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• • EDITOR’S LETTER • •

Truth in Advertising
You don’t sell the steak, you sell the sizzle.

WHEN I WAS A YOUNG SILICON VALLEY REPORTER BACK IN 1999, PHILIPS

Jerry Ascierto
Editor-in-chief
jascierto@hanleywood.com

WWW.MULTIFAMILYEXECUTIVE.COM

Electronics had just rolled out a line of high-end televisions touting the latest and greatest.
The commercial they splashed across every
TV station in the nation showed a bunch of trendy
20-somethings with dreadlocks and fun clothes, laughing and playing and grooving out in front of this dazzling screen while a Beatles song played.
Problem was, the TV retailed for over $2,000.
So during an interview, I asked a company representative, half joking, “Why would you target
20-somethings? How many kids my age could afford
that TV? My car’s worth less than that.”
The middle-aged vice president of marketing sized
me up and said, a little condescendingly, “We’re not
targeting 20-somethings; we’re targeting baby boomers—but that’s not how they see themselves. They want
to feel like the kids in that commercial.”
Ah. The lightbulb turned on. I understood, because
I live there too, in that twilight zone between what is
and what we think is, between how others see us and
how we see ourselves, where we all live.
That fountain-of-youth mirage Philips was peddling is the eternal promise of consumerism. Yet, like a
cigarette, the promise wears off, and you need another.
Edward Bernays would be proud. Bernays, known
as the father of modern public relations, also happened
to be the nephew of none other than Sigmund Freud.
He started his career working for Woodrow Wilson
in an early version of Psychological Operations
(PsyOps), dedicated to inﬂuencing public opinion
about World War I. (If you’re not familiar with PsyOps
… well, you are; you just don’t know it.)
After the war, Bernays became a giant in the advertising world. Part of what made him so groundbreaking was the application of his uncle’s principles to advertising. He was the ﬁrst man to market cigarettes to
women, for example, by framing the act of smoking in
public, which was taboo, as a strike for women’s equality, dubbing the cancer sticks “torches of freedom.”
Talk about propaganda. It was a wildly effective
campaign, and 40 years later, it echoed during the
height of women’s lib as “You’ve come a long way, baby.”
That’s genius, evil genius, but still. Bernays ﬁgured
out how to exploit a type of envy, how to tap into a la-

tent desire, by merging psychoanalysis with marketing. And the world has never been the same.
“We are governed, our minds are molded, our tastes
formed, our ideas suggested, largely by men we have
never heard of,” he once said.
The more desperate somebody is for a solution,
he knew, the more susceptible they are. When you’re
young, you want to look mature, and when you’re old,
you desperately want the appearance of youth.
Now, I’m 42 years old, middle-aged—well, I guess
I’m middle-aged, if I make it to 84—but I don’t see myself like that.
And maybe that’s the ﬁrst thing to know about baby
boomers—don’t call them seniors. If you’re building a

Our industry needs a new
lexicon for this demographic.
“Independent living” sounds
like some kind of prison
release program.
community targeted at boomers, don’t call it seniors
housing. That’s too stark, too unsettling.
Our industry needs a new lexicon for this demographic. The only thing that should “age in place” is
cheese and wine. And “independent living” sounds like
some kind of prison release program.
Look at how our frenemies in the single-family
world do it: They never utter the word “seniors.”
Instead, it’s “active adult” (as opposed to “inactive
adults,” the ones zoning out in “seniors” housing).
OK, now I’m just having fun with words. But you
get my drift. These boomers aren’t your father’s father.
Inside, they’re still young, still living large even as they
downsize for life’s second act.
They’re not “seniors,” not by a long shot. They want
an engaging neighborhood, the buzz of fresh commerce, to feel as young as they see themselves.
My dad recently turned 75. When I asked him how
it felt, he said it was the same as turning 25 or 50.
“In my mind’s eye, I’m still a young man,” he said.
“My thoughts aren’t 75.” MFE
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CHECK IN...

development

seniors housing

DEMOGRAPHICS,
EFFICIENCIES DRIVE
ALLIANCE’S SENIOR
HOUSING MOVE

Avanti Makes Senior
Housing ‘Sexy’

AFTER YEARS OF WORKING IN THE BUSINESS OF
catering to the seniors housing market,
Lori Alford and Tim Hekker started their
own ﬁrm two years ago. The company,
Avanti Senior Living, is based in The
Woodlands, a Houston suburb.
“We wanted to make senior housing
sexy by making the architecture more
attractive, almost like a boutique hotel,”
says Alford, the company’s COO.
Avanti’s ﬁrst prototype, Avanti Senior Living at Towne Lake in Houston
(pictured), offers a modern, light-ﬁlled,
warm look. Interior designer B. Dean
Maddalena, founder of studioSIX5 in
Austin, Texas, and designers Ben Howell
and Tyler Washburn, with architecture
ﬁrm PRDG in Dallas, achieved the effect with a mix of styles. The one-story,

75,000-square-foot structure has a
limestone façade that’s an update on
Texas Hill Country style. The interior,
meanwhile, is more contemporary.
The team knew today’s seniors want
greater service and more resort-style
amenities than prior generations did. So
the project features multiple courtyards,
a library with computer station and ﬁreplace, a wellness center, and a choice of
dining rooms with food prepared fresh.
Another plus: Rather than look for
sites close to seniors’ existing homes,
Alford and Hekker, Avanti’s CEO, target
neighborhoods with boomers, who, as
a group, are more likely to move their
parents nearby to be close to them rather than move themselves to be nearer
their parents.

After establishing a national
footprint in apartments, the
leaders at Phoenix-based Alliance
Residential wanted to diversify
into another sector. Jay Hiemenz,
Alliance’s president and COO, says
the ﬁrm considered student and
seniors housing, but ultimately the
choice was crystal clear.
“With seniors housing, we liked
the demographics and thought
there was a need,” Hiemenz says.
As the company talked with its
capital partners, the sector made
even more sense. “The investment
managers we’ve done business
with on the conventional side have
started getting more and more into
senior housing,” Hiemenz says.
And there was an opportunity
to ﬁnd efficiencies with Alliance’s
existing systems. “We felt we
had this great infrastructure and
platform,” Hiemenz says.
The platform will be led by Dale
Boyles, formerly vice president with
Emeritus/Brookdale Senior Living.

stats
2060
2030

2000

4

800,000

The number of
Americans over 65
will rise from 35
million in 2000 to
almost 73 million by
2030 and 90 million
in 2060.

The number of new renter households formed
by baby boomers from 2010 to 2013—a rate of
about 200,000 a year.

Source: Bipartisan Policy Center

Source: Axiometrics
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TALKING POINTS

“Gen Y tends not to be as focused on the future in the
sense that they’ll move to a community and it’s not
as big a deal to move after a year or so. The advantage
with boomers is, if you get them to move to your
community, they’re going to stay longer. They give
the moving process a little more thought.”
—Todd Harff, president, Creating Results Strategic Marketing

“One of the things we kind of just started
experimenting with was doing more townhome, twostory type of units attached to your more traditional
garden-style building. What we’ve found is, those
units are catering to the older renters—the baby
boomer type.”

THE TOP CITIES FOR UNMET
BOOMER HOUSING DEMAND
According to a study from Epcon
Franchising and Metrostudy, 10 metro
areas are expected to experience
a signiﬁcant housing gap for baby
boomers in the next ﬁve years—a supply
squeeze that will affect approximately
260,000 people.
The markets, listed below, are ranked
using factors such as age, income, cost
of living, and rate of homeownership.

—Mark Juleen, vice president of marketing, JC Hart

green building

WHICH GREEN, SUSTAINABILITY FEATURES DO BOOMERS
SEEK OUT THE MOST?
AS BOOMERS APPROACH RETIREMENT, THEY ARE LOOKING TO
make their money stretch, and living in a green
community is one way to do that. And often, the
most basic energy-saving features are the ones
that keep utility costs low and savings high.
Energy-efficient lighting is one of the most
prominent money-saving features boomers look
for in multifamily communities, says John Klein,
principal of JDM Associates, a ﬁrm that specializes in building-sustainability initiatives.
Another major saver is Energy Star–rated appliances. Boomers also look for energy-efficient

windows; HVAC equipment with high SEER ratings; programmable thermostats; and insulation.
Carl Seville, principal at SK Collaborative,
pinpoints the health beneﬁts of green multifamily housing as well—notably, indoor air quality.
Air ﬁltration, moisture control, and low-VOC
materials improve the health of aging residents.
As consumers catch on to the perks of green
communities, developers are building—and
renovating—to be more sustainable, says Klein.
“It becomes a market differentiator. Not just to
attract more people, but to retain your tenants.”

THE TOP 10
1. Dallas–Fort Worth
2. Houston
3. Washington, D.C.
4. Atlanta
5. Miami
6. Denver
7. Seattle
8. Phoenix
9. Austin, Texas
10. Minneapolis–St. Paul

2.2 million 20%
The amount by which the number of renters
over 65 will increase
from 2013 to 2023.

The portion of the national
population that will constitute baby
boomers over the next 20 years.

Source: Joint Center for Housing Studies of Harvard University

Sources: Census Bureau; Bipartisan Policy Center
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• • SURVEY • •

marketing

How to Spark
Boomers’ Fire
Our exclusive survey of more than 25,000 renters shows
that apartment communities seeking baby boomers
must do more than just provide extra storage.
By Joseph Batdorf

“LIGHT MY FIRE,” RELEASED BY THE DOORS IN 1967, IS AN ICONIC PIECE OF MUSIC FROM A TIME
when many members of the baby boomer generation were coming of age. So it’s fair to ask, what would it take, today, for apartment
marketers to light the ﬁre of the nation’s second-largest demographic
cohort, estimated at 76.4 million?
According to the 25,099 respondents to an exclusive survey
of renters nationwide by J Turner Research in partnership with
multifamily executive, apartment marketers need to pay close attention to the growing signiﬁcance of online ratings and reviews, for
one thing.
More than half (63%) of baby boomers conducting an apartment
search use online ratings and reviews to gather information about the
communities they’re interested in. And these reviews have a compelling effect on boomers’ rental decisions, as evidenced by the 6.65 rating (on a scale of 1 to 10) the group gave them.
Yet, despite the popularity of review sites, only 18% of multifamily
renters as a whole, and 21% of baby boomers, have ever been asked to
post a review.
The data demonstrate that the majority of prospects are narrowing their search ﬁrst by location and then by how residents rate
the property. Yet despite the increasing inﬂuence of online ratings
and reviews in the rental process, the industry seems to be missing
the opportunity to gather and utilize resident opinions to market
its properties.
The survey report, Marketing to Different Generations: Emerging
Online, Language, and Lifestyle Trends, investigates how generations—
especially baby boomers—compare in their rental-search patterns, including social media usage; ratings and reviews; preferred devices and
search sources; buzzwords used to describe lifestyle, community, and
neighborhood preferences; website expectations; and choice of channels to communicate with the property’s management team.
The survey responses came from the residents of 18 apartment
companies representing more than 500 properties. The majority
(54%) of the respondents were millennials (18 to 34 years old), followed by Gen Xers (35 to 50 years old), at 27%; baby boomers (51 to
70), at 17%; and the Silent Generation (71 and older), at 2%.
Based on the responses the research team received, several trends
emerged that marketers should be cognizant of while courting boomers:

6
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BOOMERS’ THREE
MOST-IMPORTANT
QUALITIES IN
A UNIT: FULL
KITCHEN (55%),
NATURAL LIGHT
(42%), AND
STORAGE (39%).

92% OF BOOMERS
DESCRIBE THE
IDEAL COMMUNITY
AS SAFE, THE
MOST OF ANY
GENERATION.

Illustrations by Yomar Campos, Gabrielle Cinque, Thomas Uebe, Artworkbean, Julian Deveaux, and Nadav Barkan

IN AN IDEAL
COMMUNITY,
BOOMERS PLACE
MORE IMPORTANCE
ON QUIET (82%)
THAN MILLENNIALS
(69%) DO.

ALL GENERATIONS MOST WANT SAFETY, CLEANLINESS, AND QUIET
In describing the ideal apartment community, survey respondents
across the generations cited the same top three features: safety and
cleanliness (tied at 90%), evidence the property is well kept (79%),
and quiet (73%). Boomers, perhaps not surprisingly, place notably
more importance on quietness (82%) than do millennials (69%).

NEARLY 25% OF BABY BOOMERS DON’T USE SOCIAL MEDIA
Of those who do, most (69%) prefer Facebook, which, at 77%, continues to be the favorite social media channel across all generations. Second on boomers’ list is LinkedIn (23%), which differs notably from
millennials, whose second choice is Instagram, at 40%.

PREFERRED APARTMENT-SEARCH CHANNELS DEPEND ON USER AGE
Among all generations of renters, the top three search channels
continue to be Internet listing sites (ILSs), at 64%; drive-bys (41%);
and word-of-mouth (24%). These ﬁgures haven’t changed since 2012.
But whereas 55% of boomers rate ILSs as their top choice of channels, a notably greater percentage of millennials (70%) prefer the
sites. Next-most popular for both groups are drive-bys (44% among
boomers; 39% among millennials).

WWW.MULTIFAMILYEXECUTIVE.COM

VS.
BOOMERS SAY POOLS … WHILE MILLENNIALS
ARE TOP COMMUNITY
SAY GYMS ARE
FEATURE (73%) …
NO. 1 (85%).

VS.
23% OF BOOMERS
RATE ONE-LEVEL
PLANS AS IMPORTANT …

… WHILE
ONLY 5% OF
MILLENNIALS DO.
2015 MFE CONCEPT COMMUNITY REPORT
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NEARLY 25%
OF BOOMERS
DON’T USE ANY
SOCIAL MEDIA.
THOSE WHO
DO PREFER

69% FACEBOOK
23% LINKEDIN

RATINGS AND REVIEWS ARE MORE POPULAR THAN EVER

SAFETY IS PARAMOUNT

More than three-fourths (78%) of the survey respondents reported
using online rating and review sites to gather information about the
community they were interested in, a 5% increase from 2012. Among
websites used for this purpose, Google+ has risen from being statistically negligible in 2012 to garnering a 17% usage rate among residents
this year. At 7.54 on a scale of 1 to 10 , Google + was also the most trusted site across all generations, surpassing 2012’s top choice, Yelp.
Overall, across all generations, the number of residents posting reviews has increased by 26% since 2012, with positive reviews up 44% in
that time. In 2015, nearly a quarter of boomers (23%) said they posted
reviews and ratings online, with 74% being positive and 21% a mixed bag.
The correlation between customer service and ratings and reviews, too, has strengthened over time. As indicated in another
J Turner Research survey, a satisﬁed resident is more likely (53%) to
post a review than a dissatisﬁed resident (7%).

Safety (24-hour security, at 73%) is among the top three community
services most important to all residents, the other two being online
payments (73%) and 24-hour service-request guarantees (72%).
Among boomers, 74% said 24-hour security is the most important
service, followed by 24-hour service-request guarantees (68%) and
the ability to pay rent online (60%). Least important to boomers are
ﬂuff-and-fold services (3%) and on-site volunteer opportunities (9%).

BOOMERS REALLY LIKE CONSIDERATE NEIGHBORS
All respondents described their ideal neighbor as considerate (77%),
but 84% of boomers chose this quality, compared with only 75%
of millennials.

A SWIMMING POOL AND GYM ARE MUST-HAVES
All generations unanimously rated the same three community features
as key: a gym (81%), a pool (80%), and private outdoor space (55%), but
the importance of each varies by generation. Boomers rate the pool as
tops (73%), while millennials have it as No. 2. Conversely, millennials’
ﬁrst choice—a gym, at 85%—is second on the boomer list (70%).

HOME IS WHERE THE KITCHEN IS
The three most-important qualities for all residents in an apartment
unit are a full kitchen (58%), natural light (43%), and storage (37%).
Boomers rated the three almost exactly as all residents did: 55% for a
full kitchen, 42% for natural light, and 39% for storage. Least important to boomers are a guest area (2%), deluxe ﬁnishes and materials
(11%), and a bathtub (12%).
The largest difference in an in-unit feature’s importance between
boomers and millennials regards the ﬂoor plan: 23% of boomers rate
a one-level plan as an important apartment quality, versus 5% of millennials who do.
The complete results of the survey will be unveiled at the 2015 Multifamily Executive Conference, Oct. 5–7, in Las Vegas. The data will also
inform the 2015 Concept Community, “Baby Boomerang,” which is
being designed by David Baker Architects. For more information, visit
www.multifamilyexecutive.com/mfe-concept-community. MFE
Joseph Batdorf is president of Houston-based J Turner Research. He may be
reached at research@jturnerresearch.com.

63% OF BOOMERS
SEARCH RATING AND
REVIEW WEBSITES.

8

2015 MFE CONCEPT COMMUNITY REPORT

WWW.MULTIFAMILYEXECUTIVE.COM

C

C

U

O

V

YO

ER

S,

ED

YE

.

ERS.

4000

NT

PA

CE

IN

G

T

. 13 0 F L O O
S
E
R
RI
O
T
N
S

O

U

LD

S AY

O
WE’VE G

T

YO

U

It’s true. Your source for paint is also your source for flooring.
Count on Sherwin-Williams Floorcovering Centers for leading brands, 24-hour turn and
reliable installation. And, of course, know that our Paint Stores are right around the corner
with the coatings, tools and expert advice you need to complete the job. You see, for quality,
competitive prices, and expert service, we’ve covered it all. To ﬁnd the nearest Sherwin-Williams
Paint Store or Floorcovering Center visit sherwin-williams.com/store-locator
©2015 The Sherwin-Williams Company

Beautiful from the inside out.

Built to last, designed to stand out, and backed by a custom
Learn more at symmons.com.
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MIXED
MESSAGING

A single medium won’t do when promoting multifamily
properties to the 55-plus set. To maximize visibility,
ad campaigns should be as diverse as the age group itself.
by bendix anderson • • illustration by carlos aponte

WWW.MULTIFAMILYEXECUTIVE.COM

2015 MFE CONCEPT COMMUNITY REPORT

11

A FULL-PAGE ADVERTISEMENT IN A SUNDAY NEWSPAPER RECENTLY HELPED DOUBLE THE
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Today, with the oldest of them approaching their 70s, many of
America’s boomers are eligible for seniors housing. Many boomers,
also, however, feel young enough to move into new rental apartments
built primarily with millennials in mind, in hip, downtown urban
neighborhoods. Others are content, and able, to remain in their large
single-family homes in the suburbs.
In a word, boomers are diverse, spanning not only the years between 1946 and 1964, but an array of interests and lifestyles, as well.
They’re tech-savvy, yes, but they still read the Sunday paper, too—
often, in print. To market to them, multifamily ﬁrms need a ﬂexible
strategy that’s as mixed as boomers themselves.

MULTIPRONGED APPROACH
Despite the diversity among the boomer demographic, two-thirds of
them have no plans to move from the single-family home they currently own, according to a recent survey from The Nielsen Co. And
when they do move from one place to another, nearly half leave for a
larger single-family home, the research ﬁrm found.

WWW.MULTIFAMILYEXECUTIVE.COM

Courtesy Holland Partner Group

number of visitors to the website of the Portera at the Grove in Wilsonville, Ore., where leasing started in April.
No, we’re not talking about April 1995, when the Internet was essentially in its infancy. Rather, the project opened this year, when
you’re as likely to gain substantial Web traffic from a print ad as you
are to ﬁnd employment that way.
“The overwhelming majority of our advertising happens online
usually,” admits Josh McDonald, director of marketing for Vancouver, Wash.–based Holland Partner Group, the community’s developer.
“[But] the Portera is much more balanced between print and Internet.”
Perhaps part of the reason the Portera did so well in the newspaper is based more on its intended audience than on what’s trending
in apartment marketing these days. The property is an independentliving community for residents 55 or older and, as such, is one of the
many apartment communities in the United States that are hoping
to attract the growing number of baby boomers who reach that age
each day.

• • MARKET • •

To market its independent-living
community Portera at the Grove in
Wilsonville, Ore., Holland Partner
Group used a mix of print and online
advertising. Newspaper ads helped
double the project’s Web traffic.

“You could have a boomer who’s 60 years old who has had a prosperous career and has bought a bigger house,” says Stockton Williams,
executive director of the Terwilliger Center for Housing at the Urban
Land Institute. “Many are still looking for their dream house.”
However, because so many people are AARP-eligible today, even a
minority of them can still be more than enough to ﬁll an apartment
community. “Even a small percentage of 75 or 76 million is still a lot,”
says Williams.
The lease-up rate at Portera bears him out, with the property enjoying a pace of about 10 a month. The average new resident there is
in his or her 70s. That’s just slightly older than the oldest baby boomers, who are now 69. Many boomers are already moving into the community, and many more are likely to arrive over the next few years.
To attract these relatively young seniors, Holland uses several
strategies. It sent out its ﬁrst major direct-mail campaign in years this
past May, with 10,000 pieces sent to high-earning seniors in nearby
ZIP codes. The campaign had a 2.3% response rate—very strong for
direct mail.
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Online advertising, too, is important for the Portera. However,
even Web ads work a little differently for the 55+ crowd than for other
demographics. For example, Craigslist ads, usually an effective means
of drawing visitors to a multifamily property website, are much less
important to boomers. Instead, Holland is ﬁnding that the Portera is
attracting more visitors from an online ad it placed on a real estate
website that appeals to homeowners.
“We have eight times as many leads from Zillow [as from Craigslist],” says McDonald.
Many of the community’s prospective residents are homeowners
who may already be checking the likely value of their single-family
house on websites like Zillow.
Portera, also, isn’t a typical independent-living facility.
“There are no meals or medical services,” says Brenner Daniels,
development director at Holland. Instead, Portera offers a package
of activities including cooking and exercise classes organized by the
property’s lifestyle enrichment coordinator.
“Portera offers exclusive programs and services we term 55Alive
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“

Consumers are aspirational. Millennials
want to feel they’ve arrived, and baby
boomers want to feel younger …

Photos: Courtesy Bozzuto Group and Alliance Residential Co.

Clockwise, from top right: the entry to Bozzuto Group’s Crosswinds at Annapolis Towne Centre in Annapolis, Md., at dusk; an aerial image of the ﬁrm’s Union
Wharf in Baltimore; a patio and resort-style pool at Alliance Residential’s Broadstone Lincoln in Scottsdale, Ariz., whose exterior is shown time-lapsed at night.
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… To only be building for millennials
is to be ignoring half the equation.
—Toby Bozzuto, president, Bozzuto Group

that enhance your pursuit of knowledge, inspiration, and vitality,”
according to the community’s website.
Portera’s marketing materials show off its 12,000 square feet of
amenity space, including a putting green and a 6,000-square-foot sky
deck. “The amenity package is higher than conventional in a typical
multifamily product,” says Daniels. “The only thing we don’t have is
a swimming pool.”
The apartments also show off high-end ﬁnishes. “They’re more
condo-quality than other apartment or seniors housing properties in
the area,” Daniels adds.
Holland certainly isn’t alone in creatively catching the attention
of this demographic. Bozzuto Group, based in Greenbelt, Md., isn’t
content to focus just on marketing its properties individually. Rather,
the developer plans to emphasize the entire brand in creating a new
line of boomer-targeted rental apartment properties, the ﬁrst of
which will be built in Valley Forge, Pa.
Company president Toby Bozzuto has hired IDEO, one of the
leading branding companies in the U.S., to help name the new line of
properties and create an identity for them. “The concept of brand in
our industry hasn’t been pushed as far as it can go,” says Bozzuto.
IDEO will also help Bozzuto identify how its rental communities
could lure boomers out of their single-family homes.

MIXING BOOMERS AND MILLENNIALS
When wooing boomers away from homeownership, apartment operators may ﬁnd the demographic isn’t averse to a mixed crowd; many
renters over 50 prefer communities with residents of various ages.
“Consumers are aspirational,” says Bozzuto. “Millennials want to
feel they’ve arrived, and baby boomers want to feel younger. To only
be building for millennials is to be ignoring half the equation.”
Alliance Residential Co. is likely to agree, having attracted many
baby boomers to its Broadstone Koi property in Seattle. “I was very
surprised when I walked through there,” says Rachel Davidson, director of revenue and sales at Phoenix-based Alliance. “It was refreshing
to see that we really ran the gamut of ages.”
The boomers truly enjoy living in a building with younger residents. “People assume they want to be separated, but they really appreciate the energy,” says Davidson.
Boomers at Broadstone Koi also embrace modern trends their
millennial counterparts enjoy, such as telecommuting. “We see just
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“

as many 55-year-old executives in the lobby utilizing the [business]
space,” says Davidson.
To help the company serve customers of different needs and
ages, Alliance takes a “consultative” approach to leasing. That means
spending more time to get to know individual prospective residents
and ﬁnding out what they need.
“Our sales experience needs to be relevant to them,” Davidson
says. “We need to get to know them in ways that are more meaningful
than before.”
This approach helps the leasing staff focus on the features and
amenities that prospects actually care about.

GENERATIONAL DIVIDE
Though they may enjoy some of the same communities and amenities, the paths boomers and millennials take to get to them can differ
signiﬁcantly.
Boomers, for example, can take much longer to decide to move—
often for the simple reason that they may have been living in the same
home for quite some time, with a signiﬁcant amount of furniture and
other possessions to deal with.
“They’re much more thoughtful about the decision [to move],”
says Davidson.
Boomers are also likely to pay several visits to a development before they’re willing to commit. “Once we gain their initial interest, it’s
a much more intensive process of selling,” says Holland’s McDonald.
However, when boomers do ﬁnally decide to sign a lease, they can
move quickly. “Their decision is much less inﬂuenced by others when
they know they’re ready,” says Davidson.
In contrast, millennials often bring friends and family to see an
apartment they’re seriously considering—in addition to sometimes
posting photos on Facebook.
Boomers can also require more personal attention from property
owners after move-in. “Once they’re customers, they require a lot more
communication and a lot more face-to-face time,” says Davidson.
And when it comes to renewing a lease, millennials are more likely
to complete the whole transaction by e-mail or chat. “Baby boomers are
going to want to come down and talk it through with you,” says Davidson.
Diverse, sophisticated, and thoughtful—traits that describe not
only baby boomers themselves but the marketing approach most
likely to win their hearts. MFE
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Fear and Desire
As more boomers approach the edge of retirement, how can developers entice a generation
that’s reluctant to leave its current single-family homes? By Lauren Shanesy
AS THE OLDEST BABY BOOMERS TURN 69 THIS YEAR, SOME OF THEM ARE
expected to make the jump into multifamily housing—
but not all of them are racing to put up a for-sale sign in
the front yard.
David Allison, founder of Vancouver, British
Columbia–based BA Marketing Buildings, calls them
“the reluctants.” This subset of baby boomers doesn’t
want to sell their single-family homes, but they have no
choice, since their equity—
and, therefore, often their
retirement savings plan—is
wrapped up in their home.
The industry must ﬁgure out
how to market units to this
challenging group of boomers, who are ﬁnding difficulty
not only with downsizing but
with the change in lifestyle
that comes with it.
“In the development industry, we tend to think our
product is the answer. And in
this case, our product is not
the answer,” says Allison. “We can build the smartest
buildings in the world and think we know as much as
possible about the boomers as we’re able to, but at the
end of the day the biggest issue boomers are having are
the psychological issues around this change about going to a smaller space.”
Developers are faced with a hard problem—how to
make this generation fall in love with the idea of multifamily living while giving up their 3,000-square-foot
suburban home. While there isn’t just one solution, research conducted by Allison’s ﬁrm pinpoints the areas
of concern for this generation when faced with the
looming issue of downsizing into rentals.

WHAT BOOMERS WANT, AND FEAR
In Allison’s survey of 1,000 baby boomers, a majority
of participants reported they were most worried about
the loss of family and friends upon leaving their singlefamily home in the suburbs.
The researchers also found that developers are
pouring money into ﬂashy upgrades—like soaker
tubs and marble counter tops for “spa-like” bathrooms—they assume boomers want, but boomers report they’re more interested in what Allison calls the
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“show-off triangle.” The living room, dining room, and
kitchen are the three areas of a home where friends,
family, and guests spend the most time while visiting.
Making these rooms look luxurious is an easy ﬁx.
“We have to think like boat builders,” says Allison, who
suggests ﬁlling the unit’s empty nooks and crannies
with closets or built-in shelves to accommodate the
number of belongings boomers have collected over the
years. Fancier light ﬁxtures
and ﬂooring ﬁnishes are other simple upgrades.
Lack of storage was another highly voiced fear
among the demographic but
is another quick ﬁx on the
builder’s end. Allison says
simple additions like a traditional linen closet can make a
smaller space more versatile.
The less baby boomers feel
they’re giving up, the more
comfortable they’ll be with
leaving their existing home.

?

IT’S ABOUT THE NEIGHBORHOOD, TOO
Boomers are also unconvinced that the new urban
playground outside their door will ﬁll the void left by
their roomy home. Apartment managers need to show
them how the lack of square footage in their unit is
made up for by all the services, restaurants, and retail
in their new community. The neighborhood has the
potential to be a selling point for boomers but isn’t
always presented as such.
“We throw a page in a brochure with a map and say,
‘We’re done; now, let me show you more pictures of the
beautiful kitchen,’” says Allison. “I think they’re actually more interested in the neighborhood than in the
kitchen.”
When asked after the move, most baby boomers
responded that the neighborhood is the best part of
their new lifestyle.
“We have to stop thinking of ourselves as builders
and start thinking about ourselves as facilitators,” says
Allison. “It’s not just about our buildings, and we have
to realize that boomers and their problems, issues, and
concerns aren’t things that bricks and mortar are going
to solve.” MFE
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ALL IN

Unlike their parents, who may have downsized to resort-style
homes or assisted living, boomers are pressing developers to
offer new, multiple housing options and amenities as they age.
by barbara ballinger • • illustration by carlos aponte
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BABY BOOMERS, THE COHORT BORN BETWEEN 1946 AND 1964, ARE A GENERATION THAT’S
never planned to slow down.
And with their 18-year age span stretching from 51 to 69, boomers
naturally don’t represent a one-size-ﬁts-all target market. Their schedules vary widely, too—whether engaged in full- or part-time work or
complete retirement. And their assets may dictate living in anything
from an affordable, $1,200 apartment to a luxe, $3 million condo.
Indeed, because of the diversity among boomers, the spectrum of
housing that appeals to them is wide and includes rental and for-sale
and urban and suburban, as well as apartments geared to couples and
singles, a mix of ages, and those who care—or don’t—about LEED status.
All of which presents developers seeking to serve this group—76.4 million strong—with a multitude of opportunities.
“The sector is only growing, and, for now, demand outstrips supply,” says Russell Tepper, senior managing director at Dallas-based
Mill Creek Residential Trust.
Despite their diversity, there are some things most all boomers seem
to gravitate toward, including a desire for new rather than existing housing, says Diana Pittro, executive vice president of RMK Management
Corp. in Chicago, which manages more than 9,000 Midwestern rentals.
Brian Hoffman of Red Seal Homes, a family developer in Northbrook,
Ill., also puts new product on the top “wish-list trifecta” for this age
group, along with ample storage and low maintenance.
Other housing features boomers want: a strong Walk Score, a variety
of ﬂoor plans from which to choose, and, of course, amenities aplenty.

WALKABLE LOCATIONS
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SMALLER QUARTERS, HIGHER QUALITY
As Feldman has found, many boomers are eager to give up their large
homes once the children move out for good. On their own and possibly
retired, these empty-nesters don’t want the associated maintenance
chores and costs when they’d rather travel or pursue other interests.
Yet, many aren’t willing to settle for square footage as small as
their millennial counterparts will tolerate, often because they don’t
want to pare their furnishings, says Price Patel. Hence boomers’
desire for ample storage space, particularly in the master suite, laundry area, and garage, says Manny Gonzalez, architect and principal in
KTGY Group’s Los Angeles office.
At Holland Development’s suburban Portland, Ore., project Portera at the Grove, its ﬁrst for the 55-plus set, a one-bedroom averages
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Bruce Damonte

A bustling downtown is a prime destination for boomers, sometimes
in a big metropolis; other times in a large suburban core, such as
Bethesda, Md., or Highland Park, Ill.; and even in a bucolic haven like
Woodstock, N.Y.
The key for boomers regardless of location, however, is their housing’s proximity to enough destinations to meet their needs and enable
them to stay healthy and spend less time driving, particularly in areas
with worsening traffic, says Amit Price Patel, an architect and urban
designer with David Baker Architects in San Francisco.
Many of his ﬁrm’s projects are located in cities and semi-urban
areas close to retail and public transportation. The ﬁrm designed the
affordable 157-unit Station Center Family Housing building in Union
City, Calif., 30 minutes to San Francisco by the BART mass-transit
system. Nearby, the company’s market-rate Windﬂower Lofts consists of 243 rental homes, 40 of which are live/work lofts.
And in Philadelphia, Dranoff Properties has focused on boomers
since 2005, when it debuted its 32-story Symphony House, with 163
condos on top of a parking garage, restaurants, and a theater. “It was
our indoctrination to boomers,” says CEO Carl Dranoff, who points
to One Riverside, a 22-story glass skyscraper with 82 residences but
only four to six per ﬂoor and views of the Schuylkill River.
Resource Real Estate, a global real estate ﬁrm, also in Philadelphia,
has chosen to zero in on younger boomers still working and raising
families who gravitate to locations in the Southeast and Southwest
where jobs and good schools are plentiful. The company builds rentals that the group’s $40,000 to $75,000 annual incomes can afford,
says CEO Alan Feldman.
“Boomers now have less of a desire to own two cars and maintain a
large house and property,” he says.

Station Center
Family Housing, in
Union City, Calif.,
features amenities
appealing to both
boomers and their
grandchildren,
including
playgrounds
(pictured) and
swimming pools.

850 square feet; a two-bedroom with two baths, 1,180 square feet; and
a three-bedroom with two baths, 1,485 square feet, which the company says is large by senior housing standards. The ﬁrm also decided
to include more two- and three-bedrooms than one-bedrooms and incorporate full-size washer/dryers.
But smaller can be relative: Affluent renters and owners may
seek much more space, but less than they had in their former homes.
Dranoff’s condos average 1,700 square feet for a two-bedroom or a
two-bedroom-cum-den, but some go up to ﬁve bedrooms. They typically include his-and-her baths, wood cabinets, ﬁreplaces, and color
choices for $1,500 a square foot. And that number is climbing as it
becomes more difficult to assemble large sites and construction costs
rise, he says.
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Developer Jean Francois Roy, owner of Ocean Land Investments in
Fort Lauderdale, Fla., conceptualized multistory buildings for affluent
boomers who shared his frustration. “After my kids left home, we decided to give up our home but couldn’t ﬁnd an appealing product,” he says.
The ﬁrst of his ﬁrm’s ﬁve waterfront properties, AquaVita, will have
units that average 3,000 square feet, three and four bedrooms, oversized
kitchens with 10-foot-long islands, huge balconies, and shared amenities such as a 65-foot heated pool, private cabanas, and boat slips.
The site is also within walking distance of Las Olas Boulevard and
the beach. Price tags started just shy of $1 million and climbed to almost
$3 million before the units sold out in eight months. Roy plans to limit
the number of units in all ﬁve buildings to between 16 and 24, so that
move-down homeowners don’t have to wait years for their completion.
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other developers, like Mill Creek, ﬁnd boomers want the energy and
buzz that come from having younger residents around.

OPEN PLANS
While their former homes may reﬂect traditional space planning with
walls separating sitting, eating, and cooking rooms, many boomers
want open plans that don’t just encourage everyone to head for the
kitchen but provide one giant, minimalist space. The result reﬂects a
blurring between what boomers and millennials want, says Patel Price.
Fewer walls also make furniture arranging easier. And though
bedrooms remain separate, they feel more open, with larger windows
for more natural light.

AMENITY RICHES

SEGREGATED … OR MIXED

FOR THE LONG HAUL

At this stage in life, many boomers prefer to live just with their
peers, which spurred Holland Development to construct Portera at
the Grove for those ages 55 and older. Dominium Development &
Acquisitions, a national affordable housing developer and management ﬁrm in Plymouth, Minn., has also gone after this age group but
with what it terms “luxury affordable” housing in areas with high median incomes and sites the ﬁrm often acquires from cities, sometimes
with existing structures that Dominium adapts.
“Many cities ﬁnd senior affordable housing appealing as a way to
retain population, especially since the cohort has fewer cars, which
means less congestion,” says Ron Mehl, senior developer.
Dominium designs its product to resemble market-rate units. Yet

Boomers are eager to ﬁnd a location for the long haul where they can
age in place comfortably and independently. Firms like KTGY are helping meet that need by specifying zero-threshold showers to reduce accidents. Other universal design features—wider doorways, grab bars,
slip-resistant ﬂooring—are expected to become more prevalent too.
Some developers are even starting to extend their rental leases beyond the typical year (with a stipulation for price hikes) in response
to this growing desire for long-term living.
Wherever boomers decide to head, developers and leasing and
sales staffs are pleased about how they make decisions. “Most decide
on the spot, unlike millennials, who bring back every family member
for an opinion before they decide,” Walters says. MFE

Holland Residential developed Portera at the Grove in the suburbs, rather than in town, to
provide the large units and amenity spaces boomers prefer. The 112-unit, Wilsonville, Ore.,
rental community was built for those ages 55 and up.

RENTAL STIGMA NO MORE
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For many boomers, the stigma of renting has disappeared. Many
could afford to buy another home with the equity from the sale of
their last one but prefer not to. Statistics from the Census Bureau
point up the shift, says Philip Martin, head of market research and
investment strategy at Waterton Associates in Chicago, with homeownership having dropped from 69.4% at its 2004 peak to 64.3%, the
lowest level since 1994.
Martin, whose ﬁrm has a portfolio of 18,000 rental units, cites
being able to lock up and leave without worry as one of the prime
reasons boomers ﬁnd renting appealing. Using the equity from a sale
as a “wealth management tool” for retirement and discretionary purchases is another, he adds.
Nia Walters, regional vice president of New York–based Irongate
Management, a third-party property manager, adds yet another: ease
in contacting maintenance staff for help, gratis. “Boomers require
more time and interaction from our staff than millennials do,” she says.
Even when renting, boomers may still invest to personalize their
space, such as by buying new cabinet hardware or making a change
in ﬂooring, Walters says. As a result, Martin predicts, developers will
offer options from an à la carte price list.

Most boomers aren’t interested in rocking chairs. They want their
buildings, including associated outdoor space, packed with possibilities. Much of this amenity envy has come from seeing what new
millennial-oriented buildings feature—the latest ﬁtness equipment,
proximity to trails or parks, indoor and rooftop pools, dog parks, an
array of concierge services, and more.
Even though they’ve given up homes with outdoor space, many
boomers still want to garden on a balcony or in shared acreage.
“We’ve been surprised to see that men garden almost as much as
women,” says KTGY’s Gonzalez.
Boomers also want space for their own gatherings. Winston Fisher
of Fisher Brothers, a development ﬁrm in New York, ﬁnds party rooms
with kitchens are appealing for hosting dinners. And even lobbies, stairs,
and landings are constructed larger, for impromptu gatherings, says
Price Patel. “The need for human connection is universal,” he says.
The concept of greater service as an amenity, too, is growing. Developer WaterWalk Hotel Apartments in Wichita, Kan., which previously focused on extended-stay hotels, debuted its above–marketrate apartment brand concept for those seeking a high-end but
small-enough community that would provide personalized service.
The ﬁrst, four-story building, with 138 units, opened in Wichita two
and a half years ago. “We couldn’t do this if it were a larger property,”
says company president David Redfern.
Sustainability is another perk. Admittedly, sometimes, green certiﬁcation is done to comply with building codes. Other times, developers go green because doing so represents smart marketing. Martin,
for example, has found that many boomers seek out green initiatives
such as rooftop gardens and culinary centers.

Content Licensing for Every Marketing Strategy
Marketing solutions ﬁt for:
Outdoor | Direct Mail | Print Advertising | Tradeshow/POP Displays | Social Media | Radio & TV

Leverage branded content from Multifamily Executive to create a more powerful and sophisticated
statement about your product, service, or company in your next marketing campaign. Contact Wright’s
Media to find out more about how we can customize your acknowledgements and recognitions to
enhance your marketing strategies.
For information, call Wright’s Media at 877.652.5295 or visit our website at www.wrightsmedia.com

Don’t miss an issue

october 2012
volume 17, issue 11
multifamilyexecutive.com

Free Subscriptions:
• Thirteen issues annually devoted to multifamily
housing

december 2012

volume 17, issue 13
multifamilyexecutive.com

• Ownership, management, and development issues
• Proﬁles of people, projects, and
companies
• Operational best practices

FREE
ISSUES

And much, much more!

Subscribe Now
omeda.com/mfe

UPWARD
BOUND

inside:

BOB GREER,
EXECUTIVE OF
THE YEAR:
THE SECRET TO
HIS ENDURING
SUCCESS

2012 RISING STAR OF THE YEAR
WARREN BURKE HAS CAMPUS APARTMENTS
LOOKING TO THE NEXT LEVEL.

BATTLE
TESTED

CONDO KING JORGE PEREZ RE-EMERGES
WITH HARD-WON WISDOM.

888.269.8410

inside:

CAVEAT EMPTOR:
DEALMAKING
STRATEGIES
FOR 2013
GSE PROXY:
CAN PRIVATE
LENDERS FILL
THE GAP?

ADVERTISEMENT

PREMIER COMMERCIAL
REAL ESTATE FINANCE

Founded in 1937, Walker & Dunlop structures
ﬁnancing solutions to meet your real estate
investment needs. As one of the largest providers of
commercial real estate ﬁnancing solutions, we offer
deep industry knowledge, an unparalleled team
of ﬁnancing professionals, broad market coverage
and excellent customer service—all inside a public
company with a family company culture.
Our comprehensive suite of ﬁnancing solutions allows
us to originate loans for our balance sheet, our CMBS
conduit, or for sale to Fannie Mae, Freddie Mac and

HUD, and broker loans to life insurance companies,
banks and other CMBS providers. Our ﬁnancing
expertise, scaled lending platform and unyielding
commitment to client satisfaction make Walker &
Dunlop the premier choice for your commercial real
estate ﬁnancing needs.
Walker & Dunlop has been a consistent source of
ﬁnancing through many market cycles. We are a
signiﬁcantly larger and more dynamic ﬁrm today,
but our customer-centric approach and unwavering
commitment to quality are still at the heart of all we do.

Industry Leaders | Creative Processes | Lasting Relationships
Walker & Dunlop provides ﬁnancing for student housing properties located nationwide
through Fannie Mae, Freddie Mac, bank, life company and bridge executions.
Whether you need a reﬁnance, acquisition or construction loan, our expert team offers
the deep industry knowledge and broad market coverage to make your deal successful.

www.walkerdunlop.com

• • DESIGN • •

At the renovated Renaissance on Peachtree in Atlanta,
studioSIX5 designed a more-modern look for the common
areas, with updated palettes, furniture, and lighting.

renovation

Lasting Impression
Renovations being done to senior communities now aim to impress the baby
boomers helping their parents make living decisions. By Lindsay Machak
DEAN MADDALENA IS FAMILIAR WITH THE STERILE, NURSING HOME–LIKE

Courtesy studioSIX5

attitude associated with senior communities. He’s determined to change that.
Maddalena, and his team at studioSIX5, are designing upgrades for more than just immediate residents.
They’re hoping renovations being done will impress
the baby boomers helping their parents make living
decisions today.
“It needs to be cool enough for them so they’ll recommend it for their parent,” says Maddalena, the company’s president.
The ﬁrm, based in Austin, Texas, works solely on
senior housing design. When it comes to renovating
senior communities, the upgrades have to be alluring
enough to have a lasting impression that will encourage baby boomers to eventually make the move into
some of these communities themselves.
“The marketing person is always marketing toward
the ﬁrst-born, 57-year-old daughter,” he says. “They’re going to be very inﬂuential in that decision. You want them,
when they walk in, to say, ‘Damn; I want to live here.’”

COMMON-AREA FOCUS
In addition to updating the units with modern ﬁnishes,
common areas are a large focus in renovating the com-
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munities. Gone are the days of having a formal dining
area with designated times and menus. Today, architects are including restaurant-like options and managers are encouraged to host open-ended dining hours.
“One night they may want a really nice meal, and
one night they might want something more casual,”
Maddalena says. “It gives the residents, and their families, different options without leaving the community.”
Including well-designed, interactive spaces for
family members to enjoy during visits is the ultimate
goal. Salon and spa areas are a new emphasis in the
upgrade effort. Creating places in which both boomer
children and their parents can share experiences is
important when trying to create a homey atmosphere.
“They’ll visit every week or so, and when we renovate, we’re putting in bars or café areas,” Maddalena
says. “Sometimes the baby boomers will come and
have a drink after work with their parent.”
Designers have also started to consider creating
interactive and fresh spaces with Wi-Fi and cool hangout areas for grandchildren to enjoy.
“We want to get away from the idea of visiting the
parent [or grandparent] at the ‘home,’ but instead
make it a really cool place where you want to visit and
be there,” he says. MFE
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LANDING SITES
What kind of neighborhood are boomers looking for?
Today’s developers are getting just as creative in where
they build as in what they build.
by lindsay machak • • illustration by carlos aponte
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BILLY PETTIT HAS A UNIQUE OUTLOOK ON WHAT SENIORS HOUSING IS AND WHAT IT WON’T BE
very soon.
“Seniors, today, tend to follow the rules and live by the rules,” says
Pettit. “But the baby boomers—they tend to redeﬁne the rules.”
And because of that, Pettit predicts that conventional senior housing will have a complete product overhaul as the baby boomers age.
As senior vice president of Seattle-based Pillar Properties, Pettit
has a distinct perspective on seniors housing. Pillar is the market-rate
component of R.D. Merrill Co., which also owns the well-known senior living company Merrill Gardens. And sometimes the two companies develop side by side, giving Pettit the scoop on what’s to come.
Baby boomers are expected to account for 20% of American renters by 2020, according to Census Bureau projections. Today’s developers are tasked with building apartments that will attract and retain
this ever-changing demographic. It all starts with ﬁnding the perfect
site that will provide enough space and a neighborhood that accommodates the lifestyle baby boomers want.
Pettit has started to see more boomers try apartment living, especially in the ﬁrm’s newly built downtown Seattle apartment community Stadium Place. “Some of the baby boomers have started to downsize and relocate from the suburbs to the urban core, and they’re
looking for a location that caters to their lifestyle,” he says.
Stadium Place was built next to and overlooks CenturyLink Field,
home to the Seattle Seahawks, and is surrounded by local eateries and
cultural attractions. And although the project wasn’t built speciﬁcally with baby boomers in mind, the location is premier—and that’s
exactly what they’re looking for.

TDK’s 3343 Memorial in Murfreesboro, Tenn., (both photos above) is
particularly attractive to boomers because of its walkable suburban environs.

WALKABILITY
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SPREADING OUT
Having enough space to build a large-scale project is another thing the
suburbs have to offer developers looking to attract baby boomers, says
Brenner Daniels of Vancouver, Wash.–based Holland Residential.
Daniels is working on a 112-unit community for renters ages 55
and up in Wilsonville, Ore., called Portera at the Grove.
“Our units are very large,” he says. “They’re, on average, about
1,225 square feet. You can’t do that in an urban environment. You
would want to go much smaller than that, but the demand is for these
slightly larger units. [Boomers] still want to be able to use the furniture they have and have storage and bike parking.”
More land also allows for larger amenity spaces, Daniels says. Here,
baby boomers want much of the same things every generation does,
including large pool decks, barbecue areas, and high-end ﬁnishes.

WWW.MULTIFAMILYEXECUTIVE.COM

3343 Memorial: Courtesy TDK Construction

When the location of a proposed project isn’t walkable, accessible,
or located directly in the heart of a big city, sometimes you just have
to make it work. Not all baby boomers want to live in the urban core,
but most of them want something that’s accessible, says Kent Ayer,
president of Murfreesboro, Tenn.–based TDK Construction. While
designing a 241-unit community in Murfreesboro dubbed 3343
Memorial, Ayer has kept the baby boomer renter in mind.
The project is located near a large commercial development that
includes a drugstore and restaurants. But the land posed a problem
for TDK; it wasn’t zoned for a multifamily development and wasn’t
accessible to the commercial corridor.
“So, we provided sidewalks to the commercial space—we made it
walkable. Now, our residents can walk to Walgreen’s, to the Mexican
restaurant, or McDonald’s and Subway,” says Ayer. “We provided this
walkability in a suburban environment, and that helped us in the rezoning and negotiations with the city. As part of our pitch, we ﬁgured
out how to help the community, and we bent over backward to make
sure it was going to be a positive project for North Murfreesboro.”
Sally Abrahms, a baby boomer expert who wrote the housing
chapter in the book Not Your Mother’s Retirement, says connectivity
between apartment developments and the rest of the community is
the most important factor for baby boomer renters.
“The ability to get someplace easily is key,” she says.
And if the apartment complex or building isn’t directly located
near public transit, then a means to get to transit should be provided,
she says. “Boomers want to be in the center of the action and not depend on their cars,” she says.

SHARED OPPORTUNITY
Billy Pettit was surprised to ﬁnd an organic
relationship growing between market-rate
renters of all ages and senior renters through
a shared amenity space. Pettit’s Pillar Properties built The Corydon (pictured above) in
Seattle’s University District adjacent to a
Merrill Gardens seniors property.
The two properties share a courtyard,
and residents mix and mingle without any
prompting from the managers. Additionally,
the Merrill Gardens property has a dining room
space that The Corydon’s residents can use.
“People [from The Corydon] regularly
purchase meal-plan cards where they can just

use it for takeout or to grab a quick breakfast,”
Pettit says.
This connection has been so successful
that Pettit’s team has planned to build
another Pillar community across from a
Merrill Gardens property in Burien, Wash.
The hope with the Burien development is
that market-rate baby boomer renters will be
able to get an introduction to senior living.
“This allows for somebody who is fully
independent, who might not be ready to live
in senior housing, to experience what living in
a Merrill Gardens community is like,” he says.
“We’re doing that by offering a service-and-

That’s why Wermers Cos. doesn’t focus on boomers speciﬁcally.
Branden Wermers, director of development for the San Diego–based
company, says while boomers present a large opportunity, they have
the same wants and needs as younger renters.
“People want pet washing stations and walkability and ﬁtness,”
he says. “Health-oriented communities are huge, especially for older
and younger renters. The ﬁtness center is always the No. 1 amenity.”

BEING CLOSE
Connecting people with others is also something Wermers considers
an amenity, and having a space for residents to do that is important.
“We do events that are tailored toward millennials, but we’ve
found that boomers are coming to these events because they want to
be a part of what the millennials are doing,” he says.
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amenity package to renters who are living
next door in the Pillar building.”
In addition to dining options, other
services, such as housekeeping, are offered to
Pillar renters as an amenity package.
“It takes a number of unique
fundamentals in a market to make one of
these projects successful,” Pettit says. “Not
every location has that, and we approach
each Merrill Gardens property as a senior
opportunity and each Pillar opportunity
from an apartment-living standpoint. But
this is something that has truly evolved on
its own.”

One of the reasons Wermers doesn’t home in on boomers speciﬁcally is that boomers aren’t just choosing apartments based on amenities
and ﬁnishes; they’re looking for a location that works best too. And that
often comes down to where their children and grandchildren are living.
“It’s a lifestyle choice,” Wermers says. “They want to have the
ﬂexibility to move. Sometimes their kids are moving and they want
to rent a place where the kids are living, but they don’t want to buy
there, because the kids could move again.”
Abrahms agrees. Grandchildren are playing a larger role in which
location baby boomers decide to live in, she says.
“I’ve seen an interest in aging in place, not necessarily the current
home, but in your community where you have roots or someplace
near family,” she says. “They want to be near grandkids but still want
to be independent and have their own life.” MFE
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amenities

3 Boomer
Must-Haves
While blanket statements are impossible
to make for this generation, there are a few
common threads that appeal to most
of the demographic.
By Lindsay Machak

ADAPTABLE SPACE
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FINE FINISHES
Most baby boomers are looking for a more
manageable space but don’t want to lose
the comfort of a home. It’s a concept that
Rosenfeld calls “bistro living.”
“Bistro living means living in houses
or homes that are downsized but no less
luxurious,” he says. “They’re smaller but not
skimping in any way.”
Granite countertops and up-to-date
appliances seem to be highly coveted in
kitchens. And when it comes to ﬁxtures, baby
boomers are looking for high-end ﬁnishes
and luxury options.
While bathroom grab bars make sense
for functionality, most baby boomers aren’t
interested in installing a silver, hospital-like
bar. Instead, they’re looking for bars that can
match the ﬁnishes in a home.
“Grab bars don’t look like your
grandmother’s anymore,” Rosenfeld says.
“They want and need these things because
they know what the future is going to bring
and they want items that are functional but
don’t look geriatric.”

EASY ACCESS
While many baby boomers aren’t relocating
to the Sun Belt states like their parents
once did, they want to live in the midst of
it all. Having walkable locations close to
restaurants, gyms, and shopping is a growing
interest among the demographic.
Meanwhile, having access to friends and
family is also a driving force in keeping baby
boomers from moving far away. In fact, baby
boomer communities are starting to crop up
without being planned or advertised that way,
a trend that’s been dubbed “co-housing.”
“We are seeing the beginning of
communal arrangements of boomers ﬁnding
places where they, and their friends, can build
and design and live in homes close to one
another,” Rosenfeld says. MFE
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Illustrations by Sergi Delgado, Eugen Belyakov, and Sepera

While more and more baby boomers are
working from in-home offices, they’re looking
for a space that can convert from work to play.
So, some empty-nesters may be looking to
turn an office space into a guest room on the
weekends for children or grandchildren, says
Rosenfeld.
“Or this could be an ideal place for a
caregiver to live,” he says. “They’re looking for
space that is not just multipurpose for a week
or a weekend, but over the long haul.”
Another trend Rosenfeld has seen is
adaptable storage space being built into
two-story units. Homes where the closets
are aligned one above the other from ﬂoor to
ﬂoor create an option for an elevator to be
put in.
“They’re not building the elevator yet;
they’re just creating the opportunity in case
they should need one in the future,” he says.

IT’S NO SECRET THAT BABY BOOMERS ARE A DIVERSE GROUP WHEN IT COMES TO HOW THEY’RE
living: One size deﬁnitely does not ﬁt all. However, they’ll need to
address housing issues at some point, whether it’s downsizing to an
active adult community, aging in place with services on delivery, or
considering other continuing-care models.
But one thing’s for sure: The baby boomer generation is destined
to change the face of housing as its members age, according to Jeffrey
P. Rosenfeld.
“Boomers don’t want to buy into the kind of housing that was done
by their grandparents,” he says.
Rosenfeld, an environmental gerontologist based in New York
City, says there are some things boomers want in a home and some
things they’ll inevitably need. With that in mind, below are three
baby boomer housing must-haves:
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BOOMING DEMAND
As more baby boomers retire, property managers must respond to the
needs of the nation’s aging renters.
By Lauren Shanesy

35%
The percentage of suburban
residents who are baby
boomers, the largest share
in any area.

25%

of city dwellers are
boomers; in rural areas
and small towns, that
figure rises to 32%.

Only 37% of boomers
plan to move from
their existing home.

The number of
households ages 65
and older is projected
to increase by
19.3 million from 2010
to 2030, to 36 million.

Approximately
26 million U.S.
households have
some need for home
accessibility features
for residents with
disabilities.

54.4%
The share of renter
households ages 65 and
older who have a resident
with a disability or mobility
impairment.

Bite-sized
morsels providing
a digest of the
challenges and
opportunities
around the next
corner

58%
of boomers plan
to retire in the next
ﬁve years.

81%
The share of baby boomers
who want to live in
diverse, multigenerational
communities.

Of those boomers who
plan to move, 54%
expect to downsize.

Boomers will account
for $1 out of every
$4 spent on home
purchases and rent in
the next five years.

Sources: Demand Institute, Baby Boomers and Their Homes on Their Own Terms, October 2014; Joint Center for Housing Studies of Harvard University, Aging in Place: Implications for Remodeling, June 2015;
Urban Land Institute, America in 2015: A ULI Survey of Views on Housing, Transportation, and Community
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