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Margins are tight, consumer expectations are rising, and
the winter weather can make traffic less predictable

for many foodservice operators. To gain some stability,
operators are increasingly turning to retail, beverage,

and catering add-ons to unlock new revenue streams.
The most successful programs start by extending existing
strengths — turning signature sauces, baked goods, or
grab-and-go meals into retail items that residents, guests,
and staff can purchase. Some operators package house-

(Continued on page 3)




In your operation, identifying menu add-ons can diversify your revenue, elevate the guest experience, and
strengthen brand visibility.

Offerings
(From page 2)

made soups, salad dressings, or baked goods for take-home sales, creating a profitable “micro-market” inside

the operation. HHS, which manages dining for multiple U.S. senior-living communities, is one example — they
introduced a c-store-style “market” at one site that offers rotisserie chicken and prepared meal kits for residents to
purchase.

Beverage programs are also evolving. Operators are introducing upgraded coffee bars, specialty teas, zero-proof
cocktails, and seasonal beverages, often at premium price points. These offerings require minimal labor, have a
relatively low ingredient cost, and deliver strong per-ounce margins.

Meanwhile, catering add-ons such as holiday meal boxes, office-lunch packages, or family-style platters can extend
kitchen capacity during off-peak times. Some senior living and healthcare operators have begun selling event
catering to residents ‘families or local organizations, creating a community-facing revenue channel. Every add-on can
help balance dips in revenue and help ensure you’re being as efficient as possible with staff and inventory.




Pw v I

More senior living communities are looking to provide restaurant-level culinary experiences, enhancing community
branding and positioning dining as a meaningful part of resident satisfaction.

Dining programs as marketing differentiators
in senior living

As senior living competition intensifies, dining programs have become powerful marketing tools — often
influencing prospects as much as care levels or amenities. Families increasingly judge communities by the
quality, creativity, and personalization of their culinary experience, pushing operators to use dining as a
brand-defining differentiator.

This creates new opportunity for dining programs. There are more communities hosting chef-led tasting
events for prospective residents, mirroring restaurant previews. Some, like several Watermark communities,
offer multiple on-site restaurant concepts ranging from bistros to fine-dining venues, as well as options like
Gourmet Bites, which is designed specially for memory care residents. For that concept, chefs transform high-
quality meals into one- or two-bite servings that can be eaten by hand for easier consumption. At Kensington
Park Senior Living, chefs recreate resident-submitted family recipes in an effort to blend nostalgia with
nutrition to create an emotional connection. Meanwhile, other communities are engaging residents in food
preparation via open-kitchen concepts, where visitors can see culinary teams preparing meals from scratch,
as well as through community kitchens where residents can connect over food.

These innovations signal a shift: dining is no longer just a service — it represents a community’s identity.
Operators who treat dining and hospitality as life-enhancing experiences are winning market attention and
elevating perceived value.




Strengthen the cybersecurity of your connected equipment

According to the Cybersecurity and Infrastructure Security Agency (CISA), the food & agriculture sector is desig-
nated as part of the U.S. critical-infrastructure sectors — this puts it at elevated risk from phishing, ransomware,
supply-chain compromise, and loT vulnerabilities.

As foodservice operations embrace connected equipment — from networked walk-in coolers to smart ovens
and kitchen HVAC controls — their vulnerability to cyberthreats grows. According to a 2024 report by the
Foodservice Equipment Association, the advent of Al-driven hacking tools means kitchen equipment with
default passwords or internet access becomes a potential entry point.

In the broader food system, the sector experienced more than 200 cyberattacks in 2024, according to Food
and Ag-ISAC’s Food and Ag Sector Cyber Threat Report. For foodservice operators, the stakes are high: a
compromised smart refrigeration unit could lead to temperature loss, spoiled product, service disruption, and
unplanned cost.

So how can operators best protect themselves from cyber risks connected to the kitchen? Treat every piece

of connected kitchen equipment — like smart ovens, walk-ins, or dishwashers — as a potential cyber entry
point. All data sent between devices should be encrypted, and equipment should run on its own secured
network rather than through Wi-Fi that is shared with guests or office systems. Vendors should also offer secure
remote-access tools, such as VPN-based logins, and maintain clear logs of any changes made to the equipment.
Finally, operators should choose partners that provide prompt support and have a clear plan for responding to
cybersecurity incidents so disruptions are minimized. By treating connected equipment as both culinary assets
and cyber-risk surfaces, operators can protect profitability, guest safety, and brand reputation.




A recent CDC study found that the leading cause of cross-contamination in foodservice was the interaction of
bare hands or dirty gloves with ready-to-eat foods. This affected 36 percent of operations surveyed.

Managing cross-contamination in multi-concept kitchens

As operators diversify their offerings — adding coffee bars, grab-and-go markets, catering programs, and multiple
menu concepts — preventing cross-contamination has become a more complex operational priority. Ghost kitchens
and other multi-concept kitchens often share prep areas, storage and equipment, increasing the risk of pathogen
transfer and allergen exposure if systems aren’t clearly defined.

Dedicated prep zones, color-coded tools, and strict traffic flow mapping can all help staff avoid cross-contamination.
Clearly labellng packaging for delivery can also assist staff in identifying allergen-safe items and preventing picking
errors. In restaurant settings, brands with hybrid models (such as fast-casual chains running breakfast and lunch
concepts in the same kitchen) can use time-segmented workflows, prepping raw proteins, for example, in the early
morning hours and reserving later shifts for ready-to-eat items only.

Beyond food preparation, it’s important to keep tabs on performance and course correct as needed. Conduct fre-
guent audits (self-checks or remote inspections) and ensure staff use gloves or change utensils when switching from
standard to allergen-free workflows. Maintain a digital or physical log of which orders require allergen-specific han-
dling, and review cross-contact incidents to adjust protocols. Operators are also adopting digital line-check systems
to verify cleaning between concept switches, creating a documented trail of compliance. By taking steps to prevent
cross-contamination during prep and monitor compliance afterwards, multi-concept kitchens can more easily deliver
diverse, flexible menus without compromising safety.



