
AS OF APRIL 27th  2020

COVID-19 INSIGHTS BRIEFING



P a g e  2

BRIEFING EXECUTIVE SUMMARY

• Canadians concerns of their personal health is flattening, however, Gen Z and Millennials are more concerned about their personal and family members health than 
rest of Canada.

• At the moment, Canadians are feeling comfortable with their personal finances, but this is expected to change with calls of recession and interests rate cuts.
• Canadians are missing the things in life prior to the pandemic, of those, they include going out to restaurants and socializing with family and friends. 
• We are seeing an interest in immunity boosting products from cookies, to yogurts, ice cream and beverages. Consumers are more interested in germ killing, 

immunity boosting and health benefit products.

• Canadians continue to be cautious with their spending.
• The pandemic has forced shoppers to switch brands and stores due to stock outs and long queues.
• Store drivers currently depend on stock availability and crowdedness, shoppers are less driven by price and promotions.
• 4 out of 5 Canadians are choosing to shop closer to home and supporting local businesses.

• Less than a quarter of Canadians are placing beverage only purchases in food service.
• Governments are extending their support to the FSOP industry by providing rent relief funding, however 50% of Canadian guests are 

not expecting to re-engage with the FSOP universe until 3 months at least
• Companies are offering their spaces and supply chain to services outside their scope to support local community initiatives, 

including restaurants offering grocery delivery services.

• Canada’s Covid-19 cases exceeded over 45,000, community spread is declining but we continue to see increased spread in long term homes.
• Government support for COIVD-19 hits over $145B.
• Saskatchewan is the first province to announce their re-opening of the province on May 4th, with a five phase plan.
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1 Macro-Economy

Canada’s COVID-19 cases exceeded over 45,000, community spread appears to have peaked, but we are seeing an 
upswing due to the spread of the virus in long term homes. 

With the country shutting down in mid March and state of 
emergency being extended until May 12…

Source: Numerator Insights: Shopper Metrics, 2/23/20-3/22/20 Source: https://newsinteractives.cbc.ca/coronavirustracker/

…some regions have seen a drop in new cases, however, the spread 
in long term homes is still growing. 

DATA AS OF APRIL 20th 2020
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Government spending on direct support for COVID-19 hits over $145B. Saskatchewan is the first province to announce re-
opening plans.

Statistics Canada forecasts Q1 GDP drop at -2.6% driven mostly by 
the service sector specifically travel & tourism as many predict 
recession and more interest rate cuts.

1M Canadians lost their jobs between Feb & Mar. 1.3M did not 
work any hours, while 800k worked less than half their usual 
hours. 

Source: Statistics Canada
Government provided new support of nearly $9 billion for post-secondary 
students and recent graduates affected by COVID-19 along with a 75% rent 
reduction for small businesses.

Due to low demand, price of U.S. oil dipped below $0 on April 20th, 
2020, however rebounded quickly to $10 U.S.

Macro-Economy1

Saskatchewan is the first province to announce a re-opening plan, the first 
out of a five phase plan begins May 4th, while many others are currently 
working on their plans. 

DATA AS OF APRIL 20th 2020

DATA AS OF APRIL 20th 2020
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Canadians concerns towards personal health is flattening; they are missing elements of socializing 
with others and going to restaurants.
Personal health concerns aren’t 
worsening but peoples expected 
end date are lengthening to 
October.

Risk of exposure and the impact 
on lifestyle concerns are 
flattening in Canada.

Gen Z and Millennials are more 
concerned about their personal 
and family health than total 
Canada.

Industries such as restaurants 
are amongst the top 10 things 
that people miss.

Source: IMI Next Wave / Wave 5 Source: Mintel Global COVID-19 Tracker - CanadaSource: IMI Next Wave / Wave 5 Source: Ipsos – IMI Next Wave / Wave 5

2 Consumer

Total Canada

Canadian Gen Z and 
Millennials (13-37)
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Canadians outlook on their personal economic situation is stabilizing, but it is being replaced with 
concerns about the economy. 

Perception of financial health holds steady for now, 
however this is expected to change.

Canadian CPI makes biggest single month decline since 
2006, dropping from 2.2% to 0.9% in March.

Source: Statistics Canada, Better Dwelling
Source: Mintel Global COVID-19 Tracker - Canada

2 Consumer
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Canadians are being very cautious with their spend. 

More than 4 in 10 cut their spending. 
Up to 7 in 10 are planning to cut their spending in the future 
specially as almost half of Canadians are concerned about losing 
their income.

Source: Ipsos – Covid-19 & Behavior change Wave 1 April 6, 2020
Source: Augus Reid – COVID 19 – Weekly monitoring of Canadians Perceptions & Behaviors – Wave 5 – April 15 
2020.   

Source: IMI Next Wave / Wave 4

3 Shopper

DATA AS OF APRIL 20th 2020
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Shoppers are switching brands and stores due to long store queues and out of stocks.

Pandemic has disrupted shopping habits as shoppers are 
forced to try new brands.

In addition, shoppers are trying new stores to offset store closures 
and long queues. 

Source: Numerator Survey: COVID 19 – Wave 3

3 Shopper

34% 1/3 of Canadians have been forced to try different 
Toilet Paper brands. 54% claimed that they will 

purchase new brand after pandemic.

32% Pasta saw similar percentage of forced trial, with 
75% claiming they may consider new brand.

39% Almost 4 out of 10 had to try a new Diaper brand
and over half claimed they may consider new brand.

Source: https://www.linkedin.com/pulse/love-one-youre-forced-trial-brands-during-covid-19-scott-megginson/

DATA AS OF APRIL 20th 2020

https://www.linkedin.com/pulse/love-one-youre-forced-trial-brands-during-covid-19-scott-megginson/
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Shoppers are focused on getting in and out , getting what they need and tend to shop 
closer to home.

Shoppers are currently driven by product availability and level of crowds in store than price and promotions.

Source: Numerator U.S. data

3 Shopper
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The Foodservice Industry continues to be under extreme financial pressure, putting many more businesses 
at risk

Latest survey from restaurants Canada warns of widespread closures in the face of insurmountable debt

4 INDUSTRY

Source: Restaurants Canada – April 23rd 2020

75% per cent of survey respondents said they are either very or extremely 
concerned about their current level of debt.

If conditions don’t improve over the next three months:
- One out of every two independent restaurants does not expect to survive.
- Most multi-unit foodservice businesses will have to permanently shut down 

at least one of their locations.
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Fewer people are ordering beverage only orders from restaurants, while half of Canadians don’t 
plan on going to a restaurant in the next three months.

Millennials and Males are most likely to return to their normal 
restaurant behaviours, but half of Canadians are not in the next 
three months.

Fewer consumers are placing beverage only orders 
through restaurants.

Source: Technomic COVID-19 Canada Consumer Tracker April 21st 2020

4 INDUSTRY

Source: Technomic COVID-19 Canada Consumer Tracker April 21st 2020
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Companies are extending their services outside of what they do to support the community.

4 INDUSTRY

Toronto Public Library is feeding Toronto 
residents by turning some of it’s branches into 
food banks.

Uber introducing Uber Direct and Uber Connect. 
Direct is a delivery platform for retail and 
Connect is a peer to peer package delivery 
service.

Instacart kicks off pilot with Costco on pharmacy 
delivery in the US. 

Source: www.uber.com/newsroom/moving-more-of-what-matters-with-delivery/Source: www.cbc.ca/news/canada/toronto/library-food-banks-covid19

http://www.uber.com/newsroom/moving-more-of-what-matters-with-delivery/


P a g e  1 3

COVID-19 is generating consumer interest in a variety of wellness products as we see 
immunity boosting products on the rise.

4 INDUSTRY

People now believe products focused on killing germs, providing immunity and overall health benefits 
are more relevant than claims around natural, sustainability and quality.

Source: Uplift Foods April 22nd, 2020 Jeff Gelski
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Some Companies are stepping up to the challenge with innovative ideas & clear agility. 

Source: https://www.covidinnovations.com/ & https://www.businesstraveller.com/

4 INDUSTRY

Etihad Airways will begin testing contactless tech 
that can identify travelers with early illness 

symptoms, including COIVD-19. 

https://www.covidinnovations.com/
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Some Companies are stepping up to the challenge with innovative ideas & clear agility. 

Source: https://www.covidinnovations.com/

4 INDUSTRY

https://www.covidinnovations.com/
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Restaurants are becoming grocery stores selling food and provisions for takeaway/delivery. 

4 INDUSTRY


