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THE STATE OF THE NETWORK 
REPORT OVERVIEW 

Since 2010, MySeniorCenter has been producing a monthly newsletter called Fun Facts, where 
we highlight a specific trend, statistic or topic in each issue utilizing data from across the 
MySeniorCenter Network. This report covers some of the most popular statistics, and applies 
them to data from 2017.   

SECTION OVERVIEWS 

The first section of this report, KEEP REACHING FOR THE STARS addresses a topic called market 
reach, which is the percentage of available seniors in the community who benefit from their 
local Center. If there are 10,000 people over the age of 65 in your community and you have 
interacted with 1000 of them over the previous year, then your market reach is 10%. Market 
Reach can be influenced by the services and programs that you offer, but it can also be a factor 
of where your Center is located. In this section, we use several census metrics to show which 
community attributes can have the greatest influence on market reach. It’s important to note 
that when the census attributes are used, they have to do with the community where your 
Center is located, not the people who attend your Center. The rest of that section does indeed 
address the different services that you offer and how they influence market reach. 

Section 2, TELL ME WHO ARE YOU, focuses on the participants themselves – age, gender, interests, 
to name a few.  

Next, we dive into the most popular programs from 2017 in the WHAT A WONDERFUL WORLD 
section. 

Volunteers play such an important role in the success of any Center that we dedicated an entire 
portion of the report just to them. Check out the section called WITH A LITTLE HELP FROM MY 
FRIENDS for some Fun Facts about volunteers.  

Finally, Section 5, BOOM BOOM SHAKE THE ROOM, is an expanded version of our previous Boomers 
section. This topic was this year’s most popular Fun Facts issue, and the focus of so many 
conversations we’ve had with Senior Centers, that it warranted this additional content.  

 

Welcome to Fun Facts, the STATE OF THE NETWORK report. Enjoy! 
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THE STATE OF THE NETWORK 

1. KEEP REACHING FOR THE STARS 

Last year, the 1047 Centers included in this report served 1,501,986 seniors a total of 29.21 
million times. The Centers have a total “market” of 19,060,736, which is the number of 
residents 65+ that live in the zip or postal code(s) served by the Centers. This represents a 
market participation rate of 7.88%, meaning that Senior Centers across the Network are serving 
roughly 8 out of every 100 seniors within their community. This is a slight decline from 2016, 
which was 8.11%. While the number of seniors served across the Network increased, the 
number of seniors in each market increased at a slightly higher rate. 

Market Participation Rate of 7.88% 

CITY MOUSE, COUNTRY MOUSE 

The participation varies substantially by Metropolitan Status, with just over 11% of the senior 
population in rural areas having attended their Center in 2017. 
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CAN’T BUY ME LOVE 

We next explored income range for the community. For our analysis, we used per capita 
income (average income per person; total income divided by total population). This next graph 
does NOT reflect the income of members who necessarily go to the Center, but rather the 
average for the community. 

 

 

 

 

 

 

 

 

 

As per capita income increases, participation rates increase (generally). The interesting 
takeaway here is those Centers serving communities with less than $22,000 per capita income 
have the lowest participation rate. Those are potentially the people with the greatest need, yet 
we aren't able to reach a large percentage through the traditional Senior Center. This has been 
consistent in the 5 years we have been tracking this statistic. 
POMP AND CIRCUMSTANCE 

Questions about educational attainment are captured in the census and summarized in several 
ways. For our analysis, we looked at the percentage of people in an area who have a bachelor's 
degree or higher as "Percent with Degree". All but the least-educated communities (< 20% with 
degree) fall at or above the average market reach rate. Interestingly, the highest rate (11.8%) 
was achieved by those communities which have 60-69% degree attainment. 
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IT MUST BE THE HOME COOKING! 

You've probably attended seminars on the importance of providing healthy meals for your 
members. We did an analysis a couple of years ago where we learned that Centers that offer 
meals have a higher retention rate (members stick around longer). Now let's look at how 
serving meals impacts participation rate.  

 

The presence and frequency of meals surprisingly don't seem to impact participation rate all 
that much – until you get to 5-7 per week. At that point, those Centers are all above the 
Network average. There are 102 Centers across the Network that provide two or more meals 
per day (including those with a Café option) and they have an exceptionally high market reach 
percentage! 
I AM WOMAN 

The gender ratio and average age of participants also has a relationship to market reach. The 
data tells us that more women than men go to Centers. In fact, the average across the Network 
is nearly 75% women, or a 75/25 split between women and men. However, in terms of market 
reach, the closer to a 55/45 split the better. Centers that have between 55% and 67% female 
participants have an average reach of over 9%. 

 

http://www.myseniorcenter.com/funfacts/January2012.html
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Age is also an important factor. The ideal average age range is 70-79. Centers that have 
participants in that range have a higher-than-average market reach. 

IT’S 5 O’CLOCK SOMEWHERE 

Over 218,000 people participated in 11,300 trips across the Network in 2017 (14.5% of all 
seniors served by their local Center in 2017).  The average number of trips offered per Center 
has nearly tripled since 2008 to over 23 trips per year.  

 

 

 

 

 

 

 

Those Centers that offer 1-2 trips per month have the highest market reach. 

MIND, BODY AND SOUL 

Program diversity has been a hot 
topic at the recent regional 
conferences we've attended, so we 
decided to drill into two specific 
program categories: 
Fitness/Exercise and 
Art/Culture/Music to understand 
how those impact market reach. 
 
 
 

 

 

 
When fitness makes up 21 - 40% of the overall program offerings, the market reach is at its peak. 
However, once you get beyond 40%, it drops off significantly. So, we can summarize that 
having approximately 1/3 of your programs dedicated to fitness/exercise is a recipe for success. 
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Although the Art/Culture/Music segment has been growing over the past two years, it still 
makes up a fairly small piece of the program pie (7% on average). In fact, this category really 
doesn't move the needle very much in terms of market reach until you get to over 20% of the 
total program offering - and there are only a handful of Centers where the percentage is that 
high. As you’ll see in the BOOM BOOM SHAKE THE ROOM section, this is an area of growth for those 
Centers who have the highest percentage of Boomer participants.  
 

 

 

 

 

 

 

 

MONEY CHANGES EVERYTHING…OR NOT 

Event/Program fees and Membership fees are two of the biggest areas of discussion at board 
meetings and regional conferences. If you've never charged for anything it can be hard to start, 
BUT if you don't charge for things, it can be hard to make ends meet. And then there's the 
question of HOW MUCH to charge for things. Here's what the Network has to say about it: 

 

 

 

 
 

 
 
 
For Centers that charge for events, the above graph shows the average price point and the 
market reach associated with the range. For Centers charging on average $3.01 - $7.50, their  
market reach is higher than those that charge more or less than that range. It is also higher 
than those Centers that do not charge anything for their events (7.45% on average). 
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More than twice as many Centers charge a membership fee now as they did four years ago 
when we first did this analysis. Of those that charge an annual or lifetime fee, the sweet spot is 
in the $21-$80 range. Yes, that's a big range! Those Centers charging $61-$80 have an 
incredibly high market reach of 8.8%. 

 

 

 

 

 

 

 

OTHER FACTORS 

• Centers with at least one social worker have an average reach of 8.1% 
• Centers that provide transportation have an average reach of 8.2%  
• Centers that provide home-delivered meals have an average reach of 8.9% 

 

CHAMPAGNE WISHES AND CAVIAR DREAMS 

There are 45 Centers in the Network that have a participation rate of 50% or higher - which 
means they interacted with at least 1/2 of all eligible seniors in their communities last year. 
Why so high? Here are some facts about those Centers: 

• All but one have a daily meal 
• 60% have at least one social worker on staff 
• 2/3 of the Centers provide transportation services 
• 80% offer at least one trip per month 
• Average age is 71.60 years (slightly younger than the Network average) 
• 3 have no membership fee; 25 have exactly a $50 fee 
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2. TELL ME WHO ARE YOU? 

LOCATION, LOCATION, LOCATION 

A member’s proximity to the Center plays a big role in whether or not they attend. The closer to 
the Center, the more likely people are to attend. 87% of all participants who visited a Center 
last year lived within 4 miles of the Center’s front door. 

 

 

 

 

 

 

 

 

 

 

 

 

 

PLANT THE SEED AND IT WILL GROW 

From 2010 to 2017, there was a tremendous amount of growth in the number of seniors served 
at Centers and the number of services delivered. Over the seven-year period, there was a 21% 
increase in the number of seniors served (known as the ‘unduplicated’ count) 

and a 23% increase in the number of services delivered (known as 
‘duplicated’).  
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SHE WORKS HARD FOR THE MONEY 

To charge or not to charge? That is the question...that comes up frequently. As we mentioned 
above, virtually every Center board has debated both the merits and amount of their 
membership fee over the years. The map below shows membership fees across the 
MySeniorCenter Network, averaged by geographic area. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

The average membership fee across the Network was close to $54 in 2017. As we saw 
above, that seems to be the sweet spot for a majority of the Centers experiencing Caviar 
Dreams.  
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AGE IS JUST A NUMBER 

Understanding the preferences of each age group that you serve can help promote growth of 
the Center. It also helps to know how many people in each age group you’re serving. Below, we 
show the total services delivered to each age cohort. In the BOOM BOOM SHAKE THE ROOM section 
we drill into more specifics about the boomers.  

 

 

GENDER IS NOT A NUMBER, BUT IT’S PRETTY INTERESTING 

 

 

 

 

 

 

 
 

 

 

 

 

Roughly 3 out of every 4 Center 
participants are female. This 
percentage has shifted by 
about 5% over the last few 
years. Look for an issue of Fun 
Facts dedicated to gender 
trends in early 2019. 
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TELL ME, WHO ARE YOU? 

Here are some good Network-wide snapshots: 

• 26.9% of members are listed as 'Married' 

• 18.1% of members are listed as 'Veterans' 

• 27% are listed as 'Head of Household' 

• 16% are listed as 'Living Alone' 

• 31% have an email address on file 

Important clarification about the numbers above - only Centers that use those fields were 
included in the calculation.  

ONE WORLD, ONE PEOPLE 

The chart below shows Census/Stats Canada numbers broken out by the major ethnic and racial 
categories. Next to each is the percentage from across the Network. As you can see, Center 
members across the Network are overwhelmingly White/Caucasian/Non-Hispanic. It’s unclear if 
the numbers are being under-reported/captured or if participants at Centers are almost 
exclusively Caucasian/Not-minority/White/non-Hispanic. It’s certainly something worth 
exploring further. 
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3. WITH A LITTLE HELP FROM MY FRIENDS 

WANT TO INCREASE MEMBERSHIP? RECRUIT MORE VOLUNTEERS! 

38% of all active volunteers become participants at the Center. Of those, 45% pay a 
membership fee. If you want to grow your membership, have them start off as volunteers! 
Volunteers are also 400% more likely to donate to the Center than non-volunteers. 

 GRANDE, NON-FAT, DECAF LATTE WITH EXTRA FOAM PLEASE 

Having an understanding of who your volunteers are is imperative to recruiting new volunteers. 
We compared volunteers to participants at each Center. Here's an overview from across the 
Network: 

 

 

 

 

 

 

 

So, the next time you meet a 70-year-old married woman in town carrying an iPhone and a 
yoga mat, make sure you tell her about the great opportunities to volunteer at your Center! 

NO TIME LIKE THE PRESENT 

The peak month for new volunteer recruits to help out is July, with almost 14% of all 
volunteers performing their first service in July. On average, it takes about 300 
days (304 to be exact) for a volunteer to “join” the center as a member. So, if you have a goal to 
increase your membership, this is an area where talented volunteer and/or membership staff 
can make a real impact. 
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GIVING = LIVING 

Volunteers are quite helpful, too! They do so much to help make the Center successful. This 
word cloud shows the most common volunteer activities across the MySeniorCenter Network. 
The bigger the word, the more hours volunteered for that activity. 

 

 

 

 

 

 
 

 

 

I WANT TO BE THE AIR FOR YOU 

Volunteers contributed over 6.5 MILLION hours across the Network last year. That’s incredible! 
Check out the hours per volunteer below – 2% of volunteers contributed over 500 hours EACH 
last year. 
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4. WHAT A WONDERFUL WORLD 
SHINY, HAPPY PEOPLE 

Nutrition, in particular Congregate Lunch, accounts for just over 20% of all activities across the 
MySeniorCenter Network. If we take Nutrition out of the equation, the true diversity of 
program offerings shows itself better. The chart below shoes the distribution of participation by 

Event Category for 2017 as well as the change from 2016. Overall event participation is up by 
nearly 6% per Center (amazing!) but some areas grew more than others. 

Fitness/Exercise, which has been gaining steadily on Social/Recreation over the last few years, 
now represents the most popular category. It grew by over 6% in 2017!  

Over the next few pages, we’ll look at the most popular programs within some of these 
categories. 
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HOW TO BE A CLOUD 

Fitness/Exercise drew 6.2% more participants in 2017. Yoga (including Chair Yoga) and Tai Chi 
saw the most growth with 8% more Centers offering classes in those areas. Here's an overview 
of the most popular programs in 2017: 
 

 

 

 

 

 

 

PUT ME IN COACH 

Social and Recreation can be catch-all categories for many Centers and can include: brain 
classes, lunch, exercise, parties, etc. We tried to narrow the results for this analysis to any kind 
of game (which is why pickleball gets grouped with bingo and cards) or any obvious social 
event. If you don't offer pickleball or haven't seen it played, check it out. It's total blast! Also, 
you can see the list of most popular board games. 
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IN PERFECT HARMONY 

 Art/Music/Culture had healthy growth in 2017 over previous years.  

 

 

 

 

 

 

 

WE ARE YOUNG 

In the Education category, Brain Fitness, Foreign Languages, ESL/English and GED Prep all 
continued to grow. Computer classes, while still the most substantial of all programs in the 
category, had a major change in overall format.  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Centers that offer a computer-related class or club 
have a 9+% market reach, which is significantly higher 
than those Centers that do not offer computer classes.  

While using the computer lab is still popular, we've 
seen that many classes are taking a "bring your own 
device" format where the instructor gives guidance on 
iPads, smart phones, tablets, etc. Great job adjusting 
to peoples' needs! 
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ANOTHER ONE RIDES THE BUS 

There was a 4% increase in the number of rides per Center across the Network in 2017. 
Transportation programs are stronger than ever. Here are the Top Transportation Categories 
for the year: 
 

 

 

 

 

 

For the third year in a row, Senior Center rides were more common than Medical rides. This is a 
testament to the healing power of socialization! 

IT’S 5 O’CLOCK SOMEWHERE 

Despite a small increase in fees, nearly 200,000 people participated in trips across the Network 
in 2017. The number of multi-day trips continued to rise dramatically. Clearly, you're providing 
some great destinations for nibblin' on spongecake. This graph shows the Top 9 Trip Categories 
for 2017: 

 

 

 

 

 

 

 

 

 

 

The 9 most popular overnight 
trips from 2017 were: Hawaii, 
Mt. Rushmore, Alaska, 
Nashville, Cape Cod, Niagara 
Falls, Myrtle Beach, Ireland and 
the Grand Canyon. 
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5. BOOM BOOM SHAKE THE ROOM 

This is an expanded version of the Boomers section that we introduced in the 2015 report. 
Figuring out how to attract and work with the younger seniors is an increasingly popular topic 
among Center directors. This age cohort is a large, but seemingly elusive set of people. We'll 
call them boomers, though we're not using the strict definition. For our purposes, we'll include 
everyone between the ages of 54 and 73. Some communities have seen a bump in attendance 
from the Boomers, while others have seen their average attendee age increase. In this section, 
we look at the types of programs that have been attracting the boomers, as well as one that 
has not...  

As a starting point, we determined the ratio of Boomers to Non-boomers who received services 
through their local Center in 2017. 

 

 

 

 

SH BOOM SH BOOM 

Since there are 3 Boomers for every 5 Non-boomers, the next question was what types of 
activities does each group prefer? 

 

 

 

 

 

 

 

 

 

 
For the Boomers, there's a stronger focus on Fitness/Exercise, Education and Art/Music Culture 
than for Non-boomers.  

http://en.wikipedia.org/wiki/Baby_boomers
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TICK TICK…BOOM! 

While just 32% of all trip-goers are Boomers, they pay 17% more on average for their trips. That 
doesn’t mean you were able to charge them more, but it does mean that boomers tend to 
gravitate to the more expensive trips. Here's a comparison of Boomer vs. Non-boomers and 
their trip preferences: 

 

 

 

 

 

 

 

Boomers exceed their Non-boomer counterparts on Tourism, Theatre/Museum and Party trips.  

 

HERE COMES THE BOOM 

As we saw above in the SH BOOM SH BOOM section, boomers have a stronger focus on 
Fitness/Exercise, Education and Art/Music Culture than Non-boomers. Here are some of the 
specific activities that have larger than average boomer participation:  

• Golf/Golf leagues 
• Language Classes (Chinese and Spanish are the highest) 
• Lifelong Learning (history, business and philosophy in particular) 
• Fitness/Weight training 
• Jazz Band 
• Zumba 
• Walking and hiking clubs 
• Parties (especially those with cocktails served – no joke) 
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BOOM BOOM POW 

Lunch is the one program that has had the least influx of Boomers. This graph shows the 
average age by year of a person who attends the daily congregate meal. Note that this does 
NOT include any of the cafe, restaurant or takeout programs that are gaining in popularity at 
Centers. This specifically refers to the daily lunch served at the Center. Also, lunch is still one of 
the most popular events, but it has seen the average age of participants steadily increase since 
we started keeping track in 2010. 

 

 

 

 

 

 

 

 

THAT’S ALL FOLKS 

We hope you enjoyed this STATE OF THE NETWORK report. 

SUMMARY 

Membership and participation at Centers are growing! There are more seniors every day and 
the data shows that this isn’t just happening organically. The amount of year-over-year growth 
and the increase in market participation from 5% in 2012, to 7.88% in 2017 is clear proof.  

Centers are changing to meet the needs of their clients and prospective clients. This is the 
result of talented leaders who aren’t afraid of innovating. It’s that spirit of innovation at Centers 
that shows everyone: 
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WANT MORE? 

Subscribe to our Fun Facts newsletter to get updates on trends and topics from across the 
MySeniorCenter Network delivered to you via email every month.  

To subscribe, go to: www.myseniorcenter.com (scroll all the way to the bottom) 
or send an email to: info@myseniorcenter.com with the heading ‘Subscribe to 
Fun Facts newsletter’ and we’ll sign you up! 
 

http://www.myseniorcenter.com/
mailto:info@myseniorcenter.com
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