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soup maintains its 
quality when reheated
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offers easy transport 
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A MESSAGE FROM OUR PRESIDENT & CHAIR
It’s an understatement to say that Canada’s foodservice industry 
has undergone considerable change and challenge in the wake 
of COVID-19. The industry has been devastated by the pandemic, 
and the road to recovery may not be a smooth one.  

Perhaps the greatest challenge our industry will face is the 
uncertainty surrounding the effects this crisis will have on us, their 
duration, and their severity. But the one thing that will remain certain 
is that Restaurants Canada will continue to advocate on your 
behalf. We will appeal to the government to extend much-needed 
relief measures such as wage subsidy and eviction protection and 
work hard to provide valuable insights and guidance to help you 
navigate the ongoing crisis.  

Although doors reopening may not result in a significant jump in 
sales, our research reveals some encouraging trends we expect 
to have staying power. For example, with a substantial percentage 
of people working from home, we’ve seen a huge spike in takeout 
and delivery orders, with many full-service restaurants pivoting to 
offer this choice to customers. There have been sweeping changes 
in alcohol regulations across Canada, providing restaurants with 
improved sales options. We expect the temporary changes in 
legislation to become permanent. 

We continue to see the blurring of lines between retail food sales 
and restaurant sales, with restaurants selling groceries and meal 
kits. We anticipate this trend to continue as restaurants look for 
ways to diversify business models. 

Another area of focus is menus – not only the shift to menus 
on smartphones but also how to manage menu inflation to 
offset lower sales and increased costs. It is crucial to know your 
customers and focus on paring back your menu to include a few 
tried-and-true favourites. Lower volume openings mean lower 
menu control, and by casting a narrow net versus a wide one, 
you can help control costs. 

The biggest trend going forward will necessarily be the health-and-safety 
confidence of your staff and customers. Providing a visibly safe 
atmosphere will bring back customers and encourage the return 
of staff in an environment where labour challenges are widespread.  

Perhaps the most wonderful shift we’ve seen throughout this period 
is a massive growth in local support. As people start emerging from 

Guy Laframboise
Chair of the Board of Directors

Restaurants Canada

Roy Little
Interim President 

Restaurants Canada
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Thank you to our corporate sponsors

Platinum

Gold

Silver

their homes, they understand the need to back local restaurants and 
are ready and willing to open their wallets. Be sure you’re prepared to 
welcome them back.

We want to commend the efforts of our advocacy team at 
Restaurants Canada. They have worked tirelessly with all levels of 
government to secure and refine support initiatives, whether it be 
subsidies, regulatory adjustments, or simply raising awareness 
of issues unique to our industry. The creative energy that delivered 
programs like our popular Rapid Recovery Series webinars will 
continue, and we look forward to an RC Show in 2021 that will 
celebrate “being back.” We encourage you to help us continue 
raising our voices by sharing resources found at feedingtherecovery.ca 
and showing support on social media with the hashtag 
#FeedingTheRecovery.

The foodservice industry as we know it will evolve and change from what 
we’ve known. This reemergence is essentially starting from scratch. For 
many, the focus is on fighting through the month, the week, or even just 
the day. It’s this resilience that gives us hope for the future.

This edition of Foodservice Facts is the most important we’ve ever 
done. It provides you with the data you need to make informed 
decisions and the advice to implement into your business as you 
negotiate the challenges ahead. We have a long and interesting road 
to travel as we undertake this recovery voyage together. While we 
may not have all the answers yet, we are committed to helping you 
find your place in the “next normal.” 
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Free up your
 cash f low with
 rent-to-own
 options.

Don’t dream, Do.
Contact SilverChef today.
1-844-283-7844  |  silverchef.ca
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 As the lockdown and physical distancing 
measures began in mid-March and 
continued in April, overall foodservice 
sales dropped to $2.4 billion in April. 
This shocking turn marked the lowest 
monthly sales figure in over two decades.  
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COMMERCIAL FOODSERVICE SALES
(seasonally adjusted, in billions of dollars)

Canada’s foodservice industry was 
poised to grow to over $100 billion in 
annual sales in 2021. 
Then COVID-19 happened. 

In the span of a few months the industry was 
shattered, seeing a devastating drop in sales 
in March and April. Foodservice sales won’t 
likely return to 2019 levels until late 2021, or 
possibly even 2022.

Just before the crisis, monthly sales peaked 
at $6.3 billion in January and February 2020. 
Over the last decade, monthly commercial 
foodservice sales (adjusted for seasonality) 
increased by 57%. Several factors propelled 
this dramatic increase in sales. The wealth 
effect from rising housing valuations enabled 
consumers to spend more on food away from 
home. During this time, more Canadians relied 
on foodservice to balance their busy home and 
work life. Also, an increase in the number of 
international visitors to Canada and growth in 
culinary tourism spurred greater foodservice 
spending. All of that came crashing down due 
to the global pandemic.

Full-service restaurants and drinking places reported 
the sharpest declines, as many were closed temporarily, 
unable to offer takeout or delivery. 

The pandemic has cast a pall of uncertainty about 
the future for many foodservice operators. With 
Canada’s economy in a deep recession and some 
form of physical distancing measures in place for 
the foreseeable future, it will take the foodservice 
industry years to recover. While foodservice sales 
will one day return to pre-COVID-19 levels, the 
industry will be vastly different from before.

COV ID- 19 & Canada’s Restaurant Industry
FOODSERVICE FACTS 2020

Source: Statistics Canada

$2.4 billion
April 2020
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“
Reflecting on the Past 
More than two decades of growth was erased in just two months. Before 
COVID-19, the foodservice industry boasted a significant achievement: the 
fastest economic growth of any major sector over the last decade. In 2019, 
foodservice sales grew to a record $93 billion, more than doubling the annual 
sales reported in 2000.  

ECONOMIC GROWTH BY INDUSTRY  
(2010 to 2019)

Restaurants

Finance and insurance

Professional, scientific and technical services

Transportation and warehousing

Agriculture, forestry, fishing, and hunting

Real estate, rental and leasing

Wholesale trade

Mining, quarrying, and oil and gas extraction

Retail trade

Information and cultural industries

Arts, entertainment and recreation

Construction
Administrative and support, waste management 

and remediation services
Utilities

Manufacturing

Other services

                                                                                               33%

                                                                                           32%

                                                                                           32%

                                                                                         31%

                                                                                         31%

                                                                            27%

                                                                     25%

                                                                     25%

                                                          21%

                                                     20%

                                                  19%

                                            17%

                                       16%

                                     15%

                                     15%

                                 14%
Source: Statistics Canada

Strategic Perspective
I’ve been in the restaurant business 40 years and I’ve never seen anything like this. An industry like ours 
operates on razor-thin margins and is extremely vulnerable to disruption, whether from a pandemic, 
changing technology, or recession. Restaurateurs walk a fine line because we have no safety net. We 
also have a responsibility to keep our employees and guests safe. Foodservice operators are incredible 
innovators, and with sheer determination, we will emerge from this a different industry. We are in the fight 
of our lives to stay afloat the next six months, but I believe we will come out of this better and stronger.

Donna Dooher
Owner/Operator, 

Mildred’s Temple Kitchen

FOODSERVICE FACTS 2020
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COVID-19 sent shockwaves throughout Canada’s labour market. In March and April, 
Canadian industries laid off more than three million workers. 

Although some workers returned to their place of employment in May, the unemployment rate continued 
to climb to a staggering 13.7%, compared to just 5.6% in February 2020. This is the highest unemployment 
rate since Statistics Canada began collecting data in 1976. 

Foodservice was the hardest hit of all major industries in Canada, with 615,000 employees laid off in 
March and April. All told, foodservice accounted for one out of every five jobs lost due to COVID-19. 
As a result, the number of foodservice workers still employed in the industry plummeted to 614,400 
in April, the lowest total since 1982.

While many foodservice workers were laid off, another 202,000 remained employed in the foodservice 
industry in April, but did not work any hours. 

At the height of the crisis in April, approximately 817,000 foodservice 
employees were laid off or not working any hours. 

NUMBER OF MONTHLY FOODSERVICE AND
 ACCOMMODATION EMPLOYEES IN CANADA 

(seasonally adjusted, thousands of employees)

Foodservice Employment

1,300,000

1,100,000

900,000

Jan ‘82

700,000

500,000
Jan ‘85 Jan ‘90 Jan ‘95 Jan ‘00 Jan ‘05 Jan ‘10 Jan ‘15 Apr ‘20

Source: Labour Force Survey, Statistics Canada

614,400

656,300

/ 8 restaurantscanada.org | Restaurants Canada
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“In May, foodservice employment 
improved slightly, gaining back 
41,900 jobs. As more restaurants 
began opening up or expanding the 
off-premise portion of their business, 
the number of people employed but 
working no hours also improved 
dramatically, falling from 202,000 
employees in April to 24,300 in May. 

While the improvement in May is a small 
first step on the road to recovery, it could 
take years for foodservice employment 
to return to its pre-COVID-19 levels.

Reflecting on the Past
Before the start of the COVID-19 
pandemic, Canada’s foodservice 
industry directly employed more 
than 1.2 million people. Foodservice 
was the fourth-largest private sector 
employer in the country and the 
number one source for first-time jobs.

TOTAL JOB LOSSES IN MARCH AND APRIL 2020
(by major industry)

Foodservice and accommodation

Wholesale and retail trade

Construction

Manufacturing

Information, cultural and recreation

Transportation and warehousing

Finance, insurance, real estate, rental and leasing

Forestry, fishing, mining, quarrying, oil and gas

Agriculture

Utilities

                                                                                                              -615,000 

                                                                                                      -582,200

                                                                                -315,800

                                                                              -301,600

                                                             -185,700

                                               -143,200

                 -45,000

           -23,000

           -22,000

      -5,300

Strategic Perspective
Operators will face significant challenges in bringing 
their employees back to work, with increased 
regulation and new procedures. Employees are not 
guaranteed to come back either. Restaurants are 
already dealing with former staff choosing to stay 
on CERB, or leaving the industry because of high 
levels of personal contact and the uncertainty of 
the future. Long term, many anticipate a decline in 
interest from young people considering the industry 
for a career. The labour market will be as competitive 
as ever, and retention of the most productive 
employees will be a strategic priority. 

Watch for QSR to continue to look at automation 
for efficiencies while full-service looks at managing 
productivity areas like job design, operating hours, 
and simplifying service delivery models.

Bruce McAdams
Associate Professor,

School of Hospitality, Food, and Tourism Management
University of Guelph

/ 9
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Commercial Foodservice Segments
FOODSERVICE FACTS 2020

At the height of the crisis, commercial foodservice sales plummeted by 61.4% in April 
2020 compared to April 2019.
The most significant declines were at full-service restaurants and bars, pubs, and nightclubs. Most establishments 
in these categories temporarily closed in the second half of March and throughout April, as many were 
not in a position to offer takeout or delivery. Quick-service restaurants fared better in relative terms, but 
still saw declines of 40.6% in April. Despite many QSRs remaining open for takeout and delivery, it was not 
enough to offset the drop in overall traffic.

Total
Full-service 
restaurants

Quick-service 
restaurants Caterers Drinking places

-37.1%

-61.4%

-49.3%

-78.1%

-23.6%

-40.6%
-33.3%

-74.7%

-58.1%

-90.5%March April

COMMERCIAL FOODSERVICE SALES, MARCH AND APRIL 2020
(vs. March and April 2019)

/ 11

Source: Statistics Canada
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During the crisis, many 
foodservice operators had 
to make a difficult choice – 
whether to stay open for 
takeout and delivery, or 
temporarily close down. 

Overwhelmed by rising debt, some 
foodservice operators ran out of 
options, and the only solution was 
to close their doors permanently. 
By early May, 67% of quick-service 
restaurant companies surveyed* 
had temporarily closed down their 
on-premise operations, but remained 
open for takeout and delivery. In 
other segments, 52% of full-service 
restaurants and 41% of bars were 
open solely for takeout and delivery.

Of the full-service restaurants that 
were open for takeout and delivery 
in April, 43% said they had recently 
reopened by adding takeout and/or 
delivery after previously shutting 
down all operations. The growing 
demand for takeout and delivery, 
combined with the Canada Emergency 
Wage Subsidy (CEWS), reduced 
financial losses for many of those 
who stayed open or reopened 
compared to shutting down all 
operations temporarily. 

/ 12

In early May, 38% of full-service 
restaurants temporarily closed 
all their operations as did 
45% of bars. 

In the quick-service category, 19% of 
restaurants temporarily closed down all 
operations. For some, it was due in part 
to their business model, and others were 
forced to shut down because they were 
located in a shopping mall. 

To help operators during this challenging 
time, provincial governments across 
the country have temporarily (and in 
some cases, permanently) allowed 
licensed establishments to sell alcohol 
for off-premise dining. As a result, 
74% of respondents that were either a 
licensed full-service restaurant or bar 
added alcohol to their menu for takeout 
and/or delivery. 

Overall, operators saw this as a move in 
the right direction; 54% of respondents 
said it had a positive impact on their 
sales. Only 3% said it negatively impacted 
their sales, and the remaining 43% felt 
there was no impact or that it was too 
soon to tell.

Source: Statistics Canada and Restaurants Canada

RESTAURANT AVERAGE UNIT VOLUME IN CANADA 
(in 2019$, year-over-year real change)

$731,100

2014 2015 2016 2017 2018 2019

$724,100 $740,300 $755,300 $754,300 $763,400

*Survey was conducted by Restaurants Canada between May 1 and May 5, 2020. 
Restaurants Canada received a total of 890 completed surveys from foodservice 
operators across the country

FOODSERVICE FACTS 2020
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“Reflecting on the Past

Prior to the pandemic, the average unit volume for a 
foodservice establishment in Canada was relatively 
flat in 2019 compared to 2017. The total gain was 
a tepid 1.1% after adjusting for menu inflation. 
The moderation in foodservice spending reflects 
a combination of high household debt and rising 
menu prices from increased operating expenses. 

Another factor that restrained average unit 
volume growth was an increasingly crowded 
foodservice landscape. Between 2015 and 
2019, an additional 6,257 net new commercial 
foodservice locations opened in Canada. Put 
another way, 3.4 net new restaurants opened 
every day of the year over the past five years. 
This rapid pace of unit expansion was simply 
not sustainable long term. We expect to see a 
sharp decrease in the number of commercial 
foodservice establishments due to the pandemic.  

SEE page 47 for commercial 
foodservice definitions

PERFORMANCE BY SEGMENT (COMMERCIAL FOODSERVICE)

Quick-service restaurants

Full-service restaurants 

Caterers 

Drinking places 

Canada

Average Unit
Volume Growth

 in ‘19/’181

Sales Growth
in ‘19/’181

2019 Sales
(in millions)

2019 Average 
Unit Volume2 2019 Units

Pre-tax Profit
(% of operating

revenue)3

$33,074.8

$33,003.5

$5,893.4

$2,467.1

$74,438.8

3.4%

3.7%

4.4%

-0.4%

3.5%

$850,460

$747,752

$608,573

$514,086

$763,393

3.0%

3.8%

7.1%

4.7%

3.9%

38,891

44,137

9,684

4,799

97,511

4.3%

3.8%

7.2%

4.7%

4.3%

Source: Statistics Canada and Restaurants Canada

1 Growth rates are unadjusted for menu inflation.
2 Data are based on sales from the Monthly Survey of Food Services and Drinking Places divided by the number of units from the Business  
   Register, Statistics Canada.
3 2018 data.

Strategic Perspective
To get customers back in your restaurant, 
you have to operate as if no one has ever 
been to a restaurant before. Here’s what you 
should be doing: (1) Create an experience 
people can only get by coming in; (2) 
develop an exclusive dine-in offer, like a 
special menu item, a gift-with-purchase, 
or an exclusive opportunity; (3) make your 
dining room rules clear, let customers know 
you’re serious and don’t compromise them 
for anyone; and (4) prescriptively thank 
customers for choosing you. It’s not rocket 
surgery. It’s customer service 101: experience, 
exclusivity, consistency, and gratitude. 

Marian Staresinic
Partner, 

Branding & Buzzing
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Inspiration shouldn’t be 
 a special ingredient

Connect with us at gfs.ca 

When people love their food, they spread 
the word, which helps your business grow. 
For over 115 years, Gordon Food Service® 
has sourced the perfect ingredients. With 
thousands of foods, one-of-a-kind specialty 
items, local products, and supplies to operate 
restaurants big and small, we’ll help you 
support your business and delight customers.
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“

Daypart Trends
As physical distancing measures came 
into effect across the country in 
March and April, restaurant traffic 
plummeted for all dayparts at full- 
and quick-service restaurants.

Not all dayparts felt the impact equally, however. 
On a year-over-year basis, supper traffic at 
full-service restaurants fell by 51% in April 2020. 
Breakfast and lunch traffic declined by an even 
higher amount, plummeting more than 80%.

Even though supper traffic fell, the supper 
daypart gained significant market share in 
April 2020 at the expense of morning meals 
and lunches as more Canadians stayed home 
due to workplace and school closures. As a 
result, supper accounted for 68% of all traffic 
to full-service restaurants in April 2020, a 
sharp increase in market share from an annual 
average of 46% in 2019. In contrast, lunch 
traffic fell from 30% of total traffic in 2019 
to 14% in April 2020. Some of this shifting 
in dayparts was due to Canadians working 
remotely from home or staying closer to home. 
As a result, they depended less on restaurants 
for breakfast and lunch. 

Strategic Perspective
At-home consumption of restaurant meals/snacks accounted for two-thirds of all occasions in April. 
Since the new normal is expected to continue to include more at-home time for work, play, and school, 
expect this trend to continue for some time. The length and depth of the trend are unknown, but 
operators who can figure out the best way to serve their customers in their home settings will benefit
in the post-COVID era. Meal kits, family-friendly bundles and deals, convenient daytime delivery options 
(weekend brunch, anyone?), are just a few possibilities. 

Vince Sgabellone
Industry Analyst, Canada Foodservice,

The NPD Group, Inc.

17%

SHARE OF TRAFFIC BY DAYPART
FULL-SERVICE RESTAURANTS

Morning Meal

11%

April 
2020

12 Months Ending 
December 2019

Lunch Supper PM Snack

30%

14%

46%

68%

6%
8%

Source: The NPD Group/CREST® April 2020
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SEAFOOD IS BETTER®

SPICE UP YOUR MENU
Today’s customers demand the latest 
on-trend flavours and dishes. That’s why 
we’re no longer just your source for the 
highest quality seafood from around the 
globe. Now, we’re your one-stop shop 
for everything seafood—from innovative 
cooking techniques to eye-popping plates. 
We’re High Liner Foodservice, and we’re on 
a mission to make seafood the hottest thing 
on your menu. highlinerculinary.com

GET SAUCY 
WITH 
SEAFOOD

 © 2020 High Liner Foods. All rights reserved. 

HLFC2009_Ad_Resize_JanFeb_MENU_GSWS_9x10.875_Final.indd   1HLFC2009_Ad_Resize_JanFeb_MENU_GSWS_9x10.875_Final.indd   1 2020-01-31   1:53 PM2020-01-31   1:53 PM
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It was a similar story for quick-service restaurants. Breakfast 
traffic at QSRs fell by a staggering 48% in April compared to 
April 2019, the largest decline of any daypart. This major slip 
reduced the morning meal market share to 31% in April 2020, 
compared to an annual average of 35% in 2019. Supper traffic, 
however, was less impacted by a decline in traffic in April 2020. 
Supper accounted for 23% of all quick-service restaurant traffic 
in April 2020, compared to an annual average of 17% in 2019.

/ 17

Joe Jackman
President and CEO, 

Jackman Reinvents

SHARE OF TRAFFIC BY DAYPART
QUICK-SERVICE RESTAURANTS

April 
2020

12 Months Ending 
December 2019

35%

Morning Meal

31%

Lunch Supper PM Snack

27%
24%

17%

23%
21%

22%

FOODSERVICE FACTS 2020

Source: The NPD Group/CREST® April 2020

“Strategic Perspective
If you can’t store unused tables —those not in use as a result of meeting physical distancing requirements— 
remove the seating and use the tables as a visual platform to tell the unique story of your business in some 
way. This might include restaurant historical artifacts, staff stories, community-centric content, even visually 
merchandised displays of ingredients and wine. Also, this is a great moment to introduce more greenery to 
enhance the perception of a clean environment, make spacing changes less obvious, create more intimate 
nooks, and manage sightlines. You want your restaurant to feel fresh, full of life and energy and, most 
importantly, organized and perceived to be completely ready for guests.
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Average Check Si ze
A shift in market share from breakfast to supper raised average checks at QSRs.
Changing consumer demand due to COVID-19 led to an 8% jump in the average check size per person at quick-service 
restaurants in April 2020 compared to April 2019. This increase is due to a sharp decline in breakfast traffic and an 
increasing market share of supper traffic. The average check size per person at full-service restaurants in April 2020 
was unchanged compared to April 2019. 

Based on Restaurants Canada’s latest Restaurant Outlook Survey, foodservice operators will raise their menu prices 
by an average of 3.3% over the next 12 months. Nearly three in 10 respondents are unsure by how much they will raise 
menu prices, reflecting the high level of uncertainty.

Reflecting on the Past
The average check size per person increased by a modest 8.3% between 2015 and 2019 to $8.22. By comparison, rising 
operating expenses pushed up menu prices at restaurants by nearly 13%. As a result, cost-conscious consumers are 
adjusting their spending, rather than moving in lockstep with menu inflation. This trend will continue in the coming years. 
Saddled with record-high debt and low confidence, consumers will watch their discretionary spending very closely.

AVERAGE CHECK SIZE PER PERSON IN CANADA

Channel 2015 2017 2018

Quick-service 
restaurants

Full-service restaurants

   • Midscale dining

   • Casual dining

   • Fine dining

Retail foodservice

Total foodservice

$5.49

$15.90

$12.18

$17.53

$42.97

$4.68

$7.59

$5.66

$15.83

$12.33

$17.62

$43.52

$4.77

$7.74

$5.75

$16.04

$12.61

$17.95

$43.45

$4.81

$7.88

Average check size includes taxes, but excludes tips
***suppressed

Source: The NPD Group/CREST©, April 2020

2016 2019 April 2020

$5.93

$16.20

$12.86

$18.31

$43.67

$4.92

$8.08

$6.07

$16.22

$13.07

$18.44

$43.85

$5.03

$8.22

$6.54

$15.96

$13.61

$17.54

***

$4.95

$7.46

Vince Sgabellone
Industry Analyst, Canada Foodservice,

The NPD Group, Inc.

“Strategic Perspective
One reason for the rise in cheques during the crisis is the share of meals with kids has gone up (again, just share, 
since volume decreased). The average size of orders has gone up, with more items and more people included. 
So, not only have individual eater cheques gone up, so have party cheques. These bigger orders for operators can 
help to offset some losses. Again, consider ways to pad the orders even more. Suggest add-ons of desserts, 
appetizers, and alcohol. Recommend ordering extra for leftovers the next day. Offer meal kits to fulfill current and 
future meal needs, while also offering a potential diversion and entertainment for the family to prepare together.
If people are going to be ordering food to the home, and their situation won’t change the next day, get them 
to order as much as possible. 
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“

COVID-19 had a devastating impact across all provinces and foodservice segments. In April, sales 
plummeted anywhere from 49% (Prince Edward Island and Manitoba) to over 60% (Ontario, British 
Columbia and Quebec).

A Look At The Provinces

COMMERCIAL FOODSERVICE SALES
(year-over-year nominal change)

March April

NL PE NS NB QC ON MB SK AB BC

-49%

-57%
-60%

-54%

-66%
-62%

-49% -50%

-56%

-64%

-36%

-30%
-32% -34%

-39% -37%
-32% -34% -35%

-38%

Source: Statistics Canada

/ 20

Strategic Perspective
As hubs of convenience and community, restaurants will need to be leaders in delivering access, 
reassurance, and confidence to our guests. Their return to work, school, social outings and leisure 
activities will be happening in new ways, and I believe that the responsiveness of the foodservice 
industry will serve us well. We will need to continue to work well together as an industry, share 
information, and adapt our operations to keep guest and employee safety a top priority. Because of 
the jobs we create and the services we provide to other workers, we will play an important role in the 
recovery and growth of Canada’s economy. At the same time, we have to look beyond the impact of the 
pandemic to maintain our investments and innovation in areas like sustainability and continue to play 
a leadership role in supporting our agriculture and food supply partners, as well as our communities, 
taking action to create a better world.

Susan Senecal 
CEO,

A&W Food Services of Canada

restaurantscanada.org | Restaurants Canada
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Source: Statistics Canada and Restaurants Canada
1 Includes full-service restaurants, quick-service restaurants, caterers and drinking places.  

3 Data are based on sales from the Monthly Survey of Food Services and Drinking Places divided by the number of units from the Business Register,     
   Statistics Canada.
4 2018 data.

PERFORMANCE BY PROVINCE (COMMERCIAL FOODSERVICE)

Canada

Newfoundland & Labrador

Prince Edward Island

Nova Scotia

New Brunswick

Quebec

Ontario

Manitoba

Saskatchewan

Alberta

British Columbia

Sales Growth
in ‘19/’182

2019 Sales
(in millions)1 2019 Units

Pre-tax Profit
(% of operating

revenue)4

3.5%

2.9%

8.8%

4.5%

4.2%

5.3%

3.1%

3.9%

1.1%

2.4%

3.1%

$74,438.8

$877.8

$296.6

$1,741.1

$1,274.6

$14,300.5

$29,625.7

$2,163.2

$1,919.5

$9,556.4

$12,512.8

97,511

1,108

410

2,240

1,638

22,739

38,079

2,620

2,708

11,257

14,499

4.2%

4.0%

7.0%

4.8%

4.9%

4.5%

3.8%

4.4%

4.8%

4.3%

4.5%

Menu Inflation
‘19/’18

2.7%

1.5%

2.3%

1.4%

1.7%

3.4%

2.3%

1.6%

3.1%

3.0%

3.2%

2 Growth rates are unadjusted for menu inflation.

2019
Average  

Unit Volume3 

$763,393

$792,272

$724,276

$777,450

$778,376

$628,896

$778,005

$825,637

$708,965

$848,965

$863,014

Average  
Unit Volume  

Growth in 
 ‘19/’182

3.9%

8.5%

9.7%

5.5%

8.7%

5.3%

3.7%

4.0%

-3.1%

2.6%

3.5%

Reflecting on the Past

A booming economy and expanding population made Prince Edward Island the fastest-growing province 
with average annual sales growth of 7.1% between 2015 and 2019. While Ontario and British Columbia also 
boasted robust growth, a moderation in spending, due in part to rising menu prices and high household debt 
levels, restrained sales in 2019. Meanwhile, low commodity prices and sluggish economic activity held back 
foodservice sales in Newfoundland & Labrador, Saskatchewan, and Alberta.

/ 21restaurantscanada.org | Restaurants Canada
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Assurance | Accounting | Tax | Advisory

www.bdo.ca

It’s a new era for 
restaurants.
Restaurant owners can rebuild by:

 Using data to manage labour and food costs

 Outsourcing non-core functions

 Leveraging technology

Learn how BDO professionals can help improve your restaurant’s 
fi nancial health on insights.bdo.ca/restaurants
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COV ID- 19 Deep Dive

Throughout most of the crisis, a staggering 95% of respondents reported lower same-store 
sales on a year-over-year basis. 

Even in the first two weeks of February, 40% of respondents reported lower same-store sales. This pre-COVID 
slump was a continuation of the trend we saw throughout 2019, and is primarily due to rising menu prices and 
high household debt.

In the first two weeks of March, the share of respondents with lower same-store sales doubled to 78%.  
Just for context, in the middle of March, there were only 441 confirmed cases of COVID-19 in Canada 
and 182,400 cases worldwide.

But by the end of March, a stunning 96% reported lower same-store sales as physical distancing measures 
came into effect across the country. At that time, there were nearly 2,800 confirmed cases of COVID-19 in Canada. 

As the number of confirmed cases continued to climb, the share of respondents with lower same store 
sales remained consistent at roughly 95% throughout April and May. In June, the numbers again held 
steady, but for those that reported lower sales, 46% said the decline in sales was less than it was in May. 
Nineteen per cent of respondents said their sales decline worsened in June, while 35% saw a similar 
decline in sales in June as they did in May.

SAME-STORE SALES COMPARED TO THE SAME PERIOD IN 2019

First two weeks 
of February

100%

About the sameHigher Lower

75%

50%

25%

0%

21
%

First two weeks 
of March

Last two weeks 
of March

First two weeks 
of April

Last two weeks 
of April

May June

34
%

46
%

8%

14
%

78
%

96
%

95
%

96
%

95
%

93
%

1% 3% 2% 3% 3% 1% 3% 2% 4% 4%

FOODSERVICE FACTS 2020

Source: Restaurants Canada Restaurant Outlook Survey
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Jurisdictions across the country have now allowed 
restaurants to open up the dine-in portion of their 
foodservice establishment, with sufficient physical 
distancing measures in place, such as limited 
seating capacity. In May, this included Alberta, 
British Columbia and New Brunswick. Several 
other provinces have reopened or are planning 
to reopen in June and July. 

A Restaurants Canada survey found that 35% of 
respondents that reopened the dine-in portion 
of their business in May said it had a positive 
impact on their sales. On the other hand, 44% said 
it had a negative effect. In June, there was some 
improvement in those that saw a positive impact
on the dine-in portion of their sales. 

For independent full-service restaurant operators 
in May, 52% saw a negative impact compared to 
37% of chain restaurants. These are early days, and 
it’s possible the larger chains have the marketing 
resources required to get the word 
out that they are open.

Nevertheless, it will take time to convince guests to 
return to dining in at restaurants. While more than half 
of Canadians said they would wait less than a month 
to attend small gatherings with friends and family after 
lockdown and physical distancing measures are lifted, 
they will wait longer to dine in at a restaurant or to go 
to bars. Just over one-quarter (27%) of consumers 
said they would wait one month or less to go back 
to a restaurant for dine-in services.

ONCE PHYSICAL DISTANCING MEASURES ARE LIFTED, WHEN WILL 
YOU RESUME DINING OUT AT RESTAURANTS?

2 to 3 monthsOne month or less

BCABMB/SKONQCATL.

35%

24%

33%

28%

22%

27%

29%

24%

21%

23%

30%

26%

0%

20%

40%

60%

80%

Source: Leger

Mo Jessa
President, 

Earls Kitchen + Bar

“Strategic Perspective
When we reopened our restaurants we 
decided that safety of our guests and 
employees was our absolute priority. 
We knew first that people needed to feel 
safe coming back to our restaurants 
(both customers and staff). Every 
decision we made was vetted through 
the lens of safety. That quickly built 
trust with our guests which we saw 
in our reviews and return visits. We 
expected to see our regulars but what 
surprised us was how many new guests 
were using us for both dining in and 
takeout. It was a great reminder that 
we needed to also keep a high bar for 
service and execution. Our objective 
was to turn these new guests into loyal 
guests by delivering the Earls standard 
for hospitality and a place they felt safe. 
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26% of Canadians said they would 
wait two to three months to go back 
to restaurants for dine-in services. 

For bars, the wait is much longer, with just 8% 
saying they would wait less than a month. (Keep 
in mind that 40% of respondents don’t normally 
go to bars on a day-to-day basis.) While there is 
no difference in respondents by age category, 
12% of men said they will wait less than a month 
to go to a bar compared to 5% of women. 

Those who said they are most eager to go out 
to a restaurant for dine-in services, that being 
during the first three months after the emergency 
measures are lifted, are located in Atlantic Canada 
and Quebec. Alberta is the lowest, but this is not 
necessarily an economic issue, as they have the 
highest number of confirmed cases in Western 
Canada at the time of the survey. As a result, 
they are much more cautious about going out, 
not just to restaurants but also meeting with 
small groups and family, or going to stores. 

*Data gathered through a Web survey conducted by 
Leger from May 8 to 10, 2020 among a representative 
sample of 1,526 Canadians, 18 years of age or older.

Negative impactNo impactPositive impact Too soon to tell

30
%

39
%

4%

12
%

48
%

44
%

18
%

5%

DESCRIBE HOW DINE-IN SERVICE AT REDUCED 
CAPACITY IMPACTED YOUR BUSINESS

JuneMay
56

%

22
%

6% 5% 6% 6%

27
%

26
%

12
% 13
%

11
%

11
%

8%

14
%

8%

12
%

18
%

40
%

Small gatherings with family and friends Dine-in at a restaurant Bars, lounges, night clubs or pubs

ONCE PHYSICAL DISTANCING MEASURES ARE LIFTED, 
WHEN WILL YOU RESUME THESE DAY-TO-DAY ACTIVITIES?

One month or less 2 to 3 months 4 to 5 months 6 months or more

Not until there is a vaccine I don’t normally do this day to day

Source: Leger

Source: Restaurants Canada Restaurant Outlook Survey
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The one certainty through this entire crisis 
is that Canada’s foodservice industry isn’t 
going back to the way it was before. 
The post-COVID-19 era will bring about many dramatic 
changes to the foodservice landscape, some temporary 
and some that will continue indefinitely. 

One of the biggest changes we’re seeing is a move to an 
increasingly “contactless” experience, as guests seek to 
limit physical interactions. Six in 10 respondents said they 
will provide or continue to provide contactless payment 
options at restaurants, and just over half will provide 
contactless or curbside pick-up options. 

Uncertainty about the future also means restaurants are 
limiting the number of items on the menu, at least in the 
near term, until business picks up.

The pandemic saw some restaurants innovate by 
selling groceries and meal kits. In an April survey, 21% of 
respondents were selling groceries, as many Canadians 
were struggling to find ingredients on grocery store 
shelves and wanted to limit their physical interactions. 
Once emergency measures are lifted, only 11% said they 
plan to continue offering groceries.

One area that may have some staying power is meal 
kits. In April, 21% of those that were open for takeout 
and delivery were selling meal kits for customers 
to assemble and cook their meals at home. Once 
emergency measures are lifted, 17% of respondents said 
they would continue to sell meal kits, a drop of just four 
percentage points. Clearly, both operators and consumers 
see value in this new dine-at-home experience.

RESTAURANT OPERATORS PLAN TO PROVIDE 
THE FOLLOWING OPTIONS ONCE EMERGENCY 

MEASURES ARE LIFTED

Contactless payment

Contactless pick-up/curbside pick-up

A simplified/reduced number of menu offerings

Beverage alcohol for takeout and/or delivery

Contactless delivery

Meal kits for customers to assemble  
and cook their meals at home

Groceries

We will not offer any of the above options

Other

60%

54%

54%

50%

35%

17%

11%

9%

3%

Note: Respondents could choose more than one response.

Joe Jackman
President and CEO, 

Jackman Reinvents

Source: Restaurants Canada Restaurant Outlook Survey

“Strategic Perspective
Diversify Your Channels – Post-pandemic, 91% of the 
consumers we surveyed in our last Jackman Human 
Insights Study plan to cook at home about the same or 
more often than before. Determine how you can offer 
meal solutions to your guests in a new way. This should 
go beyond merely adding take-out and delivery; consider 
offering meal kits, partially prepared meals, and mains 
with suggestions/recipes for easy-to-make-at-home 
sides. Take this opportunity to release signature dishes, 
sauces or snacks through a new channel to ensure 
another revenue outlet and greater brand reach.
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With physical distancing measures slowly lifting, restaurant 
operators are worried about staff returning to work.

Whether it’s due to taking public transportation, working alongside 
coworkers, and/or working with the public, uncertainties abound. 
As a result, restaurant operators need to adapt to this new working 
environment to keep both staff and guests safe. Joe Jackman

President and CEO, 
Jackman Reinvents

Labour
The foodservice industry was among the 
first and hardest hit by the impacts of 
COVID-19, and it will also be among the 
slowest to return to profitability. Given 
this reality, Restaurants Canada has 
been working closely with the federal 
and provincial governments on solutions 
to help foodservice businesses continue 
bringing Canadians back to work while 
operating under ongoing restrictions.

Carol Patterson
Interim National Vice President, Government 
Relations, Restaurants Canada

CONCERNS ABOUT STAFF NOT RETURNING

21
%

28
%

28
%

14
%

9%

26
% 27

%

25
%

15
%

7%

Front-Of-House Staff Back-Of-House Staff

Very concernedExtremely concerned

Slightly concerned

Moderately concerned

Not at all concerned

Source: Restaurants Canada Restaurant Outlook Survey
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“Strategic Perspective
Team Energy – The consumers we 
surveyed in our last Jackman Human 
Insights Study listed “going out to 
restaurants” as the activity they were 
most excited about as part of a “return 
to normal.” Part of this experience 
is the energy and engagement from 
servers. In pre-shift huddles, managers 
must focus on energizing their teams 
to ensure servers are full of liveliness 
when greeting and serving guests. In a 
restaurant environment, every aspect 
says something about who you are and 
what makes you unique. Chief amongst 
these experiential elements are your 
people; if they are enthused, confident, 
and at ease in the new circumstances, 
your customers will be, too. 

FOODSERVICE FACTS 2020
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Employees are concerned about their health and safety 
working with the public

It is not financially feasible to bring some of our employees back

Employees are concerned about their health and safety 
working with coworkers

Employees are concerned about their health and safety taking 
public transportation to work

We don’t have enough personal protective equipment (PPE)

We have not encountered any challenges

50%

49%

29%

27%

3%

12%

Source: Restaurants Canada Restaurant Outlook Survey

DESCRIBE YOUR TOP CHALLENGES IN BRINGING 
EMPLOYEES BACK TO WORK

/ 29restaurantscanada.org | Restaurants Canada
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*Data gathered through a Web survey con-
ducted by Leger from May 8 to 10, 2020 
among a representative sample of 1,526 
Canadians, 18 years of age or older. 

Jo-Ann McArthur
President,

Nourish Food Marketing

HOW IMPORTANT WILL THESE DINE-IN SAFETY OPTIONS BE 
ONCE EMERGENCY MEASURES ARE LIFTED?

Somewhat importantVery important

FOODSERVICE FACTS 2020

Sanitizer/wipes at every table

2 meters or more between tables

2 meters or more between people in common areas

Staff member at door to limit traffic

Restaurant staff tested for COVID-19 before returning to work

No shared condiment bottles on tables

Contactless payment

Staff at restaurant to wear masks and gloves

Restaurant staff take temperature before every shift

Customers have temperature taken before entering restaurant

62% 29%

61% 29%

57% 31%

52% 35%

60% 26%

57% 28%

49% 33%

42% 36%

46% 31%

26% 34%

0% 100%

Health & Safety

Source: Leger

“Strategic Perspective
Your hosts are critical in setting the tone of the 
guest’s dining experience. They need to greet with 
warmth, confidence and a friendly face, all while 
maintaining safe distancing and wearing PPE, or from 
behind plexiglass. And, they need to be good observers 
and problem solvers, ensuring guests are comfortable 
and at ease.

At the same time, they need to keep the atmosphere 
joyful and not like a trip to the dentist, despite the 
masks and gloves. The kitchen remains important, 
but in the early days of reopening, front of house is 
so critical, perhaps it’s the owner or manager who 
should take on this frequently junior role and become 
the face of their establishment.



foodservice.eggs.ca

We know what comes next.
Eggs are the versatile, margin-friendly protein solution that 
adds value anywhere you use them. For inspiration on how 
to boost your menu and your bottom line with eggs visit
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On - & Off-Premise Trends

In 2019, on-premise orders accounted for 
more than half of total restaurant sales. 
In April 2020, they dropped to 4%. 

The pandemic led to a dramatic disruption in 
consumer spending, with the collapse in on-premise 
dining causing a significant increase in market share 
for off-premise channels in April. By the end of April 
2020, the drive-thru channel accounted for nearly half 
(47%) of all revenue at quick-service restaurants. 

Meanwhile, takeout and delivery generated 27% 
and 24% of total quick-service restaurant sales, 
respectively. Drive-thru sales were 16% higher in April 
2020 than in April 2019, while delivery sales more than 
doubled during that same period, helping offset the 
decline in sales in on-premise dining and takeout. 

At full-service restaurants, the share of sales generated 
by takeout jumped spectacularly from 15% in April 
2019 to 68% in April 2020, while delivery sales 
surged to 28% of total sales. 

It’s important to note that even though the market 
share for the various off-premise channels at full-service 
restaurants may have increased dramatically, overall 
sales from these categories remained well below where 
they were in April 2019.  

When it comes to delivery, digital has been steadily 
expanding its lead over telephone for several years. 
In 2017, digital (mobile/online orders) accounted for 
55% of delivery sales versus 45% for telephone. In 
2019, digital had increased to nearly 70% of delivery 
sales. During the crisis, both digital and telephone 
delivery sales saw an increase, with telephone orders 
(beyond just delivery) having a resurgence, in particular 
for pizza restaurants and consumers directly calling 
their local independent restaurants for pick-up/delivery.

/ 32

Brian Deck
CEO,

 Smooth Commerce

“Strategic Perspective
With delivery through the third-party 
aggregators, restaurants face fees that 
can be as high as 25-35% of the transaction. 
Smooth Commerce provides a more 
cost-effective alternative solution which 
allows for the restaurant to have their 
own branded app or website for ordering, 
integrated with DoorDash Drive to provide 
the delivery service on an economic model 
more friendly to the bottom line. With the 
compelling return-on-investment that Smooth 
Commerce is able to provide, we’ve seen 
significant growth in the demand for our 
solution and have been rapidly rolling it out to 
brands large and small across the country.

FOODSERVICE FACTS 2020
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Reflecting on the Past
Although delivery accounts for the smallest market share, it is the fastest-growing channel in the foodservice 
industry. Between 2016 and 2019, delivery sales from restaurants soared by more than 85% to over $4.1 billion. 
Of that, almost $2.1 billion was at quick-service restaurants, and another $2.0 billion was at full-service restaurants. 

Although a significantly larger segment in terms of sales, on-premise dining grew by just 3% between 2016 and 
2019. As a result, the on-premise market share has steadily dropped since 2016. This decline is due to many 
factors, but mainly because consumers are on the go, and we are witnessing a rise in the stay-at-home economy 
in recent years. This crisis has likely accelerated the shift, which would further erode on-premise dining.

QUICK-SERVICE SHARE OF DOLLARS 
BY ON- AND OFF-PREMISE

Takeout Dine inDelivery Drive Thru

7%

27%

32%

35%

24%

47%

27%
3%

9%

15%

76%

1%

2%

2%

28%

68%

FULL-SERVICE SHARE OF DOLLARS 
BY ON- AND OFF-PREMISE

Takeout Dine inDelivery Drive Thru

GROWTH IN RESTAURANT SALES BY CHANNEL BETWEEN 2016 AND 2019

Delivery

Takeout

Drive Thru

Dine In

85%

38%

21%

3%

Source: Ipsos Foodservice Monitor Source: Ipsos Foodservice Monitor

Source: Ipsos Foodservice Monitor

April 2019 April 2019April 2020 April 2020
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In recent years, we’ve seen the rise of third-party 
delivery apps and kiosks. It’s all about speed, 
convenience and, now more than ever, health 
and safety. 

While all these factors are critical, so is maintaining the 
quality of the food. A survey of Canadian restaurant 
users conducted by BrandSpark between January and 
early-February 2020 found consistency in food quality is 
the top driver for restaurant selection via third-party 
delivery. Following it are craveable menu items, value for 
money, and low/no delivery fees.
 
As technology continues to expand and grow, is it outpacing 
the comfort levels of consumers? Nearly 60% of restaurant 
users are at least slightly interested in ordering delivery 
from a ‘ghost’ kitchen. Consumers generally appear to be 
more open to this than they are toward very tech-forward 
delivery options, such as food delivered from a restaurant by 
an automated system/robot, or voice-ordering devices like 
Google Home or Amazon Alexa. 

Take note, though: younger consumers are significantly 
more likely to try these forms of delivery than those 50 
years of age or older. For each of the delivery options listed 
above, the share of 50+ respondents who answered “not at 
all interested” ranged from 14 to 19 percentage points higher 
than the next highest demographic.

But, before going all-in on new technology, consider the 
target of your foodservice business. If you’re after an older 
crowd, investing in voice-tech, for example, doesn’t make 
financial sense, with 67% of 50+’ers outright rejecting it.

On the other hand, if you’re trying to reverse an aging 
trend with your clientele, new technology and cutting edge 
services could help draw in younger diners. Remember, 
today’s youth and young adults interact with the world 
through their phones. If you want them to find you, this 
is where you need to be.

While automated and robotic delivery 
are still on the horizon (though closer 
than many might think), ghost kitchens 
and voice-ordering are here now. 

Brian Deck
CEO, 

Smooth Commerce

‘Ghost’ 

kitchen

Food delivered fro
m 

a restaurant by a 

self-driving car

Food delivered fro
m a 

restaurant by an automated 

system/robot
Voice-ordering devices 

for ta
keout or delivery 

(i.e. Amazon Alexa, etc.)

8%

23%

23%

41%

5%

7%

20%

17%

50%

6%

17%

17%

56%

5%
5%

16%

17%

59%

3%
6%

INTEREST IN METHODS ASSOCIATED 
WITH DELIVERY

Slightly interestedNot at all interested

Very interestedModerately interested Extremely interested

Technology & Off-Premise

Source: The 2020 BrandSpark Consumer Restaurants Trends Study

“Strategic Perspective
Before COVID-19, this was a rapidly 
growing trend driven by customer 
convenience and engagement. Now, 
technology plays an essential role 
in allowing restaurants to safely 
provide service to customers while 
accommodating physical distancing 
and other public health protocols. 
With additional benefits facilitated 
by technology like dynamic loyalty 
programs, customized offers and 
promotions, and data analytics to 
help build your business, its increased 
adoption is long overdue.
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Retail Food Sales
In the early months of the pandemic, consumers 
flocked to grocery stores to stock up their pantries 
and fridges. 
On a year-over-year basis, consumer spending at grocery stores and 
supermarkets soared by a record 21% in March 2020, and by nearly 18% in 
April 2020. Naturally, there was a significant accompanying shift to in-home 
consumption. At the start of 2020, in-home consumption accounted for 70% 
of all meals. However, by April 2020, it soared to 90%, a level unheard of in over 
a decade. Restaurants were hardest hit, as the share of meals sourced from 
a restaurant dropped from 6% to 1.4%.

Carried from home (defined as any food prepared/sourced from a person’s 
own home and consumed elsewhere, such as an office, school, park, etc.), also 
steadily declined as more people worked remotely and due to school closures. 
Home Meal Replacements (HMR) from grocery, convenience stores and gas 
stations, and any other non-restaurant locations also fell, but still accounted 
for a larger share of meals than restaurants.

It remains uncertain whether the foodservice industry can recapture the lost 
market share during this pandemic. Ever since Canada introduced the federal 
Goods and Services Tax (GST) in 1991, the foodservice share of the total food 
dollar has never returned to its pre-GST level of 42%. 

During the COVID-19 crisis, there was an initial increase in cooking from scratch 
in March and April. Yet the share of from-scratch cooking dropped from 50.0% in 
April 2020 to 44.8% in May. With cooking fatigue setting in, consumers opted for 
convenience in May, relying more on ready-to-eat meals and meal kits (that include 
all ingredients). As a share of food that was prepared and consumed in home, meal 
kits jumped to 7.3% in May. Prior to the pandemic, meal kits accounted for 4% of 
food prepared and consumed in-home in January 2020, and 4.3% in February 2020.

The share of Canadians that would 
“hardly ever” purchase a ready-to-eat 
meal from a grocery store fell from 
28% in 2019 to 22% in the first two 
months of 2020. 

WHERE FOOD & BEVERAGES ARE SOURCED
(all venues)

February 2020January 2020 April 2020March 2020

89
%

Sourced from home

82
%

73
%

70
%

5%7%

11
%13

%

1%3%6%6% 5%

8%11
%11

%

Carried from home Sourced from a restaurant Sourced from HMR/all other

Source: Ipsos FIVE Monthly Data Period - % Occurrences - All Venues: Based on Total Food and Beverages/ 36
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TIME TO
BEEF UP

YOUR BUSINESS
The Canada Beef and Veal team has a steak in your future! 

PROMOTION AND MARKETING 
PROGRAMS AND SERVICES

EDUCATION & TRAINING 
PROGRAMS AND SERVICES*

• National, regional and independent operator
promotion and sales building programs

• National and regional distributors support
programs

• Branded and co-branded support programs 
• Cooperative advertising support 
• Development and production of custom

marketing resources

• Canada Beef marketing library 
• Supply chain development 
• Food safety systems resources 
• Beef  buyers guides, wall charts and

reference materials

• Partner programs 
• Consumer marketing support

• Front of the house upselling resources 
• Back of the house portion cutting training

resources

• Menu development 
• Recipe development 
• Food costing and menu engineering  
• Yield and financial performance analysis 
• New product or specification development 
• Food safety system training 
• Gate-to-Plate experience 
• E-learn Canadian Beef 101 education 
• Custom and generic educational video

productions

• Carcass utilization and value optimization 
• Food Safety and Quality Assurance

For more information about education and training: 
Mathieu Pare, Executive Director, Canadian Beef Centre of Excellence 
mpare@canadabeef.ca 
cdnbeefperforms.ca 
canadabeef.ca

For more information about promotion and marketing : 
Duane Ellard, Director, Channel Marketing 
dellard@canadabeef.ca 
cdnbeefperforms.ca 
canadabeef.ca

* Access to CBCE facilities will be in accordance with current COVID-19 health guidelines.

Restaurants Canada Menu Ad_2.qxp_Layout 1  7/21/20  10:16 AM  Page 1
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Reflecting on the Past

A blurring of the lines between foodservice and retail has kept the 
foodservice share of the total food dollar from returning to 40%, despite 
improved foodservice sales growth over the past decade. Although 
traditional grocery stores and supermarkets account for the lion’s share 
of retail food sales, there’s growing competition from non-traditional 
grocery stores such as Walmart and Costco. This relatively new channel 
experienced average annual sales growth of 9.1% per year between 2013 
and 2019. In contrast, grocery stores and supermarkets experienced 
average annual sales growth of just 2.9% during this same time.  

Foodservice Market Share

Sarah Caron
Director, Marketing and Nutrition, 

Egg Farmers of Canada

FOODSERVICE SHARE OF THE TOTAL FOOD DOLLAR

2000 2001 2002 2003 2004 2005 2006 2007 2008 2009 2010 2011 2012 2013 2014 2015 2016 2017 2018 2019

40.1% 40.1% 40.0%

39.2% 39.3% 39.1% 39.2%
38.8%

38.4%

37.0%
36.8%

36.9%
37.5%

37.8% 38.0% 38.1%
38.6% 38.9% 39.0% 39.2%

©2020 PACIFIC FOODS OF OREGON, LLC.  ALL RIGHTS RESERVED. www.pacificfoods.com/canada/en/food-service  •       @baristaseries

Source: Restaurants Canada and Statistics Canada
Note: Total food dollar includes spending by consumers, tourists, businesses, institutions and government at foodservice operations, grocery and convenience stores.

“Strategic Perspective
The COVID-19 pandemic is the first time Canadian food supply chains have experienced a disruption on such a vast 
scale. As restaurants plan for recovery, a consistent supply of fresh, local food can help minimize costs and ensure 
availability of key ingredients. Focusing on staples will help draw in guests by satisfying their craving for comfort 
in uncertain times. At home, consumers are seeking new recipes with familiar foods as a break from their routine. 
Restaurants can leverage this trend by optimizing their menus to focus on familiar, margin-friendly ingredients in 
exciting new ways. From an egg-topped burger to an all-day breakfast special, a simple egg can add value 
anywhere you use one.



©2020 PACIFIC FOODS OF OREGON, LLC.  ALL RIGHTS RESERVED. www.pacificfoods.com/canada/en/food-service  •       @baristaseries
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Profitability

The pandemic has had a devastating impact 
on the finances of foodservice operators. 
The combination of steep revenue declines 
and operators stuck paying multiple 
fixed and semi-fixed costs, has led to an 
operating loss for most restaurants. 

Seven in 10 survey respondents said they were either 
‘very’ or ‘extremely’ worried that their business 
wouldn’t have enough liquidity if the crisis continued 
into May, June, and July. In a survey conducted in 
mid-April, 76% of respondents said rent was a main 
source of debt. Other factors contributing to their 
debt include paying vendors (61%), business taxes 
(58%), and payroll (56%).

For those that were open for just takeout/delivery 
or on-premise dining by the end of June, 68% of 
full-service restaurants and 51% of quick-service 
restaurants were operating at a loss. Another 20% 
were just breaking even. All of this, despite the 
availability of the 75% wage subsidy and rental 
subsidy programs.

Even once this crisis is over, it will still take years 
for restaurants to recover. A survey conducted by 
Restaurants Canada at the end of June found that 
50% of respondents expect it will take 12 months 
or longer to return to profitability. In fact, 19% said 
it could take 18 months or longer. Unfortunately, for 
some operators, business won’t ever recover, and 
they will have to close down permanently.

David Hopkins
President, 

The Fifteen Group

AT THE END OF JUNE, WHICH BEST DESCRIBES 
YOUR CURRENT PROFITABILITY?

Full-service restaurantQuick-service restaurant

Making a pre-tax 
profit between 

0% and 2%

Breaking evenOperating
at a loss

51
%

68
%

21
%

19
%

6%

4% 13
% 6%

8%

3%

Making a pre-tax 
profit between 

2% and 5%

Making a 
pre-tax profit

of 5% or more

Wholesale Club™ has added plant-based products, from three 
top manufacturers, to help expand your “meat-free” menu offering.

Delight your customers with a meatless variation on classic  
menu items like pizza, burgers, dogs, tenders, and subs.

MAKE EVERY DAY  
MEATLESS MONDAY. 

PROOF  1 MENU MAGAZINE & Alt Meat   DK# 182565   ENGLISH VERSION
SIZE: 9” x 10.875” FULL PAGE WITH TRIM
9.5” X 11.375” WITH BLEED     8” X 9.875” TYPE SAFETY AREA

AVAILABLE AT

For a location near you, visit wholesaleclub.ca
Follow us
@therealcanadianwholesaleclub

ALT_PROTEIN_WC_MENU_MAGAZINE_AD_FA_9x10_875_E.indd   1 2020-07-14   4:28 PM

Source: Restaurants Canada’s Restaurant Outlook Survey
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“Strategic Perspective
We are in a unique situation, with the 
government currently subsidizing 75% of 
most restaurants’ labour costs. This wage 
subsidy will offset the losses caused by 
the current capacity restrictions, but it also 
allows restaurants to elevate their game 
with more staff coverage and better staff 
training. An enhanced guest experience, 
combined with a supply shortage of 
restaurant seats (because of capacity 
restrictions), creates a perfect opportunity 
for a restaurant to increase prices. Done 
correctly, the combination of wage subsidy 
and strategic pricing increases can allow a 
restaurant to quickly gain back the losses 
they have incurred, and properly set up for 
whatever the future has in store.

FOODSERVICE FACTS 2020
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Wholesale Club™ has added plant-based products, from three 
top manufacturers, to help expand your “meat-free” menu offering.

Delight your customers with a meatless variation on classic  
menu items like pizza, burgers, dogs, tenders, and subs.

MAKE EVERY DAY  
MEATLESS MONDAY. 

PROOF  1 MENU MAGAZINE & Alt Meat   DK# 182565   ENGLISH VERSION
SIZE: 9” x 10.875” FULL PAGE WITH TRIM
9.5” X 11.375” WITH BLEED     8” X 9.875” TYPE SAFETY AREA

AVAILABLE AT

For a location near you, visit wholesaleclub.ca
Follow us
@therealcanadianwholesaleclub

ALT_PROTEIN_WC_MENU_MAGAZINE_AD_FA_9x10_875_E.indd   1 2020-07-14   4:28 PM
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Reflecting on the Past

Even before COVID-19, 
restaurant operators struggled 
with profitability. In 2018, the 
average pre-tax profit margin 
for the commercial foodservice 
industry was just 4.2%. In a 
survey conducted by Restaurants 
Canada in early 2020, 48% said 
their financial performance 
worsened in 2019 compared to 
2018, due to rising labour costs 
(77%), fewer customers (69%), 
and a weak economy (45%). By 
comparison, 26% said financial 
performance improved in 2019 
versus 2018, while 27% said it 
was about the same.

FOODSERVICE FACTS 2020
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34.5%
Cost of sales

4.2%
Pre-tax profit

12.1%
Other expenses

2.9%
Depreciation

2.5%
Advertising

2.1%
Utilities

8.3%
Rental & leasing

2%
Repair & maintenance

31.4%
Salaries & wages

OPERATING EXPENSE RATIOS - 2018
(as a share of operating revenue)

Source: Statistics Canada
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LEARN MORE: bunn.com/cold-coffee

COLD COFFEE
SOLUTIONS
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RC Menu Cold Coffee Solutions.pdf   1   2020-03-17   12:51 PM



Rent
Even the most experienced restaurateurs have been struggling to meet their rent obligations, through no fault of their own, due 
to the unprecedented circumstances we’re all now facing. Restaurants Canada has been working with all levels of government 
on ways that landlords and other stakeholders can help restaurants avoid closing down due to crushing levels of debt.
 
Carol Patterson
Interim National Vice President, Government Relations, Restaurants Canada

restaurantscanada.org | Restaurants Canada
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Pent-up consumer demand 
will lift foodservice sales in 
May and June relative to April. 
This forecast will be heavily 
contingent on how quickly 
provincial governments lift 
containment measures and 
how swiftly consumers and 
businesses adapt.

Scenario OneOPTIMISTIC Scenario TwoCAUTIOUS Scenario ThreePESSIMISTIC

Consumers are somewhat wary 
about returning to restaurants 
and drinking places once 
containment measures end. 
A high unemployment rate, 
staggering household debt, and 
weak consumer confidence 
will restrain overall consumer 
spending for the remainder of 
the year. 

Containment measures are 
removed more slowly compared 
to the previous two scenarios. 
Once lifted, consumers are 
very reluctant to dine out at 
foodservice establishments 
at first, due to the recession. 
When consumers finally return 
to restaurants, they will dine out 
less often.

We are in uncharted waters when it 
comes to economic forecasting. 
In Restaurants Canada’s Long Term Forecast report 
released in late 2019, commercial foodservice sales 
were forecast to increase by 3.8% to a record $77.4 
billion in 2020. Rather than this lukewarm increase, 
the commercial foodservice industry will now see a 
jaw-dropping decline in sales. This leads to two big 
questions: how bad will it be, and when will things 
turn around?

2020 Forecast

Due to the complexities facing 
Canada’s foodservice industry, 
it is impossible at this point to 
produce any meaningful forecasts 
for commercial foodservice sales 
for 2021 and beyond.

A possible second wave of COVID-19 cases in the 
fall, the duration of physical distancing measures 
imposed by governments, and continued travel bans 
make forecasting difficult. As a result, Restaurants 
Canada has produced three possible “scenarios” for 
foodservice sales in 2020.

Regardless of which scenario transpires, commercial foodservice sales will not revert to pre-COVID-19 levels in 2020.

2020 COMMERCIAL FOODSERVICE 
SALES FORECAST

(in billions)

Scenario 2Scenario 1Pre-COVID-19 
forecast for 2020

Scenario 3

$77.4

$56.3

$46.7

$38.4

Source: Restaurants Canada’s Quarterly Forecast

+3.8% 
over 
2019

-24.4% 
over 
2019

-37.2% 
over 
2019

-48.4% 
over 
2019

FOODSERVICE FACTS 2020
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The International Monetary Fund predicts the 2020 recession will be the worst downturn since the Great Depression. 
Canada’s economy is forecast to contract by an annualized 40% in the second quarter of 2020, as consumer spending, 
business investment, and trade all experience dramatic declines. 

Consumer spending at brick-and-mortar retail stores and ‘high-touch’ service industries will be hardest hit, due to 
physical distancing measures. Even as they ease, though, a high unemployment rate, record-low consumer confidence, 
and crippling household debt will restrain discretionary spending. 

Although steep, the recession is forecast to be mercifully short. In the third quarter of 2020, economic activity is forecast 
to expand by an annualized 18%, due to loosening of restrictions and pent-up consumer and business demand. Overall, 
Canada’s economy is forecast to contract by 8.2% in 2020, followed by a rebound of 6.7% in 2021. 

Despite a partial return to form for the economy in the second half of 2020 and throughout 2021, economic output in 
Canada will remain permanently lower over the long term compared to the previous forecast. A second wave of COVID-19 
cases in the fall, or 2021, would lead to another steep drop in economic activity and even longer recovery time.  

Economic activity in Canada won’t return to pre-COVID-19 
levels until late 2021

$2.5

$2.3

$2.0

$1.8

2017.01

2017.02

2017.03

2017.04

2018.01

2018.02

2018.03

2018.04

2019.01

2019.02

2019.03

2019.04

2020.01

2020.02

2020.03

2020.04

2021.01

2021.02

2021.03

2021.04

2022.01

2022.02

2022.03

2022.04

2023.01

2023.02

2023.03

2023.04

2024.01

2024.02

2024.03

2024.04

QUARTERLY REAL GDP FORECAST FOR CANADA
(trillions, chained 2012$)

New forecastActual Previous forecast

Hugh Johnston
Strategic and Financial Architect, 

Hugh Johnston Strategy

Source: Conference Board of Canada

“Strategic Perspective
Lower-volume openings call for lower-volume menus, and current economics dictates fewer people back 
of house to execute. Concentrating on high-volume orders and favourites might be a way to reopen in a 
way that makes sense. We aren’t looking for those last few guests with extra variety or that “veto vote” 
item; we are looking for some baseline guest counts to open the doors with positive cash flow. 
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TOTAL FOODSERVICE SALES
(in billions of dollars)
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0.7%
0.3%

-1.2%

2.7%

0.8%

3.1%

0.8%

2.1%

-4.4%

1.5%

-0.2%

2.2% 2.0%

3.3%

2.4%

3.7%
3.3%

0.7% 0.8%

REAL CHANGE IN TOTAL FOODSERVICE SALES 

The Foodservice Industry Before COV ID- 19
FOODSERVICE FACTS 2020

Source: Restaurants Canada and Statistics Canada

Source: Restaurants Canada and Statistics CanadaNote: Real refers to inflation-adjusted growth



/ 47

FOODSERVICE FACTS 2020

restaurantscanada.org | Restaurants Canada

FOODSERVICE SALES - COMMERCIAL AND NON-COMMERCIAL

Quick-service restaurants

Full-service restaurants 

Caterers 

Drinking places 

TOTAL COMMERCIAL

Accommodation foodservice 

Institutional foodservice 

Retail foodservice 

Other foodservice 

TOTAL NON-COMMERCIAL 

TOTAL FOODSERVICE 

Menu inflation 

REAL GROWTH

2017
(in millions)

% Change
‘17/’16

2018 
(in millions)

% Change
‘18/’17

2019
(in millions)

% Change
‘19/’18

$30,490.7

$30,186.1

$5,350.4

$2,431.7

$68,440.9

$6,934.0

$4,791.7

$2,569.9

$2,748.6

$17,044.1

$85,485.0

5.7%

6.9%

4.3%

0.8%

5.9%

6.9%

2.6%

12.5%

4.1%

6.0%

5.9% 

2.6%

3.3%

$31,989.7

$31,828.7

$5,645.1

$2,475.9

$71,939.4

$7,065.0

$5,053.0

$2,764.8

$2,858.6

$17,741.4

$89,680.8

4.9%

5.4%

5.5%

2.6%

5.1%

1.9%

5.5%

7.6%

4.0%

4.1%

4.9% 

4.2%

0.7%

$33,074.8

$33,003.5

$5,893.4

$2,467.1

$74,438.8

$7,361.0

$5,132.9

$2,936.3

$2,972.9

$18,403.1

$92,841.9

3.4%

3.7%

4.4%

-0.4%

3.5%

4.2%

1.6%

6.2%

4.0%

3.7%

3.5% 

2.7%

0.8%

Source: Restaurants Canada, Statistics Canada, fsSTRATEGY Inc. and CBRE Hotels

Operations whose primary business is food and beverage service. 
 
Restaurants where you pay before you eat. Includes counter service, cafeteria, food courts and take-out and delivery establishments. 
 
Restaurants where you pay after you eat. Includes licensed and unlicensed fine-dining, casual and family restaurants as well 
as restaurant-bars. 
 
Includes contract caterers supplying food services to airlines, railways, institutions and recreational facilities, as well as social 
caterers providing food services for special events. 
 
Includes bars, taverns, pubs, cocktail lounges and nightclubs primarily engaged in serving alcoholic beverages for immediate 
consumption. These establishments may also provide limited food service.

Self-operated foodservice in establishments whose primary business is something other than food and beverage service. Branded 
restaurants in any of these settings are counted in commercial restaurant sales if they are owned by the restaurant chain. 
 
Foodservice in hotels, motels and resorts. 
 
Foodservice in hospitals, residential care facilities, schools, prisons, factories, remote facilities and offices. Includes patient 
and inmate meals. 
 
Foodservice operated by department stores, convenience stores and other retail establishments. 

Includes vending, sports and private clubs, movie theatres, stadiums and other seasonal or entertainment operations. 

DEFINITIONS

Total Foodservice:  Includes commercial and non-commercial foodservice.

Commercial Foodservice 

Quick-service Restaurants

Full-service Restaurants 

Caterers 

Drinking Places

Non-Commercial Foodservice 

Accommodation Foodservice 

Institutional Foodservice 

Retail Foodservice 

Other Foodservice
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Tourism
Domestic and international travellers are vital 
to the health of Canada’s foodservice industry. 
A dramatic drop in travel will have significant 
implications for the industry, especially during 
the usually busy summer months.

According to the World Tourism Organization (UNWTO), 
the global number of international tourists could plunge 
between 58% and 78% in 2020. The worst-case scenario 
represents 1 billion fewer international arrivals globally.

A typical weekend in late March sees 
about 40,000 Americans enter Canada 
by land. On March 29, 2020, only 531 
Americans crossed land borders. 
- Conference Board of Canada

Given the limitations of physical distancing and the 
closing of borders, it’s no surprise that a Conference 
Board of Canada survey in March 2020 found that 
just 46.4% of Canadians were planning overnight trips 
between May and October 2020. For context, that 
number was 79.3% in a March 2019 survey, and 80.2% 
in March 2018. With many Canadians delaying making 
travel plans in 2020, there could be an even larger 
decline in travel. 

With so much uncertainty and concern about health 
and safety, fewer Canadians will travel abroad, as 
well. The share of respondents that plan to take their 
longest summer vacation within Canada jumped to 
65.6% this year compared to 52.0% last year. The most 
popular activity when travelling domestically will be 
to visit friends and family. When they do so, many will 
travel by car to control their environment, a potential 
boon for operators with drive-thru facilities.  

The Conference Board of Canada expects domestic 
travel to return to something similar to normal by 
April 2021, but international travel will likely remain 
at below-normal levels until December 2021. 

Lyn Little
CPA, CA

National Franchise Leader,
BDO Canada

HOTEL OCCUPANCY RATES BY SELECTED CITIES

April 2019
Halifax/Dartmouth

Downtown Montreal

Downtown Toronto

Niagara Falls

Downtown Calgary

Downtown Edmonton

Downtown Vancouver

Total Canada

Source: CBRE Hotels, Trends in the Canadian Hotel Industry

April 2020
15.4%

2.9%

3.3%

5.3%

2.5%

4.8%

5.1%

13.6%

65.9%

68.9%

79.0%

59.9%

59.3%

61.1%

79.9%

62.5%

“Strategic Perspective
Many restaurants are open and functioning 
in a limited capacity as COVID-19 cases 
decline. However, it’s still an uncertain 
economic climate with fear of a second wave. 
Restaurants need to position themselves for 
survival in case they have to close again. 

Precision in cost, inventory, forecasting 
of food sales, and ongoing cash flows will 
be vital for the next few months. Consider 
restaurant operating hours—maybe it doesn’t 
make sense to be open for lunch or hours 
need to be reduced. Scalability will continue 
to be important for restaurants, as restaurant 
owners operate at 50%, 75%, and 90% 
occupancy or continue to focus primarily on 
off-premise sales.

Outside-the-box ideas, such as engaging 
with customers through online platforms by 
bringing them behind the curtain on what 
you’re doing to help keep customers safe or 
conducting a cooking class on Instagram with 
some of your popular dishes, could improve 
online and in-person sales.
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Alcoholic Beverages
Prior to the crisis, the sale of alcoholic beverages accounted 
for 20% of revenue at full-service restaurants and 67% of revenue 
at drinking places. This equates to $9 billion in alcohol sales from 
commercial foodservice establishments.

One of the key trends of 2019 that will carry over into 2020 and beyond is the loss 
of market share of alcohol volume at bars. The drop was especially significant among 
young men. In 2018, men accounted for 74% of alcohol consumed at bars, but dropped 
to 67% in 2019. The culprit is mainly those late night/weekend occasions with large 
groups, which appear to be down notably.

Generally speaking, this aligns with what we’ve seen from the cannabis industry. Cannabis 
use is highest among young males, and it seems to motivate them to stay home where they 
can use cannabis freely in a secure, relaxed environment. That’s a real challenge for bars, 
because now they have to draw people out more when they might rather stay at home. 

That said, it appears restaurants are somewhat less impacted. One possible explanation is that the core 
demographics of a restaurant are different than a bar’s. Still, there has been a noticeable drop in alcohol 
orders at licensed establishments by those that are legal drinking age (LDA) to 24-year-olds. 

Note: ACT Canada has tracked consumer alcohol trends in Canada since 2011, recording over 1.3 million beverage purchases 
from over 68,000 consumer diaries.

SHARE OF ALCOHOL ORDERS AT LICENSED ESTABLISHMENTS 
BY LEGAL DRINKING AGE TO 24-YEAR-OLDS

10%

0%

Bars, lounges and clubs Restaurants

25%

5%

14%

2013 2014 2015 2016 2017 2018

7%

27%

10%

15%

20%

30%

2019

FOODSERVICE FACTS 2020

Source: Ipsos, ACT Canada



/ 50

FOODSERVICE FACTS 2020

restaurantscanada.org | Restaurants Canada

Greg Taylor
Co-Founder and CEO, 

Steam Whistle Brewing

SHARE OF ALCOHOL SERVINGS AT 
LICENSED ESTABLISHMENTS 2019

WineBeer Cider/coolers/cocktailsSpirits Other

Upscale/fine dining 
restaurants

15%

2%

Casual restaurants

Bars/lounges/clubs

62%

1%

21%

41% 34%

3%
2%

20%

60% 7% 28%

4%
0%
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“Strategic Perspective
At Steam Whistle, we see three opportunities to encourage more traffic into bars and restaurants:
 
1 – Over-communicate how you’re taking all measures necessary to keep your staff and customers safe. It will put 
them at ease and have them looking forward to the next time they can visit, knowing it will be a great experience.
 
2 – Continue to focus on differentiating the experience when they come back to your location, say through a perfectly 
drawn premium draught beer or a packaged offering. People will be searching for those simple pleasures as they 
reconnect with friends and family.
 
3 – Don’t overlook the opportunity to create take-out bundles that allow consumers to pair their food with a great craft 
beer for home consumption. You may not get the same markup on that purchase as one sold in-store, but it solves a 
problem for your customer by saving them a trip to pick up beer for their meal.
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Food Trends

Restaurants are frequently the catalyst for 
food trends to attract guests and stay a step 
or two ahead of the competition.

As seen in our 2020 Chef Survey, there is considerable 
interest in plant-based products. Half of restaurant users 
have some interest in ordering plant-based burgers 
and sausages, with 14% very/extremely interested. 
Not surprisingly, interest in plant-based products 
skews towards younger Canadians. 

The survey found that 63% of Canadians aged 18 to 34 
are at least slightly interested in ordering plant-based 
burgers and sausages, compared to 42% of those 50 
years of age or older.  

Alternatively, could lab-based animal protein be the next 
big thing at restaurants? So-called “motherless” meat is 
stem cells taken from animal muscle tissue and grown 
in vitro.

SHARE OF CANADIANS INTERESTED IN ORDERING THE FOLLOWING
Slightly interestedNot at all interested Very interestedModerately interested Extremely interested

Plant-based burgers 
and sausages

49%

Non-alcoholic beer or wine

22% 15%

Lab-based “motherless” meat

Insects

71%
2%

13%

7%7%

4%11%

77%

2%

12% 1%

81%

2%

9% 6% 1%

8%

While some see it as a way to address environmental 
and ethical concerns, the biggest challenge will be 
convincing consumers to try it. Right now, there is little 
interest in ordering ‘motherless’ meat from a restaurant, 
with only 3% of Canadians “very” or “extremely” 
interested in trying. Compare that to the 77% who are 
not at all interested, and it’s clear this is an idea whose 
time has not yet come. 

While we’ve seen the proliferation of non-alcoholic beer, 
wine, and spirits in recent years, 71% of Canadians 
surveyed said they are not at all interested in ordering 
these when they go out to restaurants. Those that 
are moderately to extremely interested in ordering 
non-alcoholic beverages tend to be 35-to-49 (18%) or 
50-plus (17%), compared to just 10% for those aged 
18-to-34. Males also tend to show more interest (17%) 
than women (14%).

Source: The 2020 BrandSpark Consumer Restaurants Trends Study

FOODSERVICE FACTS 2020
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(% of Food Orders)

Percentage refers to “percentage of items” or “percent of 
orders” that included a particular food or beverage item.
Source:  Ipsos Foodservice Monitor

Top 10 Food Trends

French Fries, Potato, 
Sweet Potato, Onion Rings15.1%

ALL OF 
2019

APRIL 
2020

French Fries, Potato, 
Sweet Potato, Onion Rings 17.5%1

2

3

4

5

6

7

8

9

10

Breakfast Item11.0% Burger 13.4%

Breakfast Item 10.1%Burger9.1%

Sandwich, Subs8.0% Sandwich, Subs 7.7%
Chicken7.5% Chicken 6.8%
Breads4.3% Pizza, Panzerotti, Calzone 5.9%
Salad4.2% Doughnuts, Beignets 5.4%
Pizza, Panzerotti, Calzone4.1% Cakes, Squares, Muffins 5.1%
Cakes, Squares, Muffins3.7% Vegetarian Item 

(Incl Eggs/Dairy) 3.5%

3.2% Breads 3.1%Vegetarian Item 
(Incl Eggs/Dairy)
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Right now, the demands put on safe hygiene solutions in public spaces are higher than ever before. Keeping 
up with hand hygiene is the best way to prevent the spread of infection, and hand drying is a big part of that. In 
hygiene-critical areas like hospitals where safety is paramount, paper hand towels are the only recommended 
drying* solution as jet air dryers produce more airborne droplets** increasing the risk of bacteria spread.

Today, 70% of people surveyed in North America wish that more facilities offer paper hand towels as an alternative 
to air dryers***, making paper hand towels by far the most preferred choice.

Make the safer choice – change to Tork paper hand towels today.  

Visit www.tork.ca/en/saferchoice to learn more

*Huang, C Mayo Clinic, 2011
 **Margas E. et al, J Applied Microbiol, 2013
***Survey conducted by United Minds in cooperation with CINT April 8–13, 2020. The survey covered the US market. In total, 1012 answered the survey.  

Make the 
safer choice.

Tork, an Essity brand
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(% of Beverage Orders)

Percentage refers to “percentage of items” or “percent of 
orders” that included a particular food or beverage item.
Source:  Ipsos Foodservice Monitor

Top 10 Beverage Trends

Coffee46.6%

APRIL 
2020

Carbonated Soft Drink, 
Pop, Soda

57.0%1

2

3

4

5

6

7

8

9

10

Carbonated Soft Drink,
Pop, Soda19.6%

Hot Tea

18.8%

Fruit Juice

4.7%Water (includes tap water)6.5%

Hot Tea5.5%

Hot Chocolate

3.9%
Alcoholic Beverages5.0%

Iced Tea

3.0%
Fruit Juice3.7%

Milkshakes, Smoothies

2.4%
Iced Tea2.9%

Water (includes tap water)

1.9%
Milkshakes, Smoothies2.1%

Milk

1.8%
Milk1.8%

Alcoholic Beverages

1.3%

1.4%

Coffee

1.3%Hot Chocolate

FOODSERVICE FACTS 2020

/ 54

ALL OF 
2019



/ 55

FOODSERVICE FACTS 2020

restaurantscanada.org | Restaurants Canada

3M Cleaning and Workplace Safety Division
3M.ca/FoodService 3M and Scotch-Brite are trademarks of 3M. Used under license in Canada. 

© 2020, 3M. All rights reserved.     2004-17313 E

Project: C&W Safety Thank You Ad

Client: 3M Canada

Branton Job #: 20-1014

Client: 3M Canada 

Director: Ken Branton 

Designer: Brock Metcalfe 

Date: 10•06•2020

1057 oxford street west, london, ontario  N6H 1V6   www.branton.ca   t. 519 471 . 6778  ext. 226   f. 519 471 . 0430   e. advertising@branton.ca

WMJ-20-1014      9 X 10.875 IN
Colours:

Cyan

Magenta

Yellow

Black

Tint Match 3M Logo:

3M Red Scale:

100%
DO NOT PRINT 
DIE LINES OR 
FOLD LINES

IF THIS UPC CODE DOES NOT MEET THE NEEDS OF THE PRINTING PROCESS OR EQUIPMENT TO 
BE USED, THE PRINTER IS RESPONSIBLE TO RECREATE THE FILE USING THE APPROPRIATE 
BAR WIDTH ADJUSTMENT WHILE MEETING 3M QUALITY REQUIREMENTS.

3M would like to express our gratitude and commitment to the 
well-being of all those in the Food Service Industry during this 
difficult time and beyond.

THANK YOU



/ 56

FOODSERVICE FACTS 2020

restaurantscanada.org | Restaurants Canada

FERMENTED FOODS 
(E.G. KIMCHI, TEMPEH, SAUERKRAUT)

HOUSE-MADE
CONDIMENTS/

SAUCES

PLANT-BASED

MEATLESS/
VEGETARIAN

ENTREES

PLANT-BASED
PROTEINS

NON-PLASTIC/
ECO-FRIENDLY 
DELIVERY/TAKE-OUT 
PACKAGING

SUSTAINABLE
SEAFOOD

2020 Chef Survey 
Hot Trends
476 professional chefs participated in 
Restaurants Canada’s eleventh-annual 
Canadian Chef Survey. They rated a variety 
of menu items and cooking methods as 
either a ‘hot trend’ or an ‘up-and-comer.’ 

Here are the hot trends for 2020:

FOOD 
SMOKING

Source: Restaurants Canada’s 2020 Canadian Chef Survey

1 2
3 4 5

6
7

8
9 10

BURGERS & 
SAUSAGES

SOUS 
VIDE

FOOD WASTE  
REDUCTION/

MANAGEMENT 
(E.G.  ZERO-WASTE COOKING)

Philman George
Chef, 

Highliner Foods

“Strategic Perspective
When I look at the survey results, zero-waste 
cooking rises to the top, as it has the potential 
to help reduce both food and labour costs. We 
are seeing a keen focus on downsizing menu 
complexity and maximizing each ingredient 
to increase efficiency, eliminate waste, and 
maximize profits. When implemented correctly, 
menu simplification and streamlining creates 
consistent quality meal preparation and reduces 
the amount of staff needed in the operation. It’s a 
win for both the operator and their valued guests. 
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John Placko
Culinary Director, 

Modern Culinary Academy

Chefs identified these up-and-comers poised to 
be hot trends in the future:

PLANT-BASED
DESSERTS

UNUSUAL SEEDS 
(E.G. LOTUS, BASIL, 
WATER LILY)

UNDERUTILIZED 
FISH (E.G. MACKEREL, 
REDFISH, MULLET, PORGY)

UNUSUAL/
UNCOMMON 
HERBS 
(E.G. CHERVIL, 
LOVAGE, PAPALO, 
LEMON BALM)

SEACUTERIE RED 
RICE

FOOD WASTE 
REDUCTION/MANAGEMENT

(E.G. ZERO WASTE COOKING)

HYBRID FRUIT/
VEGETABLES 
(E.G. KALETTES, 
PLUMCOT, GRAPPLE, 
BROCCOFLOWER)

NEW CUTS OF 
MEAT(E.G. SHOULDER 
TENDER, OYSTER STEAK, 
VEGAS STRIP STEAK, 
MERLOT CUT)

Source: Restaurants Canada’s 2020 Canadian Chef Survey

Results are based on a survey of professional chefs for Restaurants Canada by independent market research firm BrandSpark 
International. Surveys were collected from January 7 to February 3, 2020. Members of the Canadian Culinary Federation and 
Terroir participated in the survey, along with Restaurants Canada members.

1 2

3 4 5 6

7 8
9 10

VEGETABLE CARB SUBSTITUTES
(E.G. CAULIFLOWER RICE, 

ZUCCHINI SPAGHETTI)

2020 Chef Survey 
Up and Comers “Strategic Perspective

Plant-based desserts are very interesting. Using 
alternative ingredients (tahini, coconut oil, pumpkin 
puree, sweet potato puree, peanut butter) vs butter, eggs, 
etc., it’s not always easy to get the same results. Often, 
though, the taste and texture can actually be better than 
the original version of the dessert. The same holds true 
for the use of vegetables in desserts to add fibre, reduce 
sugar, and provide a unique flavour. It’s exciting to explore 
combinations like beet and chocolate, cauliflower and 
caramelized white chocolate, corn panna cotta, and 
pumpkin yogurt desserts.
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REINVENTING THE 
RESTAURANT INDUSTRY
From Our Partners at BDO

While many restaurants have returned 
to welcoming guests to their locations, 
numerous aspects of the foodservice 
process look very different than they did 
before COVID-19. In many ways, restaurant 
owners and operators may feel that they 
are again starting from the ground up, 
developing an entirely new restaurant 
concept.
 
According to a recent Restaurants Canada 
survey, 64.3 per cent of respondents said 
revenue generation was the number one 
challenge, with the next highest being new 
regulations (social distancing, food safety, 
local ordinances) at 42.8 per cent. Accurate 
financial data, a revamped operations plan, 
and new trends can help restaurant owners 
navigate the uncertainty.

Re-examine financial data

Understanding current financial data is 
important for rebuilding restaurants and 
while ramping up operations. As restaurant 
owners/operators move through various 
phases of operation, it is critical to develop 
and closely monitor cash flow projections 
using the most current, accurate data 
available.

By ensuring financial data is accurate 
and timely, it can be used for planning 
and projections, driving key operational 
decision-making. As you review sales data, 
employee hours, and inventory it may be 
necessary to make adjustments. Monthly, 
weekly or even daily reports will be vital for 
managing cash flow and pivoting operations.

Evaluate how operational changes will 
affect finances. Depending on the cash flow 
analysis, you may discover staffing needs 
to be adjusted.

New operations, new way of service

With restaurants managing restricted outdoor 
and indoor seating, it can take a lot of planning to 
build out new spaces, and attract customers while 
maintaining safety standards. In many cases, even 
expanded patios will not seat as many customers 
with appropriate social distancing rules in effect. 

Strong restaurant operators are making creative 
use of outdoor space, whether it be parking lots or 
grassy areas, to expand where customers can be 
seated and creating inviting new atmospheres.

Many restaurants shifted to takeout and delivery 
during the shutdown. Consider how takeout 
operations may be competing with patio and 
dine-in service.

Emerging trends

With increased regulations, restaurants are 
investing in new ways of doing business. Some 
restaurants used the downtime while they were 
closed to reinvent their menu, completely changing 
the cuisine. Others added a pop-up grocery store 
and continued to provide that service concurrently 
with the transition to serving customers.

Implementing self-service kiosks and contactless 
transactions can help maintain space between the 
staff and customers. Restaurants may have gone 
cashless, requesting customers to order and pay 
for food through their phone.

However, don’t expect huge changes in technology. 
A Restaurants Canada survey indicated that 50.8 
per cent of restaurants had no plans to invest in 
new technology solutions for the year. For those 
with multiple locations, 41 per cent are planning to 
invest in website, ecommerce, or mobile solutions. 

Reach out to BDO

The restaurant industry is likely to continue to 
change throughout the rest of 2020. Whether 
you’re holding tight, reinventing your restaurant, or 
looking to expand, BDO can assist with planning 
and strategies to improve your business. Check 
out https://insights.bdo.ca/restaurants to discover 
how we can help you.
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WHAT REOPENING RESTAURANTS 
NEED TO KNOW ABOUT CLEANING 
AND SANITATION
From Our Partners at Diversey

At the height of the COVID-19 pandemic, commercial 
foodservice sales plummeted by 61.4 per cent in April 
2020 compared to April 2019. There’s no denying that the 
entire foodservice industry has been rocked by the effects 
of COVID-19. Despite many quick-service restaurants 
being open for takeout and delivery, it has been not 
enough to offset the decline in overall traffic.

As restaurants reopen across the country and consumer 
confidence rises, there’s still work to be done to sustain 
an upward trend. A Restaurants Canada survey found 
that only 35 per cent of respondents that reopened the 
dine-in portion of their business in May said it had a 
positive impact on their sales. 

Providing a safe environment for both consumers and 
staff is essential to ensuring guests feel secure and 
continue to patronize your establishment. This means 
that cleaning and sanitization should be top of mind 
going forward as you unlock your doors. But at a time 
when sales seem precarious and the bottom line is the 
focus, how can you reconcile increased spending on 
cleaning materials? 

We spoke with the team at Diversey to understand not 
just the increased importance of proper cleaning and 
sanitation procedures but also what products operators 
should be leveraging right now, and why an increase in 
spending can mean an increase in traffic and profit.

Aside from the obvious health & safety of 
staff/consumers, why do you think proper 
cleaning and sanitation procedures are 
important during reopening/recovery?

All patrons will be looking for evidence of the owner’s 
efforts at providing a safe dining experience. It is not 
only this virus we need to worry about: there are many 
illness-causing microorganisms that can be present 
when someone has left an establishment. Salmonella, 
Shigella, Yersinia, Campylobacter, Norovirus, Hepatitis 
A, Enterovirus, and Rhinovirus are just a few of the 
microorganisms we do not want on surfaces in 
our establishment.

/ 60/ 60
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How can proper cleaning procedures ensure 
consumer confidence?

There is a heightened awareness of our environment (and 
each other) as vectors of illness. A visible commitment 
to a safe environment will be expected by the consumer, 
and if not visible, questions may be asked, or actual 
business may be lost. Signage, along with visible cleaning 
and sanitizing will be expected.

How do cleaning procedures change for patios?

There should really be no difference between the 
turnover of a table, whether or not it is indoors or 
outdoors. There may be, depending on local public 
health recommendations, different spacing requirements 
outdoors compared to indoors, due to environmental 
conditions outdoors. 

How might cleaning procedures differ 
for various establishments (i.e. bars vs. 
restaurants)? 

Again, the actual cleaning will be based on having people 
in an establishment. Spacing will be more of an issue 
to allow good social distancing. Bars can see a more 
‘mobile’ clientele, with customers walking more freely, 
having conversations, than a restaurant where people 
tend to sit in one spot. 

What are the must-have products for 
foodservice establishments during reopening?

Absolutely, hand sanitizer for customers on entering, soap 
in washrooms and at the back of house for hand washing, 
and sanitizers and cleaning agents as per regular standard 
operating procedures (SOP). Disinfectants will be required 
in many jurisdictions for body fluid spills, or if someone has 
been found to have COVID-19. A clear standard operating 
practice for rinsing food contact surfaces after disinfection 
will also be required.

What is the cost associated with new cleaning 
procedures?

This should not be cost-prohibitive. Faster contact time 
products tend to be a bit more expensive, but a faster 
turnaround will be seen. Current sanitizers used by most 
settings can have up to a five-minute contact time to 
sanitize and possibly a 10-minute wet contact time for 

disinfection. Allowing the label contact time to occur before 
a table is reset will slow things a bit, but this step should 
always have been in place for any sanitizer/disinfectant used. 
More hand hygiene by clients will have a cost, but will also 
boost business with this visible commitment to their safety. 

Do you think hiring additional roles, like a 
sanitation officer, for example, is beneficial 
to a restaurant? 

Having someone trained in proper techniques has always 
been present in the business. We didn’t appoint a health and 
safety officer without giving them training. In larger settings, 
our first aid attendant would have special training. Our food 
staff have a safe food lesson, wait staff have “Smart Serve” 
in Ontario. So, it makes sense to me to have a sanitation 
officer or as I would like to call it, Infection Control Officer, 
trained appropriately to keep everyone, staff and clients, safe.

What does this extra cost translate to in terms 
of customer value perception?

The return on investment by having safe food in a safe 
environment will draw patrons back again and again. We 
all know what happens to a restaurant that is the source 
of a foodborne outbreak, so preventing problems pays 
off in the end. 

CAN YOU PROVIDE A FEW EXAMPLES 
OF SPECIFIC PRODUCTS YOU 
RECOMMEND?

Oxivir Tb
Oxivir Tb is an accelerated hydrogen peroxide 
product with a one-minute contact time on hard, 
non-porous surfaces, to achieve disinfection. 
This product kills bacteria and viruses in one 
minute, including harder to kill viruses such 
as Norovirus (vomiting and diarrhea) and 
Rhinovirus (causes ~50% of common colds). 

Lysol Wipes
Lysol wipes have a four-minute contact time and 
are also effective at killing bacteria and most 
viruses. 

You can learn more about Diversey recommended 
products at https://diversey.com/en/solutions/
ready-to-reopen.
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EMERGENCY REVENUE... TO GO
From Our Partners at DoorDash

Part 1: How restaurants are leveraging 
third-party delivery to keep afloat

When the coronavirus pandemic took over in Canada, 
not only did it grind the country’s economy to a halt, 
it also altered how companies, especially restaurants, 
would run their businesses going forward. Delivery and 
takeout became essential for restaurants during the 
lockdown in order to keep operating. And while many 
establishments have reopened to dine-in service, this 
change is not a cure-all for the effects of COVID-19.

According to Restaurants Canada, “restaurants are 
reporting mixed results after opening for on premise 
dining. Fewer than half (31 per cent of single-unit 
operators and 43 per cent of multi-unit operators) said 
doing so has had a positive impact on their operations.”

As restaurants tackle consumer confidence and 
work to regain cash flow, the importance of delivery 
and takeout is obvious. Restaurants may still have 
trepidations about using third-party delivery platforms. 
Be it the cost, marketing or customer data issues, 
all need to be weighed for your particular business. 
Restaurants Canada has been working with all delivery 
platforms on cost levels and service level parameters. 
The intention is to work towards ensuring a sustainable 
delivery model for both parties.

“We don’t succeed unless our restaurant partners 
succeed and that’s never been truer than right now,” 
says Ryan Freeman, head of enterprise partnerships 
at DoorDash Canada. 

FOODSERVICE FACTS 2020

“Helping restaurants navigate through COVID-19, even as 
we enter the recovery phase, is our top priority.” Freeman 
noted that delivery no longer was a convenience: it 
became an essential service. As COVID-19 forced the 
industry to shift to online sales and delivery, DoorDash 
aimed to open their platform to every restaurant who 
wanted access to reach customers online as quickly 
as possible.

Shifting Priorities

Acting quickly was paramount, as companies 
coast-to-coast saw their dine-in revenue stop in 
an instant. 

The Kinka Family, which operates six different brands 
including Kinton Ramen, Kinka Izakaya and Neo Coffee 
Bar, have already had dine-out infrastructure in place to 
service what was roughly 20 per cent of their business. 
But they needed to shift to a business model that was 
100 per cent reliant on take-out and delivery, and also 
accounted for changing consumer habits. Stella Yu, the 
Director of Marketing at Kinka Family, said that they saw 
an influx of orders on Sunday and Monday, which were 
normally lower-traffic days for most of their restaurants.

“Many of these trends go beyond what and when 
customers are ordering: Canadians have felt the effects 
of pandemic economically, and they’re being much more 
cautious with where their money’s going,” says Yu. 

“During COVID-19, each of our restaurants and locations 
has offered a number of specials, such as 30 per cent 
off take-out and delivery orders. We’ve noticed that our 
customers have taken a strong liking to these specials 
and as a result, we see many returning customers.”
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Continued >

Innovation out of COVID-19

Third-party delivery platforms continue 
to help restaurants stay connected with 
their community, market to new potential 
customers, and, above all, sell their products 
to keep some revenue coming in. 

Some companies, besides offering added specials, 
have found innovative ways to best service 
customers, which could remain mainstays even 
after the pandemic settles down.

JOEY Restaurants continued to offer their 
diverse menu for delivery, but they also added 
a JOEY Market, which allowed customers to 
order groceries during weekend mornings, 
plus ready-to-make meal kits and drink kits, 
which were wildly popular.

“The meal kits and drink kits were innovations 
that came out of COVID and have been 
well received from guests,” says Britt Innes, 
Vice President of Marketing for JOEY 
Restaurants. “They will definitely be a 
mainstay for delivery as we reopen 
our restaurants.”

While the agility to create new offerings that 
better serve their customers’ needs on the 
fly is impressive, Innes also was impressed 
with how well DoorDash worked with them 
for the common goal of giving the best 
possible customer service possible.

“It shows the possibilities from delivery 
companies and restaurants working together 
to ensure the best possible experience 
for our shared guests and both of our 
businesses,” says Innes. “I’m looking forward 
to keeping the lines of communication 
open and coming together to innovate 
and provide the best service and offerings 
to consumers!”

WHAT SERVICES CAN 
DELIVERY PLATFORMS 
OFFER?

Fundamentally, third-party delivery platforms 
connect consumers to restaurants in their 
area, giving both sides exposure to a vastly 
greater demographic than they previously 
had. But as Ryan Freeman, Head of Enterprise 
Partnerships at DoorDash Canada, explains, 
these companies can offer so much more.

DoorDash Drive: DoorDash’s white label 
logistics platform, where restaurants use 
their own native channels for online ordering 
and DoorDash simply fulfills their last-mile 
logistics needs, bypassing the need for 
in-house infrastructure on delivery.

DoorDash Storefront: Enables restaurants to 
create their own online stores at the click of a 
button. Through their online stores, customers 
can order takeout or delivery directly from 
the restaurant, with deliveries fulfilled by 
DoorDash.

DashPass: DoorDash’s subscription product 
for consumers offers unlimited $0 delivery 
fees for $9.99 a month. Restaurants who join 
DashPass often see increased sales from 
high-frequency customers and are highlighted 
as a DashPass restaurant on the app.

Pickup: Allows restaurants to offer pickup 
or takeout from their restaurant directly. 56 
per cent of customers said the amount they 
ordered takeout has increased amidst the 
pandemic as customers support their local 
businesses during COVID-19.

Dig In
Look for the next installment of this series 
in the upcoming Foodservice Facts Report. 
And find both Parts 1 and 2 of this story at 
menumag.ca.
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EMERGENCY REVENUE... TO GO
Part 2: Restaurants leveraging third-party 
delivery are discovering new capabilities 

While some restaurants may still harbour concerns, 
third-party delivery platforms have been able to assist 
restaurants in a more complementary role.

Denny’s Canada had worries about building long-term 
loyalty for restaurants with customer information 
flowing through a third party, so they rolled out their 
own online ordering and delivery solution — powered by 
DoorDash Drive, which fulfills the company’s last-mile 
logistics needs.

“It makes more sense for us economically and allows 
our brand to interact with our customer base and own 
the customer relationship,” says Manoj Jasra, Chief 
Marketing and Digital Officer for Northland Property 
Group (which owns Denny’s Canada). “We were happy 
to see our new ordering platform supporting our 
restaurants while dine-in was temporarily on pause.”

While already being an established brand, Denny’s was 
still forced to display an agility they didn’t necessarily 
know they had… and simultaneously realize untapped 
business potential.

“Our ability to execute quickly with agility was always 
there; the pandemic simply acted as a catalyst,” says 
Jasra. “We will take this method of operating with us 
as the new normal.”

Keeping the partnership alive for the future
At some point the coronavirus pandemic will end 
and restaurants will be able to again generate dine-in 
revenue. What does that mean for third-party delivery 
apps, which were so crucial to businesses surviving 
this all-time revenue dry spell?

For Yu and Kinka Family, they don’t anticipate ending 
their relationship with DoorDash any time soon.

“Though we are excited to return to regular operations, 
we recognize this will be a slow process and that it will 
take time to rebuild the trust of our customers,” says 
Yu. “With cautious customers and limited capacity, we 
expect that third-party apps will continue to subsidize 
much of our in-restaurant revenue for many more 
months to come.”

JOEY Restaurants is in the same boat, as Innes said 
they ‘Absolutely’ plan on continuing to use delivery 

platforms, as they built a strong partnership with DoorDash 
and look forward to further developing that relationship — 
even after regular operations resume.

For Jasra, and all restaurants that decide to continue 
utilizing third-party platforms in the future, it’s a very simple 
business decision.

“There really isn’t another avenue that can provide the type 
of demand which can rival third-party platforms,” says Jasra. 
“The ability for DoorDash to create customer stickiness during 
the pandemic further reinforced our belief in the behavior and 
usage of delivery platforms.”

“The restaurant industry is evolving, and we expect that many 
people will continue to choose take-out as their preferred 
option of ordering food until a vaccine is created,” says Yu. 
“Until then, we remain committed to serving people happiness.”

MORE THAN JUST A PLATFORM

DoorDash, and other delivery platforms, has been 
invaluable to many restaurants throughout this 
pandemic, but they’ve done so much more than just 
connect restaurants to consumers.

“The biggest thing we were hearing in March from our 
restaurant partners was they need help driving sales and 
demand through online channels,” says Freeman. “So our 
first relief and marketing support package was aimed to 
do just that, with the goal of helping them generate up to 
$200 million in additional sales this year.”

Some of the efforts DoorDash has made to assist 
restaurants include:

• Offering 30 days of zero commissions for restaurants 
who joined DoorDash or Caviar for the first time.

• Not charging commission fees on pickup orders.

• Adding more than 100,000 independent restaurant 
partners to their DashPass subscription program for free.

• Creation of Local Restaurant Saturdays, which 
offered consumers $0 delivery fees on independent 
restaurants every Saturday in April (and again in June).

• Reduced commissions by 50 per cent for restaurants 
with five or fewer locations.

“Through the Local Restaurant Saturdays program we 
helped restaurants generate over 1 million incremental 
deliveries,” says Freeman. “We’re proud to say that our 
relief efforts, through May 31st, have helped restaurants 
save $120 million.”
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Continued >

LEVERAGING CANADIAN EGGS 
FOR MENU PROFITABILITY
From Our Partners at Get Cracking

As provinces across Canada edge towards further 
stages of reopening, restaurants are having to adapt to 
a new COVID-19 reality. In a recent survey conducted by 
Restaurants Canada, 24 per cent of single-unit foodservice 
operators are open for on-premise dining and 28 per cent 
of multi-unit operators have at least one location open for 
on-premise dining.

While restaurants reopening is marked as a positive for 
many operators as well as consumers, operators are facing 
a set of new challenges as they move forward. In fact, six out 
of 10 foodservice businesses reported (in the same survey) 
that they are operating at a loss. With some restaurants now 
open, many are looking for ways to draw consumers back 
into their establishments, some of whom may still be wary 
of the prospect of dining out. 

Now more than ever, operators are focused on producing a 
positive bottom line. Shifting attention to menu development 
can help operators cut costs and bring people back into 
their restaurants.

There is a lot of concern around cost-efficient ingredients 
with a COVID-19-impacted supply chain. Throughout the 
pandemic, Canadian egg farmers remained dedicated, 
delivering a continuous supply of fresh, local, high-quality 
eggs. This makes eggs a reliable and cost-effective protein 
that is sure to benefit a restaurant’s bottom line. They are 
a proven menu item, with egg servings in the foodservice 
industry increasing by 10 per cent in the last year. 

Eggs are not only great for profitability, but they are also 
incredibly versatile and easy to prepare. With the possibility 
of limited kitchen staff to encourage social distancing, 
many restaurants will be looking to streamline their menus, 
focusing on items they know they can source and prepare 
to a high standard. Eggs are a terrific option as they can 
be prepared by kitchen staff of any skill level, with minimal 
kitchen space and equipment. Eggs are easy to store and 
available in a variety of quantities - from pre-prepared on a 
commercial scale to by-the-dozen for smaller operations.

Trend reports show us that as diners return to restaurants, 
they will be looking for both comfort food and health-conscious 
dishes. Eggs offer comforting familiarity in all-day breakfast 
specials or dressed up in more sophisticated offerings like 
Scotch eggs or shakshuka. Eggs are unique in that they are 
used in almost all cuisines around the world.

Continued >
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Eggs can play a key role in adapting menu items 
to meet your customer’s unique dietary needs, 
which is a must in a world full of health- and 
socially-conscious eaters.. They serve as a great 
alternative to meat, making your classic menu 
items vegetarian, halal, or kosher. High in protein 
and low in carbohydrates, eggs are also a staple 
in the keto diet. 

Additionally, the low cost of eggs means that 
restaurant operators are able to earn higher 
margins, especially as an add-on to popular 
menu items. Adding a fried egg on a burger isn’t 
only Instagram-friendly, but also an easy way to 
achieve a higher price point that doesn’t require 
much additional labour or time. 

Make eggs a staple in your post-COVID kitchen. 
They are a cost effective, versatile ingredient 
that will help give your restaurant the boost 
it needs to get back on its feet. For more 
information about how eggs can help, visit 
foodservice.eggs.ca.

3 EASY WAYS TO LEVERAGE 
EGGS FOR YOUR RESTAURANT 
RECOVERY PROGRAM
All-Day Breakfast
Although the morning daypart took a dramatic hit 
during the pandemic, this is not a reflection of how 
consumers feel about breakfast food. In 2018, 2019, 
and even in COVID-impacted 2020, breakfast items 
appeared in at least 10 per cent of all orders in 
Canada, according to Ipsos data. Create or expand 
an all-day breakfast menu to capitalize on pent-up 
demand and serve easy, margin-friendly meals from 
open to close.

Keep Things Flowing in the Kitchen
Time has always been money in foodservice, but 
the need for turnover has never been greater than 
it is now. Using liquid egg whites or whole eggs 
streamlines kitchen prep and reduces waste handling 
for everything from clarifying soup stock to pouring 
the perfect Whisky Sour.

Eye-catching Eggs for Insta
If you’re cutting back on your marketing budget, using 
eggs can turn ordinary dishes into Instagram fodder 
for foodies and free advertising for you. Slide a perfect 
sunny-side-up onto a burger, steak, or even a pizza 
and watch the phones come out. 
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MENU ENGINEERING FOR 
MAXIMUM PROFITABILITY
From Our Partners at The Fifteen Group

In the wake of COVID-19, restaurant operators are facing 
intense financial hardship. As a result, operators will 
need to find creative ways to boost profitability as they 
reopen and relaunch. David Hopkins, President of The 
Fifteen Group, shares his expertise on how to set your 
restaurant up for success with proper menu engineering 
and by controlling food costs. 

Menus are the number one consideration for driving 
profitability to your business so it’s paramount to 
understand the cost of what you’re selling. If operators 
commit to approaching menu engineering in the right 
way, Hopkins points out that they can add two - five per 
cent of sales to their bottom line. 

Guest capacity restrictions along with seating in short 
supply will require restaurants to implement pricing 
increases to survive. Yet, it’s not enough to simply “stick” 
a new price on each menu item. 

“Proper menu engineering techniques can help a 
restaurant creatively and effectively put more money 
to the bottom line with minimal negative impact to the 
guest,” said Hopkins.

Out with the Old, In with the New - 
Menu Pricing Models
Hopkins challenges the 30% menu pricing model 
commonly used by operators across the industry. 
Traditionally, operators aim for a 30 per cent food 
cost when pricing each menu item, but are unaware 
of how much each ingredient is truly costing them. 

For instance, their strategy may start with the cost of the 
protein, tripling this amount, adding a few extra dollars 
and naming that figure the sale price of the menu item.

Often used by owners and/or chefs for simplicity 
and convenience, the 30 per cent pricing strategy is 
ineffective at judging how successful your menu can 
be in producing a healthy bottom line.

During COVID-19, operators may face difficulties accessing 
ingredients, and as a result may increase food costs 
to compensate for these challenges. If you aim for 30 
per cent or below food cost you may be compromising 
guest experience (the most important aspect of value 
proposition for your restaurant) by gouging your guests 
with expensive pricing. Prioritizing guest experience can 
lead to repeat business, drive word of mouth advertising, 
and increase your revenue. 

According to Hopkins, ‘Margin Menu Pricing’ is the correct 
way to price a menu. This pricing strategy focuses on the 
margin cost of each dish instead of the food cost percent. 

To illustrate how to use the margin menu pricing method
to having a bottom line while keeping the guest 
experience intact:

If the price of a dish increases by $3.00 because of supply 
chain product cost challenges, 30% pricing strategy 
would suggest that you need to put the price of that dish 
up by $10.00 to maintain a 30% product cost. In reality, 
you only need to put the price up by $3.00 to equally 
offset the increased cost (and make the exact same profit 
margin as you did before).

FOODSERVICE FACTS 2020
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Margin Menu Pricing - What’s it Worth to You? 
Before maximizing profits, you must properly cost your menu and recipes to understand what the current profitability 
of each item is. Below are steps for Margin Menu Pricing by building a QuaM graph (Quantity Margin Graph):

1. Create your graph and label each axis accordingly. The bottom axis is labelled as the profit margin, while the left 
axis is labelled as quantity sold.

2. Choose different categories to organize your menu into like-items with a graph for each category (appetizers, mains, etc.) 

3. Plot different menu items in each quadrant based on their performance and profitability such as Puzzlers, Stars, 
Opportunities, and Dogs. 
 
 a) Puzzlers  - menu items with above average profitability but not as popular as others

     Your approach: don’t take them off the menu, but determine ways to sell more of them.

 b) Stars - popular menu items that are highly profitable.
     Your approach: leave these top performers alone.

 c) Opportunities - highly popular items, but not making you the money they should on your menu.
     Your approach: consider if they’re underpriced to begin with and increase prices appropriately.

 d) Dogs - below average profit margin, below average quantity.
     Your approach: take these items off the menu temporarily to recreate the dish. Create a version that 
     is at the very least not losing you money and charge appropriately.
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Evaluate where you placed each menu item on the 
graph and decide what your approach will be to 
drive profitability. 

By reducing prices of certain menu items and selling 
more of that item to your guests, you can generate 
more profit. This happens by stealing away profit 
from less profitable items on your menu. 

“Approaching your menu from this perspective, will 
allow you to keep making great profit and will also 
allow your menu price point to be as value driven 
as possible for the guest,” explains Hopkins. 

Costing out a menu can be time-consuming for 
your chef. Yet, the Canadian government Wage 
Subsidy that provides financial relief during 
COVID-19, can subsidize the time your chef 
spends costing the menu. This gives you the 
best opportunity to reopen for success.

Menus matter and time is of the essence. Take 
advantage now to engineer a winning menu for 
your restaurant and guests in preparation for 
reopening. Relaunch your restaurant with a menu 
that maximizes profitability. Get in touch with 
David Hopkins and The Fifteen Group, to help 
properly engineer your menu.
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CREATING NEW 
MENU OCCASIONS…

This innovative vegetarian 
burger is crafted from Ontario 
pressed cottage cheese and 
provides a delicious canvas 

for a chef’s vision.

A D D  A  P R O T E I N  R I C H  B U R G E R 
M A D E  W I T H  L O C A L  C O T TA G E  C H E E S E 

T O  Y O U R  V E G E TA R I A N  M E N U
G R E AT  F O O D  B E G I N S

W I T H  G R E AT  I N G R E D I E N T S
ONE OF THE MOST EXCITING AND VERSATILE LOCAL INGREDIENTS, 

DAIRY PLAYS A ROLE IN SO MANY UNFORGETTABLE DISHES.

A  F R E S H ,  LO C A L  F O O D . 
Canada’s dairy farmers are proud to produce the safe, high-quality milk that elevates so many exceptional products, 

flavours and dishes. The overwhelming majority of Canadian milk is produced on family farms, and is free from antibiotics 
and artificial growth hormones.  

A  V E R S AT I L E ,  I N N O VAT I V E  I N G R E D I E N T.
Milk is an ideal ingredient for foodservice innovation and creative menu development. Unrivaled in versatility, 

dairy is an excellent protein alternative, offering unique potential for foodservice and culinary partners to further develop 
high-quality, clean label foods into custom menu offerings.

C A N A D I A N S  R E M A I N  PA S S I O N AT E  C O N S U M E R S  O F  LO C A L LY 
P R O D U C E D  M I L K  A N D  D A I R Y  P R O D U C T S . 

2% milk remains the most popular drinking milk in Canada and represents about 50% of fluid milk sales.* 

There are over 1,500 different cheeses produced in Canada*, with growing varieties of 
Canadian farmstead and artisanal cheeses winning international awards.

Over the past decade, Canadian cheese consumption has increased to over 13 kg per capita, 
with most of the growth in the Cheddar and fine cheese categories attributed to consumer preference 

for more flavourful, less processed foods.* 

Consumer demand for simple, high-quality dairy products has resulted 
in a growing focus on premium ice creams.* 

Canadian annual, per capita yogurt consumption has grown to an average of over 10 litres, 
with consumers spurring development of new yogurt products and beverages 

with enhanced ingredients like probiotics.*

Dairy Farmers of Ontario is a proud supporter of Canada’s foodservice and 
restaurant community. More than ever, we’re open and ready to support, 
supply and inform our many valued partners.

For more information, please visit us at: www.milk.org

* Source: Canadian Dairy Commission, 2016    ** Source: Environics Analytics, 2018. 
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