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A MESSAGE FROM OUR PRESIDENT & CHAIR
It wouldn’t be a stretch to say this past year has been a year 
like no other. No one could have anticipated the events 
of the last 18 months or the massive and heart wrenching 
impact it would have on the food and hospitality industry.  
Our industry has faced tremendous and unparalleled 
challenges, and while much has been sacrificed, much has 
also been learned. As we enter the stages of reopening, 
it is important to remember that it will also be a period of 
recovery and rebirth.

While the past year has been taxing and exhausting, it has 
also brought about opportunity for positive change and 
offered the ability to look at things differently.  It has forced 
restaurants to slow down and really focus on their business, 
to take a hard look at what was working and what wasn’t, 
to review and pare down menus, to come up with creative 
ways to use ingredients, to pivot and diversify their business 
operations and to focus on offering an enhanced and 
heightened customer experience.

Canada now has one of the highest vaccination rates in 
the world, which has resulted in the upgrading of future 
forecasts, ultimately leading to a more positive economic 
outlook. Everything may have appeared broken in the last 
year, however we are slowly gathering up the scattered 
pieces of the puzzle and now have the chance to build a 
whole new vision for the restaurant and hospitality business.  
There may be some missing pieces and some levels of 
uncertainty as we work to make everything whole again, but 
we are a resilient industry and with the proper and rightful 
support, we will endure. 

Restaurants are the heart and soul of our communities. We 
are the safe havens, the familiar and comforting spaces 
where people come together to laugh and eat and drink, 
where they gather with loved ones to celebrate life’s most 
important moments. 

Todd Barclay
President and Chief Executive Officer
Restaurants Canada

Thank you to our corporate sponsors

Platinum

Gold

Silver

We are an industry worth supporting and our customers miss 
us. Our guests are craving those moments of celebration and 
while they may be cautious, it is our job to welcome them 
back with open arms and remind them of the significant value 
we bring to their lives.

The challenges ahead will be overwhelming – restaurants are 
facing significant amounts of debt and labour shortages, food 
prices are skyrocketing, supply chain issues continue to cause 
headaches. There is no doubt that the pandemic will have 
lasting impacts on the restaurant industry.  But you will not be 
navigating these challenges on your own.  

While you continue to recover, Restaurants Canada will 
continue focusing on providing value to you, our members.  
We’re building stronger partnerships and engaging with a 
broader community within the foodservice industry.  We are 
working tirelessly to educate the general public on how 
critically important our industry is. The future for Restaurants 
Canada and our members is very bright and we have a lot 
to look forward to. We have been here with you throughout 
the entire crisis and we will continue to be your voice as you 
navigate what is to come.

Cindy Simpson
Chair of the Board of Directors
Restaurants Canada
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Storm Before The Calm
The COVID-19 pandemic shattered Canada’s foodservice industry, inflicting a devastating 
impact across the entire foodservice landscape. 

The effects rocked foodservice manufacturers, suppliers, distributors, restaurants and bars, 
and employees by the thousands, as foodservice sales plummeted to their lowest level in 
more than two decades in April 2020. It’s been a volatile time since then and, more than a 
year later, sales remain well below the pre-COVID-19 monthly peak of $6.5 billion in February 
2020. Ominously, more than 10,000 foodservice establishments have permanently closed 
their doors.

Sales were expected to improve in the first half of 2021. But, a severe third wave hit 
foodservice operators hard once again, resulting in a lengthy shutdown of on-premise 
dining across many parts of Canada in April and May. 

Despite this setback, hope is on the horizon. More than 80% of all Canadians 12 and older 
received at least one vaccination shot and nearly 75% are fully vaccinated by the time of 
writing. The expectation is the economy will gradually reopen sometime in the second half 
of 2021.  

Even with the reopening, it will take time for the foodservice industry to bounce back. 
Currently, the economy is going through a K-shaped recovery — some sectors are on an 
upward swing while others are in decline. Of the four largest private-sector employers 
before the pandemic, retail, construction, and manufacturing are at or near pre-COVID-19 
levels. Foodservice, however, has a much longer road to recovery. 

In a consumer survey conducted by Angus Reid in April 2021: 

• 96% of Canadians said they are concerned that some businesses in their community, 
  such as restaurants, may not survive the economic fallout from the pandemic
• 94% said that restaurants are an important part of their community
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A survey of Canadians in May 2021 found that 89% of Canadians are looking forward to going out to 
a restaurant with friends and family when the pandemic is over.

One thing foodservice owners and their employees can take comfort in is that Canadians miss going out 
to restaurants. Nearly three-quarters of Canadians said going out to their favourite restaurant is among the 
things they’ve missed the most during the crisis. This is a welcome sign that, once they are allowed to go 
out, consumers are ready to return to restaurants.

The Good News: 
Canadians Want to Dine Out Again

We’re ready 
to serve 

you safely.
/ 7restaurantscanada.org | Restaurants Canada

COMMERCIAL FOODSERVICE SALES IN CANADA
(SEASONALLY ADJUSTED, IN BILLIONS)

$4

$2
2013

$5

$3

Source: Statistics Canada

2014 2015 2016 2017 2018 2019 2020 2021

$6

$7

Lowest sales in more 
than two decades

June 2021
$5.1 billion
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72% Socializing/connecting with friends and family

58% Not having to cook and clean up

49% Trying different types of food

48% Atmosphere/ambience

48% Great food

46% It’s fun eating out at a restaurant

46% Return to normal life

43% Being served/great service

41% Change in scenery

35% Being outside on a patio

29% I find it relaxing

23% Convenience

11% Watching sports inside the restaurant

4% Do not eat out at restaurants

Source: Angus Reid, survey conducted May 2021

What do Canadians miss the most about eating 
out at a table service restaurant?

STRATEGIC INSIGHT
Continued creativity and an entrepreneurial mindset are the best antidotes as the 
foodservice industry recovers. There is pent-up demand for eating out, but how to address 
and access that demand is key. Remote working is here to stay, and continuing to adapt to 
this consumer shift will be critical. A variety of operating models, menu and service changes 
can best address how, where, when, and in what format customers want to engage with your 
foodservice business. Strategies will include:
 • Expanded takeout and revised menus and expanded takeout beverage programs
 • Ghost kitchens
 • Larger patios and working with landlords and municipalities on solutions to expand  
    licensed dining spaces outdoors
 • Physical dining area and footprint changes
 • Digitization of ordering, service, and payment
 • Marketing around safety to return and restaurant COVID practices and policies
The bottom line is to let customers know that it is safe to return, how you are doing this, 
and how to serve their new foodservice habits. 

Adam Brown
Partner | National Leader, Value Creation Services, BDO

restaurantscanada.org | Restaurants Canada
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The foodservice industry was the hardest 
hit industry in terms of job losses. Including 
accommodation, overall employment in April 
2020 plummeted to its lowest level since 1982. 
As of July 2021, more people in foodservice 
and accommodation were out of work than in 
the wholesale and retail trade, information and 
culture, transportation and warehousing, and 
agriculture combined. 

As the pandemic subsides, bringing back staff 
and finding new employees will be among the 
top priorities for restaurants. Overall, 63% of 
table-service restaurants said this would be 
a top priority, having been hit hard by 
government-mandated shutdowns and with 
many staff furloughed for much of the crisis. 
Even though they have been mostly open 
throughout the pandemic, finding new staff 
will be a key focus for nearly half (49%) of 
quick-service restaurant operators.

Labor shortages are
among the biggest hurdles
for the reopening of 
restaurants. 

Foodservice Employment

An April 2021 survey 
by Angus Reid found 
that 97% of Canadians 
believe restaurants 
provide a vital source 
of employment.97%

According to a July 2021 survey by Restaurants 
Canada, the biggest challenges to finding 
staff included, competition from government 
programs (e.g. The Canada Recovery Benefit) 
(71%), people not wanting to work in the 
foodservice industry (68%) and a shortage 
of available workers in the region (59%). 

Looking ahead to when the pandemic subsides, 
38% of foodservice operators surveyed said 
they expect their staffing levels will be about 
the same as prior to the pandemic, 26% said 
they expect their staffing levels will be higher, 
while 36% expect them to be lower. A reduced 
roster could be due in part to operational 
efficiencies; but, there is also a significant 
concern that people may not want to return 
to their previous jobs.

NUMBER OF MONTHLY FOODSERVICE AND 
ACCOMMODATION EMPLOYEES IN CANADA

(SEASONALLY ADJUSTED, THOUSANDS OF EMPLOYEES)

800

600

2018

1,000

Source: Labour Force Survey, Statistics Canada

2019 2020 2021

1,200

1,400

July 2021,
993,100
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For those who expect to maintain or increase their 
staffing levels, 22% foresee staffing levels returning 
to pre-pandemic levels sometime before the 
end of 2021, while another 39% believe this will 
happen sometime in 2022. Just over one in five 
respondents expect their staffing levels won’t 
return to pre-pandemic levels until 2023 or later, 
and another 16% are not sure.

STRATEGIC INSIGHT
The long-awaited reopening of restaurants has begun. But with it, an old challenge has 
re-emerged: labour shortages. To remain competitive and attract the right people, improve 
employment perks by upgrading existing programs, such as staff meals, or implementing 
new ones. Review your tipping redistribution to provide more equity in position remuneration 
and a better “hourly wage” in the Back of the House. You can improve staffing pay rates. 
Finally, if you create a great work environment, you can offer existing staff referral payments 
to bring other talented people into the fold.

David Hopkins
President, The Fifteen Group

22% Sometime before the end of 2021

39% In 2022

20% In 2023

1% In 2024

1% In 2025

16% I don’t know/not sure

Q: When do you expect staffing levels at your foodservice 
business to return to pre pandemic levels?
Source: Restaurants Canada’s Restaurant Outlook Survey

6 out of 10 restaurant operators said they 
don’t expect their staffing levels to return 
to pre pandemic levels until at least 2022

restaurantscanada.org | Restaurants Canada
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After a devastating decline in sales in 2020, the foodservice industry is forecast to experience 
only a partial recovery in 2021. 

We can blame this unwelcome news on the severe third wave that kept restaurants in many 
parts of the country from reopening throughout most of the second quarter, causing a delay 
to the start of patio season. The foodservice industry will shift into recovery mode in the third 
quarter, as patios open up and Canadians start going out more often. As more Canadians feel 
comfortable returning to restaurants, sales are expected to continue to improve in Q4 2021.  

Looking ahead, the outlook for 2022 is even more encouraging as overall foodservice sales 
in Canada are forecast to grow to nearly $80 billion.

QUARTERLY COMMERCIAL FOODSERVICE SALES - CANADA
(SEASONALLY ADJUSTED, IN BILLIONS OF DOLLARS)

2019.3

Source: Restaurants Canada and Statistics Canada

2019.4 2020.2 2020.4 2021.2 2021.4 2022.2 2022.32020.1 2020.3 2021.1 2021.3 2022.1 2022.4

$19.4 $19.4

$17.0

$10.1

$15.0

$13.5 $13.7 $14.0

$17.3

$18.5
$19.0

$19.7
$20.3

$20.7

FORECAST
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COMMERCIAL FOODSERVICE SALES FORECAST - CANADA
(IN BILLIONS OF DOLLARS/GROWTH RATE COMPARED TO 2019)

2019

Source: Restaurants Canada and Statistics Canada

2020 2022 20242021 2023 2025

$77.0

$55.1

$63.9

$80.0

$84.8
$88.4

FORECAST
$92.0

-28% -17% 4% 10% 15% 19%

There’s Pent-Up Demand — 
But What About Saved 
Up Dollars?

New incoming data from the Bank of Canada shows household 
spending is stronger than expected. In the Bank’s previous 
communications, strong consumer spending was considered an 
“upside risk,” and that consumers would be conservative in their 
spending and precautionary savings would persist for some time. 

Even with the expectations for pent-up demand, Restaurants 
Canada remains cautious when it comes to the timing of the 
recovery. Some aspects of foodservice sales will continue to be 
restrained, including weak foodservice spending by international 
visitors (which accounted for 4% of foodservice sales in 2019) 
and business travel and meals. These are expected to improve 
significantly throughout 2022. 

Lastly, there still remains uncertainty about the virus itself. The fourth 
wave and potential for more stringent containment measures could 
put a halt on the reopening of the economy.

restaurantscanada.org | Restaurants Canada
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Commercial foodservice sales in Canada 
plummeted from a record $77 billion in annual 
sales in 2019 to $55.1 billion in 2020. That’s a 
28.4% decline in revenue, equalling nearly $22 
billion in lost sales.

Across the four commercial foodservice 
segments, there have been varying degrees 
of impact from the pandemic. 

Quick-service restaurants could rely on 
their takeout and delivery model, and sales 
were down 14.3% in 2020. In the fourth quarter 
of 2021, quick-service sales are forecast to 
return to pre-COVID-19 levels. Following an 
annual increase of 12.1% in 2021, quick-service 
restaurant sales are forecast to grow by an 
additional 9.9% in 2022 to $35.6 billion.

Full-service restaurants experienced a 
devastating 37.2% drop in sales in 2020, and 
sales are not expected to return to pre-
COVID-19 levels until the second quarter of 
2022. Overall, sales are forecast to grow by 
19.1% in 2021 and a further 37.6% in 2022. 

While people are comfortable ordering 
takeout/delivery or dining on a patio at a 
full-service restaurant, survey data shows they 
are less comfortable dining indoors as of 
April 2021. The good news is Canadians are 
looking forward to going out to full-service 
restaurants again once we reach critical 
vaccination levels and/or herd immunity.

Caterers struggled through this crisis due 
to workplace and school closures, fewer 
travellers impacting foodservice spending in 
the transportation sector (e.g. airlines, cruise 
lines, ferries and trains), and cancelling of 
summer camps. In health care, foodservice 
sales have been restricted to employees, and 
employee counts are down as administrative 
staff work at home. Caterer revenues are 
forecast to grow by 31.6% in 2021 and a 
further 49.9% in 2022.

Drinking places were among the hardest 
hit businesses as sales plummeted by 48% 
in 2020. Sales at drinking places are only 
expected to grow by 12.5% in 2021 as there 
is hesitancy around visiting a bar at this time. 
Given the decline in total locations, it won’t 
likely be until 2023 that drinking place sales 
return to pre-COVID-19 levels.

COMMERCIAL FOODSERVICE SALES FORECAST 
BY SEGMENT - CANADA (IN BILLIONS)

Source: Restaurants Canada and Statistics Canada

Quick-service restaurants

$33.7

$28.9

$32.4

$35.6
$34.3

$21.5

$25.6

$35.2

$6.3

$3.3
$4.3

$6.5

$2.7
$1.4 $1.6

$2.6

Full-service restaurants Caterers Drinking places

2019 2020 2021 - forecast 2022 - forecast
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STRATEGIC INSIGHT
We’re all emerging from a 16-month shock to the system, and things may never go back to 
the way they were. A convenient, frictionless, and safe experience across the industry is 
critical to meet both team member and guest needs, and our ability to embrace technology 
is crucial to a sustainable recovery in the short and long term. As an industry, we are highly 
resourceful and more agile than we realize. The pandemic helped us build this muscle, and 
it’s something we should lean into as the preferences of our team members and guests 
continue to evolve in a post-pandemic world.

Nivera Wallani 
President and General Manager for KFC Canada at Yum! Brands

RESTAURANT AND DRINKING PLACE SALES* IN CANADA
(GROWTH COMPARED TO JANUARY 2020)

Full-service restaurants Quick-service restaurants Drinking places

-50%

-90%
JAN

2020

-30%

-70%

*Data are seasonally adjusted
Source: Statistics Canada
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Young Canadians are the most enthusiastic about 
returning to restaurants; seven in 10 are already 
going out, or will go out to a patio immediately or 
within a few weeks of reopening in their area. There 
is some hesitancy in older demographics, however, 
with 55% of those 55 years of age or older saying 
they will go out soon after reopening. 

The figures we’re seeing for returning to patios are 
consistent with dining indoors at traditional table-
service restaurants. However, indoor dining at 
quick-service restaurants and bars will see a slower 
recovery — Canadians are not as enthusiastic about 
returning to these venues soon after reopening. 

A successful rollout of vaccines 
is key to getting customers back 
to restaurants as 31% of Canadians 
expect to return only once they 
are vaccinated or we reach 
herd immunity.

Looking further ahead, the good news is that the 
majority of Canadians will return to these venues 
to some extent by the end of 2021. Nevertheless, 
roughly 5% to 10% of the population won’t come 
back until sometime in 2022. Based on our earlier 
consumer surveys, much of the recovery will hinge 
on vaccinations. The bottom line is, the sooner 
people get vaccinated, the sooner people will 
return to these venues.

Once you are able to do so in your area, how long will you wait to do each of the following?
(% of responses)

Source: Angus Reid, survey conducted May 2021

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.

FOODSERVICE SEGMENT 
DEFINITIONS

Total Foodservice:  Includes commercial and 
non-commercial foodservice.

Commercial 
Foodservice 

Quick-service 
Restaurants

Full-service 
Restaurants 

Caterers 

Drinking Places

Note: Data for the non-commercial foodservice segment are not currently available. This includes foodservice from accommodation, 
institutions, retail stores, and all other foodservice.  In 2019, the non-commercial foodservice sector generated $18.4 billion in annual sales. 
Total commercial and non-commercial foodservice sales were a record $95 billion in 2019. 

Eat on a patio/outdoors at a 
traditional table-service restaurant

Eat indoors at a traditional 
table-service restaurant

Eat indoors at a quick-service 
restaurant

Eat in a food court at a mall

Go to a bar

Immediately

25%

20%

9%

9%

12%

Within a few 
weeks of 

reopening

31%

31%

19%

15%

14%

Within a few 
months of 
reopening

13%

17%

13%

12%

10%

Sometime 
before the 

end of 2021

12%

16%

18%

18%

17%

Sometime 
in 2022

6%

9%

9%

11%

8%

Never, I don’t 
normally 
do this

11%

4%

28%

33%

38%

I am already 
doing this

4%

3%

3%

2%

1%
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STRATEGIC INSIGHT
In any challenging moment, the easy thing to do 
is reflect on the way things used to be. This is 
wasted energy. Always look forward. 

We need to be a bit like a shark – and a bit like a 
goldfish. To survive, the shark must keep moving 
forward. And a goldfish has a short memory, so it 
won’t fall into the trap of nostalgia for what was. 
It’s all about what’s now and what’s next. Don’t 
lose momentum by slowing down. Don’t waste 
time looking back. 

The pandemic illustrated our resilience, 
something for us all to be proud of. And we can 
build upon this experience and knowledge to go 
out and do even more.

Mohamad Fakih
CEO/President, Paramount Fine Foods

Once the pandemic subsides, 26% 
of Canadians said they would dine 
indoors at a restaurant more often,  
and 55% expect to go out at about  
the same frequency as before COVID. 
Only 15% plan to go less often and just 
2% would completely avoid it now. 

For bars, the results are significantly 
more mixed. Just 13% of Canadians said 
they would go more often and another 
34% said they would go out about the 
same. In contrast, 20% said they would 
go less often or avoid it completely 
now. Looking ahead, it will be the 18 
to 34 year-olds that are most looking 
forward to going out more often to 
table-service restaurants and bars once 
the pandemic subsides compared to 
before the pandemic.

Q: After the crisis subsides and it is safe to do so, do you expect you will do each of the following activities more often, 
less often or about the same as before the pandemic?
Source: Angus Reid, survey conducted April 2021

All Adults

18-34

35-54

55+

More often

26%

33%

26%

21%

About the 
same

55%

51%

55%

59%

Less often

15%

14%

15%

14%

I’ll avoid it 
completely 

now

2%

1%

2%

3%

N/A - didn’t 
do this in the 

first place 

2%

1%

2%

4%

Indoor dining at restaurants

All Adults

18-34

35-54

55+

More often

13%

24%

11%

5%

About the 
same

34%

33%

38%

31%

Less often

13%

16%

14%

9%

I’ll avoid it 
completely 

now

7%

3%

9%

8%

N/A - didn’t 
do this in the 

first place 

33%

23%

28%

46%

Going out to bars

Once the crisis subsides, how frequently do you expect you will do each 
of the following compared to before the pandemic? (% of responses)
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The combination of 
restricted movement, 
on-premise dining 
closures, and 
workplace closures 
have severely 
disrupted the daypart 
categories. 

The lunch and morning meal 
dayparts were the hardest hit 
for both full- and quick-service 
restaurants. At quick-service 
establishments, breakfast has 
steadily improved from a more 
than 35% decline in traffic in  
the second quarter of 2020  
to less than a 5% decline in the 
first quarter of 2021. Traffic at 
lunch, meanwhile, continues to 
lag behind all dayparts in the 
recovery. The supper daypart 
posted the fastest improvement, 
with traffic in the first quarter of 
2021 approaching 2020 levels.

STRATEGIC INSIGHT
Dramatic changes in when and where (and 
if) Canadians were travelling - for work, 
school or leisure - have hurt foodservice 
operators, especially at breakfast and 
lunch. I expect some of these changes will 
continue, as new habits have taken hold 
along with more opportunities to work and 
study from home. At the same time, I think 
that as much as we have missed these 
morning and lunch visits, our guests have 
missed us too! They will be back, craving 
the flavours, innovation, convenience, 
and social connections that restaurants 
provide. Our job is to deliver a clean, 
safe, enjoyable experience every time.  

A simple formula I like to think about is 
reconnect-invite-deliver.  We will need to 
reach guests through media and word-of-
mouth to reconnect, invite them back with 
exciting experiences and menu items, and 
then deliver that great experience. 

Susan Senecal
Chief Executive Officer - A&W Food Services of Canada
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YEAR-OVER-YEAR CHANGE IN TRAFFIC BY DAYPART
QUICK-SERVICE RESTAURANTS

APR ‘20 - JUN ‘20 JUL ‘20 - SEP ‘20 OCT ‘20 - DEC ‘20 JAN ‘21 - MAR ‘21

Morning Meal

Source: NPD Group/CREST© 12 months ending March 2021

Lunch Supper PM Snack
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CRUST OBSESSED?
Your crust is the foundation of your pizza business. At Ardent Mills, we get that. We’re your go-to resource— 

here to help you succeed and make your crust the best it can be, with trusted flour brands, custom crust solutions, 
unparalleled technical expertise and R&D innovation. So, when it comes to crust, we’re the source you can trust. 

© 2021 Ardent Mills ULCArdentMills.ca

Learn our secrets at ampizzahub.ca
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Closure of on-premise dining led to steep declines in traffic across all dayparts for full-service restaurants. 
The reopening of patios in the summer of 2020 offered a brief reprieve, yet traffic remained well below 
pre-COVID-19 levels. Similar to trends seen at quick-service restaurants, Canadians are choosing to get back 
to buying supper from full-service restaurants. In contrast, lunch and supper traffic have struggled throughout 
the second and third waves. 

According to Statistics Canada, only 4% of the workforce used 
their home as an office before the pandemic, but in 2021, 32% 
of 15 to 69-year-olds were working from home.
When and how many Canadians return to their offices will determine the recovery time for the breakfast 
and lunch dayparts. A survey by Leger conducted in May 2021 found only 20% of Canadians want to go 
back to their usual pre-pandemic schedule of commuting to their office or workplace every day of the 
week. According to Global Workplace Analytics, an estimated 25-30% of the workforce will work from 
home multiple days a week by the end of 2021.

/ 21restaurantscanada.org | Restaurants Canada

YEAR-OVER-YEAR CHANGE IN TRAFFIC BY DAYPART
FULL-SERVICE RESTAURANTS

APR ‘20 - JUN ‘20 JUL ‘20 - SEP ‘20 OCT ‘20 - DEC ‘20 JAN ‘21 - MAR ‘21

Morning Meal

Source: NPD Group/CREST© 12 months ending March 2021
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AVERAGE CHECK SIZE PER PERSON IN CANADA
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The average check size per person increased across all segments for the 12 months ending 
March 2021 compared to the previous year. This bump is primarily due to the rising market 
share for supper occasions, which carry a higher average check size than the morning meal 
and lunch dayparts. 

Nevertheless, the overall average check size per person dipped to $7.93 in the 12 months 
ending March 2021, the lowest level since 2018. Fewer trips to fine dining restaurants and 
other full-service restaurants relative to quick-service restaurants led to the overall reduction.

Channel
12 Months 

Ending 
March 2017

Quick-service 
restaurants

Midscale dining

Casual dining

Fine dining

Retail foodservice

Total foodservice

$5.67

$12.41

$17.75

$43.58

$4.78

$7.77

$5.81

$12.66

$18.01

$43.76

$4.88

$7.95

$6.00

$12.90

$18.42

$44.41

$5.02

$8.14

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

Source: The NPD Group/CREST© 12 months ending March 2021

$6.19

$13.14

$18.69

$44.56

$5.18

$8.29

$6.50

$13.54

$18.89

***

$5.29

$7.93

12 Months 
Ending 

March 2018

12 Months 
Ending 

March 2019

12 Months 
Ending 

March 2020

12 Months 
Ending 

March 2021
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STRATEGIC INSIGHT
The market will come back. For a while, 
though, operators may need to think 
of ways to incentivize the market and 
get consumers out of their homes. The 
market will be in some sort of “social 
awkwardness” since many of us have 
not socialized in months. Restaurants 
can broker relationships between 
people, family members, friends, and 
coworkers. Since more people will be 
working from home, restaurants can 
play a pivotal role in allowing people 
to congregate in safe places, away 
from home, for business and pleasure. 

Dr. Sylvain Charlebois
Professor, Director, Agri-Food Analytics Lab, 

Dalhousie University
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Download the FREE 
Ontario Dairy Guide:
www.savourontario.ca/dairyguide
Contact Dairy Farmers of Ontario to learn more  
about working with Ontario dairy to inspire your menu:
alan.grebinski@milk.org

Connect with the Ontario dairy sector and learn how  
to grow your business with incredible Ontario-made  
cheese and fine dairy products.
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foodservice sales are 
forecast to improve 
across the country 
in 2021, most of the 
country won’t return to 
pre-COVID-19 
levels until 2022. 
Individual provinces have unique 
challenges and factors to consider, 
and that’s never been more true than 
during the COVID-19 pandemic. 

National data only tells us part of 
the story. Case counts and 
regionally-specific lockdown 
strategies each played (and continue 
to play) a role in shaping the fortunes 
of foodservice province by province.

STRATEGIC INSIGHT
When expanding into different 
provinces, start with a bold vision 
to bring your unique offerings to 
more Canadians. Site selection, 
product replication, quality 
ingredients, use of technology, 
and having great people from 
your partners, vendors, investors, 
support teams, managers 
and staff – these are all key 
components to consider. To 
properly grow and support a 
new market, it’s essential to 
build & plan for a critical mass 
of restaurants versus an orphan. 
Keep your ear to the ground, 
research the market, stick to your 
values, and do your homework!

Warren Erhart
President – White Spot Restaurants

Source: Statistics Canada and Restaurants Canada

PERFORMANCE BY PROVINCE (COMMERCIAL FOODSERVICE)
(IN MILLIONS)

Newfoundland & Labrador

Prince Edward Island

Nova Scotia

New Brunswick

Quebec

Ontario

Manitoba

Saskatchewan

Alberta

British Columbia

Canada

2021 Forecast 
Sales

Sales Growth 
in ‘21/’19

Sales Growth 
in ‘20/’19

Sales Growth 
in ‘19/’18

-7.6%

-6.2%

-10.2%

-8.7%

-19.7%

-20.3%

-13.2%

-6.8%

-13.4%

-13.1%

-17.0%

$782.2

$293.9

$1,582.8

$1,164.6

$11,961.7

$24,360.2

$1,895.7

$1,806.9

$8,576.8

$11,423.9

$63,924.8

$846.6

$313.3

$1,762.7

$1,274.9

$14,896.7

$30,576.2

$2,183.3

$1,939.1

$9,904.5

$13,147.2

$77.025.7

1.6%

8.9%

3.2%

2.7%

6.6%

4.2%

3.3%

0.1%

3.0%

4.8%

4.4%

2019 
Sales

-19.1%

-20.4%

-23.7%

-18.8%

-31.6%

-31.7%

-21.7%

-18.0%

-24.6%

-25.4%

-28.4%

Note: Growth rates are unadjusted for menu inflation.

Sales Growth 
in ‘21/’20

$684.6

$249.3

$1,345.3

$1,034.8

$10,186.6

$20,891.0

$1,709.0

$1,590.9

$7,472.4

$9,814.4

$55,119.8

2020 
Sales

14.2%

17.9%

17.7%

12.5%

17.4%

16.6%

10.9%

13.6%

14.8%

16.4%

16.0%
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Provinces with fewer cases tended to have smaller 
declines in foodservice sales in 2020, while provinces 
with higher case counts and longer lockdown measures 
put in place posted the largest drops in foodservice sales. 

There were a few moments of hope in 2020, though. In the 
latter part of the year, sales at quick-service restaurants in 
Saskatchewan, New Brunswick, and Prince Edward Island 
briefly saw higher sales compared to the same months 
in 2019. 
 
Pent-up demand to dine indoors is strongest in 
Saskatchewan, with 44% of adults expecting to dine 
out more often than they did before the pandemic. 

STRATEGIC INSIGHT
In the hospitality industry, the 
pandemic forced us to step 
back, take a hard look at existing 
models, and re-evaluate. It 
exposed the weak underpinnings 
of an industry that needed to 
bring about change for decades. 
I believe there’s an opportunity to 
ignite the change required for our 
industry to thrive, but it’s a brave 
new world; we’ve got to be bold 
and ready to take chances. We 
need a collaborative approach 
with policymakers, we need a 
united voice to tell our story, and 
we need to take stock of our 
greatest resource – our people.

Donna Dooher
Owner/Operator, Mildred’s Temple Kitchen

Once the pandemic subsides, the share of Canadians that expect to dine indoors 
at a restaurant more often or about the same as before the pandemic:

British Columbia

Source: Source: Angus Reid, survey conducted April 2021

56%

26%

Alberta

57%

23%

Saskatchewan

42%

44%

Manitoba

44%

35%

Ontario

53%

26%

Quebec

58%

26%

Atlantic

64%

18%

About the same More often

FOODSERVICE FACTS 2021



www.diversey.com

Tough on germs, not on people

FAST.  EFFECTIVE.  RESPONSIBLE.  SUSTAINABLE

Oxivir Tb eliminates germs, including SARS-CoV-2* 
in 1 minute. They are a market-leading disinfectant 
solution to help build consumer confi dence and keep 
foodservice dining areas safe.

*Oxivir® Tb is on Health Canada’s lists list of Hard-Surface Disinfectants with evidence for use against SARS-CoV-2 (COVID-19).  Oxivir® Tb Wipes DIN: 02283522
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Restaurant Recovery 
Special Section: 

PUTTING 
THE 
PIECES 
TOGETHER
The COVID-19 pandemic changed how Canadians interact with restaurants and how foodservice establishments 
run their businesses — to serve the changing needs of their guests and reduce operating expenses and improve 
their efficiency. Three-quarters of  restaurant owners agree that the pandemic has forever changed the 
foodservice industry. While 17% disagreed, another 6% were unsure how the pandemic will impact the industry.

A staggering 97% of foodservice operators made many changes to their business in order to survive compared 
to only 3% that didn’t make any changes during the pandemic. More significantly, many are keeping the changes 
they made to their business. 

Six in 10 table-service restaurants will keep most of the changes they made during the pandemic

We will keep some of 
the changes we made 
during the pandemic

We won’t keep any of 
the changes we made 
during the pandemic

We will keep most of 
the changes we made 
during the pandemic

Table-service
Restaurants

62%

35%

3%

Quick-service
Restaurants42% 50%

8%

All Other
Foodservice

50%

43%

7%

Q: Will you keep the changes you’ve made to your foodservice operations after COVID-19 has subsided?
Source: Restaurants Canada’s Q1 2021 Restaurant Outlook Survey
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For many restaurant operators, a lot of those 
changes were made to survive. They focused 
heavily on cost-cutting, including changing hours 
of operation, streamlining menus, and reducing 
other operating expenses. 

Operators also looked for new and sometimes 
unconventional ways to grow their sales, including 
launching takeout & delivery options, promoting 
themselves on social media, and implementing 
online ordering through a restaurant website/app. 
While purchasing gift cards is quite popular among 
Canadians, new to the foodservice industry are 
meal kits, which can be assembled and cooked at 
home, and purchasing grocery items at foodservice 
establishments such as meat, produce, dairy, bread, 
pasta and sauces.

Top 10 changes foodservice operations 
made to survive since the start of the 
pandemic in March 2020.

70% Changed hours of operation

61% Began offering takeout/delivery

53% Streamlined menu

51% Increased use of social media

50% Reduced operating expenses

49% Started offering takeout/delivery of alcohol 

49% Implemented online ordering from restaurant website/app

44% Began offering curbside pickup

38% Raised menu prices

37% Added new technology (e.g. QR code-accessible menu)

Note: Respondents could select more than one response

Source: Restaurants Canada’s Q1 2021 Restaurant Outlook Survey

Restaurant Recovery Special Section: PUTTING THE PIECES TOGETHER

restaurantscanada.org | Restaurants Canada
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As a marketing platform, social media enjoys 
many advantages over traditional media: 
it’s low-cost, high-reach, and immediate. 
It’s little wonder that more than half of all 
foodservice operators increased their use 
of social media during the pandemic. 
Table-service restaurants led the way at 55%. 

Looking at individual channels, 68% of 
chefs said Facebook was “very important” 
or “important” for communicating with their 
guests. Following closely was Instagram at 
63%. In sharp contrast, less than 5% said 
TikTok and Snapchat were important. 

The most successful social media posts 
revolved around promoting new menu items. 
Also, more personalized communications 
from chefs and owners were equally 
impactful as posts promoting discounts 
and promotions.

STRATEGIC INSIGHT
Social media consumption increased significantly during the pandemic. This upswing, 
coupled with a strong trend towards “buying local,” provided restaurants with an amazing 
opportunity to interact with their communities and introduce their food to new people, as 
well as strengthen relationships with existing customers. There were countless examples of 
restaurants creating humorous, informative, and inspiring content which struck a chord with 
their local customers and deepened their community connections.
 
With the pandemic subsiding, continue to be nimble, creative, and customer-focused. 
Don’t use social media as a megaphone to shout your specials – think about how you can 
entertain, inform, and inspire. Put your personality, your teams, and your food on display!

Steve Buors
CEO and Co-Founder, ReShift Media

Spreading 
the Word on 
Social Media

As the pandemic subsides, which of 
the following will be the top priorities
for your foodservice business?

Pay down debt accumulated 
during the pandemic

68%

Reduce operating costs 64%

Bring back or find new staff 62%

Raise menu prices 40%

Improve guest experience 39%

Integrate new technology 
into my business 34%

Improve staff training 31%

Note: Respondents could select more than one response

Source: Restaurants Canada’s Q1 2021 Restaurant Outlook Survey

restaurantscanada.org | Restaurants Canada

Restaurant Recovery Special Section: PUTTING THE PIECES TOGETHER



/ 31

FOODSERVICE FACTS 2021

restaurantscanada.org | Restaurants Canada

Share of Canadians that are “very” or “somewhat” interested in ordering 
the following from a restaurant in the future

Source: Angus Reid, survey conducted May 2021

A meal kit to assemble and cook at home Grocery items such as meat, produce, dairy, bread, pasta or sauces A gift card

18-34

40%
35%

46%

35-54

32%

24%

43%

55+

14% 14%

37%

Looking for alternate revenue streams, some foodservice owners 
took advantage of Canada’s robust supply chain, turning to selling 
groceries and pre-assembled meal kits.

Results were mixed from the grocery and meal kit experiment: 

• 22% of table-service restaurants began selling meal kits from 
the start of the pandemic, while 12% sold groceries.

• Of those that sold meal kits, 13% said that meal kits sold better 
than expected, while 55% said they sold as much as they were 
expecting. The remaining 32% said that the meal kits did not sell 
as well as expected. 

• Of those that sold groceries, 34% said that groceries sold 
better than expected, while 37% said they sold as much as they 
were expecting. The remaining 29% said that the meal kits did not 
sell as well as expected. 

• In the past 12 months, 18% of Canadians had purchased 
groceries from a restaurant, and 12% had purchased a meal kit 
from a restaurant.

• Canadians under the age of 35 are most interested in 
purchasing meal kits or groceries in the future, so there is 
untapped market potential for these items.

Interestingly, 87% of chefs said they would continue to offer meal kits, 
either in the short term or in the long term, after the pandemic, while 
74% will continue to sell groceries. Clearly, many chefs see value in a 
diversified revenue stream.

Pivoting to Groceries 
and Meal Kits

Restaurant Recovery Special Section: PUTTING THE PIECES TOGETHER



Southern Style 
Seasoning
(It’s so hot right now!)

100% Alaska Pollock Wild Wings.  
An innovative addition to your menu.

Easy to Execute
Pre-seasoned and  
pre-portioned. Requires 
minimal labour and 
creates no waste.

Menu Versatility
Easily customizable, giving 
you the ability to create 
multiple menu offerings.

Super Sustainable
Alaska Wild Wings™ are 
made with 100% MSC 
certified Alaska Pollock. 
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Health and safety will remain a top concern for many 
Canadians, even after the pandemic subsides and is 
gradually put behind them. It won’t necessarily be an 
instant “return to normal’’ for the majority of Canadians 
who still harbour reservations after more than 16 months of 
social distancing and on-again, off-again lockdowns. 

While maintaining two metres between tables 
and in common areas is not feasible 
for most restaurants, having 
hand sanitizer or wipes 
at the table, no shared 
condiments, and offering 
contactless payment are 
just some of the ways you 
can show your guests that 
health and safety remains 
a top priority, just as it 
always has been.   

The Ongoing Importance 
of Health & Safety

Once the pandemic is over, how important will the following safety  
measures be to you when choosing to dine out at a restaurant in 
the future? (% that say very important or somewhat important)

Sanitizer/wipes at every table

2 metres or more between tables

2 metres or more between people in common areas

Staff member at door to limit traffic

No shared condiment bottles on tables

Contactless payment

Staff at restaurant wearing masks and gloves

Barriers between tables

Source: Angus Reid, survey conducted May 2021

69%

62%

60%

59%

59%

59%

51%

49%

TOTAL

FOODSERVICE FACTS 2021 Restaurant Recovery Special Section: PUTTING THE PIECES TOGETHER

STRATEGIC INSIGHT
Customers are going to be much less 
forgiving than they once were of dirty 
facilities. Online reviews were certainly 
impactful before the pandemic and 
are likely to carry even more weight in a 
post-COVID world for re-establishing 
consumer confidence. There will 
be opportunities for the savviest 
foodservice operators to turn cleaning 
into a competitive advantage. 

Beyond COVID, customers, the media, 
and public health authorities will be 
critical of any outbreak associated with 
a facility, whether from food illness, 
norovirus, flu or even the common cold. 
Brand reputation will hinge on the ability 
to implement best practices that protect 
against COVID and the many other 
germs responsible for making people ill. 

Mark Ambler
Infection Prevention Specialist, Diversey
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In the 12 months ending 
April 2021, delivery sales 
jumped to a record $6.9 
billion, a 55.3% increase 
over the same period a 
year prior. 

Overall, delivery accounted for 
15.9% of sales at full-service 
restaurants and 12.3% of sales 
at quick-service restaurants.

With the closure of dine-in, sales 
plummeted across all segments 
with it accounting for 8.5% of 
quick-service restaurant sales in 
the 12 months ending April 2021. 
For full-service restaurants, on 
premise dining fell to 45.3% of 
total revenues – a number that 
would have been much lower 
had it not been for patios. 

Quick-service restaurants with 
drive-through were also able to 
leverage the near contact-free 
convenience of that channel. 
It accounted for 38.2% of QSR 
sales, and a whopping 46.3% of 
traffic, through the pandemic.

Quick-service Restaurant Share of Dollars 

Full-service Restaurant Share of Dollars 

7.5%

26.4%

34.2%

32.0%

12.3%

38.2%40.9%

8.5%

79.8%

12.4%

1.0%6.7%

15.9% 2.4%

36.4%

45.3%

12 months ending April 2020 12 months ending April 2021

12 months ending April 202112 months ending April 2020

Source: Ipsos Foodservice Monitor

Delivery Take OutDrive-through Dine In
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Delivery
One of the most significant trends 
throughout the pandemic was the 
rise in delivery usage. 

From our most recent Angus Reid 
survey, we found that nearly nine out 
of 10 Canadians between the ages of 
18 and 34 have ordered delivery in the 
last six months. For 35 to 54-year-olds, 
81% had placed a delivery order, as 
had nearly seven in 10 respondents 
in the 55+ category.

The big question now is… what happens 
to delivery after the pandemic? Overall, 
delivery is here to stay; it was already 
part of the business model for many 
restaurants. Of those currently doing 
delivery, more than 50% said they will 
use delivery more often or about the 
same as during the pandemic.  

Still, a sizable number of younger 
Canadians (50%) will order out less 
often. This is due in large part to a 
desire to gather and socialize again. 
When we look at the data on why 
younger Canadians choose delivery, 
45% said it was because on-premise 
dining was closed, and 26% said they 
felt safer having food delivered.

In the past six months, have you ordered delivery 
from a quick- or table-service restaurant?

Yes No

18-34 35-54 55+

11%

89%

19%

81%

33%

67%

As the pandemic subsides, will you be ordering 
food delivery from a restaurant more often, 
less often, or about the same compared to 

during the pandemic?

Less oftenAbout the sameMore often

Source: Angus Reid, survey conducted May 2021

55+ 8% 46% 46%

35-54 8% 48% 44%

18-34 10% 40% 50%

Source: Angus Reid, survey conducted May 2021
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STRATEGIC INSIGHT | What does the near/long term hold for delivery?

Steve Puchala
SVP Growth and Restaurant Success, SkipTheDishes

There are significant near-term headwinds to be 
navigated by restaurants and delivery companies 
that need to be considered; staff shortages, 
in-store diner hesitancy, supply chain issues, and 
the constant threat of the “next wave.” From our 
perspective, we expect the following areas of 
focus for delivery companies in the near/long 
term that are driven by efforts to help restaurants 
address this new normal:
• Expand customer offerings to capture an 
increased share of food occasions, including 
convenience, grocery, and alcohol
• Create varying relationship models and allow 
restaurants to choose what works for them
• Develop opportunities for restaurant partners 
to engage with delivery customers, like loyalty 
programs and promotions
• Forge true partnerships so restaurants and 
delivery companies grow together

Ryan Freeman
Head of Enterprise Partnerships, Canada & International, DoorDash

Delivery went from being an optional part of 
a restaurant’s business model to an absolute 
necessity. As a result, we saw that food 
delivery growth was similar to the growth of 
eCommerce during the pandemic; habits 
changed and Canadians grew accustomed to 
the convenience of ordering online, and their 
expectations about what can be delivered 
on-demand changed. 

We certainly hope people are excited to get 
back into their favourite restaurants. Still, given 
this significant shift in consumer habits and 
expectations, we don’t believe that this will 
result in a slowdown in delivery. Restaurants 
now have increased options, can choose how 
diverse they want their income streams to be, 
and use data and experience from this past 
year to understand what their customers want 
and what is worth continuing. 

Lola Kassim
General Manager of Uber Eats Canada

There remains a massive digital opportunity for small restaurants. While the pandemic catalyzed many restaurants’ 
adoption of digital technology, including delivery, there is still an exciting opportunity for small businesses 
to capture more of the market by leaning into all sides of their business — in-store, online, and through third-
party partners. Convenience moves in one direction and customers are likely to still demand elevated levels of 
convenience from the restaurants they love most. I believe it will be a combination of these channels and tools 
that will carry restaurants through this and help them accelerate into the new normal.

Restaurants had a year to pressure test different service and delivery options to determine which ones were most 
effective—and cost-effective—for their own business and growth plans. For some, in-store pickup was the most 
convenient, some chose to accept online orders via their websites or apps, and for others, it was a full-service 
delivery platform integration that best fit their business goals. Now, restaurants need to consider what approach 
works best to give customers the choice they’re looking for. They may also need to review their operations 
approach to embrace new hybrid offerings across delivery, pickup and dine-in.

Lola Kassim
General Manager of Uber Eats Canada

What are the key considerations operators will need to consider when they are putting 
the puzzle together again from a delivery perspective?
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Steve Puchala
SVP Growth and Restaurant Success, SkipTheDishes

The pandemic has raised people’s consciousness of the 
value of friends, family, and community, maintaining mental 
health, and food’s role in these areas. As we continue 
to navigate the impact of the pandemic, widespread 
environmental threats also raise the profile of society’s 
impact on the world. These events will be the key drivers 
of consumer behaviour, which should guide restaurant 
decision-making. 

• Our research shows that restaurants using locally sourced 
products will see the benefit as “support local” extends 
beyond just restaurants to the entire supply chain

• Showcase efforts to be environmentally friendly – roughly 
50% of customers factor this into their decision-making, 
and they are willing to pay extra to benefit the planet

• A large segment of the consumer population will guide 
their delivery decision-making towards restaurants that 
“create an experience” for them

• Despite potential obstacles, restaurants need to get 
creative to find a way to handle both dine-in and delivery 
order volume

Delivery is now a core market segment for restaurants, 
and owners have an opportunity to focus and similarly 
compete for delivery occasions to how they compete for 
in-store dining business.

Ryan Freeman
Head of Enterprise Partnerships, 

Canada & International, DoorDash

Restaurants will need to consider how they want to 
leverage delivery and off-premises as part of their 
business model in a post-pandemic world. Off-premises 
success generally takes time. Focus on getting 1% 
bigger and 1% better every day - for example, tackling 
your operations or making menu tweaks or capturing 
new photos. Restaurants should still explore how to 
make the most of their off-premises channels to find 
new paths to revenue and ways of operating, especially 
as customers continue to demand elevated levels of 
service and convenience.

Across all groups, the top reasons 
for choosing a specific restaurant for 
delivery are:
• the food quality is consistently good;
• and have the menu items they crave. 

Older Canadians want to order delivery 
from a restaurant they previously visited 
in-person, while younger Canadians 
prioritize value for money and low or no 
delivery fees. 

Most important factors 
Canadians consider when 
ordering delivery from a 
restaurant.

Source: Angus Reid, survey conducted May 2021

Food quality is consistently 
good

Has menu items that I crave

It’s a restaurant that I’ve 
visited before in-person

Offers great value for 
money

Has a low or no delivery fee

Has a promotion available 
(e.g. % off, free item, etc.)

Offers a large variety of 
menu items

It’s a brand I trust

Can be delivered in under 
30 minutes

Friend or family member 
recommended the restaurant 
to me

73%

59%

51%

48%

43%

28%

26%

25%

20%

20%

TOTAL

FOODSERVICE FACTS 2021

/ 38 restaurantscanada.org | Restaurants Canada



restaurantscanada.org | Restaurants Canada

The pandemic didn’t come with a playbook, but no challenge does. We understand 

that’s how business works, and it’s why we work with you every step of the way as  

a trusted advisor to move your business forward.

Connect with us for solutions at gfs.ca/ideas

© 2021, Gordon Food Service® 

We’ll help you get there
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An operator survey by Restaurants Canada found that 4% of respondents said they currently operate a ghost kitchen 
as part of their business model. Another 8% are planning to open a ghost kitchen within the next two years.  While this 
was a growing trend before 2020, the pandemic is forcing businesses to reconsider moving to a smaller footprint like 
a ghost kitchen. There is, however, some skepticism among Canadians that want to know where their food is coming from. 

Overall, six in 10 young Canadians said that it is important their food comes from a location they can visit; this number 
climbs to eight in 10 for older Canadians.

These are early days, and most people don’t understand what a ghost kitchen is and that this is just the beginning of 
a longer term trend. In the end, it will be important for operators to reassure guests that food quality and value will be 
important as ever, whether the food is prepared in a traditional restaurant or at a virtual kitchen. 

Ghost Kitchens

When ordering delivery from a 
restaurant, how important is it that 

the food comes from a location that 
you can visit in person?

18-34

19%

35-54

29%

55+

42%

39%

38%

40%

Somewhat importantVery important

Source: Angus Reid, survey conducted May 2021
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STRATEGIC INSIGHT
COVID-19 helped accelerate 
the acceptance and viability 
of ghost kitchens across 
Canada. The resulting consumer 
behavioural changes of ordering 
in and/or picking up meals 
by all demographics are here 
to stay. We’ve learned that 
consumers demand convenience, 
customization, flexibility, and the 
ability to enjoy food when, where, 
and how it fits into their routines. 
As consumers re-engage 
with dining out, the ongoing 
challenge for ghost kitchens is 
to make sure you remain relevant 
with the offerings in markets and 
provide innovative ways to reach 
new customers. 

Marc Choy
President, Ghost Kitchen Brands

restaurantscanada.org | Restaurants Canada
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Alcohol Delivery

18-34 35-54 55+

12%

10%

4%

7%

8%

2%

8%

4%

1%

9%

5%

1%

18-34 age group were more likely to 
order alcoholic beverages with food 
delivery in the past six monthsOf those that ordered delivery in the past six 

months, just 15% of Canadians have ordered 
alcohol with their food order. This figure rises 
to 20% for those 18 to 34 and 17% for those 
that are 35 to 54. Men were also twice as likely 
to order alcohol compared to women. Beer 
was the most popular alcoholic beverage 
ordered for takeout/delivery, followed by wine 
and then ready-to-drink canned beverages 
(e.g. hard seltzers, vodka soda, gin and tonics). 

For those that didn’t order alcohol for delivery 
or takeout, it was primarily due to preferring 
to purchase alcohol from a liquor retailer. 
Expense was a top issue for 43% of 18 to 
24-year-olds compared to 26% of those 55 
years of age or older.

Looking ahead, nearly 30% of 18 to
34-year-olds are interested in purchasing
alcohol for delivery or takeout from a
licensed restaurant or drinking place over
the next 12 months compared to just 8% of
those 55 years of age or older. Still, there 
is opportunity for growth in this category 
as more Canadians look for new ways to 
purchase alcohol; although the expense to 
consumers will remain the largest barrier.

In the end, delivery isn’t going back to the 
pre-pandemic definition of “normal.” But, 
restaurant operators will have to find new  
ways to adapt to customers who want to 
continue using this as an alternative to  
on-premise dining.

When it comes to consuming  
off-premise once the pandemic is 
over, most Canadians said they will 
choose drive-through and going 
inside for pick-up at quick-service 
restaurants, and pick-up at table–
service restaurants. By a two-to-one 
margin, Canadians prefer to order 
delivery directly from the restaurant 
by phone or the restaurant’s app than 
through a third-party delivery service.

Go inside and pick up 39%

Order delivery directly through the restaurant 
by phone or the restaurant’s app 20%

I don’t order takeout or delivery from a 
table-service restaurant 12%

Delivery through a third-party service 
such as UberEats or SkipTheDishes 10%

Contactless pickup outside/
curbside pick-up 6%

I don’t know/not sure 13%

Source: Angus Reid, survey conducted May 2021

Source: Angus Reid, survey conducted May 2021

Once the pandemic is over, what do you 
expect will be your preferred way to order 
takeout from a table-service restaurant?

Beer

Wine

Spirits/mixed 
cocktails

Ready-to-drink 
canned beverages
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Technology in 
Foodservice
Past studies by Restaurants Canada found restaurateurs 
agree that technology makes their restaurants more 
productive, speeds up customer service and can help 
increase sales. Impending labour shortages and rising 
labour costs will compel more operators to invest in 
technology to help control costs and boost efficiency. 
While technology has become an integral part of our 
everyday lives, there are some areas where Canadians are 
not fully ready to abandon the traditional ways of ordering 
and being served at restaurants. 

Data from Technomic show that younger Canadians are 
more likely to look for technology at restaurants than 
older Canadians. Even then, there are differences. For 
example, millennials (born between 1977 and 1992) look for 
technology that provides online/mobile or kiosk/tabletop 
ordering capabilities or technology that improves the 
overall experience, while Gen Zers (born between 1993 
and 2002) are more likely to look for restaurants that offer 
free Wi-Fi access. 

Share of respondents that said the following were “Important” 
or “Very Important” when deciding which restaurant to visit

Gen Z  Millennial  Consumer Average

Offers free Wi-Fi 
access

Offers mobile/
smartphone or 
kiosk/tabletop 

payment

Offers a good 
value through use of 

technology

Provides online/
mobile or kiosk/

tabletop ordering 
capabilities

Uses technology 
to improve overall 

experience

Quick-Service Restaurant Attribute

Offers free Wi-Fi 
access

Offers mobile/
smartphone or 
kiosk/tabletop 

payment

Provides online/
mobile or kiosk/

tabletop ordering
capabilities

Full-Service Restaurant Attribute

Uses technology 
to improve overall 

experience

Source: Technomic Ignite Consumer 

63% 57%
50%

58% 59%
49%

56% 59% 54% 55%
63%

50% 54%
62%

53%

61% 56%
49% 55% 57%

49% 54%
61%

51% 50%
59%

48%
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Due to the convenience and perceived safety 
of online ordering for carryout or delivery, 
consumers embraced technology throughout 
the pandemic. For their most recent order at a 
full-service restaurant, 12% of Canadians ordered 
online for carryout and nearly 9% ordered online 
for delivery during the first quarter of 2021. These 
are significant increases compared to before 
the pandemic due to the closure of on-premise 
dining across many parts of the country. 

At quick-service restaurants, online ordering has 
been more stable throughout the pandemic but 
higher compared to before the pandemic.  

A survey by Angus Reid found that while there 
was interest for online ordering capabilities and 
contactless/mobile payment, especially from 
younger Canadians, there was less interest in 
using a tablet to order food and beverages or 
using a QR code to scan with their smartphone.  

When asked how they prefer to be 
served at table-service restaurants, 
63% of Canadians still prefer the 
traditional service of a server that  
takes the order and brings the bill  
at the end of the meal.  

Only 12% prefer to have the server take the order 
and then pay using a tableside tablet/kiosk. While 
it would be labour-saving to use technology for 
consumers to order and pay at a table-service 
restaurant using a computer/app on a smartphone, 
just 5% of Canadians say they prefer this approach.  
Still, there could be some openness to technology 
in the future as 20% had no preference. 

Q4 2019

Source: Technomic Ignite Consumer

Where did you order your food/drink from 
during this most recent visit/order? 
Full-service Restaurants

Q1 2020 Q2 2020 Q3 2020 Q4 2020 Q1 2021

0.9% 1.0% 1.1%
1.4%

8.4%
8.0% 7.9%

6.1%

7.5%

6.1%

12.4%

8.8%

% ordered online for delivery

% ordered online for carry-out

Q4 2019

Source: Technomic Ignite Consumer

Quick-service Restaurants

Q1 2020 Q2 2020 Q3 2020 Q4 2020 Q1 2021

4.6%

3.6%
4.1%

4.4%

7.3%

8.4%

6.8%

7.5% 7.4%
7.7%

7.2%
7.6%

% ordered online for delivery

% ordered online for carry-out
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STRATEGIC INSIGHT
The foodservice industry is one of the last great frontiers for automation, and the industry has 
been slow to adopt the technology piece because of the high capital costs involved. Today, 
restaurants are facing unique challenges which have effectively wiped out their profit and 
impacted quality including labour shortages and high turnover. Technology and automation are 
one solution to help solve this problem. The cost of robotics and automation have decreased 
over the years and now smart hardware solutions can be deployed with compelling ROI for 
businesses. In addition, creative financing options such as Robotics-as-a-Service (RaaS) 
are becoming available today which lower the barrier to entry for smaller businesses.

Get started by identifying repetitive predictable physical activities processes in your kitchen 
that can be automated. Once identified, look for existing solutions or work with companies like 
us to develop those solutions. Also ensure you have a good POS system that has an open API 
so that it can communicate with smart equipment to allow for seamless integration. Technology 
transformation can involve many pieces of a puzzle but it is a journey that requires taking 
those first steps. 

Kevork Sevadjian
CEO & Co-Founder, Gastronomous Technologies Inc.

Order food online through 
a website/app to pick up 

at a restaurant

Pay using contactless or 
mobile payment options

Order your food and 
beverages using a 

tablet

Access menu on your 
smartphone by scanning 

a QR code

  51%

  46%

  30%

  44%

  36%

  32%

  25%

  16%

  16%

  24%

  23%

  14%

“Much more likely” or “somewhat more likely” to choose 
one restaurant over another if they offered the following:

18-34  35-54  55+

Source: Angus Reid, survey conducted May 2021
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S In January and February 2020, just prior to the pandemic, the share of meals sourced from a 

restaurant averaged 6% of all meals eaten. The pandemic led to a significant drop in the share of 
meals sourced through restaurants to just 2%-3% due to continued dining-out restrictions.

The loss in restaurant occasions turned into a gain for retail grocery stores. In the first two months of 
2020, in-home consumption accounted for 70% of all meals, then rising to 80% or more throughout 
most of the pandemic. It’s noteworthy that, within the retail segment, Canadians increasingly opt for 
recipes with shorter prep times, suggesting there is scope for more convenient food options.

STRATEGIC INSIGHT
It takes about 66 days for a new behaviour to become habit. Now, over 500 
days since the pandemic began, most new consumer patterns are locked in. 
But, as consumers become comfortable with in-person shopping again and 
HMR expands in Grocery, you’ll need to pivot to maintain your share of stomach 
and future-proof your revenue streams.
 
For groceries, shift from staples to luxury ingredients and your custom sauces. 
Expect curated cocktail kits to remain; they elevate in-home entertaining and, 
like meal kits, open a window on new cuisines and flavours.
 
Look for ways to expand your “seatings” by offering your restaurant experience 
at home. Can you create excitement and a sense of scarcity with weekly drops 
of your dinner kit on Instagram? Augment instructions with tasting notes and a 
curated Spotify playlist to complete your kit. And add options for handy “heat 
and eat rescue meals” for the freezer.

Jo-Ann McArthur
President/Founding Partner, Nourish Food Marketing

WHERE FOOD AND BEVERAGES ARE SOURCED
(ALL VENUES)

May ‘20 to Dec ‘20 Jan ’21 to Apr ‘21

Source: Ipsos FIVE Monthly Data Period – % Occurrences – All Venues; Based on Total Foods & Beverages

Carried from home

82% 83%

Sourced from a 
restaurant

Sourced from HMR/
all other

7% 7%
3% 2%

9%
8%

Sourced from home
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Food 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.) averaged roughly 7% 
between May 2020 and April 2021, compared 
to 11% in February 2021. The decline in 
occasions directly resulted from more people 
working remotely and school closures.

Home Meal Replacements (HMR) from grocery, 
convenience stores and gas stations, and 
other non-restaurant locations also fell, but 
still accounted for a larger share of meals 
than restaurants. HMRs saw a surge from 
mid-2020 onwards, as Canadians adjusted to 
the pandemic by changing their meal routines. 
The same trajectory can be seen for food and 
beverage carried from home.

In 2020, total retail food 
sales soared by more than 
10% to a record $160 billion. 
While Canadians are excited to return to 
restaurants, some lower-income households 
may be unable to do so as much as they 
would like. Younger Canadians were hit the 
hardest financially from the pandemic; the 
unemployment rate for young people jumped 
much higher (peaking at 30% in May 2020) 
than other age groups (11% in May 2020).

Worse, the unemployment rate for young 
Canadians remains stubbornly high and has not 
matched the pace of recovery that we see with 
older Canadians. As a result, it will take more 
time for these households to recover financially 
and have the discretionary income to spend on 
food away from home.

More oftenLess oftenAbout the same

<$50k

76%

16%7%

$50k-<$100k

81%

12%6%

$100k+

84%

8%7%

Source: Angus Reid, survey conducted April 2021 
Q: After the crisis subsides, do you expect you will go grocery shopping 
more often, less often or about the same as before the pandemic?

Lower income households plan to shop 
more at grocery stores compared to 
before the pandemic

STRATEGIC INSIGHT
The pandemic revealed a great deal about the Canadian 
consumer. For example, recent research shows the 
overwhelming majority of Canadians actively look for 
Canadian meat and believe it should be labelled as 
such. Moreover, they want that assurance to come from 
the farmers themselves.

Farmers who raise Canadian meat do so with some of 
the world’s highest standards for food safety, animal 
care, and sustainability. Foodservice should share that 
success story with Canadians.

Every meat farmer group in Canada has a logo that 
assures consumers their meat is Canadian and raised 
according to our standards. Using those logos 
on menus, at tables, and online, helps restaurants 
demonstrate that they’re delivering on consumer 
expectations, which is important now more than ever.

Lisa Bishop-Spencer
Director of Brand & Communications, Chicken Farmers of Canada
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No one likes menu price hikes, not 
operators and certainly not customers. 
Unfortunately, sometimes it’s one of few 
options for maintaining profitability in 
the face of dwindling margins and 
reduced patronage.

Given rising pressures, 47% of 
foodservice operators said they 
would increase their menu prices by 
4% or higher over the next 12 months. 
Table-service restaurants led the way 
in this category, with 31% of operators 
planning a 5% or higher increase, 
compared to 23% of quick-service 
restaurants. However, uncertainty is high; 
16% of respondents weren’t sure how 
much they would raise their menu prices 
during the next year.

In responding to higher food costs,
most respondents said they would try a 
combination of partially absorbing the 
increase in food costs and raising menu 
prices. Others were looking to reduce 
other expenses in order to offset 
higher food costs, or remove items 
from the menu.

What is certain is that the rate of inflation 
for menu prices is far ahead of grocery 
stores. Between January 2016 and May 
2021, menu prices increased by 16%. 
Meanwhile, grocery store prices rose by 
just 5% during this same time.

STRATEGIC INSIGHT
Nobody is immune to what’s 
happening; operators will not 
be isolated. We expect menu 
prices to continue to climb, 
likely into next spring, and the 
entire sector’s competitiveness 
will be affected. We also 
expect smaller menus in years 
to come, including restaurants 
that offer just one entrée as 
an option to reduce costs and 
food waste. It is a phenomenon 
we see more often in Europe 
and Asia. Operators can remain 
competitive by offering a unique 
experience – we all need to 
keep in mind that the food is 
only a portion of what restaurants 
do. Innovation can manifest itself 
in many ways, and with higher 
costs, more innovation will come 
about, no doubt.

Dr. Sylvain Charlebois
Professor, Director, Agri-Food Analytics Lab, 

Dalhousie University

Over the next 12 months, by how much do you expect 
you will raise your menu prices?

Less than 1%

Source: Restaurants Canada’s Q2 2021 Restaurant Outlook Survey

4%

1% to 2%

8%

2% to 3%

15%

3% to 4%

10%

4% to 5%

18%

5% to 6%

10%

6% to 7%

4%

More than 7%

15%

Not sure/
don’t know

16%
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Considering the severe drop in revenues, it’s not surprising that 58% of all table-service 
restaurants were operating at a loss, according to a Restaurants Canada member survey 
conducted in the first two weeks of July 2021. Quick-service restaurants fared slightly better, 
with 44% operating at a loss, while 32% were earning a profit of 2% or more. 

In a July 2021 survey, 81% of independent restaurants had taken on new debt due to 
the pandemic. 

If current conditions continue for these independent restaurants, 70% of respondents said 
it will take 12 months or longer to recover from the debt incurred due to the pandemic, while 
another 26% said their business will not be able to recover from debt incurred due to the 
COVID-19 crisis unless current conditions change.  

Source: Restaurants Canada’s Q2 2021 Restaurant Outlook Survey

Six in ten table-service restaurants were operating at a loss in July 2021

Table-service restaurants

Quick-service restaurants

Operating at a loss Breaking even Making a pre-tax profit
between 0% and 2%

Making a pre-tax profit
between 2% and 5%

Making a pre-tax profit
of 5% or more

44%

58%

13%

22%

10%
8%

10%

5%

22%

7%
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Profitability Challenges 
Are Not New For 
Foodservice
It’s remarkable that anyone is profitable 
during COVID-19; even before the 
pandemic, the pre-tax profit margin 
for Canada’s foodservice industry had 
declined to a scant 3.8% in 2019, from 
4.2% in 2018. This represents the lowest 
profitability since Statistics Canada 
began reporting this data in 2012. 

With an average unit volume of $789,920 
in 2019, the typical foodservice operator 
earned a pre-tax profit of just $30,017. 

Labour costs outpaced most other 
expenses, climbing by nearly a full 
percentage point over a two-year 
period, from 31% of operating revenue 
in 2017 to 31.9% in 2019. This is due in 
part to higher wages, but also to chronic 
labour shortages that led to additional 
indirect costs of employee retention 
and recruitment.

STRATEGIC INSIGHT
To get back to profitability, consider streamlining operations and trimming expenses 
where possible – lean and mean on expenses can help with that overall bottom line. 
But don’t trim labour costs; guest experience is of paramount importance right now, 
going hand-in-hand with a theme of guest health and safety in your establishment.  
Plus, for most operations, government wage subsidies are still available into the fall to help 
cover a good portion of staff wage costs. Also, ensure your menu is engineered correctly 
to maximize profitability, and don’t be afraid to raise your prices. Most consumers support 
a moderate menu price increase, which will go straight to your bottom line.

David Hopkins
President, The Fifteen Group

OPERATING EXPENSE RATIOS - 2019
(AS A SHARE OF OPERATING REVENUE)

Source: Statistics Canada

Cost of Sales
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Utilities
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Advertising
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Destinations Canada, Canada’s 
tourism revenues are projected 
to not return to 2019 levels until 
2025; however, a significant 
increase in domestic travel 
could accelerate that recovery 
to 2023 or 2024.

Overall, Destinations Canada projects 
that tourism spending will decline to $51.1 
billion in 2021, a 4% drop from 2020. While 
domestic spending by Canadian tourists 
within Canada is expected to dip by 1% in 
2021 (following a 40% decrease in 2020), 
international travel is forecast to decline 
by an additional 48% in 2021 following an 
83% decline in 2020.

In 2019, foodservice spending by 
domestic and international visitors rose 
to a record $17.3 billion. Of that, $13.1 
billion came from domestic tourists and 
$4.3 billion from international visitors. 
Foodservice spending by international 
tourists plummeted by 96% from April to 
December 2020 compared to the same 
period in 2019. Domestic tourist spending 
on foodservice fell by 32% during the 
same period.

STRATEGIC INSIGHT
With Canadians enjoying more domestic 
travel, residents are rediscovering 
their country’s cornucopia of culinary 
traditions and influences of the past that 
have shaped contemporary interest in 
farm-to-table, slow food, and 
sustainable dining. 

Our most recent research shows an 
increase in Canadians looking for 
food-related activities for their next trip. 
We also see growing interest in arts and 
culture events, particularly live shows, 
including music and comedy festivals. 
This tells us Canadians are eager to 
rediscover their country with fresh 
eyes, which is great news for Canada’s 
tourism industry. Tourism supports these 
types of events and festivals, which in 
turn create positive impacts on local 
economies. Not only do they enrich the 
visitor experiences and the communities 
in which they operate, but they also 
improve the quality of life for 
all Canadians. 

Destinations Canada

* includes transportation, accommodation, foodservice and other tourism commodities
Source: Statistics Canada, National Tourism Indicators (2020, Q4)/Table: 36-10-0230-02; Destinations Canada Visitor 
Economy Forecast Update - June 2021

TOTAL TOURISM* DEMAND
(DATA IN BILLIONS)

$105.1

Tourism Exports (International)

$2.1

$53.4 $51.1

$82.0

$49.4 $49.0

$23.1

$4.0

Domestic Tourism ExpendituresTotal Demand

$9.3

$82.6
$73.2

2019 2020 2021 forecast 2022 forecast
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With the temporary closure of on-premise dining at foodservice establishments throughout 
most of the pandemic, the share of alcohol consumed at licensed establishments tumbled 
sharply in 2020. 

Alcohol orders from licensed establishments plummeted to just 2% of all alcohol occasions in 
April of 2020, with the remaining 98% occurring at home or other locations. While the opening 
of patios in the summer of 2020 raised the licensed share of alcohol orders to 10%, this was just 
half the market share recorded in 2019.  

Even before the pandemic, one of the biggest trends disrupting the foodservice industry was 
the continued erosion in the share of alcohol orders from legal drinking age (LDA) to 24 year-
olds. In 2020, just 7% of all alcohol orders at drinking places were from this age group, a steep 
drop from 27% in 2013. In fact, the share of alcohol orders from those aged 24 years and under 
at drinking places is now below that of restaurants for the first time. This decline has been part 
of a longer-term trend of fewer young people are going out to drink at licensed establishments, 
and those that do are going out less often.

STRATEGIC INSIGHT
We are all about pushing and creating the customer experience, making it 
the best it can be by focusing on the little details. We’re telling operators to 
be aggressive on proper service, such as the right beer in the right glass. 
Younger audiences want to live that experience. 

Seltzers are one way to retarget youth for this exploding category. So 
how can you make it a memorable interaction? Do something special! For 
example, don’t just serve it in the can; consider an attractive glass or a 
unique method of serving. It comes back to the old saying that guaranteeing 
a purchase of the second pint is all based on the quality and experience of 
the first one. 

Jeff Weber
Senior Manager, Commercial Ops & Strategy, Molson Coors Beverage Company
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What does the 
future hold? 
Initial data from Ipsos ACT Canada indicates that 
cannabis users have been the first to shift back to 
on-premise drinking. 

At the moment, we can only speculate why this is. It 
could be that cannabis users are statistically more 
likely to be risk-takers (younger, male, etc.). On the 
other hand, it may indicate a move to moderate in-
home alcohol consumption, which we have begun to 
see signs of in recent months. 

Two areas are experiencing significant growth. First 
is the rise of hard seltzers through 2020, with most 
of the growth occurring at home. Currently, hard 
seltzers account for 1.4% of volume in residential 
settings, but only half that at licensed establishments. 
Offering more seltzer brands and participating in this 
rising trend could be a way for bars and restaurants 
to re-engage younger consumers.

Secondly, 2020 saw growth in ice wine cocktails 
on-premise, with these drinks accounting for 8% 
of licensed establishment wine volume in 2020, 
compared to just 1% the year before. Growth was 
most pronounced at bars/clubs, but was also strong 
in restaurants where wine plays a more prominent 
role overall. Some of this is attributable to efforts 
from Ontario wine producers to find alternative uses 
for surplus ice wine inventories; a drop in tourism 
from the pandemic collapsed traditional demand 
for ice wine. Other factors likely involve pandemic 
restrictions disrupting much of the beverage 
ordering experience, making room for consumers to 
consider alternatives.

Reasons for drinking throughout the pandemic 
shifted mostly to drinking to relax/de-stress — 
for obvious reasons. For licensed establishments, 
the most negatively impacted events were those 
focused on celebrating a special occasion and 
enjoying a special moment. There was also a decline 
in food pairing at restaurants, despite this remaining 
a solid trend elsewhere. These should bounce back 
post-pandemic, especially as people can celebrate 
life’s milestones once again. For operators, this 
would suggest an opportunity to invest in an 
events planning/hosting strategy to capitalize on 
pent-up demand.

Note: ACT Canada has tracked consumer alcohol 
trends in Canada since 2011, with 128,000 diaries, 1.6 
million occasions, and 3.1 million servings tracked.

SHARE OF ALCOHOL ORDERS AT LICENSED 
ESTABLISHMENTS BY LEGAL DRINKING 

AGE TO 24 YEAR OLDS

0%
2013

Source: Ipsos, ACT Canada

2014 2015 2016

8%
7%

2017 2018 2019 2020

5%

10%

15%

20%

25%

30%
27%

14%

RestaurantsBars, lounges & clubs
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Assurance | Accounting | Tax | Advisory
www.bdo.ca

Financial best practices 
for restaurants
BDO can help you:

 Improve profi tability and cash fl ow

 Manage bookkeeping and payroll

 Restructure for the future

Reach out to learn more about how BDO 
works with restaurant owners and operators: 
https://insights.bdo.ca/restaurants

STRATEGIC INSIGHT
Proper beer service has always 
been about good hygiene, 
but this is heightened now. 
We’re looking at how to create 
an experience in a way that 
isn’t tone-deaf to what just 
happened with the pandemic. 
For example, the industry used 
to have table-side tastings. In 
the short term, look for ways to 
automate this experience, so 
people feel comfortable with 
staff coming up and suggesting 
food and alcohol pairings. 

Jeff Weber
Senior Manager, Commercial Ops & Strategy

Molson Coors Beverage Company

2020 SHARE OF ALCOHOL SERVINGS

Residential 38%

2%

5%

Restaurant 34%

2%

3%

Bar/lounge/club 60%

Coolers & CocktailsCiderBeer Wine Spirits

34% 21%

38% 21%

2%

3% 29%7%

Source: Ipsos, ACT Canada
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Across all age groups, Canadians are interested in ordering food from restaurants that’s sourced 
from local farmers or produced in Canada, and foods that promote health and wellness and are 
natural and unprocessed.

There are noteworthy differences between the age categories, however. Younger Canadians are 
–surprisingly– more interested in trying “comfort foods/comfort foods with a twist” than older 
Canadians. The plant-based trend has not gone away either; half of Canadians between the ages 
of 18 and 34 are interested in meatless/vegetarian entrees and plant-based burgers and sausages. 
One-quarter of 18 to 34-year-olds are “very interested” in these menu items. 

Looking at beverages, younger Canadians are significantly more interested in culinary cocktails, 
which can add flair to the menu of licensed restaurants. There has also been a rising trend toward 
non-alcoholic beer and wine in recent years. Currently, one in five Canadians between 18 and 34 
are interested in these, but only 7% say they are “very interested” – this trend bears watching.

STRATEGIC INSIGHT
The industry needs to figure out how to make products easy to buy and travel. Restaurateurs 
have adapted their recipes and packaging. Now they need to look at creating food pairing 
experiences with alcohol to showcase the food in an at-home environment.

Jeff Weber
Senior Manager, Commercial Ops & Strategy

Molson Coors Beverage Company
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Please tell us how interested you are in ordering each of the following menu 
items from a restaurant.
Percentage that say they are “very interested” or “somewhat interested”

Food sourced from local farmers/Canadian produced

Comfort foods/comfort foods with a twist

Foods that promote health and wellness

Natural/unprocessed

Raised without the use of antibiotics

Culinary cocktails 
(e.g. savoury, fresh ingredients, herb-infused)

Meatless/vegetarian entrees

Plant-based burgers and sausages

Gluten-free 

Non-alcoholic beer or wine

87%

78%

73%

70%

68%

41%

38%

31%

22%

13%

Source: Angus Reid, survey conducted May 2021

TOTAL 18-34 35-54 55+

87%

86%

75%

75%

65%

57%

54%

48%

28%

20%

86%

81%

74%

74%

69%

45%

37%

28%

24%

11%

88%

68%

71%

62%

69%

25%

27%

22%

16%

11%

/ 58



/ 59

FOODSERVICE FACTS 2021

restaurantscanada.org | Restaurants Canadarestaurantscanada.org | Restaurants Canada

Menu items that were over-developed 
in the drive-through have fared the 
best throughout the pandemic, 
particularly those dependent on 
dinner and lunch occasions.

Cravings, comfort food, and other 
emotional drivers were also key 
factors for the dominance of burgers, 
fries, and pizza during the pandemic.

Beverages typically ordered for 
on-premise consumption, such as 
alcohol and water, lost the most 
share during the pandemic. Coffee, 
particularly iced/cold varieties, 
outperformed all other categories.
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LEARN MORE: bunn.com/cold-coffee

COLD COFFEE
SOLUTIONS

C

M

Y

CM

MY

CY

CMY

K

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

/ 59



/ 60

FOODSERVICE FACTS 2021

restaurantscanada.org | Restaurants Canada

TOP 10 FOOD TRENDS 2021

Chicken
7.4%

Sandwich/Subs
7.4%

Pizza/Panzerotti
4.5%

3.4%

Breads
3.4%

Salad
3.1%

Wraps/Burritos/Tacos/Nachos
3.1%

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

Burger
10.5%

Breakfast
9.7%

French Fries/
Potato/Sweet Potato/

Onion Rings
15.6%
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/Calzone

Donuts/Beignets
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Soft Drink
20.7%

Hot Tea
4.4%

Water
4.3%

Fruit Juice
4.1%

Alcoholic Beverage
3.8%

Iced Tea
2.8%

Milkshake/Smoothie
2.4%

Hot Chocolate
1.6%

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 2021
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S Plant-based burgers and sausages were the hottest items on menus just before the pandemic, 

but locally sourced foods and packaging innovation dominated the list of hot trends in 2021. 
While local food may still be “hot,” it was comfort foods chefs turned to in order to drive 
off-premise business during the pandemic.

STRATEGIC INSIGHT
As we shift into reopening mode, there’s no doubt that the pandemic hit our industry 
hard. But upon closer look, it’s not all doom and gloom. The pandemic produced 
some positive cultural shifts. Many local BIPOC and women-run suppliers became 
better known and supported amid the social movements that arose during this era. 
Many restaurants opted for local ingredients out of necessity and are now permanent 
converts. We’re also seeing that the mass exodus of industry workers results from 
many of them retraining and joining new industries or returning to school. This, in 
turn, has forced many restaurants to up their wage and benefit offerings to attract 
and maintain staff. These are changes for which some of us have been advocating 
for years. Although reopening comes with its challenges, if there’s something the 
pandemic has taught us, it is to move forward with tenacity and resilience. 

Suzanne Barr
Chef, Author, Social Advocate

HOT TRENDS

Source: Restaurants Canada’s 2021 Canadian Chef Survey

Plant-based burgers & sausages

 Fermenting/fermented foods

Food smoking

     Sustainable seafood

Meatless/vegetarian entrees

    Plant-based proteins

House-made condiments/sauces

Sous vide

Food waste reduction/management

Non-plastic/eco-friendly 
delivery/take-out packaging

Locally sourced foods (Locavore)

Meatless/vegetarian entrees

House-made condiments/sauces

Food waste reduction/management

Plant-based proteins

Sustainable seafood

Plant-based burgers and sausages

Fermenting/fermented foods

Food smoking

Non-plastic/eco-friendly 
delivery/take-out packaging
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Half of all chefs surveyed said they changed how their 
“established” menu items were made/created during the 
pandemic. While ensuring that menu items travel well was the 
top priority, many chefs also discovered ways to drive efficiency 
gains with lower-cost ingredients and/or less prep time.

Nearly two-thirds of chefs simplified their menu items in 
response to the pandemic. Of those that did so, nearly four 
in 10 expect the change to be permanent.

Source: Restaurants Canada’s 2021 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 19 to February 8, 2021.

Respondents were recruited from the member list of Restaurant Canada and 
Canadian Culinary Federation.

CHANGES CHEFS MADE TO THEIR 
“ESTABLISHED MENU ITEMS” DURING 
THE PANDEMIC

Ensuring menu items 
travel well

61%

Decreasing preparation 
time

Using more cost-effective 
ingredients

Decreasing amount of 
chef effort

Using more frozen/
prepared ingredients

Using more premium/
unique ingredients

Using more fresh 
ingredients

Other

47%

47%

19%

16%

16%

12%

11%

restaurantscanada.org | Restaurants Canada



/ 64

FOODSERVICE FACTS 2021

restaurantscanada.org | Restaurants Canada

FOODSERVICE FACTS 2020

/ 64

INSIGHTS FROM 
OUR PARTNERS

EXPERT INDUSTRY INSIGHTS TO HELP YOU PUT THE 
PIECES TOGETHER
Unified Data

ADAPTING TO A “BETTER NORMAL”: WHY THE FOOD 
INDUSTRY WILL BENEFIT FROM INCREASED INFECTION 
PREVENTION MEASURES
Diversey

BOOST YOUR MENU AND MARGINS WITH LOCAL DAIRY
Dairy Farmers of Ontario 

CANADIAN CHICKEN DELIVERS FOR FOODSERVICE
Chicken Farmers

CONTACTLESS PAYMENTS: THE PRESENT AND THE FUTURE
Chase

CGA RESEARCH REVEALS CANADA’S APPETITE FOR EATING 
AND DRINKING OUT AFTER LOCKDOWNS
CGA

PUTTING THE PIECES TOGETHER: HOW DO YOU REVIVE 
YOUR RESTAURANT FINANCIALLY, MINIMIZE ONGOING RISK, 
AND CAPITALIZE ON POTENTIAL OPPORTUNITIES?
BDO Canada

65

67

69

70

73

75

77

restaurantscanada.org | Restaurants Canada



/ 65

FOODSERVICE FACTS 2021

restaurantscanada.org | Restaurants Canada

EXPERT INDUSTRY INSIGHTS 
TO HELP YOU PUT THE PIECES 
TOGETHER
From Our Partners at Unified Data

As the restaurant industry continues to rebound 
from the negative impacts of the pandemic, 
operators are discovering that reopening doesn’t 
necessarily mean returning to their pre-pandemic 
business models. The period from January to July 
2021 saw the permanent closure of 1.2 per cent 
of Canadian restaurants, according to research 
from Unified Data. We turn to Unified Data expert 
Robert Carter for insights into the trends that 
are defining the new era of dining and what 
operators need to know in order to survive in 
the post-pandemic restaurant landscape. 

Embrace the shift to digital

Carter notes restaurants that were quick to 
establish and expand their digital presence during 
the pandemic were less likely to close over the 
past year compared to those with minimal online 
offerings, according to Unified Data’s research. 

“The restaurants that had a good digital strategy 
in place, that were coming into this with some 
customers using their apps, fared better,” he 
explains. “The ones that were slow to adapt, 
those are the ones that have taken the biggest 
brunt overall.” 

Even with dine-in service well underway again 
in most parts of the country, Carter suggests 
that operators need to continue to prioritize 
reaching their customers through digital channels. 
In addition to engaging customers with loyalty 
apps and creating seamless online ordering 
systems, Carter says that the increasing popularity 
of ghost kitchens — virtual restaurants that operate 
without a dine-in storefront — is another example 
of leveraging digital models to reach new 
customers and increase revenue. 

“Consumers are adapting to new ways of ordering 
and receiving food at home,” he says. He notes 
that quick-service restaurant Wendy’s, for example, 
recently announced it will open 700 ghost kitchens 
over the next five years across Canada, the U.S., 
and the United Kingdom. “The idea of a traditional 
bricks-and-mortar business model will face much 
greater competitive pressure against all the new 
‘hybrid’ models,” he says.
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Cater to changing customer 
preferences

The pandemic has also accelerated a growing 
movement towards off-premise dining, as well 
as a heightened emphasis on casual and quick-
service operations. Research from Unified Data 
shows a recent increase in search volume for 
terms like ‘burgers’, which has grown by 41 per 
cent and ‘pizza’, which has grown by 28 per cent. 

Carter points to It’s Just Wings, a U.S. restaurant 
chain that has opened over 54 stores since April 
2021, as an example of a brand that is tapping 
into consumer demand for fast, off-premise fare. 
“When we look at some of the restaurants that are 
opening now, there’s definitely more of a focus 
towards fast-casual style,” he says. 

Carter adds that partnering with third-party 
delivery services like SkipTheDishes and Uber 
Eats can aid operators in providing off-premise 
dining, as well as in reaching a wider audience 
of potential customers. Although the fees 
charged by third-party services are a drawback 
for operators, “in this environment, the more 
distribution channels you can be a part of, the 
better for your business,” says Carter. “We see 
that customers are continuing to use those 
platforms and they continue to rise in popularity.”

Diversify your revenue streams

Carter suggests that multiple revenue sources are the 
key to success in the new era of dining. “Innovation 
has accelerated and consumers are responding 
and now expect more from restaurants than the 
‘traditional’ model,” he says. “Getting groceries and 
other items from restaurants will continue to be areas 
of opportunity.” 

Carter highlights St. Louis Bar & Grill as an example 
of a brand that has successfully pivoted from mainly 
operating as a full-service, dine-in restaurant to 
offering groceries and meal kits. “I think that’s a really 
good example of how these types of models are 
evolving,” he says. 

“It’s [about] how do we get more to where the 
customer is? How do we get in front of them from a 
digital standpoint? How do we make sure that we have 
multiple offerings that will allow them to come back and 
order on a more regular basis? I think that’s going to 
continue to be a trend that shapes the industry.”

Restaurants Canada is partnering with Unified Data to 
help supply the industry with key consumer insights. 
Unified has access to millions of users a month through 
their Sirved platform. Together, Restaurants Canada 
and Unified Data are looking to provide the industry 
with key insights to help operators better understand 
the changing industry landscape.
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ADAPTING TO A “BETTER NORMAL”: 
WHY THE FOOD INDUSTRY WILL 
BENEFIT FROM INCREASED 
INFECTION PREVENTION MEASURES
From Our Partners at Diversey

COVID has changed the way the 
world views cleaning

The pandemic has changed the way we view 
cleanliness – what it means to us, how we practice 
it, what we deem ‘clean’, and its relevance and 
importance to our daily life. Specifically when 
considering the foodservice industry, evidence 
suggests there is an expectation to maintain 
(or even exceed) the high level of cleaning and 
disinfecting in public spaces that existed during 
the peak of the pandemic, with over half of 
the Canadians surveyed in a recent Leger poll 
confirming this insight.
 
69 per cent of respondents surveyed in a recent RC 
Intel study reported that even in a post-pandemic 
setting it was very or somewhat important to have 
sanitizer or wipes at every table, while 62 per cent 
said it was also very or somewhat important to 
maintain two metres or more between tables.
 
Speaking to the anxiety around dining, even though 
enjoying a meal at a restaurant was one of the 
social activities Canadians collectively missed the 
most during the pandemic, only 53 per cent of 
respondents aged 35-54 said they would return 
to eating on a patio or outdoors at a traditional 
table-service restaurant “immediately” or “within 
a few weeks of reopening”. 

Less than 50 per cent of the same age range 
revealed they wouldn’t eat indoors at a traditional 
table service establishment “immediately” or “within 
a few weeks of reopening”. 
 
The comfort level of consumers appears to have a 
strong correlation with the measures foodservice 
operators are willing to undertake. 78 per cent of 
respondents agree that they would feel safer if 
businesses clearly communicated which services, 
tools, or technology they are using to protect the 
health and safety of their visitors.
 

“It’s not about “going back to normal,” says Mark 
Ambler, Infection Prevention Specialist at Diversey, 
“but rather using our learnings from the pandemic 
to build a ‘better normal’.”

Products, procedures, and people 
in foodservice need to continue 
adapting towards a “better normal” 

With 76 per cent of restaurant owners agreeing 
that Canada’s foodservice industry has changed 
forever and with the understanding of what could 
lessen the anxiety of customers, the most practical 
step forward would be to ensure better training 
about cleaning and infection prevention, with a 
view to having confident and qualified foodservice 
personnel regularly perform these procedures. 
 
“Customers are also going to be much less 
forgiving than they once were of dirty facilities,” 
Ambler says. “Re-establishing consumer 
confidence by way of visible cleanliness is key.” 
In fact, 75 per cent would feel safer if they knew 
that hospital-grade disinfectants were being 
used in public environments.
 
For front-of-house high touch surfaces, Ambler 
recommends making a shift towards disinfection, as 
it addresses bacteria and viruses, offering a deeper 
level of surface safety than traditional sanitizing 
which typically only eradicates bacteria. Ambler 
adds, “Brand reputation will hinge on the ability 
to implement best practices that not only protect 
against COVID but also against the many other 
germs responsible for making people ill.” Online 
reviews hold much more weight than they previously 
did and one avoidable hygiene-related incident 
could be catastrophic for a brand.
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Cleaning and disinfection is  
no longer an invisible cost; it  
can be leveraged into a  
competitive advantage

With processes around cleaning now directly tied 
to brand reputation, any decisions made on the 
matter need to be both deliberate and intentional 
and marketed towards the customer. In addition to 
upholding the traditional pillars of quality, service, 
and atmosphere, health and safety will now be 
part-and-parcel of foodservice operators’ daily 
considerations. While cleaning used to be primarily 
a BOH issue, now cleaning practices have been 
brought out front and centre. 
 
David Hopkins, President of The Fifteen Group 
agrees: “Restaurants used to talk about three pillars 
that were important, which were quality, service, and 
atmosphere. And I think now there’s going to be a 
fourth pillar which is going to be all about health 
and safety.” 
 
Patrice Montmarquette, Vice President of 
Purchasing at Foodtastic Inc., explains how placing 
an emphasis on visible cleanliness has played a 
part in ensuring consumer confidence: “With the 
COVID-19 virus and the pandemic that has been 
raging for almost 2 years, the Foodtastic restaurants 
served by Diversey feel very confident in using their 
disinfection and sanitation products. The service 
and quality of the products have helped us through 
this difficult period where we are fighting to retain 
our customers’ confidence.”
 
Consider the increased consumer interest in 
sustainability. Restaurants that proved their efforts 
in reducing their footprint by using reusable or 
environmentally-friendly packaging saw a very 
positive reception from their customers. Going 
forward, emphasizing your commitment to sanitizing 
or disinfection for both employees and guests, 
should prove to be positive for not just overall 
health and safety, but also your profits. 
 
Having the right supplier partners and experts to 
help in this adjustment is crucial to success. With 
a mission to protect and care for people through 
leading hygiene, and cleaning solutions in the 
hospitality, foodservice and facility management 
sectors, Diversey is the global leader and trusted 
partner in facility maintenance, ware washing and 
infection prevention.
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BOOST YOUR MENU AND MARGINS 
WITH LOCAL DAIRY
From Our Partners at 
Dairy Farmers of Ontario

Frozen Treats

Snacking has been an integral part of the coping 
strategy for many consumers who had to shelter 
at their homes. More than one-quarter of the 
servings in dessert/snacks come from frozen 
desserts, and this subcategory, along with pies, 
is the most dynamic, both growing servings by 
double-digits in Q1 2021. Adding takeout or quick 
service snack options like milkshakes, sundaes or 
smoothie bars or even chef-created frozen yogurt 
popsicles is a great way to optimize your brick 
and mortar operation.

Pizza

QSR pizza operators enjoyed a head start 
during the pandemic, but pizza is a trend with the 
potential to fuel a wide range of operations. While 
mozzarella held fast to its ranking as the most 
popular cheese topping at the end of Q1 2021, 
creative pies featuring a range of locally-crafted 
cheeses are becoming increasingly popular. All 
restaurant formats might consider exploring a 
limited seasonal or themed pizza menu to refresh 
their takeout, delivery or frozen offering.

Sandwiches

The year 2020 was all about the Chicken Sandwiches 
as almost every big foodservice operator launched 
new products or expanded their portfolio in this 
category. Breaded chicken sandwiches generated 
most of the servings in this category and grew 
substantially in Q1 2021 versus Q1 2020. Cheese was 
the preferred topping on many of those breaded 
chicken sandwich servings, which indicates the 
margin-boosting potential for this dairy item in this 
food category.

Coffee

Although hot brewed coffee has been one of the 
hardest-hit categories in foodservice due to the 
dramatic changes in our lifestyle, it still generated 
more than one billion annual servings at the end of Q1 
2021. Real half and half cream was the most popular 
additive, present in almost half of those servings. 
Cold coffee, iced coffee and frozen/slushy coffee 
registered record growth due to their popularity 
among younger cohorts and the rapid growth of 
the snacking culture.

Local

Since the beginning of the pandemic, Ontario 
consumers have become more concerned with 
the source of their foods, as evidenced by growing 
numbers of consumers actively seeking restaurants 
that demonstrate a commitment to sourcing Canadian 
and ‘local’ ingredients.
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CANADIAN CHICKEN DELIVERS FOR 
FOODSERVICE
From Our Partners at Chicken Farmers

The average Canadian consumed 34.4 kilograms 
of chicken in 2020, according to Statistics Canada, 
over five kilograms more than 20 years ago. That 
number continues to rise. 

Foodservice represents roughly 40% of Canadian 
chicken production – and the pandemic hit the 
sector hard as a result. While lockdowns led to an 
increase in chicken purchases at retail, it simply 
wasn’t enough to make up that gap. 

It was important to step up. The Canadian chicken 
sector worked hard during the pandemic to 
support Canadian restaurants by partnering on 
Restaurants Canada’s Canada Takeout Day initiative, 
amplifying support for the 2020 and 2021 RC Show, 
working with other commodities, and encouraging 
consumers, almost daily, to support their local 
restaurants in whatever way they could. 

Those, along with other events, have built on the 
collaborative partnership between foodservice 
and Canadian chicken.

During the height of the pandemic, almost 93 
per cent of Canadians were actively looking to 
purchase Canadian meat, according to 2020 
Leger Marketing research.

Raised by a Canadian Farmer hits 
home with consumers

Even now, over 90% of Canadians want Canadian 
chicken. Additional research shows that the vast 
majority of Canadians (over 91%) believe that 
it’s important that Canadian chicken be labelled 
as such.

For this reason, Chicken Farmers of Canada (CFC) 
created the Raised by a Canadian Farmer brand, 
and has been encouraging restaurants, retailers, 
and processors to stand behind the program and 
include its logos on menus and storefronts. One of 
those restaurants is KFC, which adopted the Raised 
by a Canadian Farmer brand in early 2019.
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“Purchasing locally-sourced Canadian farm-raised 
chicken has always been central to our business,” 
said Katherine Bond-Debicki, Chief Marketing 
Officer, KFC Canada. “The Raised by a Canadian 
Farmer seal is a way of letting consumers know 
our commitment to sourcing only the best, quality 
Canadian chicken.”

The brand stands for the sector’s high standards 
of animal care, food safety, and sustainability.

Chicken farmers deliver on animal 
care and sustainability

With the rising popularity of chicken in Canada, 
the chicken sector is frequently the target of 
campaigns, often aimed at restaurant and retail 
companies, and designed to pressure them into 
mandating changes to animal care practices. 

What many don’t know is that in Canada, 
specifically, a unique and deeply collaborative 
approach is used to address animal care concerns 
within the Canadian chicken sector.

CFC’s Raised by a Canadian Farmer Animal Care 
Program applies to all farmers and enforces strict 
standards for the care and handling of chickens. This 
mandatory animal care program is the only one that 
can be applied at every chicken farm in Canada, 
and boasts a strong set of program requirements, 
mandatory regulations, third-party audits, and 
enforcement measures.

The program is based on a code of practice that 
was developed through the National Farm Animal 
Care Council (NFACC), consisting of stakeholders 
representing government, farmers, animal welfare 
advocates, food processors, transporters, 
veterinarians, researchers, restaurants, and retailers.

The sustainability story of Canadian chicken is also 
remarkable. The Canadian chicken sector has a lower 
carbon footprint than that of other livestock in North 
America, and has lowered that carbon footprint by 
almost 40% in the last 40 years. Water consumption 
has been reduced by 45% in the same timeframe 
and 63% of the sector’s total energy use comes from 
renewable sources.
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Canadian chicken delivers 
confidence for consumers

As the lowest cost Canadian meat protein, and 
with its versatility and availability, Canadian 
chicken offers significant advantages to 
foodservice, assuring consumers that they can 
enjoy Canadian chicken multiple times and never 
have the same dish twice. 

With a 42% awareness rating among Canadians, 
the Raised by a Canadian Farmer logo is a 
restaurant’s easiest and most credible way of 
delivering on consumer expectations in their 
chicken menu choices. The logo provides 
assurance that restaurants are committed to 
supporting local Canadian farmers and their 
commitment to excellence in food safety, animal 
care, and sustainability.

For more information on the Raised by a Canadian 
Farmer logo, please email brand@chicken.ca.

More Facts on Canadian Chicken – Did You Know?

1. Over 90% of Canada’s chicken farms are 
family-owned and operated. There are no 
“factory farms”.

2. Canada’s farmers are paid for each bird that 
is processed. Not only is it common sense for 
farmers to take care of their birds, it makes 
good economic sense as well.

3. Litter is monitored daily and cleaned out 
after every flock. Other countries allow litter to 
build up from one flock to the next, increasing 
food safety and ammonia risks. 

4. Light intensity and duration are carefully 
managed according to the Code of Practice 
to ensure proper periods of rest and to 
promote flock health.

5. The density of Canadian chicken production 
is lower than or consistent with other countries.

6. The use of hormones and steroids in chicken 
production has been illegal since the 1960s.
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CONTACTLESS PAYMENTS: 
THE PRESENT AND THE FUTURE
From Our Partners at Chase

Keeping up with technological advances is always 
a must when examining how to maximize efficiency 
and profit for your business.

One such advancement is the implementation 
of contactless payment solutions. While it is a 
big leap forward, in terms of hardware, processes 
and staff training, new research from Chase 
suggests that it’s not only worth it — customers 
are expecting it.

With an emphasis on social distancing and 
minimizing the amount of surfaces/items touched 
by multiple people, a recent survey showed that 
83 per cent of consumers are still concerned 
about touching a credit card reader when paying.

More than half of consumers (54%) also indicated 
that, given the option, they would switch their 
support to business that installed contactless 
solutions, while 70 per cent of customers that 
were introduced to contactless payment solutions 
during the pandemic would prefer to continue 
that method following a return to more “normal” 
business practices.

“While it was already gaining traction in the hospitality 
industry, the COVID-19 pandemic — and the 
heightened awareness of sanitation that has 
resulted from the fallout — has pushed contactless 
into near-essential status for all businesses,” 
says Marilu Gaudio, President of Chase Merchant 
Services Canada.

In addition to the health and safety benefits, 
and the boost in public perception that comes 
with implementing these measures, adopting 
contactless payments also increases your 
businesses’ efficiency and flow. 

“During the early stages of the pandemic it 
became imperative for merchants to re-think their 
revenue models in order to survive,” says Robyn 
Thompson, Vice President, Senior Product Manager 
at J.P. Morgan Merchant Services. “According to 
Visa, 67 per cent of small businesses changed 
their business and revenue model to keep their 
business on track.1 Restaurants and retailers 
shifted to a buy online or in-app with curbside 
pickup model, driving customers to either enter 
their payment credential with each checkout or 
use a digital wallet.  

Now that businesses are re-opened, customers 
can decide to shop at retailers providing a safe, 
touchless checkout.”

“Less time is required to check out, meaning 
customers can leave quicker — making flipping 
tables quicker — creating an overall speedier 
payment process for you,” adds Gaudio.
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So it’s safer, quicker and two-thirds of business 
owners surveyed said they plan to stay with 
contactless payments forever — but how do 
you actually go about implementing it?

It’s actually easier than you think, and can be done 
in five simple steps:

1. Understand your options

Restaurants and other hospitality services will likely 
prefer contactless on-site solutions, which work 
seamlessly in any situation where a credit/debit card is 
accepted. Whether it’s a countertop terminal (great for 
counter service venues) or wireless terminals (to pay at 
a table), finding the right fit for your needs is important.

If you’re a supplier, you can also opt for mobile on-the-go 
contactless solutions, allowing customers to browse 
your offerings catalog style and make purchases… 
without the need for personal interaction at all.

About two-thirds of businesses that offer contactless 
payments utilize tableside payments, mobile wallets 
and contactless cards, while half of businesses use 
some form of QR code scanning.

2. Check your current equipment

You may not even need to buy new hardware to accept 
contactless payments! Check your current POS 
terminals — if your equipment shows a three-line icon 
(that looks similar to the Wi-Fi symbol turned sideways) 
your hardware may already be set up for contactless 
payments; just make sure that feature is turned on.

3. Link to popular digital wallets

Setting up your business to collect payments through 
popular mobile wallet apps will only make the payment 
process easier for your customers.

Google Pay and Apple Pay are the two biggest 
examples, but find out what apps your clients are using 
and integrate them into your business.

4. Train your staff

Like a new menu item, or any other new restaurant 
process, make sure your staff know how to use 
contactless payment equipment. 

In a recent Chase study2, 70 per cent of 
respondents indicated that they would prefer 
ordering directly from restaurants, while only 12 per 
cent prefer ordering via third party apps. It’s not 
too late for restaurants that aren’t already offering 
in-app or online payment options for take-out 
orders to start. Restaurants can leverage one-
stop digital platforms that combine order ahead, 
payment, delivery, loyalty, and engagement. These 
secure, contactless transactions are delivered 
through a branded mobile app, web ordering 
platform, Merchant Portal and Order Tablets – 
all fully integrated with your Point of Sale. 

Restaurants Canada has partnered with Smooth 
Commerce to bring restaurants an all-in-one 
digital ordering and payment solution for pickup 
or delivery, as well as contactless order to 
table service on premises. “Restaurants have 
experienced, on average, a 13% increase in 
basket size and a doubling of customer purchase 
frequency when implementing the Smooth 
Commerce platform,” explains Lara Bean, Director 
of Channel Partner Sales, Smooth Commerce. 
Restaurants Canada Members can also receive 
preferred pricing on payment processing through 
Chase Merchant Services.

Customers, especially those that are new to the 
process may ask for help on where to tap their card, 
how to use digital wallets and other procedural details. 
A knowledgeable staff creates a better experience for 
your guests, increases confidence for your brand and 
results in a more efficient checkout process.

5. Let people know!

In case you forgot, the overwhelming majority of 
customers prefer contactless payments, so if you 
offer it — let the people know! Utilize signage in 
your windows and at your checkout registers, and 
spread the message in advertisements and social 
media communications.

This is an impactful draw in the modern business 
landscape, for both new and existing customers.

1. JPMorgan Chase Issuing and Acquiring Experts Talk 
Contactless Payments
2. Chase Merchant Services Q2 2021 Consumer Pulse Poll
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CGA RESEARCH REVEALS CANADA’S 
APPETITE FOR EATING AND 
DRINKING OUT AFTER LOCKDOWNS
From Our Partners at CGA

With restrictions easing across the country, and 
increasing vaccination rates, consumers have been 
making their way back to bars and restaurants, with 
an astounding 85% having done so for an eating 
occasion, and 32% for a drinking occasion since 
the on-premise service has reopened. What does 
bring value to these visits in particular, is that a 
majority of them are being carried out frequently, 
with 54% of consumers having done so 3 or more 
times. This can be attributed to the satisfaction 
consumers have had with their visits, as 90% state 
they have been satisfied/very satisfied with their 
return visits to the channel, CGA’s latest Pulse 
Survey reveals.  

With food-led occasions dominating return visits, 
it is important to understand that drinks are still 
playing an extremely pivotal role, as “drinks with 
food” is the 2nd most common occasion for 
visitation (39%) behind a catch-up with friends 
(46%). Treats/reward occasions have also 
been common, with roughly 3 in 10 carrying 
out these visits. 

As the industry continues to recover, one trend 
that has remained consistent is supporting local 
businesses. This has been a leading theme in 
consumers choosing where to carry out their 
visits, as 45% confirmed they have visited 
local/bars and restaurants.

Speaking specifically to consumption in the channel, 
it is no surprise that Beer has been the #1 category 
engaged with among consumers revisiting 
bars/restaurants (50%). However, the younger 
demographic (19-34) are the ones exploring 
other categories more so than the average visitor, 
specifically within Spirits categories and Cocktails. 
Looking at the over-indexing change to the 
different categories, this consumer group is seeing 
heightened consumption through vodka (+12pp), 
shots (+11pp), cocktails (+9pp), tequila (+8pp), and 
whiskey(+6pp). 

Other categories, such as RTD (+5pp) and 
hard seltzer (+5pp), continue to gain share of 
engagement with these consumers at the expense 
of beer (0pp) and are providing consumers with 
additional drink options to appeal to their wants. 

Younger consumers (19-34) have been influential 
returning visitors. For starters, 31% of these 
consumers stated they have been spending more 
on alcohol per visit than pre-COVID-19 (+11pp 
vs the average). Similarly, while value brands have 
been purchased more than premium brands upon 
returns to the channel (48% value vs 24% premium), 
there is a significant pull from the 19-34s with 
premium offerings (32% +8pp). 

Future visitation behavior

Looking ahead to the fall and winter, only 16% of 
consumers state there will be a reluctance to visit 
on-premise as new variants of COVID-19 emerge, 
with over half (52%) stating they plan to visit weekly. 

What also boosts positivity moving forward, is that 
consumers are showcasing the intention to spend 
more in the fall and winter than they do now (22% 
more vs 16% less). Of these consumers, 88% plan on 
visiting weekly (+36pp vs avg). 

Mitch Stefani, Client Solutions Manager, Americas, 
said, “As the season begins to change, there is 
optimism that the consumers who are carrying out 
their visits now are going to continue visiting the 
channel and are willing to continue spending. The 
importance for bars and restaurants to continue 
communicating and demonstrating safe practices 
and protocols will support the extension of 
visitation to additional consumers moving forward.” 

Source: CGA’s Canada On Premise Pulse Survey, fielded 
between August 2nd – August 5th among 1,207 residents in 
Ontario, British Columbia, Quebec and Alberta who have visited 
On Premise venues since reopening.
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LOOKING FOR
TRY MOLSON ULTRA  
A 70 CAL AND 2G OF CARBS* 

EASY DRINKING LIGHT BEER

A LIGHTER OPTION?



/ 77

FOODSERVICE FACTS 2021

restaurantscanada.org | Restaurants Canada

PUTTING THE PIECES TOGETHER: 
HOW DO YOU REVIVE YOUR 
RESTAURANT FINANCIALLY, MINIMIZE 
ONGOING RISK, AND CAPITALIZE 
ON POTENTIAL OPPORTUNITIES?
From Our Partners at BDO Canada

Restaurants across Canada are reopening, and 
this provides operators the opportunity to reset. 
For some, this means that they will be taking 
stock of their business and perhaps making 
the difficult decision to sell. For others, it may 
mean considering a generational changeover, 
while others may be facing tough conversations 
with creditors. 

To take advantage of this moment and minimize risk, 
you need the right tools, financial data, and advice 
from the experts. 

As we put the pieces together for a more secure 
future in this edition of Foodservice Facts, we 
reached out to the authorities at BDO Canada, a 
national accounting, tax, and advisory firm, to get 
a good idea of the considerations operators may 
face during reopening. 

OUR EXPERTS

Do you need to raise additional 
funds to take advantage of 
opportunities that may now be 
available?

With this reset, new opportunities may arise, 
including: buying another restaurant location, 
renovating the current place of business, or 
franchising your operations/becoming a part 
of a franchise. 

Any of the above may require additional funds, 
which can be raised in a variety of ways including 
from profits of current operations, seeking bank or 
private equity financing or utilizing personal capital.

Lyn Little, Partner and National Franchise Leader, 
notes that “often in raising funds from third parties, 
there are additional requirements, such as 
providing personal guarantees, complying with 
covenants, or engaging an accountant to prepare 
a review engagement or audit over your annual 
financial statements.”

Have you planned cash flows 
properly to adjust to the changing 
situations?

The federal government extension of rent and wage 
subsidies does not mean we’re out of the woods 
just yet. Going forward, the experts at BDO warn 
that we still may see the potential for continued 
sluggish sales and the supply of labour may 
lead to increased salary and wage costs. “When 
forecasting, consider the impact of the nature of 
the restaurant’s customers. For example, does the 
restaurant cater largely to a business tower, the 
occupants of which may now move to significant 
work from home environment,” warns Kevin Meyler, 
Partner and Leader, Business Restructuring & 
Turnaround Services at BDO. 

“Keep in mind that the restaurant suppliers may be 
experiencing difficulties of their own causing them 
to require payment more quickly, or perhaps even 
C.O.D. or cash in advance of delivery,” adds Meyer. 
“Financial institutions may revise availability of loans 
as existing loans come due or if the business is 
offside of banking covenants.”

Lyn Little
Partner and National  
Franchise Leader
llittle@bdo.ca

Matthew Sturges
Partner and National 
Outsourcing Leader
msturges@bdo.ca

Kevin Meyler
Partner and Leader,  
Business Restructuring  
& Turnaround Services
kmeyler@bdo.ca
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With this in mind, a key factor in cash flow 
forecasting is to revisit it on a regular basis to 
monitor actual performance against forecast. 
Businesses can then regularly refine the forecast 
assumptions to mirror actual trends.

Do you have the data you need to 
pivot your business quickly?

When thinking about the data your business may 
require, Matthew Sturges, Partner and National 
Outsourcing Leader, points out that food costs 
represent one of the most important factors to 
a restaurant’s bottom line performance.

“Restaurant owners should focus on both the 
macro and micro sets of food cost data,” explains 
Sturges. “Tracking your overall inventory levels 
(and taking care of reorder points) as well as cost 
per dish served.” 

To help manage increasing labour costs, he 
suggests working with your payroll services or 
platform provider to clearly define tracking 
categories/departments such as FOH, BOH,  
etc. Tracking revenue over services (breakfast, 
lunch, dinner, late night) can yield valuable insights 
and help you exploit the most profitable areas of 
your business.

Sturges highlights two important factors to data 
collection: “Having trusted data and insights that 
you can rely on for making important decisions, 
as well as the timeliness of reporting. Having near 
real-time information will be important to be able 
to react quickly to challenges.”
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To request a free sample or for recipe inspirations 
please visit campbellsfoodservice.ca

COMFORT 
FOOD

Craveable

Just what your 
guests are 
looking for!

*“Eating Trends During and After COVID-19” The NPD Group Inc., October 2020

of PATRONS 
between 18-44

48%

say their top motivation 
for ordering from 

restaurants is

“ to satisfy a craving” *

White Cheddar 
Mac & Cheese

Introducing

Our new decadent White Cheddar Mac and 
Cheese is the perfect addition to your menu!
•  crafted with premium creamy 

white cheddar cheese and 
cavatappi pasta

•  fully prepared for 
consistent taste 
and appearance 
every time

•  perfect for any 
dining occasion 
and delivering 
on a high quality 
“craveable” item

REVISION: FA    DATE: MAY 27, 2021

DOCKET:  CS21-007 CLIENT:  Campbells COLOUR:  CMYK

PROJECT:  White Cheddar Macaroni & Cheese TRIM SIZE:  9” x 10.875”

DESCRIPTION:  Menu Magazine – Foodservice Facts Guide Full page ad - ENGLISH                                                           bLEED SIZE:  .125” all around

CONTaCT:  MaryJane Gibbons DaTE REqUIRED:   2021 LIVE aREa:  n/a

Brand Culture Marketing & Promotions 
14-5250 Satellite Drive, Mississauga, Ontario L4W 5G5

T: 905 361 0305    F: 905 629  9305     

Brisket Mac & Cheese

Lobster Mac & Cheese

Elevate by 
stirring in 
additional 
ingredients 
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