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Executive Summary

Silver Living — co-living designed specifically for adults 55 and older — sits at the intersection of two

of the most powerful demographic and economic forces in the United States today: an unprecedented

wave of aging baby boomers and a housing affordability crisis hitting older adults harder than any other

group.

This white paper makes the case that Silver Living is not a niche or a novelty. It is an underserved,

undersupplied housing segment with compelling demand fundamentals, strong operator economics,

and a guest profile that outperforms standard residential tenants on retention, payment reliability, and

property care.

Key Findings

Over 70 million Americans are now 65 or older — the largest senior population in U.S. history.
By 2030, all baby boomers will have crossed 65, creating a demand wave the existing senior
housing supply chain is not equipped to meet.

One in three older adult houscholds is currently housing cost-burdened. Among older renters,
that figure rises to 58%. Co-living is a structural solution, not a stopgap.

33% of adults 50—-80 report feeling lonely some of the time or often. The U.S. Surgeon General
has called loneliness a public health epidemic. A Silver Living operator who runs this home with
genuine care is not just filling beds — they are doing something meaningful for their guests and
community.

The senior housing investment market is recovering strongly. Active adult communities posted
95.7% stabilized occupancy in 2025, with cap rates compressing into the low-to-mid 6% range
and NOI growth forecast at 11-12% annually through 2029.

Silver Living is the market gap. Traditional senior housing skews toward assisted living and
memory care. The 55-75+ cohort — active, independent, and financially squeezed — is the
most underserved segment in the entire senior housing spectrum.

Investor Thesis: Silver Living co-living targets the largest, fastest-growing, least-served demographic
in U.S. housing. It delivers the operational simplicity of residential real estate with the demand durability
of senior housing — without the licensing complexity of assisted living. Operated with genuine care, it
generates among the most stable, long-duration revenue of any residential co-living model.
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Section 1: What Is Co-Living?

1.1 A Working Definition

Co-living is a modern housing model in which independent adults choose to share a residential
property — each with their own private bedroom and access to shared common spaces such as a
kitchen, living room, and outdoor areas. It is not a dormitory, a boarding house, or a shelter. It is a real
home, intentionally managed, with housemates who share the space by agreement rather than by

accident.

The co-living model exists across a wide spectrum of guest types and property formats. At one end,
young professionals in urban markets splitting a furnished apartment. At the other, purpose-built
communities of dozens of units with structured programming and professional management. Silver
Living sits in the residential middle — a single-family home or small multi-unit property, professionally
operated, designed around the specific needs of adults 55 and older.

What distinguishes co-living from simply having roommates is intentionality. The operator screens
guests for compatibility, establishes house norms, manages the physical environment, and takes
responsibility for the overall experience. The guest gets privacy, community, and simplicity. The
operator gets a revenue model that outperforms standard residential rental on virtually every financial
metric that matters.

Silver Living is co-living built around a specific chapter of life — one that deserves a housing product
designed with as much care and thought as the people living in it.
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Section 2: The Demographic Case

2.1 The Gray Tsunami Is Not a Future Event — It's Happening Now

The numbers are unambiguous. Over 70 million Americans are now 65 or older, representing
approximately 18% of the total U.S. population — up from 12% two decades ago. By 2030, when the
last of the baby boomers cross 65, that share will approach 20%. One in five Americans will be a senior.
No other demographic shift of this scale and velocity is as predictable, or as well-documented.’

The oldest boomers are turning 80 in 2025—2026. That cohort alone will double from 14.7 million to
29.4 million by 2045.2 Silver Living's target guest is not limited to any single age bracket. The active 55-
to-75-year-old downsizing out of a family home is the most common profile — but well-run Silver
Living homes have served guests well into their 80s and 90s. Age is less relevant than independence,
temperament, and fit. The model works for anyone who can participate in a shared houschold and
benefit from the community it provides.

Age Cohort 2025 Population (Est.) Key Housing Implication

55-64 ~44 million Prime Silver Living target — active,
income-earning or recently retired,
downsizing ready

65-74 ~35 million Core target — independent, fixed
income, seeking community and
simplicity

75-84 ~24 million Strong  fit where mobility and

independence are maintained

85-94 ~7 million Viable with appropriate  property
accessibility and attentive operator

95+ ~800,000 Case-by-case — possible in the right
home with the right support

Sonrce: U.S. Census Bureau, 2024 Population Estimates; Brookings Institution, 2026." 2

2.2 The Middle Market Squeeze

The standard senior housing market offers two primary products: luxury retirement communities with
price tags of $3,800-$7,900/month and above, and subsidized low-income housing with years-long
waiting lists. The middle is largely empty.?

Silver Living co-living fills that gap. Pricing varies significantly by market, property size, and included
amenities. In lower-cost markets or properties with modest amenity packages, all-in pricing of $700—
$900/month per bedroom is achievable and financially sound for both guest and operator. In mid-
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range markets, $1,000-$1,400/month is common. In higher-cost metros, $1,500-$1,800/month is
reasonable. The correct price is always the one that delivers genuine value to the guest relative to their
alternatives in that specific market — not a national average applied without context.

Market Gap: Independent living communities average $3,800/ month nationally (Green Street,
2025). Standard market-rate 1BR apartments in most metros average §1,500—§2,200, utilities extra. 4
Silver Living co-living, even at the bigher end of its range, typically delivers 30—40% savings to the guest
relative to solo renting in the same market. In affordable markets, the savings are greater.

2.3 The Financial Reality of the Silver Living Guest

— Just over half of adults aged 55-74 have any retirement savings at all.®

— The median retirement savings for this cohort is approximately $144,000 — insufficient for

most retirement plans at today's cost of living.®
— 65% of boomers rely on Social Security as their primary income source.®

— 58% of older renters are currently housing cost-burdened, spending more than 30% of income

on housing.”
— Nearly 7 million older households devote more than half their income to housing costs.”

— 71% of seniors told AARP that rising rents and mortgages have forced them to consider

downsizing or moving in with relatives.®

This is not a fringe problem. It is the mainstream financial reality of the generation entering the co-
living target age window. Co-living is not charity housing for this group — it is smart financial planning.

2.4 The All-Inclusive Advantage — Budget Certainty on a Fixed
Income

For a guest living on Social Security, a pension, or retirement distributions, financial predictability is
not a preference — it is a necessity. One of Silver Living's most powerful guest-facing advantages is
the ability to present a single, all-inclusive monthly number covering everything: rent, utilities, internet,
common area maintenance, and any included services. Nothing fluctuates. Nothing surprises.

The framework is straightforward and should be communicated clearly before a guest commits:

Guest's Fixed Monthly Income — All-Inclusive Silver Living Rate = Disposable
Income
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Operators who walk a prospective guest through this math in the first conversation close at a
dramatically higher rate than those who lead with the room. Pricing transparency is not just ethical —
it is a sales tool. Publish your all-inclusive rate clearly and prominently. Guests on fixed incomes have
no patience for hidden fees, and they will discuss your pricing with their adult children, their friends,
and their referral sources. Clarity builds trust. Trust builds occupancy.
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Section 3: The Silver Living Guest — Who They Are

3.1 Approved Definition

Guest Type Definition: _Acive, independent adults in their 50s, 60s, 70s, 80s, and beyond who
are ready to simplify — done maintaining a large home, done with the expense, and increasingly aware
that living alone isn't the life they want. Many are in transition: recently widowed, relocating closer to
Sfamily, or testing a new city before committing. Age is less the qualifier than independence, disposition,
and fit. Silver Living offers them a private bedroom in a well-managed co-living home with people in a
similar stage of life, real financial relief, and the flexibility to stay 3 months or 3 years depending on how
life unfolds.

3.2 Guest Profile

ATTRIBUTE DETAIL

Age Range 55 and older. Core demographic is 55—75, but guests in their 80s and 90s
can thrive in the right home. Assess independence and fit, not age alone.

Typical Stay Duration 3 months to 3+ years. Unlike most co-living segments, multi-year tenancy
is the norm, not the exception. Guests leave when life changes, not when a
lease ends.

Income Profile Fixed or semi-fixed income. Social Security, pension, retirement
distributions, part-time work. Household income typically $25,000—
$65,000/year.

Prior Housing Homeowner more often than not. Selling or leaving a family home they no

longer need or can maintain.

Motivations Cost reduction, simplicity, social connection, flexibility, proximity to family
or medical services.

Decision Maker Often the guest, but frequently an adult child — or both. In many cases an
adult son or daughter initiates the search, evaluates options, and presents
the recommendation. The guest may be the resident, but the child is often
the real customer.

Communication In-person and phone communication is almost always more effective than
digital for this demographic. Do not rely on email, apps, or online portals as
primary channels. Phone calls and face-to-face conversations close rooms.
Automated sequences do not.

Pets High likelihood of pet ownership. Pet policy is a meaningful differentiator
for this guest type.

3.3 The Real Customer — Marketing to the Adult Child
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In a significant percentage of Silver Living placements, the adult child is doing the work. They are the
ones on Google at 11pm searching 'senior co-living near mom."' They are the ones calling for a tour.
They are the ones who will sit across from you in the living room and ask the questions that matter: Is
this safe? Are the people here good? Will she be looked after?

The guest may love the home on sight. But if the adult child leaves uncertain, the placement does not
happen. Market to both audiences, but do not underestimate the adult child. Facebook advertising to
the 35-55 demogtraphic — targeted toward life events like 'caring for aging parent' or geographic
proximity to your property — is often more effective per dollar than targeting the guest directly.

When a tour happens, the adult child should feel as welcomed and informed as the guest. Prepare
answers to their questions before they ask them. Give them a clear leave-behind they can review later.
Follow up with them specifically. The close often happens in a conversation between parent and adult
child that you are not present for — your job is to make sure both of them leave with enough
confidence to reach that decision together.

3.4 The Four Primary Entry Points

Trigger 1: Widowhood or Major Relationship Change

The loss of a spouse or long-term partner is the single strongest driver of housing transition in this age
group. An empty 3-bedroom house becomes both a financial burden and a source of profound daily
isolation. This is a sensitive entry point that requires respectful, non-clinical communication. In-person
outreach through grief support groups, hospice social workers, and faith communities reaches this
guest in the right context.

Trigger 2: Post-Homeownership Transition

A guest sells a family home — often capturing significant equity — and faces a housing market where
buying again feels premature and standard renting feels lonely and wasteful. Co-living offers a flexible
bridge that lets them land, orient, and decide without locking into a 12-month lease in a city or
neighborhood they are still evaluating.

Trigger 3: Relocation Toward Family

The adult child is established in a city, and the parent wants to be nearby without moving in. Co-living
provides independent housing close to family

maintaining the dignity and privacy both generations
prefer, while solving the isolation problem.

Trigger 4: Proactive Lifestyle Simplification
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An increasing number of 55+ adults are making this move before they have to. They are done with
lawn maintenance, property taxes, and the isolating experience of suburban single-family living. This
guest is typically the most stable, longest-tenured, and least problem-prone of the four profiles.

3.5 The Weekday Resident Pattern

Silver Living also serves a growing population: the older adult who maintains a primary home in one
location but needs a weekday base in another — the snowbirder, the semi-retired consultant, the adult
caring for aging parents in a distant city. This guest is not displaced or in crisis. They are making a
practical, financially rational decision and tend to be among the easiest and most considerate guests an
operator will have.
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Section 4: What Silver Living Guests Need

4.1 The Non-Negotiables

Private Bedroom — No Compromise

A private, lockable bedroom is the baseline. Silver Living guests will not share sleeping quarters under
any circumstances. The room should be large enough to accommodate a full or queen bed, a dresser,
and a comfortable chair. Closet space matters — this guest is often coming from a home with ample
storage.

Private or Semi-Private Bathroom

A shared bathroom is acceptable at a maximum ratio of 1:2 (one bath per 2 guests). A private en suite
justifies a pricing premium. Walk-in showers with a built-in or fold-down bench are the preferred
standard — safer than a tub/shower combination, easier to use, and a meaningful signal that the home
was designed with their needs in mind. Tub/shower combinations should be retrofitted where budget

allows.

Ground Floor or Elevator Access

Stairs are a practical barrier for many Silver Living guests and a complete deal-breaker for those with
mobility issues. Multi-story properties without elevators are effectively unsuitable for this guest type.

Climate Control — Individual Room-Level Preferred

Older adults are more sensitive to temperature variation than younger guests. Mini-split systems or
individual room controls are strongly preferred. At minimum, the operator must establish and enforce
clear, fair temperature policies.

Safety and Security

Exterior lighting, secure door locks (keypad preferred), and a low-crime neighborhood are non-
negotiable. Ring cameras on exterior entry points — with guest consent and posted notice — are
acceptable and reassuring to adult children reviewing the property.

4.2 Furnishings — This Is a Home, Not a Hotel

Silver Living furnishing is a different discipline than furnishing a mid-term rental or a young
professional co-living space. The standard is big, warm, and comfortable — not utilitarian, not minimal,
and not assembled to a budget that shows. Think of the home a guest just left: lived-in, real furniture,
a well-stocked kitchen, soft lighting, personal character. That is the target.
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Operators should expect to invest more per square foot in furnishings than they would for other co-
living guest types. Used furniture can work where it meets the quality standard, but the goal is a home
that feels settled and cared-for. Key principles:

— Living and common spaces: Oversized, comfortable seating. Full sofas, not loveseat-sized
pieces. Warm reading lamps and ambient overhead lighting. A dining table large enough for all
guests to sit together.

— Activity spaces: A dedicated craft or activity table with good task lighting. Card tables, puzzle
areas, book exchange shelves. These cost little and signal clearly that this is a home for people
who live in it.

— Lighting throughout: Night lights in hallways and bathrooms. Improved stair lighting where
applicable. Bright, glare-free task lighting in the kitchen. Warm ambient lighting in living spaces.
Inadequate lighting is a safety issue.

— Safety infrastructure: Grab bars in showers and near toilets — anchored into studs, not
decorative. Handrails on all stairs, both sides where possible. Non-slip flooring or secured non-
slip bath mats throughout. A touring adult child will notice their presence and their absence
equally.

Budget for furnishings accordingly. A well-furnished Silver Living home costs more upfront than a
standard co-living setup. It also commands higher rents, retains guests longer, and generates stronger
word-of-mouth. The investment pays.

4.3 The Shared Spaces That Matter

ATTRIBUTE DETAIL

Kitchen Fully equipped, clean, organized. Assign cabinet and refrigerator space per
guest at intake. A kitchen designed for one person becomes a conflict point
with six guests.

Living / Common Room Comfortable, functional, not institutional. This is where community
happens. Furniture quality, lighting, and television access all matter.

Activity / Craft Area Dedicated table with task lighting for crafts, cards, puzzles, or hobbies. Low
cost, high impact for this demographic.

Outdoor Space Porch, patio, or garden — a daily-use amenity, not a luxury. Many guests
come from homes with yards.

Laundry In-unit or on-site. Off-site is not acceptable for this guest type.
Parking Required in most markets. Safe, well-lit. Minimum one space per guest.
Quiet Hours Formally established and enforced. Silver Living guests skew toward earlier

schedules and have low tolerance for disruption.
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4.4 What They Do Not Need

Silver Living properties should not try to be everything. Operators who over-engineer the amenity
package for younger guests will spend capital that delivers no return with this guest type and may
actively signal a mismatch.

— Co-working / hot desk setups: low priority unless targeting the working/consulting sub-segment

— Rooftop amenities, resort-style extras: not a driver for this guest type

Smart home technology for its own sake: fine if present, not worth retrofitting

Mandatory programming: some guests will love it, others will find it intrusive — keep optional
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Section 5: Community — The Core of What Silver Living
Delivers

5.1 Why Community Is the Product

Everything else in Silver Living — the furnished home, the flexible lease, the all-inclusive pricing — is
important. But community is the product. It is what separates a well-run Silver Living home from a
furnished room for rent, and it is what guests talk about when they tell a friend why they stayed.

The community in a Silver Living home is not programmed or manufactured. It grows from proximity,
shared rhythm, and genuine human interest in one another. Housemates who eat breakfast at the same
table, share a porch on a summer evening, or look out for each other when someone has been quiet
for a few days — that is not a managed amenity. It is what happens when the right people share a well-
run home.

Operators who understand this know that their job is to create conditions in which community can
happen naturally: thoughtful guest selection, well-designed shared spaces, house norms that are fair
and respected, and a culture of mutual regard that starts at intake. The difference between a Silver
Living home and a boarding house is not the furniture. It is whether the people inside feel like
neighbors.

5.2 How Community Manifests Day-to-Day

Community in a Silver Living home is quieter, more routine, and often more meaningful than in co-
living designed for younger guests. It shows up as:

— The morning coffee ritual that becomes the default gathering of the house

— The neighbor who notices when someone has not come out of their room and checks in
— The shared dinner that was not planned but happened because someone cooked too much
— The porch conversations that start as small talk and become real friendship

— The collective sense that someone is looking out for you — and you for them

For a guest who recently lost a spouse, moved away from a longtime neighborhood, or is navigating a
significant life transition, these daily moments of connection are the difference between a house they
endure and a home they value.

5.3 Curating the Community — The Operator's Role
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Community quality begins at intake. The operator is the curator of the household. Who lives in the
home, how they were screened, and how well they fit with each other determines the quality of daily
life for every guest.

— Screen for lifestyle compatibility, not just financial qualification. A night-owl and an early riser
in the same small home create friction regardless of how polite they both are.

— Have a genuine intake conversation — ask about daily routines, preferences, and what they are
hoping to find. This is best done in person or by phone, not by form.

— Introduce new guests intentionally. A simple welcome that facilitates a first conversation
between a new guest and existing housemates sets the tone for the entire stay.

— Address friction early. Minor conflicts handled well build loyalty. Ignored, they become move-
outs.

5.4 Community-Enhancing Services and Activities

Optional community-building activities are meaningful and should be available without being
mandatory. These are also the foundation of the upsell economy covered in Section 9:

— A shared puzzle or game area with a standing invitation

— A weekly optional shared dinner — potluck or catered

A walking or errand companion pairing for guests who prefer company

A shared garden or patio space that naturally draws people outside
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Section 6: Loneliness, Community, and the Operator's
Responsibility

6.1 The Scale of the Problem

In 2023, U.S. Surgeon General Vivek Murthy issued a formal advisory calling loneliness a national
public health epidemic. The data behind it is difficult to read without feeling something:

— 33% of adults aged 50—80 report feeling lonely some of the time or often (University of Michigan
National Poll on Healthy Aging, 2024).9

— 29% report feeling isolated from others some of the time or often.’
— 40% of U.S. adults 45 and older report loneliness — up from 35% in 2018 (AARP, 2025).'°

— Adults who live alone experience isolation at nearly double the rate of those who live with
others.’

The health consequences are clinical. Social isolation in older adults is associated with significantly
clevated risk of cognitive decline, cardiovascular disease, depression, and premature mortality.'!
Loneliness shortens lives.

6.2 This Is Not an Operator Opportunity — It Is an Operator
Responsibility

If you are going to operate a Silver Living home, you are going to be in the lives of people who are, in
many cases, navigating the loneliest chapter they have ever known. A recently widowed 68-year-old
who moves into your home is not a unit of occupancy. She is a person who may have spent the last

six months eating every meal alone. The guest who seems difficult in the first few weeks might simply
be someone who has forgotten what it feels like to be part of a household.

Running this type of home well requires a level of human attentiveness that not every investor is
prepared for, and that is worth saying plainly. Silver Living is not a passive income strategy. It is an
active, people-intensive operation. The operators who do it well — and who build the reputations,
referral networks, and long-term occupancy rates that make it an excellent business — are the ones
who understand that the financial return and the human responsibility are not in tension. They are the
same thing.

A well-run Silver Living home changes lives. That is not marketing copy. It is what happens.

6.3 What the Research Shows
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Research from the Toronto HomeShare program — which placed older adults (55+) in shared housing
— found the following results:?

— 88% of participants reported that co-living positively impacted their general well-being

88% reported improved financial security

94% reported a delay in the need to move out of their community

72% felt that participation prevented the need for institutional care

Nearly three out of four participants felt that shared housing delayed or prevented a move to
institutional care. This is a healthcare outcome delivered through a housing model.

6.4 Language: Community, Not Cure

Operators must be careful about how the community value is communicated in marketing. Leading
with 'we solve loneliness' is patronizing. The Silver Living guest does not think of themselves as lonely
— they think of themselves as independent adults making a smart life choice.

Marketing Language Guide — _A1LOID: "You won't be lonely." 'Combat isolation." 'Social
support for seniors.!  USE: "Neighbors who share your chapter of life." 'A home where the door is always

open." "Built-in community without the assisted living price tag.'
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Section 7: How to Reach Silver Living Guests

7.1 The Dual Decision-Maker Dynamic

Audience Primary Concern Effective Message
The Guest (55+) Independence, dignity, financial sense, You're not giving something up. You're
community trading maintenance for a life.
Adult Child (35-55)  Safety, reliability, parental wellbeing This is a safe, managed home with
people her age — and we vet everyone.
Both Flexibility, no long-term lock-in Stay 3 months or 3 years. Your timeline,
not ours.

7.2 In-Person Communication First

For this demographic, in-person interaction is the most powerful tool — more than any digital channel.
A face-to-face tour, a phone call from the operator, or a presentation at a local senior center will
outperform an email campaign every time. Digital outreach is how guests and adult children find you;

the relationship that converts a prospect into a guest is built in person.

Design the intake process around this. Tours should be conducted personally by the operator or a
trusted representative, not handed off to an automated scheduling system. Follow up by phone, not
email. When an adult child calls, pick up.

7.3 Primary Marketing Channels

Facebook — Primary Digital Channel

Facebook remains the dominant platform for adults 55 and older and is the most important digital
marketing channel for Silver Living. Target adults 55+ in geographic radii, recently divorced or
widowed (Facebook allows life event targeting), homeowners in transition, and adult children (35-55)
searching on behalf of a parent. Content should be warm, visual, and story-driven. Show the people.
Show the home. Lead with community and comfort, not pricing,.

Google Search — For Active Searchers

Google Ads targeting 'senior co-living [city],’ 'furnished room for rent 55+," and 'senior roommates
[city]" capture high-intent traffic at a critical decision moment. Google complements Facebook —

Facebook creates awareness, Google captures intent.
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AARP Network and Senior-Focused Publications

AARP has over 38 million members. Local senior newspapers and community bulletins in target
markets are effective and inexpensive. These channels also carry implicit credibility with the adult child
demographic.

Healthcare and Social Service Referral Networks

Hospital discharge planners, social workers, elder law attorneys, senior move managers, and geriatric
care managers regularly need housing solutions for their clients. These are among the highest-ROI
relationships an operator can develop — and they are built in person. A brief visit to a hospital social
work department or a lunch with a local elder law attorney is worth more than a month of digital
advertising.

Real Estate Agents Specializing in Senior Transitions

Agents with the SRES (Seniors Real Estate Specialist) designation work with clients selling family
homes and need a credible next-step housing option. A formal referral arrangement with a modest
findet's fee is worth establishing in any active market.

Faith Communities and Senior Centers

In-person presentations at senior centers, bulletin board postings, and community newsletter ads are
cost-effective and credibility-building. The implicit endorsement of a trusted institution carries weight
that paid advertising cannot replicate.

7.4 What Not to Do

— Instagram and TikTok: wrong platform for this demographic — resources spent here are largely
wasted

— Clinical language: 'senior housing,' 'elder care' — use 'home,' 'community,' "neighbors'
— Photos of empty rooms: show the shared life, not the furniture inventory
— Pricing-first messaging: lead with the life, not the number

— Digital-only communication: this demographic responds to human contact, not automated
sequences
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Section 8: Property Evaluation & Market Criteria

8.1 Market Analysis First — Always

Before evaluating any individual property, the market must be analyzed. This is not a secondary
consideration — it is the first one. A well-run Silver Living home in the wrong market will
underperform. A well-run home in the right market will fill itself.

Market analysis should address the following factors. None of these is necessarily a deal-killer on its

own, but each carries real weight, and a pattern of weak signals should stop a project before capital is

committed.

ATTRIBUTE DETAIL

Demand Is there a sufficient population of 55+ adults in the trade area who are cost-
burdened, mobile, or in transition? Census data, local senior center
enrollment, and the presence of hospital systems and senior service
networks all serve as proxies.

Regulatory Environment What do local zoning ordinances say about the number of unrelated adults
who may occupy a residential property? Boarding house regulations,
occupancy limits, and licensing requirements vary widely. Some markets are
permissive; others are actively hostile. Discover this before you buy.

Proximity to Amenities Medical services, grocery stores, and basic retail within accessible distance.
These are guest requirements, not preferences.

Population Density Are there active adult communities nearby? Senior centers? A strong faith
community presence? These are both demand signals and referral
infrastructure.

Competition Who else is operating in this space? This includes traditional assisted living,

independent living communities, senior apartments, and any existing co-
living operations. Competition validates demand but shapes pricing and
positioning.

Cost of Living vs. Fixed What is the gap between what 55+ renters currently pay and what Silver
Income Living can offer? Markets where that gap is large are the most compelling
opportunities.

The market analysis conclusion should be a clear go/no-go recommendation with supporting rationale.

Do this work before you tour a single property.

8.2 The Silver Living Property Matrix

ATTRIBUTE DETAIL
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Bedroom Count

Single Story Preferred

Bedroom Size

Bathroom Ratio

Accessible Features

Outdoor Space

Parking

Kitchen

Laundry
HVAC

4-8 bedrooms ideal. Smaller homes (2—3 BR) can work but limit revenue.
Larger properties (10+) risk losing the residential feel that differentiates

Silver Living from assisted living.

Multi-story with reliable elevator access is acceptable. Stairs only: unsuitable

for this guest type.

Minimum 120 sq ft. 150+ sq ft strongly preferred. Small bedrooms are the
#1 physical complaint from 55+ guests.

1:1 or 1:2 (one bath per 1-2 guests). Walk-in showers with bench preferred
over tub/shower combinations. Ratio of 1:3 or worse creates conflict and

impacts retention.

Walk-in showers with bench, wide doorways (32" minimum), grab bars
propetly anchored, non-slip flooring, improved stair and hallway lighting,
night lights in all hallways and bathrooms.

Porch, patio, or garden — a daily-use amenity for this demographic, not an

upgrade.

Required in most markets. Minimum one space per guest. Safe, well-lit.

Full, functional, properly sized for shared use. Assigned storage per guest at

intake.

In-unit or on-site. Off-site is not acceptable for this guest type.

Individual room climate control preferred. Whole-house systems require

clear, enforced guest agreements.

8.3 Market Selection Framework

Market Factor

Senior Population

Housing Cost

Pressure

Medical
Infrastructure

55+  Community
Presence
Referral Ecosystem

Zoning Climate

Competition
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Strong Signal

High density of 55+ age group; growing
retiree migration

High median rents relative to fixed
incomes; limited affordable 1BR supply

Major  hospital specialist
density, strong primary care access

systems,

Established active adult communities in
the trade area

Active SRES agents, senior

managers, social workers

move

ADU-friendly, permits 4-—8 unrelated
adults

Validates ~ demand; no  co-living
competitor creates first-mover
opportunity

© 2026

Weak Signal

Young, urban-dominant demographics

Oversupplied rental market with falling
rents

Healthcare-sparse rural markets

No existing residential

product

age-targeted

Underdeveloped professional referral
network

Restrictive  occupancy  ordinances;
hostile zoning boards
Saturated with multiple established

operators
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8.4 The Operator Advantage in Senior Housing Right Now
— 20 consecutive quarters of stabilized occupancy growth in senior living, reaching 90% in Q4
2025 — the highest level since 2017.1?
— Active adult communities achieved 95.7% stabilized occupancy with favorable rent growth."

— Senior housing valuations recovered over 10% year-over-year in 2025 as cap rates compressed
25-50 basis points.'?

— NOI growth forecast at 11-12% annually through 2029 — highest of any real estate sector
tracked by Green Street.'*

— 78% of investors surveyed by JLL in 2025 plan to increase their exposure to senior housing.'®

Silver Living operates at a scale that institutional capital cannot pursue efficiently. The 4—8 bedroom
residential co-living home is too small for institutional buyers. That is an advantage: less competition,

lower acquisition costs, and a more nimble operational model.
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Section 9: Operator Economics — The Cash Flow Case

9.1 Why Silver Living Is a Cash Cow

Silver Living is one of the most favorable residential real estate models an investor can operate, for
reasons that compound on each other: it generates significantly more gross revenue from the same
asset than standard residential rental, it attracts guests who stay far longer than virtually any other co-
living segment, and it supports a robust upsell economy that adds revenue with almost no additional
capital investment.

The analogy that fits best is a hotel that almost never needs to rebook the same room — with guests
who pay on time, treat the property with care, and tell their friends. That is what a well-run Silver
Living home looks like after 12 to 18 months of operation.

9.2 Revenue Model — Base Rent

Silver Living operates on a per-bedroom revenue model. Pricing varies by market, but the fundamental

advantage — multiple bedroom leases from a single asset — applies everywhere.

Scenario Standard Silver Living — Silver Living — Mid/High
Residential Affordable Mkt. Mkt.

Property 5BR / 3BA single- Same property, Silver Living Same property, Silver Living
family home configured configured

Rental Structure 1 lease, whole house 5 individual bedroom leases 5 individual bedroom leases

Monthly $1,400— $700-$900/room = $3,500—  $1,000-$1,800/room =

Revenue (Est.) $2,800/month $4,500/mo $5,000-$9,000/mo

Vacancy Impact 1 vacancy = 100% 1 vacancy = 20% partial loss 1 vacancy = 20% partial loss
loss

Tenant Stability ~ Avg. 12-18 months Avg. 2—4+ years Avg. 2—4+ years

Note: lustrative ranges. Actual figures vary by market, property condition, and included services. Operators should validate pricing against local

comparables before committing to a number.

9.3 The Retention Multiplier — Why Silver Living Guests Stay

Silver Living guests leave when their life changes — not when their lease ends. A guest who has settled
into a home, built relationships with housemates, and found a daily rhythm is unlikely to move for a
marginal cost saving. The practical implications for an investor are substantial:
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Lower turnover costs: Each turnover — cleaning, repairs, re-listing, screening, intake — costs
time and money. A guest who stays 3 years instead of 6 months eliminates 5 or 6 turnover cycles.
Lower vacancy: Long-staying guests mean rooms are continuously occupied rather than cycling
through availability.

Lower marketing costs over time: Once a Silver Living home reaches stable occupancy,
marketing costs drop substantially. Referrals from current guests and established professional
relationships replace paid advertising as the primary fill mechanism. Budget 3-5% of gross
revenue for marketing in early operations; this reduces to 1-2% or less at stabilization.'®

More stable NOI: Guests on fixed income schedules pay predictably. The revenue line for a
stabilized Silver Living home has very low variance — something both operators and lenders
value.

9.4 The Upsell Economy — Where the Real Upside Lives

The Silver Living guest is a long-term resident on a fixed income who values convenience, comfort,

and community — with real willingness to pay for services that simplify their daily life. The upsell

opportunity is substantial and most of it requires no capital, only coordination.

Community and Entertainment

Bus or van trips — day trips to shopping centers, gardens, theaters, or scenic destinations. A
rental van, a posted monthly schedule, and a per-seat fee generates revenue while building the
community dynamic that drives retention.

In-home entertainment — bingo nights, movie nights, game evenings, themed dinners. Low
cost, high engagement.

In-home hair stylist — a licensed stylist who visits on a scheduled basis. Many Silver Living
guests can no longer easily access salon services. A recurring arrangement creates a home
amenity guests will name specifically when recommending you to others.

In-home nail technician — same model. A standard appointment in a familiar, comfortable
setting.

In-home massage therapist — higher price point, strong demand in the 65+ demographic for
pain management and wellness.

Daily Life Services

Enhanced housekeeping — individual room cleaning weekly or bi-weekly at $50-$100/session.

Personal laundry service — wash, dry, fold, return. A modest fee per bag. Some guests will use
this every week for years.
Occasional meals and meal prep — a local caterer or personal chef for a weekly shared meal or

individual meal prep.

Grocery delivery arrangement — a standing relationship with a local service, marketed as a home
amenity.
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Administrative and Professional Services

— Tax preparation — a local CPA or tax preparation service that visits during tax season. A referral
arrangement or coordination fee.

— Notary services — periodic availability from a local notary. Low effort, high convenience for a
demographic with frequent legal document needs.

— Diriver service coordination — a standing relationship with a local car service or volunteer driver
network for guests who prefer not to drive. This becomes a meaningful quality-of-life amenity
as guests age.

— Vacation and travel planning — a relationship with a local travel agent or senior travel specialist.
Commission-based for the operator.

Upsell Principle: None of these services require the operator to become a service provider. The model
is coordination and hospitality, not healthcare or staffing. The operator creates the access, manages the
relationship, and captures either a referral fee or a modest coordination margin. The guest gets convenience
delivered to their door.

9.5 Expense Considerations

ATTRIBUTE DETAIL

Furnishings Higher upfront investment than other co-living segments. View as a capital
investment that supports premium pricing and long-term retention.

Safety Upgrades Grab bars, non-slip flooring, improved lighting, stair railings. One-time
capital costs with dual purpose: guest protection and marketability.

Utilities $100-$200/room/month depending on property size, climate, and usage.
Can be as low as $100/room in smaller properties in moderate climates.
Model against property-specific actuals rather than national averages.!”

Cleaning Common area professional cleaning weekly or bi-weekly. Baseline service,
not a luxury.

Maintenance Silver Living guests are not hard on properties. Budget 5-8% of gross
revenue — below the 10-12% typical for standard SFR.

Property Management If not self-managed, expect 8—12% of gross revenue.

Marketing 3-5% of gross revenue in early operations, declining to 1-2% or less at
stabilization as referrals and long tenancies reduce fill costs.'®

9.6 The Guest Benefit — What This Means for the Person Living Here
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No section on economics is complete in a Silver Living paper without making the guest case explicit.
The financial model works because it genuinely serves the guest. That is not a coincidence — it is the
point.

A Silver Living guest pays a single, predictable monthly amount and receives in return:

— A private, furnished bedroom in a safe, well-maintained home

— Shared spaces designed for real daily life — not a dormitory, not a hotel

— Housemates in a similar chapter of life

— All utilities, internet, and common area cleaning included

— No surprise bills, no maintenance calls to a landlord who doesn't answer, no lease penalties
— Optional services that bring convenience and professional care to their door

— Community that develops naturally and sustains them through what is, for many, a transitional
and sometimes difficult chapter

The guest does not need to be lonely. They do not need to be financially squeezed by a solo apartment
they can barely afford. They do not need to depend on adult children for transportation, errands, or
social contact. Silver Living, operated well, returns their independence and surrounds it with a
community that means something.
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Section 10: Market Fit Signals

10.1 Green and Red Flag Criteria

Before committing to a Silver Living designation for a property or market, run through the following

criteria. Strong green signals do not guarantee success, and individual red flags can sometimes be

mitigated — but the overall pattern matters.

GREEN FLAGS — Pursue RED FLAGS — Reconsider

Large 55+ population in the trade atea

High cost of living relative to fixed incomes
Active adult communities in nearby submarkets
Dense medical infrastructure (hospitals, specialists)
Active SRES real estate agent community

Hospital social wotk / discharge planner referral
potential

Zoning permits 4-8 unrelated adults in residential
property

Property is single-story or has elevator access

Private bedrooms 120 sq ft or larger

Outdoor space (porch, patio, garden)
Safe neighborhood with low crime metrics

Parking available on-site
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Young, renter-dominant urban market (poor guest

fit)

Oversupplied market with declining rents

No existing senior housing infrastructure or services
Multi-story property with no elevator

Bedroom sizes under 100 sq ft

No on-site laundry

No parking availability

Hostile zoning for shated occupancy

High-noise neighborhood or adjacent commercial
uses

Property condition requires significant capital outlay
No natural referral network in the market

Shared bathroom ratio worse than 1:3

Page 27



Silver Living (65+) | Co-Living Guest Type Series | For Investor & Operator Use

Section 11: Competitive Positioning

11.1 How Silver Living Compares to the Alternatives

Feature Silver Living Co- Standard Apartment 55+ Active Adult
Living Community

Monthly Cost $700-$1,800  all-in =~ $1,000-$2,500+ (utilities  $2,500-$5,000+
(market dependent) extra)

Lease Flexibility High — 30 days to Low — 12-month standard Medium — often 12-month
multi-year

Furnished Yes (common areas, No Varies
optional room)

Built-in Yes No Yes

Community

Privacy Private bedroom +  Full unit Full unit
lock

Age Peers Yes (managed intake)  No Yes

Medical Services Nearby (location  Varies Often on-site or nearby
criterion)

Licensing Required = Standard residential Standard residential State-regulated

Move-in Cost Low (deposit, first High (deposit, 1st + last + Medium to high
month) fees)

Optional Services Yes — extensive No Sometimes

/ Upsells menu

11.2 The Differentiation Imperative

Silver Living occupies a genuinely distinct position in the senior housing market — not because it is
aggressively marketed as such, but because no other product delivers private, flexible, age-appropriate,
community-oriented housing at an accessible price point with an optional service economy built
around the guest's daily life.

The operatot's job is to execute on the promise, not manufacture a brand. Silver Living guests will tell
each other. Referrals from current guests to friends and family in similar life situations will become the
dominant acquisition channel for operators who deliver consistently excellent experiences. Word of
mouth among this demographic — through church communities, former workplaces, neighborhood
associations, and adult children's networks — is powetful and cost-free.
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Section 12: Conclusion & Strategic Recommendations

12.1 The Dual Case — Guest and Investor

Silver Living works because it serves two parties well simultaneously. This is not always true in real
estate investment. Often the investor wins at the guest's expense, or the housing is designed for guests
in ways that make the economics marginal for operators. Silver Living, structured correctly, avoids
both failure modes.

For the Guest For the Investor

Predictable cost. Real community. Genuine privacy.  Premium per-bedroom revenue from a residential

A home that feels like a home. Services that come to  asset. Guests who stay for years rather than months.

them. Neighbors who understand their chapter of =~ Turnover costs that are a fraction of other co-living

life. Freedom from the burdens of homeownership  models. Structurally lower vacancy. A growing upsell

without the indignity of institutional housing. economy with meaningful incremental revenue
requiring minimal capital. A referral-driven marketing
model that gets less expensive and more effective
over time.

The two cases are not in tension. They are the same thing described from different vantage points.

12.2 Strategic Recommendations

1. Analyze the Market First — Always

This is the starting point, not an afterthought. Before touring a property, before running numbers,
before committing capital — analyze the market. Evaluate demand, regulatory environment, proximity
to required amenities, preferred population density, competition, and the gap between what 55+
renters currently pay and what Silver Living can offer. None of these factors is automatically a deal-
killer, but each carries weight, and a pattern of weak signals should stop a project before money moves.
The best property in the wrong market is still the wrong investment.

2. Start with One Property and Prove the Model

Silver Living is not a portfolio concept until it is a single-property success. Find a property that meets
the physical criteria, in a market with strong signals, and operate it at a high standard. Use the proof of
concept to build referral networks, refine the intake process, and establish local reputation before

scaling.

3. Build the Referral Engine from Day One
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Identify the five most important referral categories in the market: hospital discharge planners, SRES
agents, senior move managers, elder law attorneys, and senior centers. Reach out in person. A co-living
operator who can confidently say 'we are managed, we are safe, our pricing is transparent, and we have
availability' is providing a genuine service to these professionals. The relationship compounds.

4. Invest in the Intake Process

The intake process is the product. Bad placements create conflict, vacancy, and negative word-of-
mouth. A rigorous, respectful, in-person screening process — one that genuinely evaluates fit — is the
single highest-leverage operational investment a Silver Living operator can make.

5. Build the Upsell Menu Incrementally

Do not launch with fifteen add-on services. Start with one or two — enhanced housckeeping and a
monthly group outing — and add services as occupancy stabilizes and guest preferences become clear.
The upsell economy grows from a well-run home. It cannot be forced onto a pootly run one.

6. Price for Value, Publish It Transparently

Price at a level that reflects quality and market position. Publish the all-inclusive rate clearly. Walk every
prospective guest — and their adult child — through the budget math in the first conversation. Clarity
closes rooms.

7. Track the Metrics That Matter

Average length of stay, vacancy rate per bedroom, upsell revenue per guest per month, referral source
by channel, and guest satisfaction at 30/90/180 days. These tell the real story of whether the model is
working.
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