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Canadians are dedicated patrons of foodservice outlets
with some 94% who have eaten at a restaurant in the three
months leading up to February 2016. However, tightening

of budgets means that more consumers are spending in
moderation and cutting back on treats – including dining
out. As such, the industry will see a softening in terms of

sales.

This report looks at the following areas:

• The pinch of the economy will make economical foodservice options more appealing
• Women are less likely to dine in on a weekly basis
• Consumers are strapped for time and many seek greater efficiency in the dining

experience

Consumer behaviour will skew towards more high-value, high-quality options such as fast casuals
where one can save on tipping or coffee shops/grocery stores offering hot foods. Restaurants must
therefore continue to understand what motivates consumers to dine out and how to attract those who
plan on spending less.
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Parents with children under-18 at home are most interested in quicker visits

Potential lies in expanding foodservice patronage to include snacking

Commercials remain an effective communication tool, though online presence must be managed
Figure 25: Media-related attitudes towards dining out, February 2016
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