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Generational Demographics:

How to Position Your Business
for What’s Coming Next
According to U.S. News & World Report, baby boomers currently control 70
percent of all disposable income in the U.S., and a recent Gallup.com report
states that “Fully half of baby boomers report over $100,000 in investable
personal assets…(and) nearly one in five boomers are even more well off,
with over a half a million dollars in investable assets.”
Boomers are actively borrowing, spending and investing their considerable
assets and are expected to have a collective wealth of over $53 trillion by
2030 (approximately 45 percent of total U.S. household wealth).
Projections indicate that in 2030 nearly 60 million boomers ages 66
to 84 will still be alive and still be the wealthiest generation. Even if
housing prices slump, select sectors (like housing for the elderly) will
thrive, due to the heavily weighted older population.
Baby boomers have a great deal of personal wealth, but they also carry a
great deal of debt (currently estimated at $6.1 trillion). Some may get a
financial bump via inheritances from the previous generation. Those who
don’t, or who don’t inherit enough to satisfy their debts, may need to sell
their current home or explore reverse mortgages.
So, no matter how you slice it, concentrating on boomers is a good idea and
a sound business plan well into the foreseeable future. That said, what does
recent research tell you about how you can focus your real estate practice
even more, isolating specific pockets of opportunity among seniors? Read
on to find out!
Continued on page 3
The information provided in this newsletter is for informational purposes only and shall not constitute
a promotion, endorsement or approval of any of the products mentioned herein. Further, nothing
contained in this newsletter is intended to or shall constitute medical advice. You should consult a
healthcare professional before using any medical device or health product.
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Congratulations! New Outstanding Service Award Recipients
The SRES® Outstanding Service Award is given to recipients who have shown extraordinary
performance and presence in their respective community; demonstrated that they are a source of
knowledge and expertise in working with 50+ clients; and shown exceptional ethics and furtherance
of the principles of good practice among REALTORS® and the 50+ market. Our 2016 winners are:

Bobbi Decker, CIPS, CRS, GRI, SRES®, SRS • Sotheby’s International Realty • San Carlos, CA
Bobbi Decker has excelled in the field of real estate for over 33 years. Her education, experience, designations
and achievements exemplify her skill and leadership as a REALTOR® and Broker Associate. In addition
to her professional virtues, she is a dedicated and generous contributor to the community. As a talented
video producer and host, Bobbi also enjoys creating video programming for the community on her favorite
subjects including real estate, Bay Area women’s achievements, and the senior population as well as
creatively weaving this into her professional work as a REALTOR®.
A dedicated problem solver and motivational leader, Bobbi passionately approaches and accomplishes her
many professional and community opportunities.
Catherine Terpstra, ABR®, e-PRO®, GRI, MRP, SFR, SRES®, SRS • Coldwell Banker Residential Brokerage •
Naperville, IL
Catherine Terpstra is a broker associate with Coldwell Banker Residential Brokerage, serving the greater
Chicagoland area. Since becoming a REALTOR® in 2004, Catherine has pursued excellence for herself
and her clients, earning numerous designations and certifications, including her Accredited Buyer’s
Representative®, Graduate, REALTOR® Institute and Seniors Real Estate Specialist® designations.
Catherine serves as the President of the Board of Directors for the Mainstreet Organization of REALTORS®
and has been a part of the Senior Housing Working Group through Illinois REALTORS® since its inception.
Catherine was an original member of the Senior Services Task Force at Mainstreet, formed to bring
real estate and related education and resources to the senior community for the purpose of developing
knowledge and confidence among seniors weighing their home buying and selling options.
Jan Wallace, SRES® • Gulf Coast Realty, LLC • Fort Myers, FL
Contributing to Jan’s success in real estate, she owned and operated a marketing business based in Indianapolis
for over 20 years. Moving into real estate in 2008 was a natural progression for her to maximize her
marketing expertise, helping clients sell their property in Fort Myers, Fort Myers Beach, Naples, Bonita
Springs, Cape Coral, Sanibel & Captiva Island and all of Lee and Collier counties.
Having caregiver experience with her own parents, one of Jan’s passions is to work with and help seniors
and their families navigate the maze of financial and emotional issues that accompany the sale of the
home. Serving in this role has given her a first-hand understanding of elder care needs, services and
senior transition plans, including downsizing, moving near adult children or transitioning to a more
supportive environment.

Connect online with fellow SRES® Designees for news, tips and referrals!
@SRESCouncil
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2016 Snapshot: Senior Demographics
Before examining data that points to specific market opportunities, it’s helpful to review the
latest general housing trends regarding 50+ buyers and sellers. The National Association of
REALTORS® (NAR) Home Buyer and Seller Generational Trends report is an excellent resource1.
Highlights particularly relevant to senior real estate specialists include:
Younger baby boomers (ages 51-60), older baby
boomers (age 61-69) and the silent generation
(ages 70-90) comprise 40 percent of all home
sales (16 percent, 15 percent and 9 percent,
respectively). They all have one thing in common
when it comes to the type of home they are
buying: if looking for single generation family
dwellings, they are going smaller.
On average, seniors are looking for smaller houses,
condos, townhouses and apartments—unless they
are providing a home for multiple generations.
Often, the driving forces for these groups are
proximity to family and friends, the desire to own
a home of their own, and a retirement-driven
change of living locales.
Younger boomers are more likely to purchase
multi-generational homes to accommodate their
status as the “sandwich” generation, with adult
children and aging parents residing in their home
simultaneously. They also have the most income,
on average, compared to their older counterparts
and are more likely to make job-related moves
than older buyers.

The silent generation are most likely to move into
some type of senior housing, are the least likely
to purchase a single family detached home, and
often make their move to be closer to family
and friends. These oldest buyers are typically
more satisfied with the home buying process (72
percent) and home selling process (67 percent)
as compared to any other age group. They are
also more likely than any other age group to offer
incentives to attract buyers, potentially making
your job easier!
Across the board, senior buyers are loyal to their
real estate agent, with 90 percent of younger
boomers, 88 percent of older boomers and 89
percent of silent generation homebuyers saying they
would recommend their agent to others and use
them again in the future. On the selling side, these
numbers are only slightly lower (87 percent, 85
percent, and 86 percent, respectively).

Older boomers are more likely to move farther
away than the other two groups of senior buyers,
and they most often buy for retirement. On
average, older boomers plan to live in their house
for 20 years.
1

To read the full report, go to
realtor.org/reports/home-buyer-and-seller-generational-trends.

GENERATION BUY
For in-depth training on how to best market
to, provide services for, communicate with,
and assist all generations, consider taking
NAR’s Generation Buy Course. Learn more
at Training4RE.com.
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5 Ways to Act on the Data
Demographic data and surveys examining seniors’ housing and shopping preferences can
point toward unique opportunities for building a specialized real estate practice. Based
on recent trends, here are five ways you might want to position your services, along with
related marketing considerations.

1. Multi-Generational Homes
Among seniors, multi-generational homes are most
popular with younger baby boomers and the silent
generation (16 percent for both groups), while 13
percent of buyers were older baby boomers. The
most common reasons for buying a multigenerational home were health issues and/or
caring for aging parents.
Thirteen percent of all homebuyers bought multigenerational homes. Beyond caring for aging
parents, other common reasons for purchasing
this type of home include cost savings and/or
adult children (or other relatives) moving back
into the house.
According to a recent report by the Pew Research
Center, 60.6 million Americans live in multigenerational homes. That’s nearly one in five
individuals. Those numbers are even higher
among Asian (28 percent), black (25 percent),
and Hispanic (25 percent) households.
Pew Research also found that young adults (ages
18-34) living with parents surpassed all other
living arrangements for the first time in over
130 years and accounted for 32.1 percent of all
individuals in this age range. Only 31.6 percent
of same-age individuals were co-habiting or living
with a spouse; 14 percent were living alone, as a
single parent, or as the head of a household that
included one or more roommates.
Marketing considerations: If you want to focus your
senior real estate practice on particular types of
homes, multi-generational options with multiple
bedroom suites, first floor master bedrooms,
and aging-in-place features may be your best
bet. Among builders, multi-family homes are
also on the rise; in 2013, six states had more
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applications for multi-family dwellings than for
single-family builds.
Nationwide, single-family homes are still the most
desirable type of dwelling, but multi-generational
options are becoming more ‘in demand’ every
year. With the increasing number of seniors in our
nation’s population and still-sluggish economy
and job market, this trend is likely to continue.

2. Roommate Arrangements
Homes suited for multi-generational living are also in
demand among older adults interested in roommate
situations—in particular, single senior females. Such
arrangements help reduce overall housing costs
and divide home maintenance responsibilities, all
while helping to meet the social needs of seniors
who do not wish to live alone.
While the trend is most evident among seniors
matching up with similarly-aged roommates, it
may potentially spread to younger couples and
singles interested in taking in older roommates to
help make ends meet financially, while enjoying
the advantages of having a member of the
older, more experienced generation available for
assistance with child care, help around the house,
and access to their vast experiential knowledge.
Marketing considerations: If you focus your
efforts on locating these opportunities, or even
developing them through a referral program in
your local area, you could become the senior
real estate agent who offers more options to
local seniors. Helping seniors find the perfect
roommate solution for their needs, their budget
and their personalities can only help you to build
your referrals and grow your business.

3. Deepen Your Senior Niche

4. Aging in Place

Consider specializing beyond your SRES® designation
and focus on being a senior’s listing or buyer’s agent.
Since many older clients won’t use the same
agent to sell their house and buy a new one—
primarily because they’re often relocating to a
new area—specialization may be a great way to
target your services while growing your business.

Boomers are staying put longer. Many are doing so
because they can’t afford to sell. Upside-down
mortgages may have left them unable to sell and
retain enough value to buy another house—even
a smaller one. Further, according to AARP, 87
percent of individuals over the age of 65 simply
prefer remaining in their current home and
community as they age.

Evaluate your geographic area and determine
which side of the transaction is most logical given
your local population demographics and the types
of housing available. If, for example, your area
has an aging population that tends to move away,
market yourself as a senior listing agent. On the
other hand, if you are in a location that’s well
suited to retirees and has a number of amenities
that appeal to older Americans, consider
promoting your services as a 50+ buyer’s agent.
Marketing considerations: In addition to your
SRES® designation, pursue training and
credentials that help support and promote your
specialization. Rely on targeted marketing/
advertising efforts and personal conversations
with members of the senior community.
Remember, seniors are great at providing word-ofmouth marketing!

This means they are probably going to need
to alter their existing environment to fit their
evolving health, mobility and accessibility
needs—or move into a different home that can
more easily accommodate those changing needs.
This could spell a golden opportunity to specialize
in homes that are made to age in place. How?
By becoming the “go to” person in your area
for all things “aging in place” and offering a
Continued on page 6

DATA DIVE!
In addition to NAR’s Home Buyer and Seller
Generational Trends report (discussed on page 3),
other excellent research resources for senior
specialists include:

You can also spread the word on your specialized
services by blogging on your website about issues
facing your target demographic, sharing your
expertise and knowledge of the area, and then
expanding your reach by sharing this content
on your social media accounts. Also consider
leveraging testimonials from your past and current
clients to help spread the word.

Deloitte University Press – The Future of Wealth in
the United States: Mapping Trends in
Generational Wealth (dupress.com/articles/
us-generational-wealth-trends)

Declare your “specialization” and let your broker,
your peers, your professional organizations and
members of your community know how you’ve
specialized your services and why specialization
matters. Be vocal!

Pew Research – Go to pewsocialtrends.org/topics
to search or browse a wide range of research on
baby boomers, generations and age,
homeownership, and more.

Federal Interagency Forum on Aging-Related
Statistics – Older Americans 2016: Key Indicators
of Well-Being (agingstats.gov)

National Institute on Aging – Highlights of new
research focused on older adults’ health and well
being are published at nia.nih.gov/newsroom/
research-highlights.
SRES® • November/December 2016
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5 Ways to Act on the Data
Continued from page 5

bevy of resources to help individuals live more
comfortably in their current homes.
When these clients are ready to sell, they will
be more likely to turn to you. Plus, you’ll know
more about their homes and will have developed
contacts with buyers looking for aging-in-placeready properties. When these buyers are ready
to purchase a home in your area, you will be the
natural choice.
Marketing considerations: Playing the long game
will help you build your business, improve your
reputation among your target audience, and
provide an opportunity to get to know this special
interest group by holding “how to age in place”
seminars and public service presentations in
conjunction with state and local organizations
and complementary service providers.
If becoming the local aging-in-place guru
intrigues you, get out and introduce yourself to
construction and remodeling companies that
specialize in universal design. Get to know social
services organizations that assist older adults,
and offer to present aging-in-place options at
local senior citizens centers and gathering places.
Build your niche through referrals to and from
these professional groups and organizations.

5. Gender-Specific Specialization
Since many senior homebuyers are single, widowed
or divorced females, there is a market opportunity
for senior real estate specialists to target the female
portion of this market. Overall, single women make
up 15 percent of all homebuyers in all age ranges
(compared to 9 percent of single males).
However, when you filter those results to just
young boomers, the number of single women
buyers jumps to 20 percent (compared to 10
percent single males) and in the older boomer
age range, the single female population makes
19 percent of purchases (compared to 9
percent males.)
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Women, notably, place more value on service
above all other considerations when selecting
a real estate agent. When selling to women,
it is important to work on building personal
relationships; with men, you should outline the
benefits and advantages of the home.
Women also value more “emotional” aspects of
the homes they consider for purchase (such as
how they feel about the home, the neighborhood,
and the livability of the home). Men are much
more oriented to facts and figures: can they
afford the home, does it have enough space for
his “stuff” and his hobbies, and will the home
increase in value over time?
Men are also more concerned with the
availability of activities nearby (but outside the
home), while women are more concerned with
what they perceive to be livable value inside the
property itself.
Marketing considerations: Marketing your listings to
women will help you target single female buyers
and couples too. As most real estate professionals
know, women usually make the final decision on
home purchases when a couple looks for a home
together. Even single men usually bring a female
relation or friend with them when making a home
buying decision.
When marketing to women, include lots of photos
that show the “feel” of the home. List all the
home’s amenities, as well as livability reports and
any testimonials you may be able to secure from
current and/or past residents about the area or
the neighborhood.
Consider offering classes to help senior women
purchase their first home, including aging-in-place
considerations, mortgage acquisition options, and
the financial advantages of homeownership for
retirees as part of your presentation.

Your Medicine Cabinet
and Drug Safety
Expiration Date vs. Shelf Life

Shelf life usually refers to the time between a
medication’s manufacture date and its expiration
date. But a drug’s shelf life can be altered by
storage conditions—temperature, humidity, light,
and even whether or not the medication is stored in
its original container.
While the expiration date indicates how long a
manufacturer guarantees safety and full potency
of a medication, some drugs are more stable than
others. Ask your pharmacist before using any
medicine past its listed expiration date. Some
medications lose potency, while others can become
dangerous or even toxic past the expiration date.

Good Safety Habits

Keep a list of all of your medications, along with
potential side effects and drug interactions. (Let
your doctor know if you are experiencing any side
effects.) This should include any over-the-counter
(OTC) medications as well as vitamins, minerals and
herbal supplements.
Take this list with you on doctor visits and to
your pharmacist so it can be reviewed any time
you are prescribed any additional medications
or supplements. Also be sure to ask about any
potential food interactions with any new or
existing medications.

Use the alarm on your phone to remind you to take
your medications on schedule, or use a pill box
that organizes your medicines along with a time
schedule taped to the back of the organizer.

Disposing Old Medications

It’s important to carefully and properly discard any
old medications, both prescribed and OTC varieties.
Never “flush” medications (unless specifically
directed to do so) to prevent them from entering the
general water supply.
Many communities offer a “take back” program,
where you can safely drop off any unused
medications. This is the best option. Call your local
law enforcement agency and ask if they sponsor
or can direct you to such a program. Your local
waste management organization may also have
this information.
If your only option is to dispose of medicines in
regular household trash, you should add pills (left
whole) to unseemly waste, such as kitchen slop,
used cat litter, used coffee grounds, etc.
When disposing of empty medicine bottles, be sure
to eliminate your personal information, as well as
the type of medication, to prevent bottles from
being used to obtain medication illegally.

Always check to be sure the medication the doctor
ordered is the Rx you received.
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The Seniors Real Estate Specialist® (SRES®) designation is awarded by the
SRES® Council, a subsidiary of the National Association of REALTORS® (NAR).
To learn more about SRES® and access various consumer resources,
please visit SRES.org.

Seniors Real Estate Specialist® Council
430 N. Michigan Avenue
Chicago, IL 60611
1-800-500-4564
seniorsrealestate.com
sres@realtors.org
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SRES® is where the future takes shape.

Dig Deeper with
Members-Only
SRES® Webinars

When you earned your SRES® designation, you gained access to a long list
of exclusive benefits, including monthly webinars hosted by experts on a
wide variety of topics for you and your clients. If you miss a live broadcast
(which include a Q&A session for participants), you can still access a
recording. For example, recent webinars have included:
•

The How to Guide for Putting on a Great Seminar

•

VA Loans and Senior Veterans

•

Increasing Your Boomer Buyer’s Purchasing Power
and Your Commission

•

Getting Serious About Safety

•

Long Term Care Insurance

Nearly 80 webinars are archived in the Members section of
SeniorsRealEstate.com. Check them out!

