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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 October 2018 – September 2019.   

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 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.  

Section 5, BOOM BOOM SHAKE THE ROOM, is an expanded version of our previous Boomers section. 

Finally, Section 6, WHAT’S IN A NAME, is a recap of the Fun Facts naming convention and logo 
surveys from earlier this year. 

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 1097 Centers included in this report served 1,799,872 seniors a total of 38.05 
million times. The Centers have a total “market” of 23,109,774, 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 7.79%, 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 the year 
before, which was 7.88%. 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 7.79% 

FAMOUS IN A SMALL TOWN 

The participation varies substantially by Metropolitan Status, with just under 11% of the senior 
population in rural areas having attended their Center in the last year. 

 

 

 

 

 

 

 

 

 

 

 

 

 
 

 

 

 

 

 

 

Market Reach by Metro Status 

Urban 

4.76% 

Suburban 

8.01% 

Rural 
10.98% 
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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 6 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 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 4 per week. At that point, those Centers are all above the Network 
average. There are 112 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%. 
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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 283,000 people participated in 12,600 trips across the Network in 2018 (15% of all seniors 
served by their local Center in 2018).  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 to understand 
how those impact market reach: 
Fitness/Exercise and 
Art/Culture/Music 
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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 dozen Centers in the Network 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: 

 

 

 

 
 

 
 
 
The above graph shows the market reach associated with each average event fee range. For 
Centers charging on average $1 - $7.50, their market reach is above the Network average of 
7.78% 
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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 49 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 has a daily meal OR a café 
• 60% have at least one social worker on staff 
• 2/3 of the Centers provide transportation services 
• 96% offer at least one trip per month 
• Average age is 71.60 years (slightly younger than the Network average) 
• 4 have no membership fee; 25 have exactly a $50 fee; 5 are above $100 

 

 

0.00%
2.00%
4.00%
6.00%
8.00%

10.00%

Market Reach by Membership 
Fee



 

MySeniorCenter 
www.myseniorcenter.com 

866.739.9745 

2. TELL ME WHO ARE YOU? 

NEW MOTHER NATURE 

After reviewing the demographic data from the past year, some big changes stood out to us: 

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. 86% of all participants who visited a Center 
last year lived within 4 miles of the Center’s front door. This has been true for the past 6 years. 
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PLANT THE SEED AND IT WILL GROW 

From 2010 to 2018, there was a tremendous amount of growth in the number of seniors served 
at Centers and the number of services delivered. Over the eight-year period, there was a 23% 
increase in the number of seniors served (known as the ‘unduplicated’ count) 

and a 25% increase in the number of services delivered (known as 
‘duplicated’).  

SHE WORKS HARD FOR THE MONEY 

To charge or not to charge? That is the question...that comes up frequently. 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 Northeast (blue) saw an increase of $10 in the past year. 
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The average membership fee across the Network was close to $55 in the past year. As we 
saw above, that seems to be the sweet spot for a majority of the Centers experiencing Caviar 
Dreams.  
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. .5% identify as 
nonbinary. 
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TELL ME, WHO ARE YOU? 

Here are some good Network-wide snapshots: 

• 24% of members are listed as 'Married' 

• 16% of members are listed as 'Veterans' 

• 27% are listed as 'Head of Household' 

• 10% are listed as 'Living Alone' 

• 48% have an email address on file 

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

HAND ME DOWN WORLD 

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! 

35% of all active volunteers become participants at the Center. Of those, 55% 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 18% of all 
volunteers performing their first service in July. On average, it takes about 300 
days (304 to be exact) for a new 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 7 MILLION hours across the Network in the past 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 

Nearly 2 million people visited Centers across the MySeniorCenter Network last year and 
attended over 23 million programs. If we boil all that down to 100 visits, this is what the 
attendance would look like, by program category:   

Each number represents the quantity of classes within each category that would be taken in the 
100 visits. Fitness/Exercise, which passed Social/Recreation for the first time in 2017 as the 
most popular category, now represents an even larger portion of total event participation. It 
grew by over 6% in the last 12 months! 

Also: Social/Recreation  2%; 

Health/Wellness  3%; 

Education  5%; 

Art/Culture/Music  1%; 

Information/Services  2% 

Overall event participation is up by just over 6% per Center (amazing!) but some areas grew 
more than others. 

Over the next few pages, we’ll look at a few of the fastest growing programs as well as a special 
section on lunch/congregate dining. 
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NAMASTE 

Fitness/Exercise drew 6.2% more participants in 2018. 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 from the past year: 
 

 

 

 

 

 

CORNHOLE FOR THE GOLD 

While pickleball has been the fastest growing activity of the past five years, a new game burst 
onto the scene in the past 2 years. It doesn’t require the physical endurance and dexterity of 
pickleball, but it is a lot of fun and is accessible to a wider range of physical abilities. We're not 
sure if, like the song suggests, cornhole will be an Olympic sport by 2024, but it certainly saw a 
spike in popularity in 2018. And, why not? It can be played indoors or out, it's inexpensive to 
start, doesn't take up much room and can be easily moved out of the way. In 2017, there were 
just a handful of Centers that offered cornhole. By the end of 2018, nearly 100 Centers across 
the Network listed cornhole as an activity. So far in 2019, that number has increased to 130. 
From 0% of Centers offering it to almost 13% in 2 years – that’s a spike. It also has great 
potential for co-ed leagues and fundraising tournaments. 
 

 

 

 

 

 

 

 



 

MySeniorCenter 
www.myseniorcenter.com 

866.739.9745 

TRAINS, BRAINS & RAIN 

Activities that help the brain have been a big focus over the past year. Some are programs 
specifically designed to exercise the brain and others that have been modified to engage the 
entire body, including the brain. Here are some of the most popular: 

IT’S A SMALL WORLD AFTER ALL 

Language classes continue to have a growing number of participants each month. Here are the 
most popular classes from the past year: 
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WHO MOVED MY CHEESE? 

The face of nutrition has changed dramatically over the last few years. The daily lunch still exists 
and is the most popular form of nutrition across the Network, but attendance has been 
dropping steadily for the past few years as interests change. Here are the most popular non-
congregate, food-related programs at Centers from the past year: 

This is a good segue as we move into the next section about Boomers and how they are already 
changing the landscape in a major way. If you haven’t read the book, Who Moved My Cheese?, 
it’s a wonderful story about dealing with complacency, adapting to change and the 
consequences of being left behind.  
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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 the past year. 

 

 

 

 

SH BOOM SH BOOM 

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

 

 

 

 

 

 

 

 

 

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 

For the Boomers, there's a stronger focus on Fitness/Exercise, Education and Art/Music Culture 
than for Non-boomers.  
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• Walking and hiking clubs 
• Parties (especially those with cocktails served – no joke) 

 

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. 

 

 

 

 

 

 

 

 

 

As we saw above in the WHO MOVED MY CHEESE? section, there are other options to keep the 
social and nutritional aspects of communal eating going without the traditional congregate 
meal.  
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6. WHAT’S IN A NAME?  

Whether your organization is one of the 18% that has recently undergone a name change, the 
31% considering a name change, or even the 51% happy with what you've got, the results of 
our first-ever naming survey are fascinating. The output sheds light on what the experts in the 
field (you) are thinking about with regards to the future of the Senior Center name.  

THE FIRST PART 

There are two different parts of the typical organization name that we analyzed: the prefix and 
the suffix. The prefix is the portion of the name that may include the municipality, dedication or 
a brand. The suffix is the second part which could be Activity Center, Senior Center, Community 
Center, etc. For instance, the name Acton Senior Community Center includes a prefix of Acton 
(the municipality) and a suffix of Senior Community Center. In the survey, the first questions 
were about the prefix. Of the three general options for the prefix, municipality is 
straightforward - it's where you're located. Dedication is when the organization or facility is 
named after a person or family. The last option - brand - is something that you've chosen to 
represent your organization that is not a person's name or based on your location. The chart 
below shows the prefix choices for those that have already changed their names (Changed) 
versus the current mindset for those that are still in the decision phase (Thinking). 

While Municipality is the most popular for both groups, what stands out is the percentage of 
the Changed group that selected their own brand. Here are some examples that were sent in: 
Surrey, Watermark, Silver Linings, Helm, Via!, Next, Ovation, Hillsview, Club 970, Syme 55+, 
RiverMills. All are great examples of creating a brand and presence in their local communities. 
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WHAT COMES NEXT 

Figuring out the prefix is, literally, only half of the battle. The suffix is where the great debate 
really lives. The discussion of whether or not to include the word 'Senior' in the name has been 
going on for a long time - at least since 2004 when we got involved in this world. There are pros 
and cons to the word and for those of us who work with Seniors, we've heard it all. Some 
people over the age of 55 don't like the term 'Senior' and, as a result, won't go to the Center. 
Some think the word 'Senior' denotes achievement - a senior in high school, a senior manager, 
etc. In cases like this, it's best to collect as many opinions as possible and report on the results. 
Fortunately for us, that's what surveys are for! 
 
For those organizations that have already changed their name, only 15% chose a suffix that 
includes the word 'Senior'. Nearly half selected something that was not included in the survey. 
Here's what they chose: 

Here are some of the options they selected that weren't on the survey: Center for Healthy 
Living, The Perfect Place for 50+, Community Connection, Senior Activity Center, Enterprises, 
Activity & Health, Center for Active Adults, Community Activities & Services, Life After Fifty, 
Adult Center, 50 Plus Centre, Active Living Centre. Some creative names and options to 
consider! 

 

 



 

MySeniorCenter 
www.myseniorcenter.com 

866.739.9745 

 

SUFFIXATION 

The keywords for the organizations who are considering a name change ('Thinking about it' 
group) are 'Active' and 'Adult'. For those not planning on a change (‘Not in the market’), ‘Senior’ 
and ‘Community’ are the most popular: 

I CAN SEE CLEARLY NOW 

 

We at MySeniorCenter will support you, whatever you call yourselves, but as you could guess 
from our name, we are interested in learning about what rises to the top. 
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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 being served 
through their local Centers every day and the data shows this isn’t just happening organically. 
The amount of year-over-year growth and the increase in market participation from 5% in 2012, 
to 7.79% now 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: 

 

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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