
ASHA Consumer 
Education Initiative



ASHA Strategic Plan

Develop a messaging platform and communications plan  
supported by a digital network and social media

Closely integrate and link messaging with advocacy

Disseminate information through earned media

Reaffirm ASHA’s commitment to social responsibility  
and support causes that impact senior housing

As ASHA completed its Strategic Plan in 2014,  
one of five initiatives identified was Industry Promotion.  

Four elements were identified as part of the Industry Promotion effort:



Build Establish Grow

✓Define Program 

✓Develop Content Plan 

✓Build Website &  
Owned Social Media 

✓ Populate 

✓Develop Awareness Campaign 

✓ Launch Program

• Members Marketing 

• Awareness Campaign

• Members Marketing 

• Establish Conversion Goals 

• Promotion 

• Content Generation/Curation 

• Manage to Drive Metrics

• Paid Social 

• Social Media 

• PR/Media Relations

• Content Generation/Curation

• Measurement/Analysis
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Three-Year Program Evolution

2015 2016 2017



ASHA Strategic Consumer Education Committee

Doug Schiffer  
Allegro 

Senior Living

Jonathan Ruchman  
Brookdale  

Senior Living

Dan McConnell  
DMCPR

Jeff DeBevec  
Belmont Village  

Senior Living

Dave Schless  
ASHA

Jim Bowe  
GlenAire 

HealthCare

Sara Abriatis  
Sunrise  

Senior Living

David Carliner  
Brightview  

Senior Living

Meg Ostrom  
Enlivant

Meghan Lublin  
Sunrise  

Senior Living

Letitia Jackson  
Senior Star

Margaret Wylde  
ProMatura Group



Senior Apartments

Independent Living

Assisted Living

Memory Care

Life Plan Communities / CCRCs

ASHA Member Services Promoted



Member Benefits

Drive  
New Residents  

or ACIs

Content  
for Blogs 

(Site Links)

Inspire 
with  

Examples

Educate 
Everyone

Sales 
Support 

Tool



INCREASE  
market penetration  
& growth potential.



Market 
Penetration 
Rate = 
10.2%

10.2%

89.8%
Of Households, age 75+ living in Independent Senior Living  
or Assisted Living (which includes Memory Care). 

Primary Market Areas defined as largest 31 metro areas in United States. 

Notes: NIC does not income-qualify households 75+ as a part of their penetration methodology.  
All data excludes SNFs. Market penetration data as of 2Q 2015 NIC MAP® Data Service.



Program Strategy



Encourage seniors & 
their families to be 

PROACTIVE 
with their decisions.



•How do I age well? 

•Is there a way to compare my options? 

•What’s a “retirement community”? 

•What should I plan for? 

•How can I come to a decision with my family? 

•What does it cost? 

•Where can I find help? 

Everyone has questions.



I’m confused.

Overwhelmed Empowered

Fear is manageable.

User Experience



I’m confused.

Overwhelmed Empowered

Fear is manageable.

SUPPORT

Provide options for 
good decision-making.

User Experience



Positioning Statement

Helping explore the connection, as you age, between 

WHERE HOWyou live you live.&



TOGETHER 
we will create a 
MOVEMENT.





ASHA Third-Party Experts — Video Contributors

Dr. Roger Landry  
Masterpiece Living, LLC

Dick Edwards  
Author and Retired Mayo Clinic  

Eldercare Specialist

Donna Robbins 
President & Founder,  

Ultimate Moves

Joy Loverde  
Author and  

Eldercare Specialist

Terence O’Malley, Esq. 
Elder Law Attorney  

specializing  
in senior living



WhereYouLiveMatters.org

http://www.whereyoulivematters.org/








Social Media



Facebook + Twitter

Where You Live Matters @ASHA_wylm

#WhereYouLiveMatters







Media Relations



Media Relations

Online influencers: 

Senior living, 
health/wellness  
& healthy  
aging bloggers

Key movers  
& shakers in  
the senior  
living world

ASHA  
members & 
supporters 



Media Relations / Major Markets

New York

Philadelphia
Chicago

Minneapolis

Washington DC

Orlando
Dallas

Kansas CityDenver

Phoenix

Los Angeles

San Francisco

Seattle

Houston

Atlanta

Boston



Media Relations



How Can You Help?



JoinWYLM.org

http://joinwylm.org














WE NEED YOU TO:

Assign an ambassador at your organization

LIKE our Facebook page and follow us on Twitter

Encourage the use and sharing of content

Use the site in your sales process

Contribute your own content












