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Menu pricing for wallets of all sizes

Over the years, certain menu pricing strategies have increased in popularity during unsteady economic times. 
Among them is barbell menu pricing, which accommodates guests seeking lower-cost options and those who 
prefer higher-end choices.

Right now, amid fluctuations in the economy, tariff concerns, and even changes in consumer behavior 
(like the Ozempic effect on restaurant orders), foodservice businesses may benefit from such strategies. 
Presenting a menu with lower-ticket items surrounded by more expensive ones can satisfy guests who 
continue to be concerned with savings, as well as those who may be tempted with pricier options once they 
sit down. Chili’s is among the brands succeeding with this. Their “3 for Me” menu offers, starting at $10.99 
for a drink, appetizer and main course, allow guests to upgrade their drink and appetizer for an additional 
charge. A number of news reports include the brand on lists of restaurants where guests can find a good deal. 
Yet many Chili’s guests (and others less concerned about spending) could also be tempted with one of their 
margaritas, which come in at a similar price point. How well does your menu leave room for upgrades? Or 
serve premium items that happen to be ideal complements of lower-cost items on your menu?

If your guests include value seekers and people willing to splurge, surrounding your lower-ticket offerings with 
upgrades and premium options may help you manage in a fluctuating economy.



For the second consecutive year, digital marketing is the top tech priority for restaurants, according to a new 
survey of 550 restaurant operators from Restaurant Business and Nation’s Restaurant News. This is especially 
true for fast-casual brands, with 60 percent of them noting digital marketing as their top tech priority. That said, 
36 percent of operators overall said they were dissatisfied with the current digital marketing tools available and 
37 percent were dissatisfied with their digital loyalty program. That’s quite a bit higher than the dissatisfaction 
they report experiencing with their POS system or kitchen display system, for example.

Why the frustration? Some themes have emerged about where digital tools can improve. Synchronizing content 
across channels can be inconsistent — and the layout of the content within those channels may not be optimal 
for the user. Operators are also not as confident as they could be that they are optimizing the consumer data 
they collect.

Does any of this sound familiar? If you’re among the operators looking to invest in digital marketing tools 
this year, asking questions in several areas may help you get clarity as you discuss your needs with marketing 
vendors. For example, how well are you managing your online reputation? (I.e., when a negative review comes 
in, how quickly do you respond — and what are you doing to address the root cause?) When you change 
menu prices (or booking information or other aspects of your guests experience), is the information consistent 
across your physical and digital sales channels? Are you highly visible in online searches of local restaurants? 
Do you have a consistent presence on social media, with content that suits the strengths of each platform — 
like behind-the-scenes videos on TikTok, beautiful images of your food on Instagram and community building 
on Facebook? Are you segmenting and personalizing your marketing messages to guests? Are your most 
successful competitors approaching marketing any differently? How are you using your data to assess “known 
and unknown unknowns” about your business? Could you be doing anything more with your data to extract 
value from it? What support do you currently lack that could help you improve in these areas? Identifying your 
problem areas can help you zero in on where a vendor may be of best use to you — or where they may not be 
an ideal fit.

Do you share this top tech concern? Asking these questions may help.



AI Is transforming senior care – and older adults are ready for it

Contrary to outdated stereotypes, older 
adults are embracing artificial intelligence (AI) 
faster than many expect. Nearly 60 percent 
of U.S. adults aged 65 and older are already 
aware of generative AI tools, according to 
Pew Research, challenging the assumption 
that seniors struggle with tech. As the aging 
population grows and AI becomes more 
prevalent, the role of this technology in 
enhancing senior care is rapidly expanding.

(Continued on page 5)



AI
(From page 4)

Medical care is one of the key areas being affected. Technologies like wearable monitors and remote sensors, paired 
with predictive AI, allow healthcare providers to track vital signs and even anticipate falls. This can help ease the 
burden on staff by reducing the need for frequent in-person visits.

AI also addresses another core challenge in senior living: nutrition. Managing dietary needs for large, diverse 
populations can be complex. AI-powered dining platforms (MealSuite is one example) analyze residents’ medical 
conditions, allergies, and taste preferences to create personalized meal plans. This not only improves resident 
satisfaction and health outcomes but also ensures compliance with critical dietary guidelines.

AI is helping combat social isolation too. Virtual assistants and chatbots can engage residents in conversation, 
games and information sharing. Tools like Amicus Brain go further, offering personalized strategies for individuals 
with Alzheimer’s. Mental wellness solutions like LUCID use AI to deliver personalized music therapy that adapts to a 
person’s preferences and reduces anxiety and agitation.

Ultimately, AI offers powerful support for aging adults and their caregivers – especially when it puts seniors at the 
center of innovation to promote connection and independence. It won’t replace human intervention, but it can help 
fill some critical gaps in care.

An AI tool recently rolled out in adult care facilities across the UK may predict a person’s risk of falling with 97 
percent accuracy, preventing up to 2,000 falls and hospital admissions each day.



Ace food safety from the inside out

An external food safety audit becomes much less of a worry when a facility knows what’s coming – and has prepared 
for it internally. Internal food safety self-audits are a proactive, essential tool for maintaining high standards in any 
foodservice operation – especially in environments like senior living facilities, where residents are more vulnerable to 
foodborne illnesses. According to the FDA Food Code, routine self-inspections can help catch violations early, reduc-
ing the risk of costly health department citations and, more importantly, resident illness.

The more interactive and collaborative the process, the more effective it becomes. At Whole Foods Market, for exam-
ple, they try to embed food safety into team member training, internal and external auditing programs, store design, 
equipment purchasing, technology development, packaging, and data collection, according to Jeff Edelen, vice pres-
ident of retail food safety at the company. The culture emphasizes shared successes and shared setbacks, so team 
members are encouraged to speak up when they see a food safety problem. Looking at every aspect of the operation 
from a food safety angle can help deepen an organization’s food safety culture.

In your operation, are there functions you could run through a filter of food safety that you don’t already?


