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Executive Summary

 � 39% of restaurant respondents reported lower same-store  
sales in Q1 2019 compared to Q1 2018, the highest share 
since the first Restaurant Outlook Survey in Q2 2011. Many 
restaurants were negatively impacted by bad weather and  
the weak economy.

 � Despite the poor performance, nearly half of respondents are 
optimistic about the next 12 months, a share that is unchanged 
from Q4. The top reasons were recent renovations, menu 
innovation, and new marketing strategies, along with the 
expectation of a strong tourism season.

 � The average table-service restaurant will increase menu prices 
by 3.3% over the next 12 months. Menu prices are expected to 
increase by 3.5% at quick-service restaurants, and 3.6% for all 
other foodservice.

 � Overall, 34% of restaurants surveyed use a third-party delivery 
app/website (Foodora, Uber Eats, Skip The Dishes, etc.).

 � Of those that use third-party delivery services, the most 
significant advantages cited were ease of use for guests, 
expanding customer reach, and ease of use for their business. 
The biggest disadvantages were high commission fees per 
order, not converting third-party delivery to in-restaurant visits, 
and poor quality/service control.

 � 79% of quick-service restaurants and 65% of table-service 
restaurants agree third-party delivery apps/websites have led  
to incremental sales for their business.  

 � Most restaurant operators believe third-party delivery will 
continue to grow at a double-digit pace over the next five years.

 � Despite recent growth in off-premise traffic at restaurants, 
nine in 10 operators agree Canadians will continue to place 
importance on social dining experiences at restaurants over  
the next five years.



Restaurant Outlook Survey4

Cold weather and a 
colder economy took a 
bite out of foodservice 
spending in Q1

History was made in Q1 2019, but not in a good way. In an 
unexpectedly rocky start to the year, 39% of foodservice 
respondents reported lower same-store sales in Q1 
compared to Q1 2018. This was the highest share since 
Restaurants Canada launched the Restaurant Outlook 
Survey in Q2 2011. The flip side to that result was the 
share of operators posting higher same-store sales; 
that number declined for the third consecutive quarter, 
dropping to 24% in Q1, the lowest level recorded since  
Q2 2011.  

Breaking it down by sector, it was a tough Q1 all 
around. In the table-service restaurant category, 42% of 
respondents said their same-store sales were lower in 
Q1 versus 22% that reported higher sales. Quick-service 
restaurants showed more evenly mixed results, with 45% 
of respondents reporting a decline in same-store sales 
and 37% ringing up higher revenue totals. 

Operators in the “all other foodservice” category – 
which includes foodservice options at hotels and other 
accommodations, institutions (universities, hospitals, 
corporate cafeterias, etc.), and clubs and drinking 
establishments – fared a little better than the rest: 46% 
saw little change in their sales, and 24% said their sales 
increased between Q1 2018 and Q1 2019.

restaurantscanada.org | Restaurants Canada
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in keeping with predictions for an economy down 
the road that’s at least more stable if not actually 
expanding. Still, the index remains below the 
levels seen throughout most of 2017 and 2018.  

In March, Restaurants Canada released its 
Quarterly Forecast, which called for nominal 
commercial foodservice sales growth of 4.2% in 
2019. This represents a noticeable deceleration 
from an average annual growth of 5.6% 
between 2015 and 2018. Contributing factors 
include slower economic growth, high levels of 
household debt, and weaker disposable income 
gains. With the average Canadian earmarking 
nearly 15% of his or her disposable income  
for debt repayment, there’s less money left  
for dining out.

For some operators, bad weather was to blame. 
The winter hung around longer than usual, and 
unseasonably cold temperatures and late winter 
storms resulted in fewer visits to restaurants. 
However, given that nearly half of all foodservice 
operators offer delivery, third-party or otherwise, 
it may be that those most affected by the weather 
were those without a delivery option.

A similar percentage of respondents identified 
a weak economy as a significant contributing 
factor for poor sales. The economy was projected 
to contract in Q1 following a lacklustre 0.4% 
(annualized) expansion in Q4 2018. Adding to the 
economic noise was a volatile stock market in 
December 2018, which was the worst December 
since 1931, when the world was still recovering 
from the famous Wall Street crash of 1929. 

While stocks rebounded in January 2019 with 
their strongest January gain in 32 years, the 
year-long economic roller coaster ride took a 
toll on household finances. Canada’s consumer 
confidence index tumbled along with the markets 
in December to its lowest level since January 
2017. A slight boost in confidence showed in Q1, 
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One data point doesn’t make a trend,  
but it does suggest that 2019 is going 
to be another challenging year for 
restaurant operators.

restaurantscanada.org | Restaurants Canada

Respondents who reported higher sales vs. the same quarter in the previous year
Respondents who reported lower sales vs. the same quarter in the previous year

Share of Operators Reporting Higher and Lower Same-Store Sales
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Higher wages and fewer available 
workers top challenges for 
restaurant operators

Due primarily to nationwide minimum wage increases in 2018 (excluding 
Nunavut), labour costs remain the single biggest challenge for foodservice 
operators as we head into 2019. Last year, average weekly earnings in 
Canada’s foodservice industry jumped by 5.3% between 2017 and 2018.  
The heftiest increases in average weekly earnings were in Ontario (+9.3%) 
and Alberta (+5.0%), where both provinces saw significant minimum  
wage increases. 

Quick-service restaurants were most affected by labour costs; an 
overwhelming 92% of respondents in this category cited them as  
having a negative impact on their business. This is directly attributable  
to the minimum wage increase and the high employee turnover rate.

restaurantscanada.org | Restaurants Canadarestaurantscanada.org | Restaurants Canada
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an aging population and a low unemployment 
rate have all contributed to the surge in 
vacancies, despite rising wages. As a result, 
the situation will only get worse in the future, 
with the Business Development Bank of Canada 
predicting at least a decade of labour shortages. 
Offering an attractive package of incentives and 
benefits, and an exciting work environment could 
help entice new workers and make a long-term 
career in foodservice more appealing.

It’s interesting to note that in the ‘other’ 
comments section several respondents wrote 
that third-party delivery was a major expense 
issue, mostly due to high commission fees. We’ll 
take an in-depth look at the delivery revolution 
later in the report.

Food costs were, once again, the second-biggest 
concern for restaurant owners, although the 
share slipped from 65% in Q4 to 57% in Q1 2019. 
Expect food costs to continue to be top-of-mind 
for operators; fresh produce prices soared last 
year, and food price inflation ramped up this past 
February and March. (Maybe now’s the time to 
source locally more often where possible? It may 
be more economically viable than before, and it’s 
a trendy selling point.)

Rounding out the top 3 pain points, labour 
shortages continue to be a significant challenge 
for more than half of foodservice operators. In 
2018, there was an annual average of 55,545 
job vacancies in the foodservice industry, a 
6.1% increase over 2017. Decreased youth 
participation in the workforce, combined with 

Labour costs

Food costs

Labour shortages

Credit card merchant fees

Utility costs

Weak economy

Bad weather

Carbon tax

Competition from new restaurants

Red tape

Liquor costs

Decline in tourists

None of the above

                                                                                                                                  81%

                                                                            60%

                                                                  53%

                                             41%

                                37%

                          36%

       31%

                   29%

                                                       22%

                                                       22%

                                    15%

                 6%

    1%

restaurantscanada.org | Restaurants Canadarestaurantscanada.org | Restaurants Canada

What factors are currently having a negative  
impact on your foodservice business?
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Despite the economic 
forecast, nearly half are 
feeling good about the 
next 12 months

There is a direct correlation between the strength of the 
economy and growth in foodservice sales. During times 
of economic prosperity, consumers have more disposable 
income and a willingness to use it. This translates into 
healthy foodservice spending. The opposite is also true; 
a depressed economy leads to belt-tightening and fewer 
“frivolous” expenditures like taking in a movie or going 
out to eat.

TD Economics downgraded the outlook for Canada’s 
economy for the remainder of this year to 1.2% annual 
growth, as compared to 1.8% in the previous quarter. The 
slower growth reflects lower-than-expected residential 
investment and a decline in business investment. Real 
consumer spending is forecast to advance by a modest 
1.4% compared to a solid 2.1% expansion in 2018. That 
should be a concerning number for foodservice operators.

Though the economic prognosis is gloomy, and the year 
got off to a slow start, there was little change in survey 
respondents’ outlook for the next 12 months. Overall, 47% 
are either very optimistic or somewhat optimistic, a figure 
essentially unchanged from 46% in Q4 2018.

restaurantscanada.org | Restaurants Canada
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Top three reasons 
why 2018 was  
a worse year  
financially than 
2017

9Restaurant Outlook Survey

identical result as reported in Q4 2018. These 
respondents pointed to declining guest counts, 
rising operating costs, and labour shortages. 
There is also increasing worry about the 
economy, especially given some of the recent 
economic headlines.

For operators in Alberta, many respondents  
were anxiously awaiting the outcome of the 
provincial election. With those results now in, it 
will be interesting to see the answers coming 
from that province in the next survey. Alberta’s 
economy has suffered more than most in recent 
years, and average pre-tax profit margins 
dropped precipitously between 2016 and 2017 
to 4.4%, the most recent data available from 
Statistics Canada.

Those that are feeling optimistic point to 
recent efforts to refresh and rejuvenate their 
businesses; renovations, menu innovation,  
and new marketing strategies were on the list  
of ways operators chose to give themselves a  
lift. Many respondents also expect a boost in 
sales from tourists during the summer months. 
That hope should be buoyed by the rise in 
tourism predicted by The Conference Board of 
Canada for 2019; the Trump Slump is over, and 
the low-flying Loonie is good news for overseas  
and cross-border tourists.

However, not everyone is anticipating good 
things for 2019; 26% of respondents are either 
somewhat pessimistic or very pessimistic about 
the upcoming 12 months. This is also a nearly 

Very optimistic

4%

Somewhat optimistic Neither optimistic 
nor pessimistic 

Somewhat pessimistic Very pessimistic

5%

22%21%

27%27%

38%

36%

8%

11%

Q1 - 2019

Q4 - 2018

restaurantscanada.org | Restaurants Canada

How optimistic are you about your foodservice operation over  
the next 12 months compared to the previous 12 months?
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Menu prices likely to rise 
further, but will consumers 
foot the bill?
Menu prices in Canada jumped 4.2% on average in 2018, to 
compensate for surging labour costs and other operating 
expenses. In February of this year, menu inflation moderated  
to 2.7%, the lowest level in 17 months. 

Overall, the moderating trend should continue, with 44% of 
respondents saying they will raise their menu prices between 
2% and 4%. This means the average table-service restaurant 
will increase menu prices by 3.3% over the next 12 months. 
Menu prices are expected to increase by 3.5% at quick-service 
restaurants and 3.6% for all other foodservice. 

While this is undoubtedly an obvious strategy, in light of shaken 
consumer confidence and a slowing economy, it may not pay the 
dividends some operators are hoping for.

6%

Below 1%

72%

26%

17%

16%

6%

3%

5%
8%

1% to 2% 2% to 3% 3% to 4% 4% to 5% 5% to 6% 6% to 7% More than 7% Not sure /
don’t know

Passing rising operating costs on to customers through 
menu price hikes may be a tall order to fill.

restaurantscanada.org | Restaurants Canadarestaurantscanada.org | Restaurants Canada

Over the next 12 months, do you expect your menu price  
increase on a year-over-year basis to be:
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Off-premise options  
are expanding
Technology, smartphones, and apps have led to 
major disruptions in the retail, accommodation, and 
taxi industries. That’s not really surprising; ours is 
a convenience-driven society led by digital native 
demographic groups. In the foodservice industry, 
technology has made it easier than ever for customers to 
order from their favourite restaurants and have it ready for 
pick up, or conveniently delivered to their doorstep. In this 
era of families with two working parents and children with 
busy schedules, anything that helps put food on a table 
with a minimum of fuss is welcome.

How big are food order and delivery apps? At the time  
of writing, the Tim Horton’s app was in the top 10  
most-downloaded apps in the Google Play Store, ahead  
of giants like Spotify, Snapchat, and Instagram.

With smartphone penetration in Canada expected 
to exceed 70% this year, it’s only natural that apps 
and foodservice now go hand-in-hand.

restaurantscanada.org | Restaurants Canadarestaurantscanada.org | Restaurants Canada
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Overall, 34% of restaurants surveyed use third-party delivery apps and/or websites 
like Foodora, Uber Eats, and Skip the Dishes. The lion’s share of delivery adopters 
were quick-service restaurants; more than six in 10 QSR operators provide 
this service compared to 34% of table-service restaurants and 21% of all other 
foodservice. It’s important to note that these shares are higher for urban centres 
as most rural areas do not have these services available.   

Delivery via their own company app or website was reported by 15% of 
respondents across all segments, but this share was higher for chain  
quick-service restaurants. Of those surveyed, 31% of QSRs used a proprietary 
digital platform for delivery.

As far as pre-order and pickup services go, 30% offer it through their own 
company app or website, while just 10% offer it through a third-party such as 
Ritual. Once again, quick-service restaurants led the way by a wide margin in both 
categories: 51% offered their own preorder and pick-up service, and 21% used a 
third-party service. 

Despite all the options available, nearly 50% do not offer any of the above, with 
the results heavily skewed by table-service restaurants and respondents in the  
All Other Foodservice category. Why do so many choose to go without a service 
that seems like a no-brainer? There are many possible reasons, ranging from cost 
to a lack of availability in their area. 

For some, it doesn’t work with their business model. For example, if you run 
a premium steakhouse, it’s just not possible to offer an exceptional dining 
experience when that AAA porterhouse steak is delivered 30 minutes after it’s 
cooked; it has to be served hot and sizzling straight off the grill.

34%

30%

15%

10%

Delivery via a third-party app/website
(e.g. Uber Eats, Skip the Dishes)

Preorder and pickup by customer via 
your own company app/website

Delivery via your own company 
app/website

Preorder and pickup by customer via 
third-party app/website (e.g. Ritual)

None of the above 48%

restaurantscanada.org | Restaurants Canada

Does your foodservice establishment(s) generate revenue  
through any of the following methods?

12 Restaurant Outlook Survey



Restaurant Outlook Survey 13

According to Ipsos Foodservice 
Monitor, Canadians spent more than 
$4.3B on delivery in 2018. Delivery 
sales increased by 44.3% versus 2017, 
and the biggest part of that growth 
was propelled by third-party delivery 
services. Uber Eats delivered over $6B 
of food to hungry smartphone wielders 
worldwide last year, with expectations 
of reaching $10B in 2019. That is 
phenomenal growth; if you knew a 
potential investment was going to grow 
by that much in a year, you’d probably 
put your money down without a 
moment’s thought.

The remarkable growth in delivery was 
boosted by consumers demanding 
convenience and fast service. Research 
by BrandSpark found that in the last 
year, 29% of Canadians had pre-ordered 
from a restaurant for pickup and 25% 
had ordered items for delivery. Not 
surprisingly, most of those consumers 
are under age 35. Looking at the  
18- to 34-year-old segment, 46% have 
ordered for pickup, and 44% placed a 
delivery order.  

It’s true that technology and apps 
can make it easier than ever for 
customers to order food, and, in the 
case of proprietary apps, they can help 
keep your business top-of-mind for 
consumers. What’s less understood 
is the financial impact on restaurant 
operators. Do the ends justify the 
means? The results from our survey 
are mixed; some restaurant operators 
believe online ordering and delivery 
have been beneficial in growing 
their revenues, while others feel the 
commission fees are too high and that 
overall the technology hasn’t helped 
their bottom line.

The verdict – 55% of respondents 
believe third-party apps and websites 
for delivery and/or take-out are 
‘slightly profitable’. Another 16% said 
they’re ‘moderately profitable’ and 8% 
considered them ‘very profitable’.

Phoning it in:  
The impact of third-party delivery

restaurantscanada.org | Restaurants Canada
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In total, 79% of respondents reported at 
least some profitability from delivery/
take-out apps.

8%

16%

21%10%

Very profitable

Moderately profitable

Slightly profitable

Not at all profitable

55%

For about one in five respondents, however, using third-party delivery was ‘not at all profitable’. 
These results were relatively consistent for both table- and quick-service restaurants.

restaurantscanada.org | Restaurants Canada

What level of impact has third-party delivery had on  
the profitability of your business?

restaurantscanada.org | Restaurants Canada



On-premise breakfast sales

On-premise lunch sales

On-premise dinner sales

0% 25% 50% 75%

20%

40%

37%

60%

35%

37%

20%

25%

26%

100%

Significant or Some
Positive Impact No impact Significant or Some

Negative Impact

15Restaurant Outlook Survey

Are online apps feeding off  
in-store visits?
Alongside profitability, another major concern regarding third-party delivery 
apps is their perceived potential to cannibalize on-premise visits. We asked our 
participants if third-party delivery impacted on-premise sales for the breakfast, 
lunch, and dinner dayparts and the results were extremely polarizing, 
depending on the segment and daypart. 

It was generally agreed upon that on-premise breakfast sales were mostly 
unaffected by third-party delivery services. For quick-service restaurants that 
offer breakfast, six in 10 operators said that third-party delivery had no impact 
on their on-premise breakfast sales. These perhaps aren’t surprising results; 
few of us have time to wait for breakfast to be delivered, so this tends to be a 
grab-and-go meal if eaten outside the home.

restaurantscanada.org | Restaurants Canada

What level of impact has third-party delivery had on the  
following areas of your business? (Unlicensed)
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Matters were less clear-cut among table-service 
respondents; for TSRs, third-party delivery 
reportedly had a negative impact on lunch  
sales for 28%, versus 22% that reported a 
positive impact.  

For the dinner daypart, 37% of quick-service 
restaurants reported on-premise sales were 
positively impacted, outnumbering the share 
that reported a negative impact by 10 percentage 
points. Intriguingly, 40% of table-service 
restaurant operators said there was a positive 
impact on their dinner sales – the exact same 
percentage claiming a negative impact. Digging 
into the data a bit further, however, reveals that 
while 12% of table-service restaurants felt a 
significantly negative impact on their dinner 
sales, just 2% felt a significantly positive impact.

Again with QSRs, 20% reported either some 
positive or significantly positive effect on their 
sales, while the same share reported a negative 
impact to some degree. Table-service restaurant 
operators reported similar results across  
the board.

Moving from breakfast to lunch, the split 
between positive and negative impact becomes 
more pronounced.

For quick-service restaurants, 40%  
said third-party delivery had a positive 
impact on their on-premise lunch sales 
compared to just 25% that said  
there was a negative impact. 

On-premise breakfast sales

On-premise lunch sales

On-premise dinner sales
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restaurantscanada.org | Restaurants Canadarestaurantscanada.org | Restaurants Canada

What level of impact has third-party delivery had on the  
following areas of your business? (Licensed)
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The delivery customer is 
a captive audience
Those restaurants that said third-party apps had a positive impact on 
their sales attributed their success to capitalizing on the opportunity to 
convert deliveries into in-restaurant visits. How does this work? Some 
took an active approach, providing a coupon with the delivery order to be 
used for a future on-premise visit. For others, just gaining exposure by 
being on a third-party app was enough; it’s like advertising somewhere 
you know potential customers are going to look. The combination of 
exposure and a positive meal experience can encourage guests to  
make an on-premise visit.

This did not hold true for everyone, however, and dinner sales at  
table-service restaurants experienced the largest overall negative 
impact. As you’ll see in the next section, table-service restaurants  
have been less successful at converting third-party delivery to  
in-restaurant visits than their quick-service counterparts.

Given that alcohol cannot be served off-premise from a restaurant, it’s 
interesting to note that 26% of licensed establishments believe that 
third-party delivery apps had a negative impact on their business. How is 
that possible? It could be that potential in-store patrons, who might have 
purchased a drink with their meal, are staying home instead and, for 
example, ordering in wings and buying their own beer.

Overall, 79% of quick-service restaurants and 65% of table-service 
restaurants agree that third-party apps and websites have led to 
incremental sales for their business. If you’re not currently using one, 
the time may be ripe to at least start weighing the pros and cons of adding 
one to your business strategy.

restaurantscanada.org | Restaurants Canada
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 � Ease of use for guests (64%)

 � Expanding customer reach (64%)

 � Ease of use for their business 
(41%)

       (share of respondents that said  
       ‘Very good’ or ‘Good’)

 � Commission fees per order (74%)

 � Converting third-party delivery 
to in-restaurant visits for TSRs 
(53%)

 � Quality/service control (44%)
       (share of respondents that said  
       ‘Very poor’ or ‘Poor’)

Weighing in on the advantages and disadvantages  
of third-party delivery

If you’re trying to decide if a third-party 
delivery service is right for your business, 
here are some positives and negatives to 
consider, as provided by current users. In 
terms of rating the overall value, third-party 
delivery services earned high marks from 
restaurant operators in terms of:

However, third-party delivery services  
also received low marks when it came to:

Unsurprisingly, cost was the top 
complaint for most operators, with 45% of 
respondents identifying ‘commission fees 
per order’ as ‘very poor’, the lowest rating 
among the options given. For table-service 
restaurants, the response was especially 
harsh; 80% rated commission fees as either 
‘poor’ or ‘very poor’. Given that fees may be 
30% or more for many restaurants, this is a 
major challenge when businesses operate 
on such low profit margins.  

Another major issue was quality/service 
control, especially for table-service 
restaurants. Common problems with 
food delivery include food quality, food 
temperature, late orders, and missing 
items. Furthermore, complaints will go to 
third-party delivery services which means 
that restaurants lose the ability to resolve 
these issues with guests. Instead of an 
opportunity to surprise and delight, you  
just end up with a bad review online.

Looking at conversions, while 46% of 
quick-service restaurants rated third-party 
delivery as ‘acceptable’, ‘good’, or ‘very 
good’ at converting third-party delivery 
into in-restaurant visits, only 20% of 
table-service restaurants felt the same. In 
contrast, 53% of table-service restaurants 
rated third-party delivery as ‘poor’ or ‘very 
poor’ in this area, and another 27% were  
not sure if it benefitted or hindered  
in-restaurant visits.

restaurantscanada.org | Restaurants Canada
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Looking to the restaurant landscape  
of tomorrow: will it be a quantum  

leap or a subtle shift?

Most restaurant operators (72%) agree that over the next five years, 
third-party apps and websites for delivery and takeout will continue 
to grow at double-digit rates. Only 9% disagreed with this statement, 
and it does seem like a difficult proposition to argue against. 
Lives are not getting any less busy, and a whole new generation 
of pure digital natives, Generation Z, is on the cusp of becoming a 
meaningful part of Canada’s consumer landscape.

While there have been some rumblings about ghost kitchens, a 
model wherein a commercial kitchen exists purely to fulfill online 
orders, restaurant operators have a more mixed outlook on whether 
these will be the new norm for foodservice in the next five years. 
While 30% agree that it will happen, another 37% disagreed, and 
33% are undecided.

restaurantscanada.org | Restaurants Canada
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Over the next five years, third-party 
apps/websites for delivery/takeout will 
continue to grow at double-digit rates

72%

19%

9%

30%

33%

37%

87%

11%

2%

25%

17%

58%

Ghost kitchens will become 
the new norm for foodservice 

in the next five years

Canadians will continue to place an importance 
on social dining experiences at restaurants 

over the next five years

Over the next five years, 
on-premise visits will become 
obsolete for many restaurants

DisagreeUndecidedAgree

that grouping was quick-service restaurant 
respondents, the category that has seen the 
most benefit from drive-through, pick-up, 
and delivery ordering. 

The impact on restaurant operators of  
third-party delivery has been decidedly mixed. 
While some operators saw an increase in 
sales and found it to be profitable, many 
others said it cannibalized their in-store sales, 
and they saw no profit in the venture.

Over the coming years, it will be interesting 
to see how delivery evolves and which 
restaurants decide to include delivery as 
part of their service. Will QSRs continue 
to be the most effective at exploiting the 
technology, or will other models crack the 
delivery code? 

No matter the answers, the bottom line for 
foodservice is that delivery is here to stay. 

Traditional dining out at a 
restaurant as we know it is  
not expected to fade away.

restaurantscanada.org | Restaurants Canada

In total, 87% of restaurant operators believe to 
some degree that Canadians will continue to 
place importance on social dining experiences at 
restaurants over the next five years. In fact, for as 
much as you hear about convenience, tiny urban 
kitchens, and a lack of time driving patrons to 
restaurants, the most recent Statistics Canada 
data reveals that 52% of Canadians dine out as a 
treat, to celebrate, and to socialize.

Meanwhile, only 25% believe that on-premises 
visits will become obsolete for many restaurants 
over the next five years. The largest share of
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Labour costs 81% 92% 81% 75%

Food costs 60% 59% 58% 63%

Labour shortages 53% 46% 57% 51%

Credit card merchant fees 41% 41% 47% 31%

Utility costs (water, electricity, gas and heating) 37% 23% 45% 30%

Weak economy 36% 38% 39% 30%

Bad weather 31% 36% 30% 32%

Carbon tax 29% 21% 32% 29%

Red tape (unnecessary government policies and regulations) 22% 26% 27% 11%

Competition from new restaurants 22% 31% 25% 14%

Liquor costs 15% 3% 19% 11%

Decline in tourists 6% 0% 8% 6%

None of the above 1% 0% 1% 1%

Higher 24% 37% 22% 24%

About the same 37% 18% 36% 46%

Lower 39% 45% 42% 30%

Total 
Foodservice

Total 
Foodservice

Quick-service
Restaurants

Table-service 
Restaurants*

All Other 
Foodservice**

Quick-service 
Restaurants

Table-service 
Restaurants*

All Other  
Foodservice**

What factors, if any, are currently having a negative impact on your foodservice business? 
(please select all that apply)

In the first quarter of 2019, was your total sales volume (on a same-store basis) higher, lower, or 
about the same as it was in the first quarter of 2018?

Very optimistic 11% 8% 11% 11%

Somewhat optimistic 36% 42% 31% 43%

Neither optimistic nor pessimistic 27% 26% 29% 25%

Somewhat pessimistic 21% 21% 24% 16%

Very pessimistic 5% 3% 5% 5%

Total 
Foodservice

Quick-service 
Restaurants

Table-service 
Restaurants*

All Other  
Foodservice**

How optimistic are you about your foodservice operation over the next 12 months compared to 
the previous 12 months?
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Delivery via a third-party app/website  
(e.g. Uber Eats, Skip the Dishes) 34% 62% 34% 21%

Delivery via your own company app/website 15% 31% 12% 13%

Preorder and pickup by customer via your  
own company app/website 30% 51% 30% 22%

Preorder and pickup by customer via a third-party  
app/website (e.g. Ritual) 10% 21% 8% 9%

None of the above 48% 15% 51% 56%

Very profitable 8% 17% 5%  --

Moderately profitable 16% 13% 22%  --

Slightly profitable 55% 50% 56%  --

Not at all profitable 21% 21% 16%  --

Total 
Foodservice

Total 
Foodservice

Quick-service 
Restaurants

Quick-service 
Restaurants

Table-service 
Restaurants*

Table-service 
Restaurants*

All Other  
Foodservice**

All Other  
Foodservice**

Does your foodservice establishment(s) generate revenue through any of the following methods? 
(please select all that apply)

How would you describe the impact of using third-party apps/websites for delivery/take-out on 
your business’s bottom line?

Below 1% 6% 5% 7% 6%

1% to 2% 13% 16% 14% 9%

2% to 3% 26% 26% 24% 28%

3% to 4% 17% 16% 19% 15%

4% to 5% 16% 16% 16% 15%

5% to 6% 6% 5% 7% 5%

6% to 7% 3% 3% 2% 5%

More than 7% 5% 8% 4% 7%

Not sure / don’t know 8% 5% 6% 11%

Total 
Foodservice

Quick-service
Restaurants

Table-service 
Restaurants*

Over the next 12 months, do you expect your menu price increase on a year-over-year basis to be:

All Other 
Foodservice**
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Significant positive impact 3% 10% 0%  --

Some positive impact 14% 10% 20%  --

No impact 68% 60% 65%  --

Some negative impact 16% 20% 15%  --

Significant negative impact 0% 0% 0%  --

Total 
Foodservice

Quick-service
Restaurants

Table-service 
Restaurants*

What level of impact has third-party delivery had on the following areas of your business?

All Other 
Foodservice**

On-premise breakfast sales:

Significant positive impact 3% 10% 0%  --

Some positive impact 22% 30% 22%  --

No impact 49% 35% 50%  --

Some negative impact 24% 20% 26%  --

Significant negative impact 3% 5% 2%  --

Total 
Foodservice

Quick-service
Restaurants

Table-service 
Restaurants*

All Other 
Foodservice**

On-premise lunch sales:

Significant positive impact 4% 11% 2%  --

Some positive impact 33% 26% 38%  --

No impact 27% 37% 20%  --

Some negative impact 24% 16% 28%  --

Significant negative impact 13% 11% 12%  --

Total 
Foodservice

Quick-service
Restaurants

Table-service 
Restaurants*

All Other 
Foodservice**

On-premise dinner sales:
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Significant positive impact 0% 0% 0%  --

Some positive impact 2% 0% 4%  --

No impact 40% 29% 45%  --

Some negative impact 11% 0% 12%  --

Significant negative impact 5% 0% 6%  --

Total 
Foodservice

Quick-service
Restaurants

Table-service 
Restaurants*

All Other 
Foodservice**

Alcohol sales:
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Very good 1% 4% 0%  --

Good 2% 4% 2%  --

Acceptable 18% 21% 18%  --

Poor 29% 25% 31%  --

Very poor 45% 42% 49%  --

Not sure/don’t know 4% 4% 0%  --

Total 
Foodservice

Quick-service
Restaurants

Table-service 
Restaurants*

How would you rate the value of third-party apps/websites for delivery/takeout in the following areas?

All Other 
Foodservice**

Commission fees per order:

Very good 1% 0% 2%  --

Good 14% 25% 11%  --

Acceptable 33% 42% 30%  --

Poor 29% 17% 36%  --

Very poor 16% 8% 19%  --

Not sure/don’t know 7% 8% 2%  --

Total 
Foodservice

Quick-service
Restaurants

Table-service 
Restaurants*

All Other 
Foodservice**

Quality/service control:

Very good 3% 4% 4%  --

Good 16% 29% 11%  --

Acceptable 41% 33% 43%  --

Poor 19% 13% 23%  --

Very poor 10% 8% 13%  --

Not sure/don’t know 11% 13% 6%  --

Total 
Foodservice

Quick-service
Restaurants

Table-service 
Restaurants*

All Other 
Foodservice**

Customer feedback:
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Very good 4% 13% 2%  --

Good 37% 42% 36%  --

Acceptable 38% 33% 42%  --

Poor 14% 8% 18%  --

Very poor 1% 0% 0%  --

Not sure/don’t know 5% 4% 2%  --

Total 
Foodservice

Quick-service
Restaurants

Table-service 
Restaurants*

All Other 
Foodservice**

Ease of use for your business:
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Very good 16% 25% 13%  --

Good 47% 50% 52%  --

Acceptable 25% 21% 26%  --

Poor 3% 0% 6%  --

Very poor 0% 0% 0%  --

Not sure/don’t know 8% 4% 4%  --

Total 
Foodservice

Quick-service
Restaurants

Table-service 
Restaurants*

All Other 
Foodservice**

Ease of use for your guests:

Very good 21% 38% 15%  --

Good 43% 29% 57%  --

Acceptable 26% 25% 24%  --

Poor 1% 4% 0%  --

Very poor 2% 0% 2%  --

Not sure/don’t know 7% 4% 2%  --

Total 
Foodservice

Quick-service
Restaurants

Table-service 
Restaurants*

All Other 
Foodservice**

Expanded customer reach:

Very good 0% 0% 0%  --

Good 9% 17% 7%  --

Acceptable 18% 29% 13%  --

Poor 24% 17% 29%  --

Very poor 23% 21% 24%  --

Not sure/don’t know 26% 17% 27%  --

Total 
Foodservice

Quick-service
Restaurants

Table-service 
Restaurants*

All Other 
Foodservice**

Converting third-party delivery to  
in-restaurant visits:

How would you rate the value of third-party apps/websites for delivery/takeout in the following areas?
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Strongly agree 23% 36% 20% 23%

Moderately agree 28% 26% 27% 31%

Slightly agree 23% 23% 25% 17%

Undecided 18% 8% 19% 21%

Slightly disagree 6% 3% 6% 6%

Moderately disagree 1% 3% 2% 0%

Strongly disagree 2% 3% 1% 3%

Total 
Foodservice

Quick-service
Restaurants

Table-service 
Restaurants*

To what extent do you agree or disagree with the following statements:

All Other 
Foodservice**

Over the next five years third-party apps/websites for delivery/takeout will continue to grow at 
double-digit rates

Strongly agree 3% 3% 4% 1%

Moderately agree 6% 10% 4% 9%

Slightly agree 17% 23% 17% 16%

Undecided 15% 8% 17% 16%

Slightly disagree 15% 13% 17% 11%

Moderately disagree 16% 13% 16% 19%

Strongly disagree 27% 31% 25% 29%

Total 
Foodservice

Quick-service
Restaurants

Table-service 
Restaurants*

All Other 
Foodservice**

Over the next five years, on-premise visits will become obsolete for many restaurants

Strongly agree 5% 10% 4% 4%

Moderately agree 14% 26% 11% 14%

Slightly agree 14% 13% 15% 14%

Undecided 32% 23% 33% 34%

Slightly disagree 14% 10% 13% 20%

Moderately disagree 14% 10% 13% 7%

Strongly disagree 10% 10% 11% 6%

Total 
Foodservice

Quick-service
Restaurants

Table-service 
Restaurants*

All Other 
Foodservice**

Ghost kitchens will become the new norm for foodservice in the next five years
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* Includes table-service restaurant and combination table-service restaurant and bar.  

** Includes accommodation, drinking places, institutions (e.g. health care, education) and managed service providers.

-- Sample size is too small to report.    

Strongly agree 32% 31% 34% 27%

Moderately agree 36% 28% 33% 46%

Slightly agree 20% 28% 20% 17%

Undecided 9% 8% 11% 6%

Slightly disagree 1% 5% 1% 0%

Moderately disagree 0% 0% 0% 1%

Strongly disagree 2% 0% 2% 3%

Total 
Foodservice

Quick-service
Restaurants

Table-service 
Restaurants*

All Other 
Foodservice**

Canadians will continue to place importance on social dining experiences at restaurants  
over the next five years

Strongly agree 19% 25% 18%  --

Moderately agree 18% 21% 18%  --

Slightly agree 30% 33% 29%  --

Undecided 19% 17% 15%  --

Slightly disagree 7% 0% 9%  --

Moderately disagree 3% 0% 5%  --

Strongly disagree 4% 4% 5%  --

Total 
Foodservice

Quick-service
Restaurants

Table-service 
Restaurants*

All Other 
Foodservice**

Third-party apps/websites for delivery/takeout have led to incremental sales for my business 
(for those that have third-third party delivery)

Number of responses 287 39 161 87

Number of units 6,892 3,996 1,790 1,106

Total 
Foodservice

Quick-service
Restaurants

Table-service 
Restaurants*

How many units do you own and/or operate?
All Other 

Foodservice**
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About the Restaurant Outlook Survey

The results for the first quarter are compiled from responses  
to an email sent to foodservice operators inviting them to take 
an online survey. The survey was conducted in April 2019.

In total, 287 completed surveys were submitted, representing 
6,892 establishments.

Restaurants Canada encourages foodservice operators  
to participate in the Restaurant Outlook Survey to ensure 
results continue to be representative of our industry. Contact 
Chris Elliott at celliott@restaurantscanada.org to participate  
in the survey.

About Restaurants Canada

Restaurants Canada (previously CRFA) is a growing community 
of 30,000 foodservice businesses, including restaurants, bars, 
caterers, institutions and suppliers. We connect our members 
from coast to coast, through services, research and advocacy 
for a strong and vibrant restaurant community. Canada’s 
restaurant industry is an $89 billion industry, directly employs 
1.2 million Canadians, is the number one source of first jobs, 
and serves 22 million customers every day.
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For further information
Restaurants Canada

1155 Queen Street West,  
Toronto, Ontario M6J 1J4

Tel: 1-800-387-5649 

Fax: (416) 923-1450

E-mail: info@restaurantscanada.org

Website: restaurantscanada.org

Copyright 2019. All rights reserved including the right of reproduction in whole or in part in any form. 
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