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Objectives

¢ ldentify 3 ways in which
menu changes may entice
new residents & boost
satisfaction among
current residents S
W
Learn 2 characteristics of
an inviting dining room
environment
Put into practice 3

marketing techniques to
engage new residents and

families
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Agenda

What Trends Drive the
Pipeline Generations?

What is Important to
Prospective Residents?

Putting Ideas into
Practice

Table Activity

Key Takeaways
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Pipeline
Generations &
Dining Trends




Pipeline Generations - By the Numbers

. Greatest Generation (1901-1928)
- Inconsistent data on size
o ~60 Million?

. Silent Generation (1928-1945)
- 47 Million

. Baby Boomers (1946-1964)
- 76 Million
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Pipeline Generations - By the Numbers

U.S. share of
household wealth

BY AE

100%

75%

50% After hovering at around 35% from 1989-2002,

the share of household wealth held by ages
55-69 has steadily grown to almost 50% of
total household wealth

25%

>70

40-54

2015
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Pipeline Generations - By the Numbers
housegbsl.dsr\j\?ersl'?g Bv senERnTion

100%
From $16 trillion in 1989 to $19 trillion in 2020, the Silent Gen & older
Silent Generation has stayed relatively level in their >75in 2020
amount of wealth, but new wealth creation has
caused their share of household wealth to decrease
75%
BabyB
Baby Boomers and the Silent 5634 i: ;(r)r;gr
50% Generation combined for 70% of
household wealth in 2020
v v
25%
Gen X
40-55 in 2020
At $28.5 trillion, Generation X
has more than five times the —
wealth of Millennials but less '..,5
than half that of Baby Boomers
' ! ! ! ! ! Millennial
1989 1995 2000 2005 2010 2015 2019 24-39 in 2020
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Pipeline Generations

. Silent Generation
. 'Meat & Potatoes”
- Traditional Foods
- Limited Cultural Influences

. Baby Boomers
- More Adventurous Eaters
. Travelers
. Health & Wellness Focused
. Tex-Mex, Asian Flavors, Fish/Seafood
- Growing Interest in Plant-Based

INCITE



“The latte and
sushi
generation Is

coming”

-NYT, 2014
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Pipeline Generations
Top Health Concerns for Baby Boomers

. 26% of 65+ Eating Less Meat
. Largest % of any age group
. Health Reasons: #1 Reason Why
. 70% Respondents listed health as "Major” reason
for cutback

. 31% Women ( vs. 15% Men)

59% Eating healthier
since the pandemic!
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Pipeline Generations
Top Health Concerns for Baby Boomers

. 12D

. Heart Disease
. Cancer

. Depression

. Eye Problems
. Alzheimer's

. Arthritis

. Stress

INCITE

86% of Boomers say
the pandemic has
helped them think

more about their
mental health




Pipeline Generations

By 2030:
« 25% of seniors will be living with diabetes

. 33% will be obese
. Half of all Baby Boomers will suffer from

arthritis

How Can Your Community Meet
Them Where They're At?

INCITE




How
Important is
Dining

to Prospective Residents?
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Prospective Residents

. Push/Pull Factors to a Move

- Push
. Unmanageable Health Conditions
. Declining ADL Capability
. Don't wish to burden family
. Concerns with maintaining house/ property
. Loneliness/ Death of a Spouse

. Pull
. Services/ Care
. Community/ Friendships
. Activities/ Amenities
. Maintaining Lifestyle

INCITE



Prospective Residents
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Prospective Residents

. Silent

- Looking for: Tradition
. Boomers

. Looking for:

. Health & Wellness Support

. Interesting Flavors
. More Options
. Restaurant-Like Experience and Ambiance

INCITE



Baby Boomers say that
concerns over a change to
their lifestyle is one of the
biggest barriers to moving
Into Senior Living*

*Gallup Poll, 2014

What are you doing to
reassure them?
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Prospective Residents

. Boomers want to eat what they want, when they
want it

. Less formal settings and fewer set times

. New spins on traditional favorites

. Like to explore global flavors

. Whole foods and natural flavors

. Access to foods that address their health concerns

INCITE



Puttlng it
into

Practice
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Opportunities to Impress - Dining

Menus

o Expand Cultural Foods
o Asian-inspired flavors
s Szechuan

o Italian
= Sicilian

o Mexican / Tex-Mex
s QOaxacan

o« Health & Wellness Options
o Salads, Flatbreads, Smoothies
o Mediterranean/ MIND diet
o Plant-based
o High Antioxidant
o Omega-3’s/ Healthy Fats

o« Showcase Healthful Trends
o Mediterranean, Plant-Based,

Gluten-Free

o Culinary Council of Residents

INCITE



Opportunities to Impress - Dining

IDDSI / Texture-Modified Diets

o« Updated Products,
Techniques & Training

e Pureesresembling original
foods increase p.o. intake

New Low/ No Sodium Spices to
reflect broader flavors
e Chef-driven blends

Updated Menu Systems
e Menu extensions for
Regional/ Health &

Wellness driven
o MIND
o Mediterranean

Photo credit: Rubicon Foods I N C I T E



Opportunities to Impress - In-

Betweens

e Snacks

o

Boomers are into snacks!

e TOop Boomer Snacks

o

o
o
o

Fruit

Chocolate Candy/Candy Bars
Potato Chips

Nuts

Yogurt

. Hydrat|on

o

o

o

Explore lower-sugar
beverage options

New thickened beverage
flavors

Plant-based supplements
Café / Bar options?

e Socializing

o

Tie into events, activities,

®
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[

| )
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Opportunities to Impress - Events

Events

. Celebrations
The Big Game
Speakers
Farmers
Chefs / Demo's
« Tastings

. Pilot Programs
. Studies

. Slide Shows

INCITE



Opportunities to Impress - Dining
Room

Design Trends:
. Hospitality-Inspired

- Hotels
o Restaurants

. Easy to Clean
- Boomers value cleanliness!
- New COVID-ready products

. Smaller, Concierge-Style
Dining Locations
. All-day service

. Familiar Brands on the Table
- Boomers are brand-loyal!

Is it
time
for a
reno?

INCITE



Design Trends for Baby Boomers

. Comfort, Function,
Design

« Low Maintenance

. Better Lighting

« Travel-inspired

. Flex space

. Color Palettes:
o Blues
=« Purple/ Green undertones
o Marry indoor/outdoor
o Complementary Colors
o “Chameleon” neutrals

Image courtesy of Sherwin Williams
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Opportunities to Impress - Dining

Room

. Color stories —suitable . Local Flavor
for resident - Art, Sports, City Pride,

population? Vintage Photos

. Lighting —adequate
J J L . Convertible Spaces

and mixed -
. Flooring —varied and - Cafe > Bar
- Dining Hall > Event
ﬂUSh space
. Seating - Outdoor area >
- Promoting Streeterie
Independence?

- Multiple options?

INCITE



“The current design
discussions involving
oconvertible spaces in
asenior living facility

is verymuchon

trend”

INCITE

PARTNERS



Opportunities to Impress - Kitchen

. New Tech

o E-Procurement
o Ordering/ traycard systems

. New Equipment
o Smart Ovens
o Sousvide

o Café needs
o IDDSI prep

. New Wares

o Induction-Heated bases
» Updated trays/ utensils

Image courtesy of Boelter
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Tech Considerations

e Isyour WiFi fast
enough?

e Does it cover all
corners of the
property?

e Do residents
know how to log
on~?

Are your menus
digitized?

Are they mobile
optimized?

Are they
accessible by
resident tech?
Can you send
special event
alerts to resident
rooms?

Do you need
larger flatscreens
IN activity areas?
Can all residents
hear the TV/Chef
Demo/Speaker?
Do you need to
Invest in a
solution for
hearing
Impairment or
re-think surround
sound?

INCITE



Tech Considerations

Are you using
any Al solutions?

Al tech from
Carts to
Companions
. Staff Efficiency
o Dining
o EVS
o Clinical

Image courtesy of Bear Robotics
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Tech Considerations

Companionship
> 95% users reported less
loneliness

Security
> Staff Alerts
> Manual Help Button

INCITE



Marketing Techniques
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“If Boomers make up a
large percentage of
your target market,

consider tailoring your
platform strategy

based on where
they're more active.”

-SproutSocial.cam

INCITE
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Marketing Opportunities

Sales & Tours

. Do you send home a goodie bag with every tour?
Can they stay for a meal on the house?

. Are kitchen leaders involved in tours?

. Does your sales team take a goodie bag on calls?

. Is It memorable?

- Your company logo on a cookie, sticker on a
box/lbag?
- Is It personalized to the individual?

INCITE



Marketing Opportunities

Social Media
. |syour community on

Instagram/Facebook/TikTok?
- Do you feature your food program?

35% of Boomers use social to discover new brands
48% Interact with brands on social

Don't forget their Gen X/ Millennial Children, Gen Z
grandkids!

INCITE



Marketing Opportunities - Social Media

Instagram

INCITE



Social Media - Best Practices

Subject Angles/Lighting

. Who Is the audience? . Natural

. Why are you sharing . Highlights the subject
this? . Best features

. What is your caption?

Color/Texture Other considerations

. Varied . Realistic vs. [dealistic
. Thematic . Backgrounds/

. Layered environment

. People? Ingredients?
. Photo Releases/ Legal

INCITE



Social Media - Best Practices
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Social Media - Best Practices
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Social Media - Best Practices

icesikatreats -

| ™ Downey, California
YOS

| -~ Oatelier.id
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Social Media - Best Practices
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Table Activity

. Build Your Own Parfait for Instagram (No, you don't need
to post it © )

o Build your parfait using provided ingredients
o Think:
= Layers
= Colors
= lextures
o Choose a location
« Lighting
» Backdrop
= Angles
o Take lots of pics
o Find one you really like? Email to: jen.bruning@incitesp.com during the
presentation to review with the group!

INCITE


mailto:jen.bruning@incitesp.com

Ke Prospective residents want
variety, customizability,

healthy options on menus
Ta keaways Dining spaces should reflect
the needs and tastes of
residents, and feature local
flavor
e Marketing efforts should
include features of your
dining program
e Consider tech innovation and

renovations today to impress
tomorrow'’s residents

INCITE
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Contact Info

. Jen Bruning, MS, RDN, LDN - Incite

Strategic Partners
- Jen.bruning@incitesp.com

. Greg Saville — Lakeland Marketing
. gsaville@lakelandpor.com
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Doing Group Purchasing Differently INCITE




References

11

12.

13.

14.
15.

16.

Chaulagain, Suja; Pizam, Abraham; Wang, Youcheng; and Severt, Denver (2021) "Factors Affecting Seniors'
Relocation to Senior Living Communities," Rosen Research Review: Vol. 2 : Iss. 3, Article 7.

Roy N, Dube R, Despre's C, Freitas A, Le gare” F (2018) Choosing between staying at home or moving: A
systematic review of factors influencing housing decisions among frail older adults. PLoS ONE 13(1):
e01892606.

Franco, Bryan; Randle, Jason; Crutchlow, Lauren; Heng, Janet; Afzal, Arsalan; Heckman, George; Boscart,
Veronique (2020) “Push and Pull Factors Surrounding Older Adults’ Relocation to Supportive Housing: A
Scoping Review”. Canadian Journal on Aging / La Revue canadienne du vieillissement 40 (2) : 263-281
https://www.inprocorp.com/resources/blog/senior-living-interior-design-trends/ accessed 1/10/22
https://www.foodservicedirector.com/menu/7-ways-baby-boomers-are-changing-senior-living accessed
1/10/22

https://sproutsocial.com/insights/qguides/social-media-use-by-generation/ accessed 1/10/22
https://www.gfs.com/en-us/ideas/marketing-your-restaurant-baby-boomers accessed 1/10/22
https://www.nestleprofessional.us/trends-insights/marketing-strategies-boomers-and-gen-x accessed
1/10/22

https://www.pewresearch.org/fact-tank/2019/09/09/us-generations-technology-use/ accessed 1/11/22
https:/www.pewresearch.org/internet/2017/05/17/barriers-to-adoption-and-attitudes-towards-technology/
accessed 1/11/22
https://www.pewresearch.org/internet/2017/05/17/tech-adoption-climbs-among-older-adults/ accessed
1Mm/22

https:/news.gallup.com/poll/168626/retirement-remains-americans-top-financial-worry.aspx accessed
112/22
https://restaurant.org/education-and-resources/resource-library/consumers-want-to-keep-'streeteries’-in-
place-beyond-the-pandemic/. accessed 1/13/22

https://clarkretirement.org/baby-boomers-senior-living/. accessed 1/13/22
https:/www.directsupply.com/blog/webinar-make-an-impression-with-senior-living-design-trends/.
accessed 113/22
https://www.pewresearch.org/politics/2015/09/03/the-whys-and-hows-of-generations-research/. accessed
117/22

INCITE


https://www.inprocorp.com/resources/blog/senior-living-interior-design-trends/
https://www.foodservicedirector.com/menu/7-ways-baby-boomers-are-changing-senior-living
https://sproutsocial.com/insights/guides/social-media-use-by-generation/
https://www.gfs.com/en-us/ideas/marketing-your-restaurant-baby-boomers
https://www.nestleprofessional.us/trends-insights/marketing-strategies-boomers-and-gen-x
https://www.pewresearch.org/fact-tank/2019/09/09/us-generations-technology-use/
https://www.pewresearch.org/internet/2017/05/17/barriers-to-adoption-and-attitudes-towards-technology/
https://www.pewresearch.org/internet/2017/05/17/tech-adoption-climbs-among-older-adults/
https://news.gallup.com/poll/168626/retirement-remains-americans-top-financial-worry.aspx
https://restaurant.org/education-and-resources/resource-library/consumers-want-to-keep-‘streeteries’-in-place-beyond-the-pandemic/
https://restaurant.org/education-and-resources/resource-library/consumers-want-to-keep-‘streeteries’-in-place-beyond-the-pandemic/
https://clarkretirement.org/baby-boomers-senior-living/
https://www.directsupply.com/blog/webinar-make-an-impression-with-senior-living-design-trends/
https://www.pewresearch.org/politics/2015/09/03/the-whys-and-hows-of-generations-research/

References

17. https://www.visualcapitalist.com/charting-the-growing-generational-wealth-gap/ accessed
4/26/2022

18. Emerson, Eric J,, "The Influence of Baby Boomers' Perceptions of Well-Being on Their Preference in
Post-retirement Residential Alternatives as Moderated by Their Affinity for Technology" (2020).
Dissertations from the Executive Doctorate in Business Administration Program. 32.

19. https://www.fona.com/consumer-insight-baby-boomers/, accessed 4/28/2022

20. https://www.fona.com/0121babyboomer/, accessed 4/28/2022

21. https://www.foodservicedirector.com/operations/what-baby-boomers-want-foodservice, accessed
4/28/2022

22. https://www.argentum.org/magazine-articles/ai-solutions-are-transforming-every-aspect-of-senior-
living/, accessed 4/29/22

23. https:// www.sherwin-williams.com/painting-contractors/color/color-education/color-theory/sw-
article-pro-
generationscolo#:~:text=The%20Baby%20Boomers&text=Favorite%20neutrals%20are%20chameleon%20
shades,gap%20from%20gray%20to%20beige. Accessed 7/26/2023

24. https://www.lodgecraft.com/5-interior-design-trends-for-baby-boomers.html Accessed 7/26/2023
25. https://www.limagedesignstudio.com/baby-boomer-interior-design-trends/ Accessed 7/26/2023
25. https://www.furniturelightingdecor.com/designers-outline-trends-across-generations Accessed
7/26/2023

26. https://www.mcknightsseniorliving.com/home/news/senior-living-occupancy-increases-again-but-
still-lags-pre-covid-levels/ Accessed 7/26/2023

27. https://www.nytimes.com/2014/09/08/dining/grandmas-meat-loaf-hardly-her-retirement-home-
now-has-a-3-star-chef.html|?_r=3 Accessed 7/31/2023

INCITE


https://www.visualcapitalist.com/charting-the-growing-generational-wealth-gap/
https://www.fona.com/consumer-insight-baby-boomers/
https://www.fona.com/0121babyboomer/
https://www.foodservicedirector.com/operations/what-baby-boomers-want-foodservice
https://www.argentum.org/magazine-articles/ai-solutions-are-transforming-every-aspect-of-senior-living/
https://www.argentum.org/magazine-articles/ai-solutions-are-transforming-every-aspect-of-senior-living/
https://www.sherwin-williams.com/painting-contractors/color/color-education/color-theory/sw-article-pro-generationscolo#:~:text=The%20Baby%20Boomers&text=Favorite%20neutrals%20are%20chameleon%20shades,gap%20from%20gray%20to%20beige
https://www.sherwin-williams.com/painting-contractors/color/color-education/color-theory/sw-article-pro-generationscolo#:~:text=The%20Baby%20Boomers&text=Favorite%20neutrals%20are%20chameleon%20shades,gap%20from%20gray%20to%20beige
https://www.sherwin-williams.com/painting-contractors/color/color-education/color-theory/sw-article-pro-generationscolo#:~:text=The%20Baby%20Boomers&text=Favorite%20neutrals%20are%20chameleon%20shades,gap%20from%20gray%20to%20beige
https://www.sherwin-williams.com/painting-contractors/color/color-education/color-theory/sw-article-pro-generationscolo#:~:text=The%20Baby%20Boomers&text=Favorite%20neutrals%20are%20chameleon%20shades,gap%20from%20gray%20to%20beige
https://www.lodgecraft.com/5-interior-design-trends-for-baby-boomers.html
https://www.limagedesignstudio.com/baby-boomer-interior-design-trends/
https://www.furniturelightingdecor.com/designers-outline-trends-across-generations
https://www.mcknightsseniorliving.com/home/news/senior-living-occupancy-increases-again-but-still-lags-pre-covid-levels/
https://www.mcknightsseniorliving.com/home/news/senior-living-occupancy-increases-again-but-still-lags-pre-covid-levels/
https://www.nytimes.com/2014/09/08/dining/grandmas-meat-loaf-hardly-her-retirement-home-now-has-a-3-star-chef.html?_r=3
https://www.nytimes.com/2014/09/08/dining/grandmas-meat-loaf-hardly-her-retirement-home-now-has-a-3-star-chef.html?_r=3

	Slide 1: Leveraging Your Dining Program to Build Census
	Slide 2: Today’s Speakers
	Slide 3: Objectives
	Slide 4: Agenda
	Slide 5: Pipeline Generations & Dining Trends
	Slide 6: Pipeline Generations – By the Numbers
	Slide 7: Pipeline Generations – By the Numbers
	Slide 8: Pipeline Generations – By the Numbers
	Slide 9: Pipeline Generations 
	Slide 10: -NYT, 2014
	Slide 11: Pipeline Generations  Top Health Concerns for Baby Boomers 
	Slide 12: Pipeline Generations  Top Health Concerns for Baby Boomers 
	Slide 13: Pipeline Generations 
	Slide 14: How Important is Dining to Prospective Residents?
	Slide 15: Prospective Residents
	Slide 16: Prospective Residents
	Slide 17: Prospective Residents
	Slide 18
	Slide 19: Prospective Residents
	Slide 20: Putting it into Practice
	Slide 21: Opportunities to Impress - Dining 
	Slide 22: Opportunities to Impress - Dining 
	Slide 23: Opportunities to Impress – In-Betweens
	Slide 24: Opportunities to Impress - Events 
	Slide 25: Opportunities to Impress – Dining Room
	Slide 26: Design Trends for Baby Boomers
	Slide 27: Opportunities to Impress – Dining Room
	Slide 28: -Boelter
	Slide 29: Opportunities to Impress – Kitchen
	Slide 30: Tech Considerations
	Slide 31: Tech Considerations
	Slide 32: Tech Considerations
	Slide 33: Marketing Techniques
	Slide 34
	Slide 35: Marketing Opportunities
	Slide 36: Marketing Opportunities
	Slide 37: Marketing Opportunities – Social Media
	Slide 38: Social Media – Best Practices
	Slide 39: Social Media – Best Practices
	Slide 40: Social Media – Best Practices
	Slide 41: Social Media – Best Practices
	Slide 42: Social Media – Best Practices
	Slide 43: Table Activity
	Slide 44: Key Takeaways
	Slide 45: Contact Info
	Slide 46: Thank You!
	Slide 47: References 
	Slide 48: References 

