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BRIEFING EXECUTIVE SUMMARY

• Canadians are slightly less concerned about the impact of COVID-19 in their personal health or finances or the country, however unemployment 
concerns remain steady

• Consumers are leaning towards digital at-home solutions to elevate their sense of well-being in order to cope with boredom and lockdown 
frustration

• Only 3 in 10 Canadians agree with opening the economy too quickly, despite the implementation of robust safety measures at leisure locations
• Consumer will be seeking products in the areas of immunity, relaxation & energy. But also in solutions that offers escapism and re-created on-

premise experiences.

• In all Retail channels, drivers of choice are adapting to the current sentiment, leaving space for proximity/product availability/local brands 
(B&M) and CX/Trusted Reviews (Online) to increase their relative importance. 

• Pre-shop planning is becoming more important and it is driving higher usage rates of digital shopping tools
• The pandemic has forced shoppers to switch brands and stores due to out stocks and long lines . Some of these shoppers are likely to be long-

term switchers

• Online & Mass channels are the leading growth drivers for the NARTD Categories
• Major trends are emerging as a result of the Crisis: Conventional banners are up, Private Label is growing faster, Regular sales are increasing and 

Center store grew in the initial weeks of the crisis due to stockpiling behaviour
• In the near future, retailers profitability could be impacted by increasing complexity of Assortment  Management and the increasing level of 

investment required to operate in the “new normal” environment
• In Foodservice & On-Premise channel, operators are engaging in winning strategies to create new revenue streams and adapt for the “new 

normal” requirements

• Canada’s Covid-19 cases are over 69K, however daily number of new cases is stabilizing in most provinces.
• As some provinces are prepping for a phased re-opening of the economy, others are still keeping the state of emergency active (ON)
• The country is heading into a recession due to unemployment, currency devaluation and plummeting oil prices leading to a decline in private 

consumption
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SHOPPER
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1 MACRO-ECONOMY

Canada’s COVID-19 cases reached 68,848 as of May 10th2020. Continuous federal and provincial measures are announced to 
support the economy

Canada is starting to show signs of near future curve flattening (1.7% daily rate increase) and prepping for a phased economy re-opening…

Source: https://www.canada.ca/en/public-health/services/diseases/2019-novel-coronavirus-infection.html?topic=tilelink
Source: National Post /CTV News. May 1st

• SK: 5 phases starting May 4
• MB: 2 Phases starting May 4th. allowing museums, libraries and retail businesses -- including restaurant patios -- to re-open, albeit at half capacity
• Ontario:  government released business guidelines for re-opening , starting May 4th a small number of mostly seasonal businesses
• QC: Starting May 4th, province is easing the lockdown on most retail stores outside the Montreal area. Elementary schools opening in May 11th
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Given the negative effects from coronavirus disease 2019 (COVID-19) and the collapse in oil prices, Canada will fall into recession in 2020, with 
real GDP plunging 5.5% in 2020. 
Real GDP will rebound 4.9% in 2021.

Rising unemployment rate, collapsing oil prices and currency devaluation will lead to a recession and a decline in private 
consumption

Source: IHS Markit, Canada Economy Brief May 2020

MACRO-ECONOMY1

• Owing to the strict social distancing measures and closure of nonessential businesses, employment will drop in the second quarter, with the unemployment rate rising to 
10.4%, before slowly lowering to 9.2% in fourth quarter 2020. 

• Overall, household expenditures will decline 3.9% in 2020, which is the first annual decrease since 1991.
• Together with the sharp drop in oil prices, the real gross fixed investment will plummet 13.8% in 2020, with declines in real residential (down 15.0%) and nonresidential 

investment (down 14.2%).
• Real exports and imports will decline 18.4% and 15.8% due to sluggish domestic and global demand.
• The overnight policy rate is expected to keep unchanged through 2022 at 0.25% After rising to 0.5% in first quarter 2023, the overnight rate will stay at 0.5% in 2023 and 

it will gradually increase to the long-term neutral rate of 2.50% by the beginning of 2027.
• Going forward, the Canadian dollar will continue to appreciate to CAD1.41/USD1.00 by the end of 2020 and CAD1.37/USD1.00 by the end of 2021 as oil prices are 

expected to gradually rise.
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And their expectations from both the government and companies are tied to the key areas of concerns.

Several of the top-ranked government ideas are economic and health in 
focus, while the least appealing ones are about financial punishments and 
disrupting daily life. 

Consumers are expecting companies to put employees protection at the top along with 
balancing the power dynamic between employees and management. While the least appeal 
ideas are about funding non-critical things, pay-cuts and cutting innovation & communication

2 CONSUMER

Top Ranked Ideas Bottom Ranked Ideas

Source; DIG Insights, Government Actions During COVID-19 Upsiide Study, April 2020 Source; DIG Insights, Company Actions During COVID-19 Upsiide Study, April 2020

Top Ranked Ideas Bottom Ranked Ideas
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Levels of boredom and frustration among Consumers are starting to decrease slightly. 
Mental health is a major area of focus

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

Consumers are missing Social interactions and out of home 
activities; as well as a Sense of safety

2 CONSUMER

1 in 2 Canadians say their Mental health has worsened 

42% said their physical health is worse now due to inactivity

Source: Teneo. COVID-19 Public Sentiment Tracking - April 28 Source: Kantar-Canada_MONITOR-COVID-19_Briefing-04302020
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To manage the effect of the lock down, Consumers are focusing on activities that helps elevate their sense of well-being…

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

2 CONSUMER

Relative to other age groups, Young Adults seem to be more likely to adopt healthier habits  

48%
Is trying to eat 

healthier 
vs.PM 

36%
Is Snacking 

more through 
the day

And…

Source: . Kantar-Canada_MONITOR-COVID-19_Briefing-04302020

30%
Treat 

themselves 
more
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…as well as embracing more creative sources of at-home wellness products and content.

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

2 CONSUMER

The rising pressure on household expenditure will drive the solutions consumers choose to adopt more affordable options 
over luxury items

Source: . Euromonitor International, Coronavirus Outbreak To Accelerate Household Wellness Trends, May 1st 2020

• Quarantined consumers are embracing digital wellness products and content: The fitness market will not
move to the household wholesale, but it will embed habits and open up the segment to adoption among
new audiences, making it a more widely accepted and mainstream activity.

• COVID-19 health concerns are impacting areas such as mental wellbeing, quality of sleep, immunity
boosting nutrition and reimagining at home healthcare for the elderly;

• Stuck at home during lockdowns, consumers want to feel more comfortable in their household, increasing
demand for home and garden wellbeing products;

• With a global recession looming on the back of the COVID-19 impact, frugal-friendly cocooning trends
will only strengthen.

• With an expected global recession in 2020, products deemed as luxury, such as high-end supplements,
expensive superfoods and home décor, will suffer as household purchasing power decreases. However,
other services, such as affordable subscriptions in digital fitness and value-added healthcare devices,
may see stable and even rising demand as consumers stay home and cut back on discretionary spending
outside of the home.
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80% of adults are unlikely to go to movie theaters before their state meets White House 
benchmarks for reopening.
Half of millennials and 44% of adults said they would be more likely to return to movie theaters 
if moviegoers and employees were required to wear masks.

76% of event-goers say the addition of hand sanitizer dispensers would make them more 
comfortable attending games.
79% say it’s important there’s a COVID-19 vaccine before they’ll feel at ease filing into a 
crowded venue.

2 CONSUMER

Few health & safety measures, if implemented, could reassure North Americans into re-engaging with 
the entertainment world. Though 2 in 5 are still not comfortable.

Source: Morning Consult, April 24-26, 2020 U.S. Poll Survey
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Overall Shoppers are doing less trips, but they are also buying more every time they are in store. Pre-shop Planning is 
becoming more important

Shoppers are adjusting by increasing their Baskets and making less 
trips 

Fewer trips make Pre-shop planning even more important than 
before and shoppers are turning to digital planning tools for help

Source: Panic buying is on the wane, while trip planning is on the rise_ Survey _ Canadian Grocer

3 SHOPPER

Source:  Nielsen Homescan, National All outlets, period ending March 28, 2020 – YTD: 3 months to March 2020

•66% of respondents are using digital 
flyers, with 24% using them more 
frequently than before.

•60% are using a retailer/loyalty app; 
with 18% using them more frequently 
than before

•47% are using a third-party flyer app; 
with 15% using them more frequently 
than before.

•46% are using digital coupons; with 
14% using them more frequently than 
before.
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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.

Relative to older generations Gen Zers and Millennials are more 
likely to say their shopping behavior has been impacted by COVID-
19 

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/

https://www.linkedin.com/pulse/love-one-youre-forced-trial-brands-during-covid-19-scott-megginson/
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The government lockdown measures are redefining the relative importance of factors that drives retailer choice, for both 
brick & mortar, as well as online

Proximity, availability & national brands selection are the 
drivers that grew the most

Trusted Reviews and mobile app customer experience saw the 
biggest increase in importance, while fast shipping is no longer a 
criteria due to common delays

Source: Nielsen, Drivers Of Retailer Choice In A Crisis, April 2020

3 SHOPPER
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In the Retail Channel, FMCG Sales are showing record growth YTD, due to Consumer reaction to the crisis and the 
shutdown of the Foodservice & On-Premise channels

As expected, YTD 2020 dollar sales of FMCG are reporting record 
growth levels COVID-19 has contributed to 80% of YTD growth at +$2.6 billion

4 INDUSTRY

Total FMCG: weekly Retail Sales

Source: Nielsen MarketTrack, Canada National All Channels – 52 Year End - Total Tracked Sales  – YTD: 
15 weeks to April 18, 2020 

Source: Kantar Retail IQ. COVID-19 lifts Loblaw to exceptional Q1 2020 growth April 2020 Source : Nielsen COVID-19 WEEKLY UPDATE April 18

Source : Nielsen COVID-19 WEEKLY UPDATE April 18

Total FMCG Retail Sales
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Shopper behavior changes during COVID-19 crisis are driving growth in Conventional Banners, Center of the store, 
Regular Sales and Private label 

1. Conventional Banners leading growth likely due by their 
stronger e-commerce development

2. Center of the store gained share as a result of Stockpiling 
behavior at the beginning of the crisis

4 INDUSTRY

Source: Nielsen Homescan, National All outlets, period ending March 28, 2020 – YTD: 3 months to March 2020

3. Regular Priced sales increasing 4. Private Label is trending higher driven by OOS of national 
Brands

Source: Nielsen COVID-19 WEEKLY UPDATE April 18
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In the near future, Retailers profitability is more likely to be affected by Assortment management issues and  the 
implementation of emergency measures. 

Assortment  management became more difficult due to 
OOS, change in shopper preferences and habits

Additional investments required to operate (Cleaner stores, 
Digital expansion,  Click & Collect, Delivery ) indicating 
potential reduction of  Merchandising and trade funding

4 INDUSTRY

Source: Kantar webinar. The impact of COVID-19 on the retail landscape

New habits will stick: 72% of consumers “plan to do more 
shopping online to ship directly to their homes.

Source : Nielsen COVID-19 WEEKLY UPDATE April 18
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In the FSOP channels, 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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Dinner occasions  seems to  be  growing relative to previous weeks, while there is no change  in orders for 
Breakfast, lunch and snacks occasions

In terms of Day parts, Dinner is showing a slight increase in orders, while Breakfast and Lunch orders are flat

4 INDUSTRY

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

Gen Xers and Gen Zers particularly show a large uptick in dinner orders during the recent period, as do consumers in 
Manitoba, New Brunswick and Newfoundland and Labrador
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Local Foodservice & On-Premise operators are already showcasing examples of winning strategies to sustain virtual traffic 
and revenue streams 

Delivering FSOP experience at home and DIY options are at the heart of the FSOP operators engagement strategies

4 INDUSTRY

Source: Technomic COVID-19 Menu Monitoring, May 2020

NOTEWORTHY MENU NEWS FOR THE WEEK

A&W paused all-day breakfast at select restaurants.
The chain is still offering breakfast until 11 a.m. at all locations, but some stores have temporarily paused all-day breakfast service due to COVID-19. (5/4/2020) 

Cactus Club Cafe is delivering cocktail kits.
The chain is delivering a Cactus Club Bellini Kit in British Columbia through DoorDash. Each kit, priced at $27.50, comes with bellini mix and 200 millilitres of Bacardi white rum. Customers can 
add it to a blender with ice once it arrives. Each kit makes four to six servings. (4/29/2020)

Denny’s offered free meals to frontline workers. 
The chain provided a free Grand Slam meals to healthcare workers and first responders on May 4. Workers could pick up a free meal all day with a valid ID. (5/3/2020)

Earls launched cocktail and cookie kits. 
The chain debuted DIY Moscow Mule Kits for pickup. The $75 kit comes with ginger syrup, Smirnoff vodka, limes and San Pellegrino sparkling water, as well as two copper Earls mugs. It also rolled 
out DIY Chocolate Chip Cookie Kits that include everything customers need to bake their own batch of cookies. The $10 kits come with preportioned ingredients and instructions. Earls also posted 
a cookie baking tutorial from culinary development chef David Wong on its Instagram stories. (4/30/2020; 4/25/2020)

East Side Mario’s debuted Cold Packed Pastas.
The chain is now serving Cold Packed Pastas, which are $10 each or $40 for five. Available varieties include Spaghettini and Meatballs, Penne & Sausage Arrabbiata, Fettuccine Alfredo and Cheese 
Cappelletti. The meals can be kept in the refrigerator and heated up when ready to eat. The pastas are available for delivery, pickup or takeout. (5/4/2020)

Second Cup Coffee Co. launched online ordering for retail items. 
The coffee chain is offering online ordering for bags of coffee and Keurig pods for the first time. Guests can receive free shipping on orders of $50 or more. (5/4/2020) 

McDonald’s will import its beef.
Due to supply issues surrounding the coronavirus pandemic, the fast-food chain will temporarily source beef from outside the country. It will also remove Angus burgers from the Canadian menu 
for a limited time. (4/28/2020) 

TECHNOMIC INSIGHT

Some provinces, such as New 
Brunswick and Ontario, are easing 
up on their alcohol regulations 
during the pandemic, allowing 
restaurants to sell adult beverages 
with takeout and delivery orders. 
Operators are responding by 
debuting cocktail meal kits, offering 
customers a bit of fun under stay-
at-home orders. 

TECHNOMIC INSIGHT

Some chains are opening online 
retail stores to sell packaged 
products. Offering free shipping on 
a minimum order encourages 
customers to purchase in bulk and 
can help boost sales. 

Cactus Club Cafe’s Bellini Kit 

https://web.aw.ca/en/update
https://www.narcity.com/eat-drink/ca/bc/cactus-club-bellini-kits-can-now-be-delivered-right-to-your-door-in-bc
https://dailyhive.com/vancouver/dennys-free-grand-slams-healthcare-workers-may-4
https://www.instagram.com/p/B_nAudJBD47/
https://www.instagram.com/p/B_bDnvuD6xr/
https://order.eastsidemarios.com/menuProducts
https://secondcup.com/
https://www.reuters.com/article/us-health-coronavirus-mcdonald-s-corp-ca/mcdonalds-canada-to-import-beef-as-coronavirus-hits-supply-chains-idUSKCN22A3G6
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The Foodservice & On-Premise landscape will have to adopt winning strategies to adapt to the projected “New Normal” and 
create a sense of safety for the re-engaged customers

4 INDUSTRY

Operators should seek new revenue 
streams

Source: FSR Magazine, April 2020

Focus on simplifying operations and 
reviewing aggressive merchandising & 
promotion tactics

Embracing new technology for safety and 
customer experience is a must to drive 
loyal traffic

• Add new dayparts beyond the previous 
footprint

• Expand beyond dine-in to curbside delivery 
& drive-thru

• Include groceries and meal kits to the 
existing menus

• Surge of ghost kitchens focused on delivery 
and prior-to-arrival payment options, 

• Offer signature/proprietary products 
offerings

• New app functionalities to help with decision 
making, 

• Establish self-serve ordering terminals to go no-
touch with the rise of facial-recognition or voice-
driven solutions, 

• Continuous communication around sanitization.

• Implement frictionless curbside pick-up and 
drive-thru, overt employee and mandated 
sanitization practices

• Self-serve anything will become a safety issue 
and might go back behind the counter, and 
tamper-proof packaging to be an immediate 
operator investment

• Menus should be reduced and back to basics, 
reduction of SKUs to reduce waste

• Continue innovating on comfort food given 
consumers lean on it as a coping mechanism

• Price will not be the only factor in decision-
making, community activism will significantly 
impact customer loyalty, 

• Consider expanding to family meals options, 
curbside pick-up and delivery of 2-3 course meals 
for upscale restaurants

• Delivery fees are expected to go back to normal.
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Categories that push mainstream offerings that address the current physical & mental “unmet” needs will win in the market 
place

4 INDUSTRY

Consumers are turning to DIY and 
make-at-home products

Source: Food Business News, April 2020

Escapism will be a major needstate to tap 
into, especially throughout Summer.

Functional benefits will be on the rise with 
a greater opportunity for mainstream 
offerings

• Meal kit companies saw a surge in demand, 
some restaurants started offering kits that 
allow menu items to be prepared at home.

• Interest in DIY beverages could continue even 
after consumers and businesses are given the 
“all clear.” 

• Those kits have to do with relieving boredom. 
It’s about creating an experience that you 
previously might have gone to foodservice for.

• Beverages that provide a sensory experience 
may tap into consumers’ desire to escape
their everyday routine, especially when 
working from home or avoiding large 
gatherings. 

• Expect to see more products with bright 
colors, exotic.

• Interest in products that support immunity, sleep 
and stress reduction will likely remain strong

• There are opportunities for sleep beverages as well 
as energy drinks, because people also are having a 
harder time getting motivated.

• Consumers may be less willing to pay more for 
convenience and premiumization

• Expect to see a greater focus on familiar functional 
ingredients with established supply chains, like 
probiotics, turmeric and ginger for immunity and 
lavender, chamomile and green tea for mood 
enhancement.

• There's still room to give consumers the benefits 
they're looking for, but some of the more novel 
ingredients, like adaptogens for stress relief and 
immunity, will have a harder time going into the 
mainstream. There is a smaller supply chain so 
they’re just not as affordable.
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Especially immunity-boosting drinks that effectively communicate how its functional  benefits  are projected to grow post-
COVID-19 

4 INDUSTRY

Brining immunity centre stage will be 
extremely relevant in the long term

Source: Mintel. COVID-19: IMPLICATIONS FOR IMMUNITY-BOOSTING DRINKS

Leverage the natural immunity-boosting benefits of 
botanical substances. Use traditional medicine for 
inspiration and to complement evidence-based 
research

Brands will tap into the power of 
botanicals

Beyond digestive health, probiotics also offer 
functional benefits to the immune system, 
providing a great platform for drink brands to 
explore.

Brands should link  probiotics to 
immunity

Immunity water
B-Better Orange-Ginger-Acerola 
Flavoured Immunity Water from 
Belgium contains added B 
vitamins, as well as vitamin C for 
the immune system.

Immunity Juice
Suja Organic Immunity Defense Shot 
from the US contains live probiotics to 
support immune health, as well as 
turmeric and echinacea.

There is an opportunity for brands to use bolder, 
more descriptive language to leverage their 
drinks' immunity defense properties.

Cultures, ginger, vitamins C, 
B6
Innocent Culture Crush 
Smoothie from the 
Netherlands contains
millions of cultures Bacillus 
coagulants and high content 
of added vitamins C and B6, 
and is said to contribute to 
normal immune function
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Categories that push mainstream offerings that address the current physical & mental “unmet” needs will win in the market 
place

4 INDUSTRY

Comfort Categories will become more 
comforting

Source: Mintel, Snacks in a post covid-19 world, May 2020

Snacking will take an at-home focus “Snacks with benefits” will gain more 
significance

• Consumers have always relied on 
snacks and confectionery to provide 
comfort. During the pandemic,

• comfort food took on a new meaning 
as everything changed. 

• As normal life returns to a "new 
normal,“ snacks will continue to 
support a range of emotions.

• Spending more time at home will 
bring new development opportunities 
for snacks. 

• Beyond shareability, brands will be 
expected to play up the novelty 
aspect, for example through co-
branded partnerships.

• However, taste will still rule. Consumers 
will be increasing their intake – and 
interest in – snacks that offer immunity 
support, relaxation and more. Yet, a 
snack's taste will still be its most 
important attribute.

• That was true before the pandemic; it 
will be just as true in the years that 
follow.
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Some Companies are stepping up to the challenge with innovative ideas, while others are already jumping on the escapism and 
providing “missed” experiences at home

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

4 INDUSTRY

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

4 INDUSTRY

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

https://www.covidinnovations.com/

