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SSDM wanted to get our fingers on the pulse of how this 
target behaved RIGHT NOW, what they care about in 
their personal and financial lives, and better understand 
them in  ways that could be translated into marketing 
and operational insights for senior living environments. 

Because of this, we commissioned a study.

The following pages reveal the outcomes of research 
that looked at behaviors of the average target senior 
living prospect, but also included the data on those  
who engaged with our senior living marketing ads by 
clicking through to websites and those who paid  
move-in deposits at over 120 communities. 

From the combination of all three of these audiences, 
the data experts built a modeled customer that 
represents the in-market senior population in the 
midwest and provided statistics that are based on how 
this audience indexes* against the whole of the senior 
community of a similar age in the United States. 

The following showcases those behaviors and 
preferences, and delivers some correlating insights.

Our research assessed over 15,000 
attributes on 57 million individual  
U.S. consumer profiles

 
*Data Indexing is a tool that helps uncover how  
your target audience behaves compared to a broader 
population. 

It’s especially useful for senior living operators and 
investors, offering clarity on what truly drives  
decision-making among prospective residents.

Senior Living Options  
Have Evolved and Expanded  
Over the Last Decade
Both the target residents and their search process has  
changed considerably over the last 10 years. 
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How Indexing Works

Over-Indexing

Under-Indexing

Indexing compares a specific group—like your in-market senior living prospects—to a baseline population, 
such as all seniors in the U.S. It assigns a score that highlights behavioral differences. 

Index of 100
Your target audience behaves exactly like the baseline group in this area. 

Index under 100 (Under-Indexing)

Your audience is less likely to exhibit that behavior. For 
instance, if they index at 70 for attending offsite events, 
they’re 30% less likely to seek that experience.

Index above 100 (Over-Indexing)

Your audience is more likely to exhibit a behavior. For 
example, if your prospects index at 130 for valuing onsite 
wellness amenities, they’re 30% more likely to prioritize 
this compared to the average senior.

100

100

100

45

175
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Data Summary
This research entailed assessing over 15,000 attributes on 57 million individual US consumer profiles. This rich 
dataset includes offline demographics and household information to gather comprehensive insights to the senior 
living target. This report outlines key findings that can help you better understand your target market, motivations, 
and behaviors, enabling more effective and personalized marketing and operational strategies.

Psychographics ~2,200
Personal values and motivations, 
psychological drivers such as environmental, 
charity, social causes, and governance.

Preferences ~2,200
Selection consideration by industry: price, 
rates, brand, convenience, quality, service, 
products, and features.

Behaviors ~5,500
Past purchases, products and services used, 
actions taken, frequency of actions, and 
behaviors across industries.

Media Consumption ~2,500
Television, AVOD, SVOD, online, social, linear, 
OTT, OOH, gaming, print, radio:  
provider, device, channel, show,  
and engagement time.

Financial/Future Purchases 
~2,200
Financial mindset, trusted referral sources, 
common path to purchase and brand 
preferences/influences.

Demographics ~1,000
Age, gender, income, life stages, children, 
status, ethnicity, employment, industry,  
and role.

Consumer Dataset
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Demographics + Lifestyles

Target displays healthy and active/outdoors lifestyle traits (health/
diet minded, cooking at home, gardening), while also indicating an 
over-indexing sense of “escapism” (travel, lottery/gambling, reading, 
following TV series). 

For lifestyle, it is evident that this target craves a sense of certainty 
(routines, schedules) in daily life, despite being at the point of a 
significant life change. 

 

The Behaviors and  
Preferences Shaping  
Tomorrow’s Senior Living

Important to note: The senior living target over-indexes on “search 
engine usage more than once per day.” Important to understand, 
however, is that while Search is a critical demand-side platform, they 
do not tend to do general searches.  

They tend to search brands they know of and feel they can trust; if you 
aren’t already top of mind when they go to the Search console, they’re 
unlikely to browse. 

Media Consumption + Influential Sources

Majority are AARP and AAA members and consider both a highly 
trusted source of information. Facebook, Local News (huge),  
FM radio, Direct Mail, and even Pinterest (surprise!) along with 
Email are primary media sources.
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Top Personal Values

Top Hobbies

Top Psychological Drivers

Daily Routine

Motivations & Lifestyle Highlights

BY INDEX BY INDEX with minimum composition: 10%

BY INDEX with minimum composition: 25%BY INDEX with minimum composition: 15%

Mean Income: $81,039 
Median Income: $65,260

32% with 
Household 
Income of 
$50-75k

58% are 
Married

63% are 
Female

33%with 
College  
Degree

Obeying Laws and 
Fulfilling Obligations Optimistic Outlook

Avoid Drinking SodaNo / Low Carb Foods

Caring for Nature Respect from Others

Limit Calories/Fats/SaltGardening

Maintaining Traditions Trust from Others

Aware of Family Health
History

Watching the Olympics
(Last 2 Years)

177

203

195

177

171

197

174

171

170

195

142

170

Audience Overview

Demographic Highlights

100 100

100 100
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Media Consumption:  
Streaming + Television

49% Spend 20-40 Hours 
Per Week Online

Other 287

Discovery+ (with ads) 232

Paramount+ (with ads) 136

Apple TV+ 108

Peacock Premium 
 (with ads) 130

Starz 108

100

Top Paid Streaming Subscriptions

BY INDEX with minimum composition: 5%

Britbox 362

Sundance 354

Sundance 296

TLC 315

HGTV 311

100

Top TV Networks

BY INDEX with minimum composition: 3%

100

Streaming Box 130

Smart TV 119

Mobile Phone 87

Tablet 59

Top Streaming Devices 

BY INDEX with minimum composition: 0%

126Smart TV

Amazon Fire TV Stick 88

Other 61

Roku 60

100

Over the Top Streaming Devices

BY INDEX with minimum composition: 3%
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Media Consumption:   
Print and Social Media

282Nextdoor

None of the Above 246

Pinterest 130

LinkedIn 118

100

None of the Above 207

News 158

Travel 141

Books / Educational 
Materials 119

Weather 140

Navigation / Maps 114

100

25% Do Not Use Any of  
the Apps Surveyed

Top Magazines Read 

BY INDEX with minimum composition: 5%

Top App Categories

BY INDEX with minimum composition: 3%

Top Newspapers Read 

BY INDEX with minimum composition: 3%

Top Newspapers Read 

BY INDEX with minimum composition: 10%

Other Local Newspaper 287

L.A. Times 232

None of the Above 136

NY Times 108

Washington Post 130

100

Eating well 623

Real Simple 529

Southern Living 467

Woman’s Day 448

Costco Connection 456

100
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Personal Values
177 - Duty - Obeying Laws 
and Fulfilling Obligation

May, or may desire to, emphasize 
adherence to obligations, rules and 
laws. May also be more self-disciplined, 
obedient, organized and dependable.

171 - Nature -  
Caring for Nature

May, or may desire to, emphasize the 
preservation of the natural environment. 
Life is about protecting the environment. 

170 - Tradition -  
Maintaining Traditions 
May, or may desire to, emphasize the 
preservation of traditions and customs, 
including those within family, culture and 
religion. May be inclined to do things in 
a way that maintains continuity with the 
way they have always been done and 
may be more altruistic  
and sympathetic. 

Nature Equality

Dependability

Caring

Humility

Conformity

Security

Safety
Reputation

Authority

Pleasure

Stimulation

Independence

Creativity

Tolerance

Achievement

Duty

Tradition

171

177

170

129129

167167

164164

109109

3939

124124

163163
3535

3939

1616

2323

9494

8181

161161

9595

9999
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ENHANCEM ENT

Tip: Consider using themes of 
being proper, lawful, accountable 
and decent in your creative and 
messaging.

Tip: Consider using themes of 
unity with nature, safekeeping and 
conservation in your creative and 
messaging.

Tip: Consider using themes of family, 
religion, appreciation for culture and 
traditional practices and beliefs in 
your creative and messaging.
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When compared to the average consumer of the same age and gender, the senior living 
prospect over indexes on these issues/preferences: 

Over-Indexing Insights

Personal Attributes, Values  
+ Activity Preferences

Optimistic Outlook

Trust from Others

195

100

142

Personal Drivers

Yearly/Seasonal 
Traditions

Family History

Family/Social 
Gatherings

162

100

148

115

Culture Green Behaviors

Utilize Reusable Bags

Recycle Regularly

176

156

100

Museums, Performing Arts 164

Watching Documentaries 155

100

Home Improvement 158

Cooking/Baking 144

Entertaining/Hosting 155

Gardening 197

Playing the Lottery 180

Following TV Shows 170

Watching the Olympics 195

Visiting Spas, Resorts 174

Beach/Lake Vacations 168

International Travel 187

Gambling, Casinos 173

Reading 165

Free Time
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Caregiver Services Healthcare Management

Healthcare Behaviors

No/Low Carb Diet

Wear Prescription Glasses

Schedule Routine Checkups

203

100

148

145

Assists with Insurance Claims 241

Administers Medication 161

Helps with Transportation 206

195Assists with Chores, Home

Assists with Meals, Nutrition 200

187Helps with Appointments

Assists with Personal Care 149

100

Generic RX 195

Vaccines are Important 156

145Discuss Concerns with Doctor

Prescriptions are Rx Compliant 148

141Trusts Doctor Recommendations

Manage Health without Rx 136

100

Personal Health Preferences
Over-Indexing Insights

47% are Less Physically 
Active Than Their Peers
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Media Consumption

Mobile App Usage Time Online

Nextdoor

Pinterest

Facebook

282

100

130

111

Social Media Channels

Sirius XM 225

Listen to FM Radio in the Car 124

Replaced Cable with Streaming 146

Streaming TV Devices (ie: Roku) 130

Health/Medical Info or Advice 168

Maps 123

100

Business Hours & Contact Info 148

News, Media, & Weather 139

Travel 141

Finance, Stock, Investments 110

Books, Educational 119

Navigation & Maps 114

100

20-40 Hours per Week 172

1x Daily Search Engine Use 119

100

Digital Behaviors
Over-Indexing Insights
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US Veteran in Household

AAA Member

AARP Member

324

100

232

225

Involvement & Membership

Purchase Decision Sources of Information

Emails from Seller

Independent Review Sites

Friends

Family

USPS Mail

224

100

177

161

163

161

Household Income

Between $50-75k 177

100

$150,000+ 146

Business Preferences

100

More likely to do business with a company that pays 
employees fair wages

225

Quality, including performance, reliability and safety, 
are more important than brand or price

146

Financial/Business  
Attributes + Preferences

Over-Indexing Insights
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Financial/Business  
Attributes + Preferences (cont.)

Over-Indexing Insights 

Product/Brand Attributes

Practitcal/Basic Products

Cost-Effective

Trustworthy

Honest/Trustworthy

Easy to Use Products

Family Friendly Products

Durable Products

Products Sustainably Produced

Best Looking Products

Dependable

Provide Safe Products

Products Priced Fairly

Support the Community

234

164

100

180

162

143

126

170

148

134

172

160

136

125

Societal/Charitable Issues

Cancer/Terminal Illness

Animal Rescue/Rights

Care/Help for Veterans

Domestic/Child Hunger

Natural Resource Preservation

Arts/Culture/History Funding

Conserving & Availability of Water

Climate Change

209

167

100

173

163

170

159

171

161

Priority Retailer Traits

100

Large Product Selection

Offer Loyalty Program

Easy Return Policy

Convenient Locations

Friendly/Helpful Staff

Best Prices/Sales

168

163

136

145

161

120

Preferred Brands To Shop

Lowe’s

Home Depot

Kohl’s

Dollar Tree

177

159

129

131

100

Shopping Behaviors

Use a Pre-Written List

Use Coupons

Make Impulse Purchases

165

153

121

100
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When compared to the average consumer of the same age and gender, the senior living 
prospect under indexes on these issues/preferences: 

Societal Causes

Underprivileged/At-Risk Youth

Human Rights & War Crimes

Promoting Gay/Lesbian Equality

Childhood Obesity

Protecting Online/Internet Privacy

Not Concerned/Does Not Contribute to Any Causes

Foreign Factory Labor Causes

88

43

100

65

33

57

62

21

Free Time

Are Active in a Group

Write Articles

Attend Rally/Protest

Share Thoughts Publicly

Volunteering for a Cause

Make Speeches

Attend Public Meetings

Volunteer for Politics

46

18

100

44

17

22

13

29

17

100

Stimulation, Life of Excitement 81

Reputation 35

Influence, Acquiring Wealth & Influence 39

Achievement 23

Conformity, Avoid Upsetting People 39

Authority, Being in Charge 16

Personal Drivers

Under-Indexing Insights

Personal Attributes, Values  
+ Activity Preferences

This group under-indexes on all  
green behaviors except Recycling and  
Use of Reusable Bags
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Media Consumption

Online Activity

On-Demand Streaming Services

Going to the Movies

Stream TV on Mobile Device

79

100

66

51

10-20 Hours per Week

5-10 Hours per Week

<1 Hour per Week

57

100

47

39

Instagram 75

100

YouTube 60

X/Twitter 56

Snapchat 35

Social Media Channels

Time Online

Social Networking

Heavy Social Media Use

Sharing Thoughts Online

Playing Video Games

Follow Media brands on Social Media

Discussing Health on Social Media

89

56

74

52

57

32

100

Under-Indexing Insights

Digital Insights
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Shopping Behaviors

Product/Brand Attributes

Priority Retailer Traits

Fast/Responsive Staff 22

100

Knowledgeable Staff 15

Purchase Influencers

Primary Influence is Brand Name 78

100

Primary Influence is Convenience 36

Safe Products

Popular Products

Companies that Reduce Energy Use

Innovative Products

Enjoyable/Fun Products

Companies Who Listen to the Public

Luxurious Products

Companies Who Donate to Charity

53

30

100

44

29

39

22

44

24

Engage With Products/Companies Based On Shared Opinon

First To Know/Buy (Early Adopter)

Contacts Companies to Share Thoughts

Pays More Based on Alignment with Important Issues

86

100

62

17

38

Under-Indexing Insights

Financial/Business  
Attributes + Preferences
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Now that you have the data, let us know if we can assist you further. If you 
have any questions or would like additional support in applying these findings, 
please don’t hesitate to reach out. Our senior living experts are ready to help 
you achieve your goals.

248.629.9594    |   info@ssdm.co

We’re Here to Help

This document contains proprietary research of SSDM, based on data collected from industry surveys, market 
analysis, consumer behavior studies, and publicly available databases. © 2025 SSDM. All rights reserved. Chat With Us

http://ssdm.co
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