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problems 

• no brand identity - what does Durham Home, the brand, look like? 

• lack of awareness in the community 

• low occupancy rate in the home 

market 
• [A] target market : female, single (widowed, divorced, or unmarried) ages 55+, The Silent Generation 

and Baby Boomers 

• income: <$85,000 / year, single income 

• geography: Crawfordsville, Indiana + 15 miles 

• independent, self-sufficient 

• socially active 

• [B] secondary market: male and female, ages 35-54, friends and family of tenants, Generation X 

• income: >$85,000 / year, dual income 

• geography: Crawfordsville, Indiana + 50 miles 

• supportive, caring 

research 
• The Durham Home is a non-profit residential home for women located on a tree lined street within 

walking distance of downtown shops, restaurants, art gallery, public library, churches, grocery, community 
theatre, office buildings and historical sites. 

• Newly remodeled in 2011 the two-story brick home can accommodate nine residents. Remodeling 
included installing spacious private baths, room controlled air conditioning and heating, all new windows 

& blinds, carpeting and hardwood floors. There is a kitchenette area with sink, microwave and storage. 

• Residency is paid on a monthly basis and includes both room and daily meals. A staff person is on duty 
24 hours per day. 

• The original home was built ca. 1900 by Sarah E. and George T. Durham. George was a prominent 
banker and one of the county's largest land owners. Sarah was one of Crawfordsville's best known 

women as she was active in many social clubs and circles. They were devout church members, civic 
minded and conscious of their respected position in the community. They were married for 44 years until 
George died in January 1937, from a heart attack. Sarah, who'd been suffering with emphysema for 

some time succumbed three months later in July 1937. 

• Sarah left a provision in her will and a trust deed that her beautiful home would be established and 

maintained as a "Ladies' Home" to bear the name "Durham Home", in memory of my deceased husband, 
George T. Durham, and myself." Maintenance of the home is from proceeds of Durham farm land which 
is managed by the bank handling the trust. 
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• In 1944 a request for the incorporation of Durham Home, Inc. was filed and approved. In the 1950's an 
addition was added to the home which added a large elevator and more bedrooms. 

• “We are not a nursing home or an assisted living facility,” O’Neall said. “The residents are women 

capable of living own their own without need of medical care, but who might want some social 
interaction. I envision those living here becoming like a family.” “We have tried to provide just about 

everything a woman would need,” O’Neall said. “We are looking for women who are alone and might 
want to live closer to downtown and have other women around to socialize with.” 

• Independent living, often referred to as retirement living, is the term applied to a senior lifestyle that 

maintains an active nature and level of independence. Where many seniors could use the valuable extra 
assistance that comes with home care or assisted living, others don't require that level of care and seek a 

more active lifestyle and community. Independent living and retirement communities help seniors achieve 
this, by providing an environment where retired adults can live among their peers while taking advantage 
of the many amenities and activities these communities provide. 

• As amenities, living quarters, and property values vary for different independent living communities, 
there's a wide range in community costs. In general, most retirement villages or communities will range 

from $1,500-$3,500 a month. Often that includes features like regular meals, health care on staff, and 
access to fitness facilities and other amenities on site. 

• "There's every advantage to be gained from it.” 

• Way to save money and form a community 

• Let’s Share Housing - online service 

• 55% of the women enrolled at the Vermont-based in-person matching service Home Share Now are over 
age 50. Online interest in the program has doubled since 2007 — likely due, in part, to many more 
people who have never been married enrolling. 

• Four million women age 50-plus live in U.S. households with at least two women 50-plus — a statistic 
that is expected to rise. 

• According to the National Center for Family & Marriage Research, one out of three boomers will 
probably face old age without a spouse. Women, on average, live about five years longer than men. 
Adult children are often far away. And since 1990, the overall divorce rate for the 50-plus demographic 

has doubled. 

• "My hunch is that money will be the incentive to get over the fear of 'Me? Live with a stranger? Never!' " 

says Annamarie Pluhar, a shared-housing consultant and author of Sharing Housing: A Guidebook for 
Finding and Keeping Good Housemates. "But it's also having someone say, 'How is your day?' and 
having a social connection that feeds the soul.” 

• In a home share, the residents can also split household chores, feel safer with more people around, and 
grow older at home without feeling isolated. 

• “It's like living with two wonderful sisters.” 

• “Women Living in Community: From Dreaming to Doing” Asheville, NC. 

• “All of a sudden the women find themselves sharing their interests and strengths and, eventually, helping 

one another reinvent and reinvigorate each of their lives." 

• boutique - a business that serves a sophisticated or specialized clientele 

• “Living is like tearing through a museum. Not until later do you really start absorbing what you saw, 
thinking about it, looking it up in a book, and remembering - because you can't take it in all at once.”     
-Audrey Hepburn 

• “Don’t want to be perceived as an institutional type of resident but as an established residence in the 
community - As if Durham Home has been doing business since 1944” - Adam M. (board) 
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• “..opportunity to make its mark in and continue Sarah’s vision.” - Cheryl (board) 

• “The Durham Home is a nice quiet ladies retirement home with a family atmosphere.  Each room has a 
private bath, individual heat and ac controls and built in closets.  You are provided with 3 meals a day 

and all utilities are paid. Laundry facilities are on site. On one side of the house there is a large parlor 
with a grand piano for those that like to play and a fireplace for those cold winter evenings. There is a 

porch on the front of the house with a swing and chairs for the nice evenings. Upstairs u will find 
available rooms to stay in and a place to entertain guests, have small parties and make your own coffee 
and snacks. There are 24 hour staff members on duty at all times in case of an emergency or if you 

should need anything. Everyone is friendly and like a big family. We are located in a quiet neighborhood 
but also not far from downtown.  I have worked there under the same management for a total of 2 years 

now and love my co-workers and bosses and the ladies that have stayed there. It is a very cozy place to 
meet all your needs.” Nancy (Google Review) 

• The best clothing stores that cater to mature women include: Lord & Taylor, Chadwicks, Chicos, Macy's, 

Ann Taylor, J. Jill, Talbots, Pendleton, Karen Kane, Dana Buchman, Eddie Bauer & White House Black 
Market 

• LongevityLive.com 

• Seniors are looking for brands that are fun, optimistic and quirky. Don’t hesitate to be bold, 
unconventional and unexpected. 

• Seniors are not counting the years, months and hours, but instead thinking in term of everything they still 
want to achieve. 

• Seniors are active and connected (socially and digitally). They are keen to prove that they can still bring 
something to the table, and they want to enjoy real life experiences. 

• “They’re never going to be the hedonistic spenders that the baby boomers are,” she says. “But they want 

some adventure in their lives.” Marketers who wouldn’t have thought to associate “adventure” with 65-
plusers would do well to take note. (AdWeek.com) 

• Successful communities differentiate themselves with a unique identity. When it comes to shaping its 
identity and brand, a smart community determines what truly is important to its residents. According to an 
article in CRM Magazine, 80% of customers from 500 companies in varying industries said they believe 

organizations put more effort into selling to them than providing them with excellent customer service. 
(SeniorLiving.com) 

• Essentially a sorority for older women - great traditions - “sisters” (female, 35, [B] market). 

• The North American fraternity and sorority system began with students who wanted to meet secretly, 
usually for discussions and debates not thought appropriate by the faculty of their schools. Today they 

are used as social, professional, and honorary groups that promote varied combinations of community 
service, leadership, and academic achievement. 

http://LongevityLive.com
http://AdWeek.com
http://SeniorLiving.com
https://en.m.wikipedia.org/wiki/Fraternities_and_sororities_in_North_America
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solutions 

angle 01 - Sarah Durham’s perspective - a brief explanation of Durham Home’s main principles. Sarah 
speaking to the market collectively. (Ribbon Cutting Ceremony) 
• Welcome to our Family [A/B] ** 

• For Ladies. By Ladies. [A/B] ** 

• Built for a Lady. Established by You. [A] ** 

• [x] Where Proper Meets Lady. [A/B] 

visual structure 
“Durham Home” - My home. Presented. Established. Structured. Maybe a bit masculine with hard edge 

features but softer, feminine accents. Historic. Easily read. Timeless. Firm base. First Read. Stand Alone. 
“Tag” - Sarah’s voice. Soft, but confident. Elegant. Classy. Giving. Caring. Warm. Speaking to the 

community. Welcoming. 
“Trademark” - Characteristics of Sarah’s voice and Durham Home. A visual metaphor and leave behind of 
Durham Home. Something to remember Sarah’s voice by - visual reference. 

angle 02 - The public’s perspective - a general consensus of the home’s purpose and mission 
• Independent Boutique Living [A/B] 

• [x] Independent Social Living [A/B] 

• [x] Reinvent Your Life [A] 

• [x] Gracious Living Since 1900 [A/B] 

• Her Vision. Your Haven. [A]  

• [x] An Independent Boutique Life. [A/B] 

• A Ladies’ Boutique Lifestyle. [A/B] 

visual structure 
“Durham Home” - A broad, general feel for what “most” people in the community think a Historic Home 
should look like. Easy to read. Contemporary with homage to historical styles. Obviously established. 
Comfortable for both markets. Not overbearing, but not too discreet. 

“Tag” - Contrasting style to “Durham Home”. A partnership. Message speaks to the same group in the 
same way, but reminds them of Durham Homes vision, message and offerings. 

“Trademark” - Something that may not be needed here. The tag of Durham Home should be so impactful 
here that the market should visualize what those words mean to them, not be told what they should mean. 
Be able to associate them with the same good qualities that the home represents to their own experiences. 

A ladies boutique residence that empowers women to go on with their lives. 
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[x] angle 03 - Durham Home’s Perspective - giving the home a personality and speaking to the market 
• Ladies; stay awhile [A/B] 

• Ladies Night. Every night. [B] - Maybe a campaign 

• How was your day? [A] 

• Cozy is just the beginning. [A] 

• A Cozy New Adventure. [A] 

Visual Structure: 

“Durham Home” - Me. My name. Timeless. Historic. Personal. 
“Tag” - The Home as a voice. Conversational. Witty. Insightful. Knowledgeable. Smart. Socially Confident. 
Composed. 

“Trademark” - An image of myself (the home). Highlighted visual characteristic (a texture, a feature, color, 
or visual representation) Geographical Imagery.  

[x] angle 04 - The tenant’s perspective - existing and hypothetical residents speaking to the future 
market 
• We’re Like Sisters. [A] 

• Welcome to our Family [A/B] 

Visual Structure: 

“Durham Home” - A badge. Initials. Quick read. Quicker representation that the tenant is assuming that 
the market already knows about. Similar to a trademark, but still needs to communicate the name. Ex. 
Sports Teams - established groups with quick read logos. Society feel. Something that was built and 

established within before it was presented to the community. 
“Tag” - A tenants direct voice. Honest. Truthful. Insightful. Explanatory. Conversational. Educated, Middle 

class. Like a casual interview by future tenants - direct, and to the point. But honest in answering important 
questions, that these people will most likely make their decisions on. 
“Trademark” - Not needed here - the logo itself will have a visual trademark feel. 

optional brand names names 
• The Durham Home 
• Durham Home 

• Historic Durham Home
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