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This report looks at the following areas:

Hosting behaviour in the first six months of the pandemic.

 Purchases that consumers are more inclined to make in response to hosting
during the pandemic — as well as measures they expect to be taken at
gatherings they host or attend.

 Sources of influence for entertaining at home ideas - specifically related
to word-of-mouth, online and retailer merchandising.

< Consumer feelings and emotions about hosting during the pandemic, as

well as a look ahead to how they expect to feel once the pandemic is over.
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“The year 2020 has seen
entertaining at home shift
from a timeless, fun, relaxing
social activity to something
that has caused many
consumers anxiety about both
their safety and the law. Yet
as challenging as this fime has
been, it has also illustrated
how vital in-person get-
togethers are to Canadians.”
- Scott Stewart, Senior
Research Analyst
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* What you need to know
* Key issues covered in this Report
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EXECUTIVE SUMMARY

* Top takeaways

* Market overview

* Impact of COVID-19 on entertaining at home
Figure 1: Short, medium and longer-term impact of COVID-19
on entertaining at home, November 2020

« Opportunities

* Even during a pandemic, Canadians still host their friends
and family

« Consumers are looking for help with hosting

* Hosts know they will need to entertain differently, but they
want to limit new measures

« Challenges

« COVID-19 has had a direct impact on entertaining at home

» Behaviour will not go completely back to normal once the

pandemic ends

THE MARKET - KEY TAKEAWAYS

* Maijor factors for this industry are completely outside its
control

* Opportunities have arisen during these unique times

MARKET FACTORS

* Governments are limiting the number of guests at
gatherings

* Canadian weather will have a major impact on entertaining

* Demand for outdoor entertaining caused some supply
shortages
Figure 2: Salt Shack Backyards Instagram post, July 2020

* A national ban on single-use plastics as demand rises

+ The restaurant industry’s challenges could help entertaining
at home

* Economic factors could motivate hosts to treat themselves
and guests

» Digital tech has supported virtual get-togethers

* Impact of COVID-19 on entertaining at home
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Figure 3: Short, medium and longer-term impact of COVID-19

on entertaining at home, November 2020

MARKET OPPORTUNITIES

Product: certain items will become standard for hosts in the
future

Price: budget options are welcome, but there’s a unique
opportunity for luxury

Promotion: safety and responsibility will be key messages
Place: as temperatures drop, consumers will look for indoor
solutions

COMPANIES AND BRANDS - KEY TAKEAWAYS

Messaging needs to be careful about social distancing
regulations

Some brands have shifted into the virtual social gathering
industry

COMPETITIVE STRATEGIES

Wayfair hints at outdoor gatherings in colder weather
Figure 4: Wayfair Canada Instagram post, September 2020
Figure 5: Wayfair Canada Instagram post, September 2020
Alcohol companies use delivery to keep homes stocked
Figure 6: Steamwhistle Brewing Instagram post, June 2020
Figure 7: The Wine Shops Instagram post, May 2020

Digital companies capitalize on more virtual get-togethers
Figure 8: The Game of Things Twitter post, April 2020

Figure 9: Jackbox Games Twitter post, September 2020

THE CONSUMER - KEY TAKEAWAYS

Hosting behaviours since the start of COVID-19
How purchase behaviours will adapt to COVID-19
What the winter holidays will look like

Influences for entertaining at home

How people feel about entertaining at home

HOSTING BEHAVIOUR SINCE THE START OF COVID-19

°

Two in five consumers hosted guests since social distancing
started

Figure 10: Hosting behaviour since start of COVID-19 social
distancing protocols, August 2020

Figure 1: Hosting behaviour since start of COVID-19 social
distancing protocols, by age, August 2020
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Figure 12: Hosting behaviour since start of COVID-19 social
distancing protocols, by concern about exposure to
COVID-19, August 2020

« Consumers had many reasons to host in 2020

* Food plays an important role in entertaining at home
Figure 13: Occasions hosted since start of COVID-19 social
distancing protocols, August 2020
Figure 14: Occasions hosted since start of COVID-19 social
distancing protocols, by household income, August 2020

« Special occasions provide a glimpse of what colder months
will look like
Figure 15: Special occasions hosted since start of COVID-19
social distancing protocols, by age, August 2020

« COVID-19 is the biggest barrier to entertaining at home
Figure 16: Reasons for not hosting since start of COVID-19
social distancing protocols, August 2020

HOW PURCHASE BEHAVIOURS WILL ADAPT TO COVID-19

* Hand sanitizer will be common at future gatherings
Figure 17: Hosting products more inclined to buy compared to
before COVID-19, August 2020

- Disposable, single-use products will be used throughout
events
Figure 18: Hosting products more inclined to buy compared to
before COVID-19, by concern about exposure to COVID-19,
August 2020
Figure 19: Coca-Cola Canada Instagram post, February 2016
Figure 20: Coca-Cola Instagram post, May 2019
Figure 21: Molson Canadian Instagram post, May 2018
Figure 22: Lindt Canada Instagram post, May 2020

» Considering the environmental impact of disposables

* Some consumers will invest in outdoor products
Figure 23: Outdoor products more inclined to buy compared
to before COVID-19, by new vs not new Canadians, August
2020
Figure 24: Outdoor products more inclined to buy compared
to before COVID-19, by age, August 2020
Figure 25: Play Anywhere | Spikeball, February 2019
Figure 26: Outdoor products more inclined to buy compared
to before COVID-19, those hosting outdoors later into autumn
this year vs overall, August 2020
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WHAT THE WINTER HOLIDAYS WILL LOOK LIKE

Most consumers expect to get together for winter holidays
Figure 27: Holiday gatherings should be skipped entirely,
August 2020

Figure 28: No new measures are necessary for holiday
gatherings, August 2020

Figure 29: Necessary measures for winter holiday gatherings,
by concern about exposure to COVID-19, August 2020

How consumers will adapt for winter holiday gatherings
Figure 30: Try fo spend more time outside during holiday
gatherings, August 2020

Winter holiday gatherings will be smaller this year

Figure 31: Planning tactics expected for winter holiday
gatherings, August 2020

Figure 32: Mealtime tactics expected for winter holiday
gatherings, August 2020

Figure 33: Mealtime tactics expected for winter holiday
gatherings, by gender and kids in household, August 2020
Consumers will make purchases specifically in response to
the pandemic

Figure 34: Products expected for winter holiday gatherings,
August 2020

INFLUENCES FOR ENTERTAINING AT HOME

Three quarters of consumers depend on inspiration for
hosting

Figure 35: Sources of inspiration/ideas for hosting, August
2020

Figure 36: Any source of inspiration/ideas for hosting, by age,
August 2020

Word-of-mouth is the leading source

How companies can influence hosts

Consumers are looking for help with their gatherings

First stop: the internet

Figure 37: Online sources of inspiration/ideas for hosting,
August 2020

Figure 38: Social media sources of inspiration/ideas for
hosting, by age, August 2020

Figure 39: Solo Cup Instagram post, August 2020

Figure 40: Pinterest usage for inspiration/ideas for hosting, by
age and gender, August 2020

Figure 41: Social media sources for inspiration/ideas for
hosting, August 2020
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Figure 42: Michaels Stores Facebook post, October 2020

* Retailers have little impact on hosting behaviours
Figure 43: Party City Canada Instagram post, October 2020
Figure 44: Williams Sonoma Instagram post, October 2020

HOW PEOPLE FEEL ABOUT ENTERTAINING AT HOME

» Consumers are feeling both excited and stressed
Figure 45: Feelings about hosting guests, by concern about
exposure to COVID-19, August 2020
Figure 46: Excited about hosting guests, by age, August 2020
« Caution will continue even after the pandemic is over
Figure 47: Cautious about gatherings after COVID-19, Asian
Canadian vs overall, August 2020
Figure 48: Quebec: cautious about gatherings after
COVID-19, by primary language, August 2020

APPENDIX — DATA SOURCES AND ABBREVIATIONS

e Data sources

« Consumer survey data

¢ Mintel Trend Drivers

- Abbreviations and terms
> Abbreviations

+ Terms
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About Mintel

Mintel is the expert in what consumers want
and why. As the world’s leading market

intelligence agency, our analysis of
consumers, markets, product innovation and
competitive landscapes provides a unique
perspective on global and local economies.
Since 1972, our predictive analytics and
expert recommendations have enabled our
clients to make better business decisions faster

Our purpose is to help businesses and people
grow. To find out how we do that, visit
mintel.com.
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