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Learning Objectives
Following this presentation, you will be able to:

1. Explain strategies to create a brand for your dining
program that stands out in a crowd

2. Identify examples of successful, innovative dining
programs

3. List marketing tips to tell your story to the right audience

through multiple formats
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What services do seniors look for most
when searching for a senior living community?

st / Fub

Exercise Room /

Gym
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Additional popular answers included:

Restaurants
(Deli/First-Class)
. High Quality

Dining is a

Daily Experience
and More

® Daily highlight

(Big) Impact
on resident

® Social interaction

e Central to events and

satisfaction.

celebrations




® Improve wellness (Blg) Impact

° Prf.:vent unintended on quali ty of
weight loss

care.
® Prevent dehydration
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e High resident .
satisfaction o Incxeased
OCCl.lp ancy
e High quality
of care

Develop Your Brand

Brand Promise

Unique Identity
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What should be in your brand promise?

e Start with a honest assessment
o What story are you telling?
0 What are you doing well?
0 Where are you falling short?
o What do your residents really want?

0 Who are your potential residents; what are they looking for?
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What should be in your brand promise?

o Wellness e Excellent food quality
o Balanced meals o Exceptional experience
o MIND Diet, plant-based, o Hospitality & Service
etc...

o Atmosphere
® Specialty nutrition

Stewardship

o Cardiac, diabetes o Environment

o Consistency modified o Community

o Employees
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Table or Future Discussion
Topic:

Can you describe what is special about your dining
experience in one sentence?

Discuss:

e What are you most proud of about your
communities dining experience?
e What do you want your dining brand to be?
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CH RISTIAN
CARE &lirement,

Play Video

Play Video
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Building a Great
Dining Program

144

Considerations in your Community We cannotlose sight

of person-centered
careand all of the

o . . i time and resources
e Dining experience prior to COVID putinto the home-
like experience that
® Satisfaction levels... then & now everyone has strived
for over the years.
e Dining goals... interrupted “

/]
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Go back to basics in order to move forward

Innovate & Activate

Establish Your Baseline Align & Improve

Current status: Back to the basics with best Reset and rethink to adapt
practices: to the next normal
o Self-audits & o Review department goals & o Implementyour
operational reviews? objectives strategy for your review
e Are your systems hard- e Ensure all audit processes processes
wired? are completed o Creativity is essential
o Areyou survey-ready? o Al organization hands on o Training &
deck communication are key

*  Garner assistance & support.~
.
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Feast with Your Eyes

We need to make food even more
appetizing because, for many of our senior®
mealtime is very important. It's their time t¢
socialize with other residents and share a
good meal

Itis important to give them a great
experience, and show them all the love we
are putting into each of these plates.

It's through social media that we show

everyone that in the Cogir Group residences
dining is a very important part of our
residents'lives. And the quality of the food is
averyimportantcriteria when people

choose aresidence. .‘

\ M

Chef Carl Morin
Manoir Manrése - Résidences Cogir
Québec
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Simple plate
presentations

From simple garnishing and use of

color...
e Herbs
® Produce
®  Sauces

To more extratravagent finishes

e Hdible flowers
e Dimension/height
®  Elegant china

Creative Dining

Experiences

Teaching Kitchens

e Partner with a local restaurant, college or “special
dignitary”

® Do a virtual demo of a recipe or meal

Offer a DIY kit or share samples
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n Teaching Kitchens

e Partner with a local restaurant, college or “special
dignitary”

Do a virtual demo of a recipe or meal

Offer a DIY kit or share samples

n Provide meals to prospective
residents/families

e Dinc-In or Cutbside pickup

Take pride in the to-go container/ presentation that you provide
..... residents or those considering your community
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n Teaching Kitchens

Expand your
e Partner with a local restaurant, college or “special business and
dignitary’ i provide meals to
® Do a virtual demo of a recipe or meal
O (OFesmaIDING Kt s il your local

community

! Provide meals to prospective
residents/families

o Dine-In or Curbside pickup

Take pride in the to-go container/ presentation that you provide
»»»»» residents or those considering your community y,

Culinary Competition
Keys to making it an EVENT!

o Community tic in

¢ Resident involvement

o Partnership
e Just go for it
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Happy Hour

Is your pub thus busiest area of your community?

Opportunity for: forge®
. . 29 Oofe
e Socialization Do

e Special events

e [Extra nutrition

e Hydration

Elevate your options:

e Bar snacks

o Cocktails and Mocktails
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Wine Pairing Lunch
Keys to making it an EVENT!

o Fun
o Education
o Partnership

s
ey
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Diverse, Equitable and Inclusive Menus

DE&I in Foodservice

Culturally-authentic theme
meal celebrations
Diverse menu items

o Inclusive menu items
Equitable food purchasing
goals
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What's the most popular area of
your community?

2/15/2023
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Table or Future Discussion Topic:

e What is something new you can implement in
your dining program in the near-term without
additional resources?

e What strategic changes do you want to start
investigating now that could bring innovation to
your dining program?

Marketing:

Spread the Word

10
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‘ =
TRILOGY <ot W0 scruces

HEALTH SERVICES, LLC

e O _-*" hitpsi/idrive.google.com/driveffolder = ===m=m===""
e e S/1TYKR(Ba44dXSzYGywuONJW-
e T -l 4c85nTDBQ
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Share your dining promise to:

Build brand awareness — show what makes you stand out
Intensify culture — hrough caring
Build trust — wurrition expertise as foundation of wellness

Create loyalty — from consumers and employees

Be purposeful about who you tell your story to:

CER

Residents and families Future residents and families

Local healthcare organizations

11



Ma/:ﬁet yourself deliciously

To assure your reach to all these audiences, make dining a part of every
marketing platform you use:

® Signs
® Newsletters SHARE <
e Event Advertising THE LOVE
e TV, Radio
® Flyers = o
_® Digital (website & social) /,:"- \‘\\
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Digital marketing in long-term care

mn_n n_n

Sophisticated Traditional
digital users Competitive marketing only
gap!

_______________ = Source: htty
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Digital marketing in long-term care
Digital
Seniors have closed the digital literacy gap. and these channels

are a top place to engage. The surge in digital use puts emphasis
on your website and social media presence.

PLUGGED 70%

= e e

Source: hity
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Best Content for Promoting Dining Strategies

e Short Videos e Dining Mission and Values
® Photo Carousels ® Your Team
® User Generated Content ® Special Events

® Your Residents

2/15/2023
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Your website

® Tirst touchpoint
® Primary digital communication tool

® Your digital billboard!

How is your dining program represented on your website?

I ————

Your social channels drive conversation

® Your customers are here

® Target customized
audiences

® Lecarn & gauge relevant
topics

13



Platform Audience Good For..

Facebook 70% of U.S. adults, Curated content, video, live webinars or

2.7 billion users primarily B2C digital event invitations and promotions.
Instagram 37% of U.S. adults, High-res photos, short videos, special

1 billion users primarily B2C promotions and fun how-to videos.

Twitter 22% of U.S. adults, Information based or re-sharing relevant

340 million users primarily B2B information.

LinkedIn 7% of U.S. adults, Business and career information, job postings
766 million users primarily B2B and professional content.
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I ————

Best Channels for Promoting Dining Strategies

® Facebook & Instagram
e High user-base

e Can include photos and videos

QG
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Use social media: Dining experience

= gardantmanagemen Glenwood Community

) John M. Bvans Supportive Living R

Despite not being able to have our annual
Candlelight Christmas Dinner the way we
always have, it didn't mean it wa.. See More

{2 Focused Post Acute Care Parters *
6, 2020 -

Bast Thing Wo Saw Today (June 26th)
d Cae

e

‘This homemade cake would have anyone
asking for secands!

ACPROCKs SSkilie

»»»»» oav
7iikes

gardantmanagement Good morming from
Jehn M. Evans Suppartive Living! fmaning
abroaitast #seniorcare Fsenioriving

14
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Use social media: Everyday menu

2/15/2023
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Use social media: Special offerings & events

I ————

Use Social Media: Special Events

15
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Use social media: Highlight your team

A big thanks to Chef Tyson and out statf
‘who worked tirelessly to make the
Candielight Christmas Dinner just a5 special
25 always! BALURINIADING

-; oE amil

Thank you to cur Food

Services and I

stritior
Team!

D\
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ke O Comment A Share

£¥. Focused Post Acute Care Partners
= fent: @
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Use social media: Nutrition education

Acute

7 Focused Post Acute Care Partners. ™
@
Eating a variety of di foods can be an

are staying healthy
and getting all of yo... See More

Making a plan for your meals each week is
10 maintain a nutritious Sfostyle

e likely to continue eating & ... See Moro

Healthy Meals

Eat of a variety of different
Learn Skills to Create

from ol the.

'Plan your Meals each Week!

Chooting hekhiul recipes ond moking o

hei foods
o i e o e gty 96ing i yaur body. And being menu:
s Kl Aiog Learming v
thase heokhy foods, and never be afrad enjoy meol out whie continung to be
Panelisa great frststept And ohways
totry new flaverd et SR - heakh comcious.
. “MationstNuciioaMonth /N, e R A «MationalNotrtionMontn /).
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Your Food. Your Story.

Make your dining program your best
marketing tool

Your Food. Your Sto

1. Build an innovative dining program
2. Promote it

16
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