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Drill down on personalization
Loyalty programs may be due for an evolution. It’s probably no surprise, considering they have become 
so widespread. Foodservice operators need to find new and inventive ways to reach guests and earn their 
loyalty – and that becomes more challenging if brands are using similar loyalty playbooks. Some recent 
reports and events are hinting at where loyalty is heading.

In a recent episode of the Restaurant Masterminds podcast, host Paul Barron and guest Stacy Kane, a 
fractional CMO for several fast-casual brands, said Gen Z has less brand loyalty than previous generations. As 
their spending power grows in the coming years, restaurants may have to rethink traditional, points-based 
models. Kane said authentic hospitality – like a personalized note on a takeout bag – drives true brand affinity 
more than transactional rewards. They both critiqued the industry’s lack of meaningful personalization and 
transparency, citing Starbucks’ 2023 rewards devaluation as a cautionary tale. “If you can’t afford the loyalty 
program, don’t do it,” Barron advised, underscoring the importance of building trust over gimmicks.

So what can operators do? At the Restaurant Leadership Conference in Phoenix this month, one panel 
discussion, “The More You Know: Fueling the Personal in Personalization,” focused on how brands can create 
meaningful guest connections. Jane McPherson, senior vice president at Penn Station East Coast Subs, spoke 
on the panel – and emphasized how collected data and AI insights are enabling the differentiation brands 
need to enhance loyalty. Specifically, she said foodservice brands can collect and combine information 
like how often a customer visits, what they order, how they interact with emails or apps, and general 
demographic details – taking steps to protect their privacy in the process. From there, they can use AI 
predictive analytics to get unique insights on guests, the occasions they visit, and the opportunities that 
exist for reaching them. Armed with this information, brands can use generative AI to tailor messaging to 
individual guest segments.

Consumers value “authentic hospitality moments” like a smiley face written on a takeout bag. Your tech may help 
you identify new opportunities to deliver moments like this.



U.S. foodservice operators are encountering unprecedented opportunities in restaurant franchising, both 
domestically and internationally, according to recent industry reports. This is especially true for operators 
who can provide smooth technological integration, offer consumer-focused options, and adapt flexibly to 
new regions. Forbes reported this month that according to recent figures from the International Franchise 
Association, the number of franchised units in the U.S. will surpass 821,000 locations in 2025, creating nearly 
a quarter-million jobs. This expansion is being fueled by technological advancements like AI-driven operations 
and digital ordering systems, which boost efficiency and customer engagement.

There are also signs that Europe is increasingly becoming a prime destination for U.S. restaurant franchises. 
Franchising.com reports that the continent boasts a number of high-potential markets with strong economies 
and urban centers teeming with potential customers. European consumers have already shown a growing 
appetite for American dining concepts, particularly fast-casual and quick-service models. For example, brands 
like Five Guys and Shake Shack have successfully established themselves by balancing their core identity with 
local adaptations. Franchising continues to be a popular expansion strategy across Europe, with both master 
franchise and area development models commonly used. U.S. brands are able to team up with seasoned 
local partners who can offer market insights and well-established networks. This collaborative approach helps 
minimize risk for U.S. operators and supports smoother market entry. Operators just need to be able to adapt 
culturally to the new regions they enter – by allowing menu customization and aligning with local dining 
preferences.

Ready, set, franchise

This year, U.S. franchising is expected to grow at a rate of 2.5 percent, generating approximately 210,000 new jobs 
and bringing total franchise employment to over 9 million jobs, according to the International Franchise Association.



Fighting loneliness with food in senior living communities

According to the recently announced U.S. News & World 
Report’s 2025 Best Senior Living rankings, reducing loneliness 
is a top priority for today’s senior communities. Further, 
many families who are considering a move to these facilities 
are seeking (and receiving) support in this particular area. 
“An additional U.S. News survey of older Americans on their 
experiences with loneliness found that moving into senior 
living communities significantly improves residents’ social well-
being: 61 percent reported reduced loneliness, and 85 percent 
made new friends,” said Liz Pearce, director of senior living at 
U.S. News.

One powerful tool that can address loneliness concerns is food. 
Mealtimes offer daily opportunities to build social connections. 
Community dining experiences like themed dinners or family-
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lonliness
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style meals can turn food into a social event rather than a solitary necessity. Meal-buddy programs that match up 
residents, especially newcomers or those who are more isolated, help foster companionship and ease transitions.

Group activities can help too. Cooking classes and demonstrations invite residents to engage hands-on – by mixing 
ingredients, swapping stories, and building confidence. Cultural food celebrations and resident recipe spotlights – 
having residents share a loved recipe that can be made for the community – can encourage residents to connect 
through their heritage and history.

Food can be particularly powerful in memory care settings, where routine and sensory stimulation are essential. 
Serving nostalgia-inspired dishes can evoke comforting memories, while simple cooking tasks like stirring batter 
or decorating cookies may help residents feel useful and calm. Dining with consistent companions offers residents 
structure and security, promoting social bonds over time. Interactive snack carts and food-themed reminiscence 
circles can encourage storytelling through familiar tastes and smells.

Ultimately, food in senior living is about more than nutrition. It’s about connection, identity, and inclusion. 
Thoughtful programming allows facilities to transform the act of eating into a rich social experience – helping 
residents feel seen, valued, and less alone.

The U.S. News survey of older Americans found that the top causes of loneliness were physical disability or lack of 
mobility, memory loss, separation from family and friends, chronic health conditions, the recent death of a spouse, 
and worsening vision or hearing problems. How can your facility use food to help ease these problems?



Manage beverage contamination risks in warm weather

In foodservice, beverages are high-volume menu items that can generate a number of contamination risks – es-
pecially as the weather heats up. Here are a few that may need some extra attention in the months ahead: The 
equipment involved in preparing cold beverages – like your blenders, shakers, scoops, and beverage dispensers 
– can become contaminated when not stored and/or cleaned properly. Ice contamination is another silent risk – 
moldy or slimy machines or improper scooping methods can taint drinks. Poor storage practices, like leaving milk 
or fruit garnishes unrefrigerated – can lead to spoilage and foodborne illness. Lastly, garnishes and toppings, if 
handled hastily or stored uncovered, can carry bacteria from hands or surfaces straight into a customer’s drink. 
Minimizing these risks requires staff training, strict cleaning protocols, and proper ingredient handling. It may also 
help to schedule professional servicing/cleaning of ice machines and beverage dispensers ahead of the summer 
season, when guests will be looking to refresh with cool drinks.


