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Introduction 

Tapping into the Connected Consumer 
 
Canadian consumers are more knowledgeable 
and connected than ever before – especially 
when it comes to food.   
 
They also have more options.  From full-service 
dining to online food ordering, and from food 
trucks to drive-throughs, most consumers can 
access whatever they want, wherever they want 
it. Toss in new options from grocery stores, 
convenience stores and home chefs, and the 
foodservice market is becoming more and more 
crowded. 
 
You’re already doing a great job responding to 
your customers’ needs, but what are the 
untapped opportunities? How can you attract 
new customers and drive repeat visits? These 
new insights from our partners at BrandSpark 
International, will help you stay a step ahead of 
the competition. 
 

The Discerning Diner: What Canadians want from 
their foodservice experience asks more than 900 
Canadians about their dining out habits, delving 
into three areas: 
 
1) Why do they choose to eat out? 
2) How do they want to interact with 

restaurants? 
3) What new service models will they respond to? 
 
This is our first consumer insights report with 
BrandSpark, and we welcome your feedback. 
What would you like to ask Canadian restaurant-
goers?   
Let us know! Here’s how to reach us: 
 
Email: research@restaurantscanada.org  
Phone: 1-800-387-5649 
Twitter: @RestaurantsCA 
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Top 10 Take-Aways 

1) WORD OF MOUTH IS KING  
Direct recommendation from family or a friend 
is the biggest factor in why Canadians choose 
to dine at a table-service restaurant.  
 

2) BUILD YOUR CUSTOMER DATABASE  
Customers prefer getting promotions from 
restaurants they like via email versus social 
media.   
 

3) HAVE A SIGNATURE ITEM 
When it comes to choosing a table-service 
restaurant, specific menu items the restaurant 
is known for play a bigger role than general 
food quality perceptions or service.   
 

4) MAKE IT AN EASY DECISION 
When choosing a quick-service restaurant, 
convenience and value are the most important 
factors. 
 

5) UPDATE YOUR WEBSITE  
Three-quarters of consumers have been to a 
restaurant website in the last year – 
particularly to review the menu. 

6) CHECK YOUR ONLINE REVIEWS 
Almost half of Canadians read online reviews 
by restaurant customers. 
 

7) USE TECHNOLOGY WISELY 
At-table technology options (such as menus on 
iPads) are of keen interest to about 40% of 
restaurant goers under the age of 35. Only 
about 10% of those over 50 are interested.   
 

8) SHAKE UP DAYPARTS 
All-day breakfast is a growth opportunity. More 
than half of Canadians wish that restaurants 
served breakfast items all day. Nearly six in 10 
Canadians aged 18-34 want all-day breakfast. 
 

9) BE MOBILE 
About half of consumers use their 
smartphones or tablets to locate restaurants 
or find their hours of operation.  
 

10) IT TAKES DEEP DISCOUNTS TO CHANGE 
BEHAVIOUR 
Consumer interest in dining at off-peak hours 
rises dramatically if the discount is higher than 
20%. 
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DECISION TIME: 
 

Why Do Canadians Eat Out? 
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19% 

27% 

39% 

39% 

41% 

42% 

26% 

28% 

16% 

17% 

4% 

4% 

Order food for 
delivery/takeout 

Eat at table-service 
restaurants 

Eat at quick-service 
restaurants 

Heavy (at least once a week) Medium (at least once a month) 

Low (at least once every 6 months) Hardly (once a year or less) 

Q:  How often do you… Eat at table-service restaurants; Eat at quick- service restaurants; Order 
food for delivery/takeout?  
 

Most Canadians Eat Out At Least Once A Month 

How often do consumers eat out? 
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Most Canadians Eat Out At Least Once A Month 

 
 
 

DEMOGRAPHIC HIGHLIGHTS: 
 

• Millennials have the highest visit frequency of 
any age group with 48% of 18- to 34-year-
olds ordering at a quick-service restaurant at 
least one a week.  This compares to 42% of 
35 to 49 year olds and 31% of those 50 
years of age or older. 
 

• 44% of males visit a quick-service restaurant 
at least once a week compared to 35% of 
females. 
 

• 43% of people living in Ontario and 42% of 
those living in Atlantic Canada visit a quick-
service restaurant at least once a week.  In 
contrast, 33% of people in Quebec visit a 
quick-service restaurant at least once a 
week. 
 

• Unlike quick-service restaurants, there was 
no significant difference between age groups 
for those that eat at table-service 
restaurants.  

• 29% of males and 25% of females eat out 
at a table-service restaurant at least once a 
week. 
 

• Three in 10 people in Ontario and Atlantic 
Canada eat out at a table-service restaurant 
at least once a week compared to 28% in 
Western Canada and 20% in Quebec. 
 

• 28% of 18- to 34-year-olds order takeout or 
delivery at least once a week compared to 
18% of 35- to 49-year-olds and 13% of 
those 50 years of age or older. 
 

• 26% of households with kids order takeout 
or delivery at least once a week compared 
to 15% of those with no kids. 
 

• Typically 26% of people in Ontario order 
takeout or delivery at least once a week 
compared to 16% of people in Atlantic 
Canada and 14% of people that live in 
Western Canada and Quebec. 
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Q:  Which of the following have factored into your decision for choosing a table-service restaurant 
in the last month? 

Word-of-Mouth Drives Table-Service Visits 

Why consumers decide to visit a table-service restaurant 

40% 

8% 

9% 

10% 

14% 

15% 

29% 

34% 

None of the above 

Advertisement or promotion seen on social 
media (Facebook, Twitter) 

Customer reviews on a site like Yelp! 

“Expert” restaurant review from a 
newspaper, magazine, or online dining guide 

Special offer through programs like Groupon 

Advertisement or promotion received 
through email 

Interest in trying a new restaurant in the 
area 

Direct recommendation from family or 
friend 
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Word-of-Mouth Drives Table-Service Visits 

 
 

 
Opportunity:  
Family Time 
 
40% of Canadians “strongly” or 
“somewhat” agree that: 
“Restaurants allow me to spend 
more time with my family.” 

DEMOGRAPHIC HIGHLIGHTS: 
 

• 34% of Canadians visited a table-service 
restaurant in the last month due to a direct 
recommendation from a family member or 
from a friend. This is generally consistent 
across gender, age and  households 
with/without children. 
 

• Canadians 18 to 34 are more likely to try a 
new restaurant (37%) compared to 21% 
aged 50 or older. 
 

• While 15% of 18- to 34-year-olds were 
influenced by customer reviews on a site like 
Yelp, only 3% of adults 50 years or older 
were. 
 

• Advertisements or promotions on social 
media (Facebook, Twitter) factored into the 
decision to a visit a table-service restaurant 
for 14% of 18- to 34-year-olds compared to 
3% of those 50 years of age or older. 
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E-mail promotions Drive Quick-Service Visits 

Why consumers decide to visit a quick-service restaurant 

57% 

4% 

5% 

7% 

10% 

13% 

17% 

19% 

None of the above 

“Expert” restaurant review from a newspaper, 
magazine, or online dining guide 

Customer reviews on a site like Yelp! 

Advertisement or promotion seen on social media 
(Facebook, Twitter) 

Special offer through programs like Groupon 

Interest in trying a new restaurant in the area 

Direct recommendation from family or friend 

Advertisement or promotion received through 
email 

Q:  Which of the following have factored into your decision for choosing a quick-service 
restaurant in the last month? 10 



E-mail promotions Drive Quick-Service Visits 

Opportunity:   
Favour Flavour 
 
61% of Canadians “strongly” or 
“somewhat” agree that: 
“Restaurants provide tastes and 
flavours that aren’t easily 
duplicated at home.” 

DEMOGRAPHIC HIGHLIGHTS: 
 

• Most people visit a quick-service restaurant 
for convenience and affordability.    
 

• One in five Canadians said that an 
advertisement or promotion received through 
e-mail helped with the decision.   This 
compares to 15% for a table-service 
restaurant. 
 

• 21% of respondents in Ontario said that a 
direct recommendation from a family member 
or a friend factored into their decision. This 
compares to just 11% in Quebec. 
 

• Younger people (18- to 34-year-olds) are 
twice as likely as those 50 years or older to 
try a new restaurant. 
 

• Men and families with kids were more likely to 
use a special offer through programs like 
Groupon.  

• 11% of 18- to 34-year-olds visit quick-service 
restaurants due to an advertisement or 
promotion on social media (e.g. Facebook, 
Twitter). This compares to just 3% of 
Canadians 50 years of age or older. 
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Q:  Which of the following factors most contributed to you selecting that table-service restaurant 
over other options that were available to you? Respondents can select up to 5. 
 

 

Table-service Restaurants:  Menu, Convenience 
and Value 

Why consumers choose a particular table-service restaurant 
(most popular reasons) 

12% 

13% 

15% 

16% 

16% 

20% 

21% 

26% 

29% 

30% 

34% 

Had never been there before and wanted to try it 

Better for families / kids 

Faster service 

A particular menu promotion 

Easier parking 

Better atmosphere 

Friendlier servers 

Higher quality food 

Better value 

More convenient 

Specific menu items the restaurant is known for 
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Q:  Which of the following factors most contributed to you selecting that table-service restaurant 
over other options that were available to you? Respondents can select up to 5. 
 

 

Table-service Restaurants:  Menu, Convenience 
and Value 

8% 

1% 

2% 

2% 

4% 

5% 

5% 

6% 

8% 

11% 

None of the above 

Interesting technology options (smartphone apps, 
tablets, etc.) 

More organic / environmentally friendly food options 

Better Wi-fi access 

Takeout or delivery options 

Better décor 

Food that I hadn’t tried before 

More locally sourced food options 

Better healthy menu items 

More attentive servers 

Why consumers choose a particular table-service restaurant 
(least popular reasons) 
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Table-service Restaurants:  Menu, Convenience 
and Value 

DEMOGRAPHIC HIGHLIGHTS: 
 
• Convenience and value typically drive quick-

service visits, but Canadians are also 
demanding the same from table-service 
restaurants.   
 

• As people age, “better value” grows in 
importance from 25% for 18- to 34-year-olds 
to 34% for those 50 years or older. 
 

• 22% of those with no children choose a 
restaurant based on “better atmosphere’” 
compared to 15% with kids. 
 

• Easier parking is a bigger factor for people 
without kids (19% versus 11% with kids) and 
those over the age of 50 (22% compared to 
8% of 18- to 34-year-olds). 

• 32% of households with children select a 
table-service restaurant because it is “better 
for families and kids.” This makes it the third-
most-important factor for this group, behind 
menu items and convenience. 
 

• 12% of Canadians choose a table-service 
restaurant because they have never been 
there before and want to try it. Only 4% try a 
quick-service restaurant for this reason. 
 

• Surprisingly, “better healthy menu items” is 
an important factor in choosing a table-
service restaurant for only 8% of Canadians 
versus 20% for a quick-service restaurant. 
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Q:  Which of the following factors most contributed to you selecting that quick-service restaurant 
over other options that were available to you? Respondents can select up to 5. 

Quick-service Restaurants:  Convenience is No. 1 

Why consumers choose a particular quick-service restaurant 
(most popular reasons) 

9% 

10% 

15% 

17% 

20% 

21% 

21% 

31% 

31% 

34% 

44% 

Better for families / kids 

Friendlier servers 

Takeout or delivery options 

Easier parking 

Better healthy menu items 

A particular menu promotion 

Higher quality food 

Specific menu items the restaurant is known for 

Faster service 

Better value 

More convenient 
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Q:  Which of the following factors most contributed to you selecting that quick-service restaurant 
over other options that were available to you? Respondents can select up to 5. 

Quick-service Restaurants:  Convenience is No. 1 

Why consumers choose a particular quick-service restaurant 
(least popular reasons) 

4% 

1% 

1% 

3% 

4% 

4% 

4% 

4% 

5% 

5% 

None of the above 

Interesting technology options (smartphone apps, 
tablets, etc.) 

Better décor 

More organic / environmentally friendly food 
options 

More locally sourced food options 

Had never been there before and wanted to try it 

More attentive servers 

Better atmosphere 

Food that I hadn’t tried before 

Better Wi-fi access 
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Quick-service Restaurants:  Convenience is No. 1 

DEMOGRAPHIC HIGHLIGHTS: 
 

• A slight majority (51%) of 18- to 34-year-
olds choose a QSR based on convenience, 
compared to 41% of all other age groups. 
 

• Males are more likely to look for value (38% 
versus 30% for females). 
 

• Healthy menu items are an important factor 
for 25% of 18- to 34-year-olds, but for just 
16% of those 50 or older. 
 

• Easier parking is a factor for 28% of 
respondents 50 years of age or older 
compared to just 7% of 18- to 34-year-olds. 
 

• The convenience of takeout or delivery 
options is a more important factor for 
females (17%) than males (12%). 
 

• 14% of Canadians 50 years or older say 
friendlier servers are an important factor, 
compared to 8% of 18- to 34-year-olds and 
7% of 35- to 49-year-olds. 

• Not surprisingly, a significant 24% of 
households with kids choose a quick-service 
restaurant because it is family-friendly, 
compared to just 3% of households that 
don’t have kids. 
 

• Technology is not a significant factor in a 
consumer’s decision to visit a quick-service 
restaurant.  Only 5% choose the restaurant 
due to better Wi-Fi access and 1% for 
technology options (e.g. smartphone apps, 
tablets). 
 

• More organic /environmentally friendly food 
options are more important to 18-  to 34-
year-olds (5% versus 2% for all other age 
groups) and those with kids (6% versus 2% 
for no kids). 
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Q:  When was the last time you used the following off-premise options from 
table-service restaurants? 
 
 

Room to Grow:  Off-Premise from Table-Service 
Restaurants 

Most recent use of off-premise options  
from table-service restaurants 

56% 

11% 

9% 

10% 

7% 

2% 

3% 

3% 

More than 2-3 months 
ago 

2-3 months ago 

A month ago 

A few weeks ago 

A week ago 

5 or 6 days ago 

3 or 4 days ago 

In the last day or two 

50% 

8% 

10% 

10% 

9% 

3% 

5% 

6% 

More than 2-3 
months ago 

2-3 months ago 

A month ago 

A few weeks ago 

A week ago 

5 or 6 days ago 

3 or 4 days ago 

In the last day or 
two 

Delivery to home or office Curbside takeout 
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Room to Grow:  Off-Premise from Table-Service 
Restaurants 

DEMOGRAPHIC HIGHLIGHTS: 
 

• The use of curbside takeout within the past 
week is consistent across age groups, with 
21% of 18- to 34-year-olds; 24% of 35- to 
49-year-olds; and 23% of those 50 years of 
age or older using the service within the past 
week. 
 

• Delivery to home or office is more popular 
with 18- to 34-year-olds (19% used within 
the past week) compared to 35-  to 49-year 
olds (16%) and those 50 or older (12%). 
 

• Households with kids are more likely to use 
these takeout options (26% used curbside 
takeout in the past week and 20% used 
delivery to home or office) than households 
with no kids (21% used curbside takeout and 
13% used delivery to home or office). 

• Curbside takeout is relatively consistent by 
region, with the highest use in Quebec 
(25% used this option in the past week) 
and Ontario (24%). 
 

• Delivery to home or office is most popular in 
Ontario (20% used this option in the last 
week) and least popular in Atlantic Canada 
(8%). 
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LET’S GET SOCIAL: 
 

How do Canadians want to Interact 
with Restaurants 
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Q:  In the last year, which of the following have you used the Internet for? 

Your Website Matters 

How restaurant customers are using the Internet 

9% 

7% 

16% 

17% 

26% 

30% 

30% 

32% 

42% 

43% 

54% 

67% 

74% 

None of the above 

Purchased merchandise from a restaurant website 

Followed a new restaurant on Twitter, Instagram, 
Facebook, etc. 

Posted a restaurant review online 

Make a reservation 

Search out nutritional information about menu 
items 

Read reviews from apps or sites like Yelp And 
TripAdvisor 

Visited a restaurant’s social media page (i.e. 
Facebook, Pinterest, etc.) 

Place an order for takeout or delivery 

Read consumer restaurant reviews online 

Find information about a restaurant you’ve never 
been to before 

Review a restaurant’s menu 

Visit a restaurant’s website 
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Your Website Matters 

DEMOGRAPHIC HIGHLIGHTS: 
 

• Visitors to restaurant websites tend to be 
female (79%), 18 to 34 year olds (85%) and 
live in Western Canada (77%) or Ontario 
(76%). 
 

• Young Canadians and those that live in 
Western Canada are more likely to read 
customer reviews online. 
 

• 61% of 18- to 34-year-olds have ordered 
takeout or delivery via the Internet in the 
past year, compared to 24% of Canadians 50 
years and older.   
 

• 52% of households with children ordered 
takeout or delivery via the Internet, 
compared to 37% for those without kids. 
 

• 48% of 18- to 34-year-olds have visited a 
restaurant’s social media page compared to 
18% of Canadians 50 years of age or older. 

• Young Canadians are twice as likely than 
older Canadians to read restaurant reviews 
on sites like Yelp and TripAdvisor. 
 

• Using the Internet to find nutritional 
information about menu items is most 
popular among women (34%), 18- to 34-
year-olds (43%), those with kids (34%) and 
those that live in Western Canada (36%) or 
Atlantic Canada (37%).   
 

• One in five 18- to 34-year-olds has posted a 
restaurant review online. 
 

• 30% of 18- to 34-year-olds has followed a 
new restaurant on Twitter, Facebook or 
Instagram in the past year. 
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Q:  In the last year, which of the following have you used a smartphone or tablet for in 
relation to restaurants? 

Make it Mobile 

How restaurant customers are using their smartphones or tablets 

41% 

8% 

12% 

15% 

23% 

24% 

49% 

None of the above 

Pay for a meal 

Make a reservation through an app/ 
website 

Look up nutritional information 

Use rewards or special deals 

Order takeout or delivery 

Look up directions / locations / hours of 
operation 
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Make it Mobile 

DEMOGRAPHIC HIGHLIGHTS: 
 

• Seven in 10 18- to 34-year-olds use a 
smartphone or tablet to look up restaurant 
directions/location/hours of operation, while 
four in 10 use them to order takeout or 
delivery.   
 

• Only three in 10 Canadians 50 years or older 
use smartphones or tablets to look up 
directions/location /hours of operation and 
only one in 10 use them to order takeout or 
delivery.  
 

• 16% of 18- to 34-year-olds have used a 
smartphone or app to pay for a meal. 
 

• Canadians in Western Canada and Ontario 
tend to use smartphones or tablets more 
than those in Quebec and Atlantic Canada.  
This is not surprising given that Quebec and 
Atlantic Canada have lower smartphone 
penetration rates than the rest of Canada. 

Opportunity:  The 
Restaurant Experience 
 
70% of Canadians love going 
out to restaurants, compared to 
58% who love going to grocery 
stores. 
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Q:  How interested would you be in the following marketing methods for notifications of daily 
specials/ deals from table-service restaurants that you like? 

Table-Service Restaurant Customers Prefer E-mail 

How customers want to hear from table-service restaurants about... 

6% 

3% 

12% 

4% 

11% 

4% 

19% 

7% 

24% 

10% 

36% 

16% 

17% 

15% 

14% 

19% 

43% 

68% 

19% 

55% 

Facebook 

Twitter 

E-mail 

Text Message 

Definitely interested Very interested Somewhat interested 

Not particularly interested Not at all interested 

Daily Specials/Deals 
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Q:  How interested would you be in the following marketing methods for notifications of special 
events from table-service restaurants that you like? 

Table-Service Restaurant Customers Prefer E-mail 

How customers want to hear from table-service restaurants about... 

Special Events 

7% 

3% 

14% 

4% 

10% 

5% 

20% 

5% 

27% 

11% 

41% 

17% 

16% 

13% 

11% 

20% 

40% 

69% 

14% 

54% 

Facebook 

Twitter 

E-mail 

Text 
Message 

Definitely interested Very interested Somewhat interested 

Not particularly interested Not at all interested 
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Table-Service Restaurant Customers Prefer E-mail 

Opportunity:  Organic 
and Sustainable 
 
27% of Canadians “strongly” or 
“somewhat” agree with the 
statement: “I’m more likely to 
visit a restaurant that offers 
organic or environmentally 
friendly food.” 

DEMOGRAPHIC HIGHLIGHTS: 
 

• 18- to 34-year-olds are more interested in 
being notified about daily specials and special 
events by text message, e-mail and through 
social media than those 50 years and older. 
 

• When it comes to promoting deals and 
specials to 18- to 34-year-olds, 40% are 
interested in being notified by e-mail 
compared to 25% by Facebook, 14% by text 
message and 13% by Twitter. 
 

• In 2015, 59% of Canadians are on Facebook 
and 25% are on Twitter.  
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WHAT’S NEXT: 
 

What New Service Models will 
Consumers Respond To? 
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Q:  How likely are you to use the following off-premise options from table-service restaurants 
in the next month? 

Take-out and Delivery from Table-Service 
Restaurants 

How likely are consumers to use each option? 

4% 

4% 

11% 

13% 

27% 

29% 

16% 

19% 

25% 

22% 

17% 

15% 

Delivery to home 
or office 

Curbside takeout 

Definitely Very likely Somewhat likely Somewhat unlikely Very unlikely Definitely not 
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Take-out and Delivery from Table-Service 
Restaurants 

DEMOGRAPHIC HIGHLIGHTS: 
 

• More Canadians are looking for convenience 
and many table-service restaurants have 
responded by offering curbside takeout and 
delivery to home or office. 
 

• Canadians under the age of 50 are more 
likely to use curbside takeout or delivery 
than those 50 years of age or older. 
 

• Households with kids are more likely to use 
these off-premise options.  Twenty per cent 
of households with kids say they are likely to 
use delivery to home or office compared to 
13% of households with no kids.  Similarly, 
21% of households with kids would use 
curbside take out compared to 14% 
households with no kids. 
 

• Quebec households are most likely to use 
curbside takeout in the next month, with 
22% saying they are likely to use this option. 

• Delivery to home or office is most popular in 
Ontario with 19% of households likely to 
use this option in the next month. 
 

• These takeout options are least popular in 
Western Canada where only 12% are likely 
to use delivery to home or office in the next 
month.  A similar share, 12%, are likely to 
use curbside takeout in the next month.  
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Q:  How likely would you be to dine-out more at off-peak times (i.e. not “normal” breakfast, 
lunch or dinner times) if menu prices during those times were… 

Variable/Off-Peak Pricing 

How likely are consumers to try off-peak dining if prices are... 

3% 

6% 

29% 

6% 

25% 

31% 

38% 

36% 

23% 

28% 

18% 

8% 

16% 

10% 

6% 

9% 

5% 

3% 

10% lower 

20% lower 

30% lower 

Definitely Very likely Somewhat likely 

Somewhat unlikely Very unlikely Definitely not 
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Variable/Off-Peak Pricing 

Opportunity:   
All-Day Breakfast 
 
54% of Canadians “strongly” 
or “somewhat” agree with 
the statement:  “I wish 
more restaurants served 
breakfast items all day.” 

DEMOGRAPHIC HIGHLIGHTS: 
 

• A price discount during off-peak times could 
be one way for operators to drive traffic. 
However, the size of the discount may not be 
feasible. 
 

• Consumer interest in off-peak dining rises 
dramatically when the discount is higher than 
10%. 
 

• There was no statistically significant 
difference between age groups for a 10% 
discount.  A 20% discount appealed to 34% 
of Canadians 18- to 34-year olds compared 
to 29% of 35- to 49 year olds. 
 

• A 20% discount was of interest to 35% of 
those in Atlantic Canada compared to 27% in 
Quebec.   
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Q:  How interested are you in using the following technology options at table-service restaurants? 
 

Technology at the Table (or the Counter) 

How interested are consumers in these tech options? 

10% 

11% 

9% 

16% 

14% 

13% 

28% 

27% 

29% 

20% 

20% 

20% 

27% 

28% 

29% 

Electronic ordering 
system at the table 

Menus on iPads / 
Tablets 

Self-service, touch-
screen kiosks for 

ordering 

Definitely interested Very interested 
Somewhat interested Not particularly interested 
Not at all interested 
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Technology at the Table (or the Counter) 

DEMOGRAPHIC HIGHLIGHTS: 
 

• Technology is changing how businesses 
interact with customers and how they meet 
their customer’s needs.  It’s no different in 
the restaurant industry. 
 

• The highest level of interest for technology 
options at table-service restaurants is with 
18- to 34-year-olds. Forty per cent are keen 
on these options compared to just over 10% 
of Canadians 50 years or older.   
 

• With so many young people interested in 
technology options, the interest levels will 
only grow. 
 

• Men (28%) are slightly more interested in 
technology options than women (21%). 

• People with kids are slightly more likely to 
use technology options (29% versus 22% 
without kids). 
 

• People that live in Ontario and Western 
Canada are more likely to embrace these 
technology options than those in Quebec. 
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Q:  How likely are you to purchase food from a restaurant that is fully prepared (you just have 
to heat-up at home) in the following situations? 
 
 

Ready-to Heat Restaurant Meals 

How likely are consumers to purchase ready-to-heat restaurant meals 
with these menu price discounts? 

1% 

2% 

4% 

18% 

3% 

5% 

18% 

25% 

15% 

27% 

31% 

30% 

23% 
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Ready-to Heat Restaurant Meals 

DEMOGRAPHIC HIGHLIGHTS: 
 

• Fully prepared “grab and go” meals that 
would just need to be heated up at home are 
an option that some foodservice operators 
are exploring.  This could be a way to appeal 
to busy consumers and take back market 
share from grab-and-go grocery store meals. 
 

• Consumers are open to this option from 
restaurants, but not at the same price as a 
sit-down meal. 
 

• Men (46%) are more likely than women 
(38%) to want a 30% discount. 

 
• 50% of respondents in Atlantic Canada were 

interested in a discount of 30% compared to 
38% of those in Quebec. 

 
• For a 10% or 20% discount, there was no 

statistically significant difference between 
those respondents that had kids and those 
that don’t.  For a 30% discount, however, 
45% of those with kids would be slightly 
more interested in this option versus those 
that don’t have kids (41%). 
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TABLES 
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How often do you… Eat at table-service restaurants; Eat 
at quick-service restaurants; Order food for 
delivery/takeout?  
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How often do you… Eat at table-service restaurants; Eat 
at quick-service restaurants; Order food for 
delivery/takeout?  
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How often do you… Eat at table-service restaurants; Eat 
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delivery/takeout?  
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How often do you… Eat at table-service restaurants; Eat 
at quick-service restaurants; Order food for 
delivery/takeout?  

41 



Which of the following have factored into your decision 
for choosing a TABLE-SERVICE RESTAURANT in the last 
month? 
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Which of the following have factored into your decision 
for choosing a TABLE-SERVICE RESTAURANT in the last 
month? 
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Which of the following have factored into your decision 
for choosing a quick-service restaurant in the last 
month? 
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Which of the following have factored into your decision 
for choosing a quick-service restaurant in the last 
month? 
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Which of the following factors most contributed to you 
selecting that TABLE-SERVICE RESTARANT over other 
options that were available to you? (Respondents can select up to 5.) 
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Which of the following factors most contributed to you 
selecting that TABLE-SERVICE RESTARANT over other 
options that were available to you? (Respondents can select up to 5.) 
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Which of the following factors most contributed to you 
selecting that QUICK-SERVICE RESTARANT over other 
options that were available to you? (Respondents can select up to 5.) 
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Which of the following factors most contributed to you 
selecting that QUICK-SERVICE RESTARANT over other 
options that were available to you? (Respondents can select up to 5.) 
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When was the last time you used the following off-
premise options from table-service restaurants? 
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When was the last time you used the following off-
premise options from table-service restaurants? 
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In the last year, which of the following have you used the 
Internet for? 
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In the last year, which of the following have you used the 
Internet for? 
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In the last year, which of the following have you used a 
smartphone or tablet for in relation to restaurants? 
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In the last year, which of the following have you used a 
smartphone or tablet for in relation to restaurants? 
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How interested would you be in the following marketing 
methods for notifications of daily specials/ deals from 
table-service restaurants that you like? 
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How interested would you be in the following marketing 
methods for notifications of daily specials/ deals from 
table-service restaurants that you like? 
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How interested would you be in the following marketing 
methods for notifications of special events from table-
service restaurants that you like? 
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How interested would you be in the following marketing 
methods for notifications of special events from table-
service restaurants that you like? 
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How likely are you to use the following off-premise 
options from table-service restaurants in the next 
month? 
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How likely are you to use the following off-premise 
options from table-service restaurants in the next 
month? 
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How likely would you be to dine-out more at off-peak 
times (i.e. not “normal” breakfast, lunch or dinner 
times) if menu prices during those times were… 
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How likely would you be to dine-out more at off-peak 
times (i.e. not “normal” breakfast, lunch or dinner 
times) if menu prices during those times were… 
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How interested are you in using the following 
technology options at table-service restaurants? 
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How interested are you in using the following technology 
options at table-service restaurants? 

65 



How likely are you to purchase food from a restaurant 
that is fully prepared (you just have to heat-up at home) 
in the following situations? 
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How likely are you to purchase food from a restaurant 
that is fully prepared (you just have to heat-up at home) 
in the following situations? 
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To what extent do you agree or disagree with the 
following statements: 
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To what extent do you agree or disagree with the 
following statements: 
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METHODOLOGY 
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Thank you to BrandSpark for conducting 
this study. 
 

 

 

 

 

 

1 St Clair Ave West Suite 503 

Toronto Ontario 

M4V 1K6 

www.BrandSpark.com 

Methodology 

• The data for this survey was collected by 
BrandSpark International between August 25 
and September 7, 2015.  The BrandSpark panel 
was used to collect survey responses, and were 
sent invitations to participate via e-mail.  
 

• The target population was Canadian restaurant 
users.  
 

• The sample is comprised of 963 restaurant 
users, and was weighted to be representative of 
the age, gender and provincial distribution 
within Canada. 
 

• Results of the survey are considered accurate 
within +/- 3.2 percentage points 19 times out 
of 20.  The margin of error will be larger within 
sub-groupings of the survey.   
 
 

 Report Prepared By:  
 Chris Elliott, Senior Economist  
 Restaurants Canada 
 www.RestaurantsCanada.org 
 1-800-387-5649 
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