rental



Repositioning Services

What does the current / future resident
want vs. need ?
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Repositioning Services

What does the current / future resident
want vs. need ?

How can we deliver it to them?

-
) Wel AWARE® Systems

Empowering Professional Caregivers

LivingWell@Home Project
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Repositioning Services




Repositioning Strategy
Capital Improvements



http://www.brandgenetics.com/wp-content/uploads/2010/08/Repositioning.jpg
http://www.brandgenetics.com/wp-content/uploads/2010/08/Repositioning.jpg
http://www.brandgenetics.com/wp-content/uploads/2010/08/Repositioning.jpg
http://www.brandgenetics.com/wp-content/uploads/2010/08/Repositioning.jpg

Change Mix, Type and Update ILU Units




Renovate Selected Spaces




New Dining Venues




New Wellness Program




