


Please visit Lage.ParticiPoll.com
to participate in todays session

Session 47-F
Life Care at Home

Expanding Your Footprint

Tuesday, October 31, 2017
3:30 – 5:00 PM



Contact Information:

Brad Paulis
Partner
Continuing Care Actuaries
Bpaulis@ContinuingCareActuaries.com

Lynne Giacobbe
Executive Director
Kendal at Home
Lgiacobbe@KAHome.Kendal.org

Perry Aycock
PerryWAycock@gmail.com



Who do you work for?

Visit LAge.ParticiPoll.com to vote

A. Resident / Member
B. Life Plan Community (CCRC)
C. At Home Program
D. At Home Program / multiple sites
E. Board Member
F. Consultant / Other
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What do you want to learn today?

What are your fears in starting a program?
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Learning Objectives

• Explore the operational and marketing issues associated with 
expanding a life care at home program beyond the primary 
market of a life plan community.

• Learn how to use a program’s actuarial data to monitor current 
financial performance and anticipate future challenges.

• Understand the importance of assessing new markets and 
potential partners when considering a growth strategy.
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Why expand?

• Life Care at Home programs:
• not tied to bricks and mortar
• can serve a larger mission
• can meet the needs of seniors
• diversify their risk by growing larger
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How large of a market do we serve?

• Source: US Census Bureau; Nielsen

Annual Income Market Size

$100,000 +

$75,000 - $99,999

$50,000 - $74,999

$35,000 - $49,999

$25,000 - $34,000

$0 - $24,999
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How fast is the senior market growing?

• It took 69 years for age 65+ to increase from 7% to 14%

• Sources: U.S. Census Bureau, 2013, 2014; Internaional Data Base, U.S. Population projections
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How fast is the senior market growing?

• How long will it take to increase from 14% to 21%

A. 15 years
B. 20 years
C. 25 years
D. 30 years
E. 35 years
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How fast is the senior market growing?

• Age 65+ is projected to increase from 14% to 21% in 20 years

• Sources: U.S. Census Bureau, 2013, 2014; Internaional Data Base, U.S. Population projections
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Age 0 - 64 Age 65+
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The generations are changing

• Today, the Silent Generation and Greatest Generation are 
100% of those over 75

• How long before age 75+ is comprised of 50% Baby Boomers?
A. 8 years
B. 11 years
C. 14 years
D. 17 years
E. 20 years
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The Baby Boomers are knocking on the door

• Source: United States Census Bureau
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What is the implication for Senior Housing?
• National average of senior 

housing penetration rates at an 
all-time high near 10%

• Senior housing supply needs to 
increase by 47% over the next 
10-years to maintain a 10% 
penetration rate

• Source: National Investment Center for Seniors Hosing 
and Care
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 1,000,000

 1,500,000
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 2,500,000

Projected Private Pay 
Senior Housing Demand
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CURRENTLY:
1961 Communities

600,000 Residences

ADD:
282,000 Residences at 

roughly $250/ sq. ft. with 
soft costs (no land).

* Ziegler & NIC

=$88,125,000,000



LIVES?
If we could convince Bill and 
Melinda Gates to give ALL their 
money to expand existing 
communities by 282,000 new 
residences, we would serve roughly 
366,600 people (couples = +30% at 
roughly $240K/Person.)

“Our belief is that all lives, no matter 
where they're lived on the globe, 
have equal value, all lives,” Melinda 
Gates



Change is coming….it is a surge tide that will wash 
over our organizations. There are few forces in 
history more significant than the rapid aging of the 
world’s population. It is a first. It is both local and 
global. 

If you need any more reasons to get out of bed and 
make a difference each day… millions of them 
have arrived and millions more are coming! 
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300% increase 
in 85+ year-olds!

Assuming move-
in age continue 
to increase…
These people 
are your 
mission, market 
and margin. 
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Trick or Treat!
Happy Halloween! 

AND 
Happy 500th

Anniversary!

On October 31, 1517, Martin 
Luther reportedly nailed his         

95 Theses to the door of             
All Saints’ Church in Wittenberg. 
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At Luther’s death, his 
writings were estimated 
to be 40% of all the 
books ever printed in 
Western Europe. 
His passion and 
incipient sense of the 
power of the printed 
word sparked a 
revolution that shook 
and shaped the world.  
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Learning Objectives
Understand the importance of assessing 
new markets and potential partners when 
considering a growth strategy. 

Strategy is CHANGE. The Plan to Change. 
We should expect it to happen quickly. 

This picture is from the 
Easter Parade on 5th Ave, 
NYC in 1907.

21



Change

Here’s the same 
parade on the same 
street, same city in 
1911…just 4 years 
later. 

The street lights are the 
same, the crowds of 
people are the same.
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Can we ramp up?

Are we the 
horse or car?

*Consumer Guide



Developing and Implementing a Strategic 
Growth Strategy
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PREPARATION

• Be knowledgeable, understand and communicate  the 
opportunities and risks

• Evaluate the Board and Leadership Team, do you have the right 
people on board necessary to transform the organization?

• Keep Board and Key Stakeholders informed and up to date
• Identify the expertise and guidance needed to be successful
• Get organized
• Develop a shared vision and understanding
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VALUES & MISSION:

• Does the strategy align?
• Is there a culture/values fit
• How will this change impact the organization?
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ORGANIZATIONAL CAPACITY

• Do we have the discipline to move this vision forward?
• Do we have the financial capacity to sustain operational 

growth?
• Do we have the systems in place to support increased 

productivity?
• Do we have the right partners and advisors?
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MEASURE IMPACT

• What impact will growth and expansion have on the existing 
program?

• How competent and effective is our leadership team?
• How competent is the Board?
• What are the challenges we might face?
• What actions are we prepared to take?
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Evolution of Change

• Began with growth of the current program and increasing 
capacity

• Program expansion into new areas of operation within the state
• Expansion beyond the current footprint into new markets, 

increasing regulatory climates, legal challenges
• Increasing capacity to operate efficiently 
• Assuring that controls are in place in order to assure that the 

highest of standards are upheld
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Navigating the Course

• Having a vision is important, seeing what is on the course 
ahead and continually refining that vision as needed is critical.

• Implement strategies which will help move decision making 
along, making sure that the right people are at the table. 

• Don’t ignore the warning signs!  
• Be willing and able to make informed decisions. Slow decision 

making can be costly.      
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Be brave and be willing to get things “fast 
and roughly right rather than precise but 
slow” 
The End of Competitive Advantage, Rita Gunther McGrath
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How will we serve the seniors not in LPCs?
• Only 8% of seniors think they will remain in their current home 

for less than 5 years
• 58% of seniors think they will remain in their current home for 

more than 10 years
• 60% of seniors strongly agree and 23% of seniors somewhat 

agree with the statement, “Do you plan to remain in your 
current home as long as you possibly can?”

• Source: Journal of Financial Planning, May 2017
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Seniors need to plan for a long life

• How many 65-year-olds will live to 90?
A. 10%
B. 15%
C. 20%
D. 25%
E. 30%
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Seniors need to plan for a long life

• 25% of 65-year-olds will live to be older than 90
• 10% of 65-year-olds will live to be older than 95

• Source: Social Security Administration
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Cost of Care

• 70% of people 65+ will need long-term care at some point
• 65% of people with long-term care needs rely exclusively on 

family and friends for assistance

• Source: U.S. Administration on Aging
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Cost of Care

In 2011, what was the estimated lost wages, pension and Social 
Security benefits for the average female caregiver
A. $100,000
B. $200,000
C. $300,000
D. $400,000
E. $500,000
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Cost of Care

• 65% of people with long-term care needs rely exclusively on 
family and friends for assistance

• $324,044 estimated lost wages, pension and Social Security benefits 
for the average female caregiver

• Source: MetLife, 2011
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Cost of Care

• 30% of people with long-term care needs who supplement 
family care with assistance from paid providers

• Source: U.S. Administration on Aging

• 47% of adults in their 40s and 50s who have a parent age 65+ 
living with them are also caring for children

• Source: Pew Research Center
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Cost of Care

• Median costs of nursing home in 2016
• $82,125 – Semi-private
• $92,378 – Private

• 50% of Americans underestimate the cost of in-home long-term 
care

• Source: Genworth
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EXPANDING your CCaH Program 
for many organizations may mean 
STARTING IT! 
Reasons People/Organizations DO NOT 
START!

• Actuarial Capacity at “mothership.”
• IL Occupancy Threat.
• Do NOT have a home care business.
• RISK of long term care tail.



BIGGER
• Geography: The first step 

from strength or need is 
to add geography.

• Service Area growth 
encourages partner and 
payor flexibility.

• Start BIG: Be Well started 
with the entire state of SC 
as their initial market 
area. 
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Join Together
• Most communities and 

programs have partners.
• The first program in VA was 

formed by a partnership of 
un-affiliated communities.

• MOST (if not all) programs 
have vendor partners for 
services from homecare to 
marketing.  

• As you grow, new partners 
will enable and speed that 
growth.
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Greater
New more compelling CCaH offerings that 
shape demand to lower priced, lower 
coverage offerings.
Historically members have chosen the 
highest level (most expensive) coverage.
Demographics are same as LPC...top 10%.



Pre-Existing 
Opportunity?
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Program staffing costs, facility-
based capacity and 
communities’ history of not 
being able to accept those with 
pre-existing conditions hinder 
growth.
• How many are turned away?
• Where do they go?
• Market, mission and margin?



Think Ahead
• Add Care Coordination services to your communities offering. 

Lower utilization, happier residents, lower costs, more room for 
private pay residents or more varied “at Home” programs.

• Encourage residents who are moving in to your LPC to use the 
CCaH program as their long term care coverage in the community.

• The bigger the program membership the more opportunity for lower 
pricing for similar coverage, greater margins or some blending of 
the two.

• Merge Programs.
• Begin with Regional Strategy. 
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New Starts 

Early Acceptance Programs
• Facility-based care access without coordinated care in the current home.
• Diverse historic offerings preceded these new state approved programs.

• Two in NC and one in VA approved by Dept. and Bureau of Insurance (respectively.)
• Entrance Fees range from $13.5K - $85K per person.
• Monthly Fees range from $250 - $850 per person.
• Actuarial, legal and incremental staffing expenses are only costs of 

program.
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Actuarial keys to a successful
At Home Program

Our experience is that At Home Programs successfully manage 
down care so that utilization of facility based care is significantly 
less than seen in CCRCs
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Keys to a successful program

• Marketing
• Quality Care Manager
• Effective Medical Underwriting
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Assumptions

• At Home Program
• In the middle of expanding to a second market
• Evaluating expanding into a third market

• Current Status
• Cash Flow Positive
• GAAP loss
• Funded Status at 100% and improving
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Net Cash Flow
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GAAP Net Profit

51

($3,000,000)

($2,000,000)

($1,000,000)

$0

$1,000,000

$2,000,000

$3,000,000

$4,000,000

$5,000,000

2017 2018 2019 2020 2021 2022 2023 2024 2025 2026 2027 2028 2029 2030

GAAP Net Profit

Baseline Expansion



Cumulative Cash
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Actuarial Balance Sheet – Funded Status
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Cumulative Cash per Member
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Cumulative Cash per Member (2016 $’s)
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Benefits to Expansion

• Serve the mission
• Meet the needs of future generations
• Low capital cost with high consumer appeal.

• Increase revenue and improve financial position, with relatively low 
start-up costs and virtually no capital costs.

• Diversify market risk
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Biggest Risks to Expansion

• Integrity of admissions review process
• Control of delivery of future services
• Merging varying regulatory obligations
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Thank you!
Questions?
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