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A g in g  in  P la ce
Th e  C u r re n t  La n d s c a p e

• 88% of adults aged 50 and older desire to age in place.
• 10% of older adults report feeling comfortable with their 

finances.
• Only 10% of homes meet minimum safety requirements 

to safely age in place.
• Daily, full-time home health aides cost can average 

around $5,148 per month.
• The World Health Organization declared loneliness to be 

a pressing global health threat, with the US surgeon 
general saying that its mortality effects are equivalent to 
smoking 15 cigarettes a day. 

 1 Robinson-Lane S, Singer D, Kirch M, Solway E, Smith E, Kullgren J, Malani P.  Older Adults’ Preparedness to Age in Place.  University of Michigan National Poll on Healthy Aging.  April 2022.
2 Stanford Center on Longevity, “Disconnected:  Perception vs. Reality in Retirement Planning,”  October 2022. 
Source: Senior Safety Advice

https://seniorsafetyadvice.com/costs-of-aging-in-place-vs-assisted-living/


De f in i t io n s
Multi Generational Living ( With Separation )

Multi-generational living involves multiple generations of a 
family choosing to live together in one household to share 
resources, responsibilities, and enrich their familial bonds.

Inter Generational Living ( With Separation )

Intergenerational living refers to different generations of unrelated 
individuals living together, typically to foster community support, 
cultural exchange, and mutual assistance.



To d a y ’s  Tr e n d s



To d a y ’s  Tr e n d s









Ho w  Re v e r s e  Fi t s

• Talking about reverse mortgage from a different angle - not only a 
financial benefit but also social, mental and family benefit. 

• Easy way to access home equity 
• No stress on returning monthly payments



G e r o n t o g r a p h ic s

Frail Recluses

Healthy Indulgers Ailing Outgoers

Healthy Hermits



He a lt h y  He r m it s

- Relatively good health but socially withdrawn

- Lowest of all 4 groups to live with others (family or nonfamily)

- Well educated

- Tend to have higher incomes

- Least concerned with keeping up on bills

- Least likely to report that no on care for them or concerned with 

caregiving needs

- Least preoccupied with daily living

- Least likely to use home equity to cover post-retirement expenses



A ilin g  O u t g o e r s
- Relatively poor health but determined to remain socially active

- Accept “old age” status

- May still be employed

- Lower level of income

- Concerned with financial matters

- 50% concerned with keeping up with bills

- 74% expressed concerns with remaining financially 

independent

- Highest group concerned with receiving care in the future



He a lt h y  In d u lg e r s
- Most likely to behave like younger consumers

- Focus mainly on enjoying life and socially active

- High representation of females

- High proportion live with others

- Highest group with college educations

- Likely to still work – only 30% retired

- Relatively well-off financially

- Most receptive to discussing financial services

- Not afraid of debt or using home equity to cover post-retirement expenses



Fr a i l  Re c lu s e s
- Burdened with health problems

- Spend most of their time at home

- Most likely to consider using home equity to pay for expenses

- Disproportionally high number of men

- Highest number of retirees in this group – 70%

- Being financially independent is important to this group

- Personal safety is a huge concern

- Home related matters are important

- Concerned with activities of daily living

- Most open to new technology



HEA DIN G
Bo d y Te xt

Type Effective Marketing Strategy Ineffective Marketing Strategy
Healthy Hermits

Privacy and Independence

Overemphasis on Social Interaction

Safety and Security

Healthy Indulgers

Active and Engaging Lifestyle
Focus on Dependence

Building Connections Across Generations

Ailing Outgoers

Support with Independence
Emphasizing Limitations

Ease of Daily Living

Frail Recluses

Comprehensive Care and Support
Highlighting Independence Too Strongly

Companionship Without Obligation



P r e f e r e n c e s  f o r  G e t t i n g  C a s h  f r o m  H o m e  E q u i t y

Methods: Healthy Hermits Healthy Indulgers Ailing Outgoers Frail Recluses

Receive all cash now and 
make monthly payments

- + - +

Sell your home, but 
continue to live there & 
receive small monthly  
payments from new owner

+ = - +

Sell your home, keep cash, 
and rent

+ - + -

Sell your home and buy a 
less expensive home

- + + +

Receive all cash now from 
a reverse mortgage

+ - + -

Receive monthly payments 
from a RM

- + + -



P r e f e r e n c e s  t o  P a y  P o s t - R e t i r e m e n t  E x p e n s e s  U s i n g  H o m e  E q u i t y

Preferences for Using 
Home Equity to Pay for:

Healthy Hermits Healthy Indulgers Ailing Outgoers Frail Recluses

Large, unexpected 
medical bills

+ + - +

Vacation / Travel = - - +

Home improvements - + - +

Long-term care or nursing 
home 

+ - - +

Gifts to relatives or 
charities

+ - - +

Major purchases, such as 
cars or furniture

- + - +

Personal and business 
investments

- - + +



gtg

P r e f e r e n c e s  f o r  S o u r c e s  o f  I n f o r m a t i o n  f o r  F i n a n c i a l  S e r v i c e s

Preferences for Methods of 
Purchasing Financial Services

Healthy Hermits Healthy Indulgers Ailing Outgoers Frail Recluses

Door-to-Door 
(at home or office)

+ + + -

Through the Mail + - + -

By Phone – 
You or They Call

+ - - +

In Your Office - - - +

Source: Table 5.8 Purchasing Methods and Sources of Information for Financial Services. Gerontographics: Life-Stage Segmentation for Marketing Strategy Development by Dr. George Moschis

Preferences for Sources of 
Information

Healthy Hermits Healthy Indulgers Ailing Outgoers Frail Recluses

See TV / Print Ad + - - -

Receive News in the 
Mail

+ - + +

Be Contacted By Phone _ + + -

Be Visited by Agent - + + -



Q u e s t io n s ?
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