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Abstract: The past two years have been challenging for the restaurant industry in Canada and
countries worldwide. This has led many casual and fine dining restaurants to adapt their business
models to overcome the immediate and long-term impacts of the COVID-19 pandemic. This paper
aims to understand how COVID-19 has impacted Canadian consumers’ on- and off-premise dining
behaviors and how such behaviors vary among various sociodemographic groups, general knowledge
of COVID-19, and telecommuting. Data were collected from a nationally representative consumer
panel (1 = 1091), from a survey administered online by Angus Reid. The results show that Canadian
consumers increased their off-premise dining experiences during the COVID-19 pandemic, which also
varied across various sociodemographic groups. There was also an increased level of telecommuting
during the pandemic, of which 68% started following the pandemic. However, telecommuting was
negatively correlated with off-premise dining experiences during the pandemic. Canadian consumers
perceived off-premise dining during the pandemic as reasonably expensive, lesser quality, and more
convenient. The findings may have important implications for casual and dining restaurants in
Canada to improve channel decisions and messaging as operators prepare for a full-service post-
COVID-19. They can build on the infrastructure and capability that has been established during the
COVID-19 pandemic to offer sustainable services beyond the pandemic.

Keywords: food service industry; the COVID-19 pandemic; sustainable business model; channel
decisions; telecommuting; dining behavior; Canada

1. Introduction

The COVID-19 pandemic has brought one of the most significant historical shocks,
shattering global health and food systems [1—4]. The introduction of lockdown measures
and social-distancing rules (including capacity restrictions) have negatively affected the
foodservice industry and consumer relationships with food [5]. Restaurant operators have
reacted immediately to the pandemic and introduced different interventions, including
a refocus toward off-premise services [6,7]. While the decision to switch to off-premise
options was relatively smooth for fast-food restaurants, it was not as easy for traditional
casual and fine dining restaurants, as they were required to optimize their dining rooms
and increase their outdoor services [6,8].

The last two years have given a harsh lesson to the restaurant industry about the need
for flexible business models. The COVID-19 pandemic could change how casual and fine
dining restaurants view off-premise alternatives to distribute food to customers. Most
dine-in restaurants would have to adapt to the new reality to overcome the crisis created
by the pandemic. It is expected that the restaurant industry has already established the
skills, infrastructure, and capabilities to continue offering off-premise experiences to their
customers post-COVID-19 [9]. Therefore, evaluating consumers’ perceptions regarding the
off-premise dining experience is timely and highly relevant.
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As many countries are currently easing restrictions related to the pandemic, attitudes
toward COVID-19 and beliefs in conspiracy theories about the virus continue to affect
individual perceptions [10] and how consumers assess service offerings [11,12]. Existing
studies about the impact of COVID-19 on consumer behavior primarily focus on shifts
toward home cooking [13,14] and shopping behavior [15]. Furthermore, most of the studies
regarding the impact of COVID-19 on consumer perceptions were carried out at the early
stages or peak of the pandemic, before the discovery of the ‘Delta variant” and later the
‘Omicron’ variant that has spread more rapidly than the earlier variant [16]. The significance
of these latest variants is that dining behavior is more likely to be affected by uncertainties
surrounding the virus.

This study aims to explore how COVID-19 has impacted the off-premise dining
behavior of consumers in Canada and how such behavior varies among sociodemographic
groups, general knowledge of COVID-19, and telecommuting trends. More specifically, the
study seeks to (1) provide a comparative analysis of off-premise dining experience during
and before COVID-19 and how changes (if any) in dining behavior varied among various
socioeconomic groups; (2) assess the association between telecommuting and off-premise
dining behavior of Canadian consumers during the COVID-19 pandemic; and (3) provide
a comparative analysis of perceived off-premise restaurant services during the COVID-19
pandemic. The study contributes to the literature looking at the impacts of the COVID-19
pandemic on the off-premise dining behavior of consumers in the North American context.
Context-specific studies are needed as the extent of lockdown measures and impact varied
across time and geographies [17-19] and as the impact of COVID-19 on consumer behavior
is likely to be far from understood [20].

How consumers’ perceptions of off-premise offerings would improve channel deci-
sions and messaging as operators prepare for a full-service post-COVID-19 is a key manage-
rial implication for this study. Restaurants in Canada are still struggling to overcome the
challenges posed by the COVID-19 pandemic. Boosted by the country’s high vaccination
rate and the expected lifting of federal and provincial restrictions, Restaurant Canada
estimates a CAD 80 billion sales forecast for 2022, which is still CAD 15 billion worse than
the pre-COVID-19 level but 5.4% better than the previous year’s forecast [21]. Indeed, the
pandemic may have brought a lasting impact on the dining behavior of consumers [18,22]
as consumer misconceptions about COVID-19 persist and continue to influence restaurant
operations [23]. The implication is that off-premise channels, such as takeout/delivery,
drive-thru, and curbside pickup, would remain valuable alternatives for the foodservice
industry. As a result, there is a greater interest in expanding our understanding of the value
of off-premise formats from consumers’ perspectives. In Canada, only a handful of studies
have assessed the impact of COVID-19 on consumer behavior, but in other topics such
as single-use plastic packaging [24], home food gardening [25], food shopping [26], and
food-wasting habits [27,28].

2. Literature Review

Before the onset of the COVID-19 pandemic, the foodservice industry was booming,
and food away from home was trending [29]. For example, in Canada, household spending
on food outside of the home had increased from 20% to 30% for the period 1997-2017 [22].
However, following the onset of COVID-19, Canada closed restaurants, which shifted
food services into retail stores [18]. In the United States, for example, consumer restaurant
spending was 54.8% before the pandemic; however, the loss in restaurant revenue was
USD 120 billion and 8 million in jobs just three months after COVID-19 was declared a
global pandemic by the World Health Organization [30]. This has prompted the traditional
casual and fine dining restaurants to alternative approaches to successfully recover from the
COVID-19 crisis [31] and sustain their business in the future, such as by investing in a lower
contact ordering environment where consumers can access food safely and quickly [32].

The theoretical and empirical literature links dining behaviors with multiple motives,
including sociocultural, biological, and economic [33], compliance with social norms [34],
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and emotional states [35]. A pandemic can quickly turn consumers’ enjoyment from eating
out into negative emotions by creating fear and anxiety and thus behavioral changes [36].
Indeed, the COVID-19 pandemic and subsequent lockdown measures have induced both
positive and negative behavioral changes. Regarding the former, several studies have
documented behavioral changes toward healthy and sustainable diets, such as in the
United States [37], European countries [38,39], China [40], and Brazil [20]. Other studies
have linked dietary patterns during the COVID-19 pandemic to increased consumption of
unhealthy foods [41,42] and impact on consumers’ food choices and spending levels [43,44].

There is a growing body of literature studying consumer dining intentions in the
context of a pandemic [45-47]. According to Hakim et al. (2021), the dining behavior of
consumers during the COVID-19 pandemic could be predicted by various factors such as
marketing (e.g., price, perceived safety, and brand), context (e.g., social trust, politics, and
culture), risk perception, and demographic characteristics. Building on the recent work, the
present study examines the relationship between consumer off-premise dining behavior
and sociodemographic variables, general COVID-19 knowledge, and telecommuting, as
displayed in Figure 1. Consumers’ dining behavior is measured in terms of off-premise
dining experiences related to takeout/delivery, curbside pickup, drive-thru and on-premise
dining. Furthermore, changes in dining behavior during COVID-19 are assessed based on
perceived price, quality, safety, and convenience of offerings in the off- and on-premise
dining environment.

Attitude/Knowledge of
COVID-19

\4

Changes in dining behavior

Sociodemographic e  Off- and on-premise din-
: ; : Telecommuting
factors ing experience during
COVID-19

Figure 1. Conceptual framework.

Sociodemographic factors (gender, age, education, income, household size, and the
number of children, etc.) are predicted to affect dining behavior [17,23,48]. However, the
nature of relationships and behavioral patterns can vary across time and geographies. In
addition, this study seeks to establish the relationship between off-and on-premise dining
behavior, consumer knowledge of and attitude toward COVID-19, and telecommuting, in
the North American context. Evidence about the connection between consumer perceptions
and knowledge of contracting COVID-19 from restaurant food has not yet been fully
understood. In this regard, Byrd, Her, et al. [23] found consumers show moderate concern
of contracting the virus from restaurant food despite available public health guidelines
asserting that COVID-19 is a respiratory virus. Interestingly, Byrd, Her, et al. [23] found
consumers more concerned about food delivered by a third party than the restaurant itself.
Although consumers’ knowledge about the virus has improved over time, misconceptions
and beliefs surrounding the virus remain. Finally, telecommuting had already been a
trend before the COVID-19 pandemic in western countries such as Canada [49]. Therefore,
it would be interesting to explore how such a trend has influenced consumers’ dining
behavior during COVID-19 and potentially into the future.
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3. Data and Methodology

The study used the survey method and was carried out by Angus Reid (AR). Angus
Reid has a sample panel of over one million participants nationally. Participants join the
panel voluntarily (https://angusreid.org/how-we-poll-ari/, accessed on 15 March 2022).
For this survey, participants were drawn from this sample panel of consumers in Canada
who had lived there for at least 12 months at the time of the study and were 18 years or
older. We asked AR to collect data randomly on a quota system that generally represents
the Canadian population by age and gender within the region. AR would send an electronic
message to their sample pool inviting them to participate in the survey voluntarily.

The survey used a structured questionnaire that was pretested to obtain an effective
measuring tool. All questions were translated from English into French, and both ver-
sions were made available for participants. Since it was an exploratory study, a sample
size of 1000 was thought to be adequate. The survey was hosted on an online platform
called Qualtrics.

Data analysis for this exploratory study was carried out using SPSS version 27 in
two stages: (1) descriptive analysis computed for all measures; (2) correlations and multi-
variate analysis were conducted to better understand relationships between consumers’
off- and on-premise dining experience, sociodemographic variables, general COVID-19
knowledge, and the telecommuting experience of Canadian consumers. We used two sets
of dependent variables: (1) experience of off-premise dining (takeout/delivery, curbside
pickup, and drive-thru) and on-premise dining, and (2) perceived price, quality, food safety,
and convenience of service offerings. All the dependent variables were measured on a
Likert scale of 1 to 5 (Table 1).

Table 1. Measurement scales of variables included in the analysis.

Factors Variables Measurement Scale
Dependent variables
Categorical:
Takeout/delivery services Never (1), Once a month (2), Once a week (3), Twice a week (4),
Three or more a week (5)
Off- and on-premise dining experience Curbside pickup Categorical: Never (1), Once a month (2), Once a week (3), Twice a

during COVID-19

week (4), Three or more a week (5)

Categorical: Never (1), Once a month (2), Once a week (3), Twice a

Drive-thru week (4), Three or more a week (5)

Categorical: Never (1), Once a month (2), Once a week (3), Twice a

On-premise dinning week (4), Three or more a week (5)

Likert-Scale

Price Expensive (1) to very cheap (5)
Perceived off-premise services during Food quality Inferior (1) to Very good (5)
COVID-19
Food safety Unsafe (1) to Very safe (5)
Convenience Highly inconvenient (1) to Highly convenient (5)
Independent variables
Categorical

Sociodemographic

After 1994 (1), From 1980 to 1994 (2), From 1965 to 1979 (3), From
1946 to 1964 (4), Before 1946 (5)

Gender Male (1), Female (2), Non-binary (3), Prefer not to say (4)

Some High School (1), High School Diploma or Equivalent (2)
Registered Apprenticeship or Other Trades Certificate or Diploma

Education (3), College, CEGEP or Other Non-University Certificate or
Diploma (4) University Degree, Certificate or Diploma (5)
Advanced University Degree (Graduate) (6)

Age
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Table 1. Cont.

Factors Variables Measurement Scale
Less than 35,000 (1), Between 35,000 and 49,999 (2), Between 50,000
Family income (in CAD) and 74,999 (3), Between 75,000 and 99,999 (4), Between 100,000 and
149,999 (5) 150,000+ (6)
Marital status Sipgle (1), Married or common-law (2), Divorced, separated or
widowed (3)
Number of children None (1), One (2) Two (3), Three or more (4)
Neighborhood Urban Core (1), Suburban (2), Small town/rural (3)
Attitude/Knowledge of COVID-19 8 items Likert Scale: Strongly Disagree (1) to Strongly Agree (5)
Telecommuting Frequency of telecommuting Likert Scale: Never (1) to Everyday (5)

Figure 2 provides a summary of the steps for the data analysis corresponding to the
study’s objectives stated in Section 1.

Analytical Statistical Study objective

procedures method addressed
Changes in dining behavior of Canadian consumers Paired T-
during COVID-19 test
Association between dining behavior during COVID- ANOVA o

: . Objective 1

19 and sociodemographic factors
Association between dining behavior and consumers’ Spearman’s
attitude’knowledge of COVID-19 Rho
Association between dining behavior and ANOVA Objective 2
telecommuting during COVID-19
Association between perceived service offerings ANOVA Objective 3
duning COVID-19 and sociodemographic factors
Association between percerved off-premise service Spearman’s Objectives 1 and 3
offerings and dining experiences during COVID-19 Rho

Figure 2. Data analysis procedure.

4. Results
4.1. Descriptive Statistics

Table 2 describes the survey participants (49% male and 51% female). Around 64% and
24% of participants were common-law or married couples and singles, respectively. The
study included diverse age groups and included those born from 1980 to 1994 (33%) and
from 1946 to 1964 (31%), which accounted for about two-thirds of the study participants.
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About 68% of the participants had a “College, CEGEP or Other Non-University Certificate
or Diploma” or higher. Most of the participants were from Ontario (36%), Quebec (22%),
and Prairies (20%). In terms of household income, the majority of the study participants
had a total household income (in CAD) between 100,000 and 149,999 (21%), 50,000 and
74,999 (21%), 150,000 or more (18%), and between 75,000 and 99,999 (16%). The distribution
of participants by residential neighborhood was approximately even: suburban (36%),
urban (32%), and small towns or rural areas (31%). Approximately 80% of the study
participants claimed to have no dietary preferences.

Table 2. Sociodemographic characteristics of survey respondents.

Demographic Characteristics Frequency %
Gender (n = 1018)
Male 495 48.6
Female 517 50.8
Non-binary/third gender 4 0.4
Prefer not to say 2 0.2
Marital status (n = 1020)
Single 248 24.3
Married or common-law 657 64.4
Divorced, separated or widowed 115 11.3
Age category (n = 1021)
After 1994 82 8
From 1980 to 1994 333 32.6
From 1965 to 1979 241 23.6
From 1946 to 1964 321 314
Before 1946 44 4.3
Number of children living in the household (1 = 1021)
None 692 67.8
One 145 14.2
Two 131 12.8
Three or more 53 5.2
Education (n = 1020)
Some High School 37 3.6
High School Diploma or Equivalent 194 19
Registered Apprenticeship or Other Trades Certificate or Diploma 95 9.3
College, CEGEP or Other Non-University Certificate or Diploma 255 25
University Degree, Certificate or Diploma 290 28.4
Advanced University Degree (Graduate) 149 14.6
Region (n = 1017)
British Columbia 148 14.6
Prairies 203 20
Ontario 369 36.3
Quebec 222 21.8
Atlantic Canada 73 7.2
Northern Region 2 0.2
Total household income (in CAD) (n = 997)
Less than 35,000 113 11.3
Between 35,000 and 49,999 122 12.2
Between 50,000 and 74,999 209 21
Between 75,000 and 99,999 163 16.3
Between 100,000 and 149,999 210 21.1
150,000+ 180 18.1
Residential neighborhood (n = 1021)
Urban Core 331 324
Suburban 369 36.1
Small town or rural 321 314

Dietary preferences (1 = 1067)




Sustainability 2022, 14, 4893

7 of 21

Table 2. Cont.

Demographic Characteristics Frequency %
Consumer with no dietary preferences 850 79.7
Vegetarian (diet free of meat, fish, and fowl flesh) 17 1.6
Lacto-ovo vegetarian (diet free of animal flesh but eats eggs and
. 7 0.7
milk products)
Pescatarian (diet free of land animal flesh but eats eggs, fish, and
: 24 22
milk products)
Vegan (diet free of all animal-based products) 21 2
Flexitarian (vegetarian who occasionally eats meat and fish) 73 6.8
Consumer with specific religious or cultural dietary preferences 13 1.2
Other 62 5.8

4.2. Analysis of Canadian Consumers’ Dining Experience during and before COVID-19

Before exploring the study participants” dining experience, we first asked them about
their understanding of COVID-19 and its potential impact on the foodservice. The questions
about COVID-19 related to general knowledge about the virus, its spreading mechanism
within foodservice, and how the vaccine could limit its spread. The majority of study
participants did have a good knowledge of COVID-19. Most of the study participants did
disagree with the statement that “the availability of the vaccine would completely stop
people from being infected” and “food handlers with no COVID-19 symptoms could not
transmit the virus to customers” (Figure 3).

Mean values (1= Strongly disagree; 5=Strongly agree)
The coronavirus pandemic isnota hOBX; itisa _ 431
serious disease. ’
The COVID-19 virus spreads via respiratory _ 4.23
droplets of infected individuals ’

A crowded restaurant with no social distancing

measures increases risks of transmission of COVID- _ 4.15

19.
Handwashing with water and soap before meal

preparation helps to reduce risks of transmission _ 4.04

of coronavirus.
Wearing general medical masks can prevent one _ 3.65
from acquiring infection by the COVID-19 virus. ’
To prevent the infection by COVID-19, individuals

should avoid going to crowded places such as _ 3.52

casual dining restaurants
The availability of the vaccine for the novel

coronavirus will completely stop people from _ 2.19

being infected.

Food handlers who have no COVID-19 symptoms _ 1.97
could not transmit COVID-19 to customers. ’

Figure 3. Canadian consumers’ COVID-19-related knowledge.

Next, study participants were asked to compare their dining experience during and
before COVID-19 (Table 3). We run a paired sample t-test to determine the change in
mean dining behavior of Canadian consumers during and pre-COVID-19. Based on the
applied t-test, there was a statistically significant difference in dining behavior during
the COVID-19 pandemic compared to the pre-COVID-19 level: on average, the study
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participants increased their “takeout”, “curbside pickup”, and “drive-thru” experience and
decreased “on-premise dining” during the pandemic.

Table 3. Dining behavior of Canadian consumers during and before COVID-19 (Paired T-test).

How Often Did You Use

During Pandemic Before Pandemic

(1 = Never; 5 = Three or N Mean Difference SD "l{) e‘i;rlee d p-Value
More a Week) Mean Mean -value
Takeout/delivery services 1033 2.54 2.29 0.25 0.958 8.48 <0.001
Curbside pickup 1032 1.81 1.24 0.57 0.912 20.08 <0.001
Drive-thru 1031 2.35 2.29 0.06 0.863 224 0.025
On-premise dinning 1028 1.73 2.52 —0.79 0.891 —28.39 <0.001

Table 4 provides the associations of changes in dining behavior by sociodemographic
groups. For this analysis, we applied multivariate analysis of variance (MANOVA). Ac-
cordingly, we first checked the appropriateness of the dependent variables for MANOVA.
The four dependent variables were measured on an ordinal scale of 1 to 5. Next, we
used MANOVA to test the hypotheses that consumers’ dining experience changed during
COVID-19 compared to their pre-COVID-19 level. MANOVA was preferred because it
allows simultaneously comparing the means of off-dining (takeout, curbside pickup, and
drive-thru) and on-premise dining experiences across several groups.

Table 4. Mean changes in dining experience during and before COVID-19 by sociodemographic

(MANOVA).
: : Pillai’s Trace Test
Socio De.mographlc Dining Experience Type III Sum of F-Statistic ~ p-Value
Variables Squares Value F-Value p-Value
Takeout 4.135 1.516 0.209
Curbside pickup 4.339 1.732 0.159
Gender Drive-thru 4,948 2213 00s5 0018 1535 0104
On-premise dinning 0.174 0.073 0.974
Takeout 16.426 4.572 0.001
Curbside pickup 19.955 6.095 <0.001
Age Drive-thru 0.722 0.244 0913 00 320 <0001
On-premise dinning 5.558 1.747 0.137
Takeout 23.325 5.224 <0.001
. Curbside pickup 34.077 8.458 <0.001
Education Drive-thru 1713 0463 0.804 0.068 3.469 <0.001
On-premise dinning 4.369 1.096 0.361
Takeout 3.764 0.826 0.531
Curbside pickup 29.298 7.134 <0.001
Income levels Drive-thru 5.355 1415 0216 0.043 2.131 0.002
On-premise dinning 1.175 0.294 0.917
Takeout 15.253 8.497 <0.001
. Curbside pickup 6.960 4.194 0.015
Neighbourhood Drive-thru 1.014 0.680 0507 0025 3204 0.001
On-premise dinning 0.743 0.468 0.626
Takeout 2.218 1.216 0.297
. Curbside pickup 15.056 9.156 <0.001
Marital status Drive-thru 0333 0.225 0.798 0.026 3.295 <0.001
On-premise dinning 2.024 1.277 0.279
Takeout 3.141 1.148 0.329
Number of children in Curbside pickup 21.306 8.700 <0.001
the house Drive-thru 1.788 0.798 0495 0035 298 <0001
On-premise dinning 0.935 0.390 0.760
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As shown in Table 4, there was a statistically significant difference between various
sociodemographic groups (i.e., age, education, household income, marital status, and the
number of children) and the combined dependent variables. Pillai’s Trace Test is considered
a popular and robust test in MANOVA to study consumer perceptions [50].

After MANOVA confirmed the presence of statistically significant changes in dining
behavior during COVID-19, we ran multiple individual analysis of variance (ANOVA)
tests to find any differences in dining experience during COVID-19 among the various
sociodemographic groups (Table 5). Gender was the only sociodemographic variable that
turned out to be statistically insignificant (Pillai’s Trace Test) and thus was dropped from
further analysis (i.e., p-value > 0.05).

Table 5. Mean differences in dining behavior during and before COVID-19 (ANOVA).

Takeout/Delivery Curbside Pickup Drive-thru On-Premise Dinning
Sociodemographic Variables Mean Mean Mean Mean
Flp)-Value Difference Flp)-Value Difference Fp)-Value Difference Flp)-Value Difference
Age
After 1994 0.341 0.390 0.037 —0.550
From 1980 to 1994 4.552 0.387 0.744 0.057 —0.781
From 1965 to 1979 (0.001) 0.232 (<7(')00931) 0.602 (ggﬁ) 0.041 ((1)322) —0.842
From 1946 to 1964 0.097 ’ 0.458 ’ 0.097 ’ —0.818
Before 1946 0.455 0.318 0.000 —0.837
Education
Some High School 0.189 0.460 0.135 —0.568
High School Diploma B
or Equivalent 4.838 0211 9.125 0-345 0.467 0.016 1.075 0.705
Registered Apprenticeship or (<0.001) (<0.001) (0.801) (0.372)
Other Trades Certificate or 0.011 0.337 0.160 —0.821
Diploma
College, CEGEP or Other
Non-University Certificate or 0.122 0.508 0.059 —0.823
Diploma
University Dggree, Certificate 0.438 0.766 0.055 _0813
or Diploma
Advanced University Degree 0.383 0.792 0.101 _0.851
(Graduate)
Household income (in CAD)

Less than 35,000 0.186 0.265 0.027 —0.699
Between 35,000 and 49,999 0.139 0.361 —0.098 —0.815
Between 50,000 and 74,999 0.848 0.254 7.614 0.526 1.422 0.120 0.309 —0.799
Between 75,000 and 99,999 (0.516) 0.319 (<0.001) 0.636 (0.216) 0.123 (0.908) —-0.772

Between 100,000 and 149,999 0.314 0.800 0.119 —0.814

150,000+ 0.300 0.661 0.039 —0.804

Neighbourhood

Urban Core 9.067 0.369 376 0.509 0.687 0.073 0.427 —0.812

Suburban (<0.001) 0.320 (0.024) 0.678 (0.689) 0.098 (0.653) —0.802

Small town or rural ’ 0.075 ’ 0.520 ’ 0.022 ’ —0.752
Marital status

Single 0.331 0.387 0.040 —0.720

Married or common-law ((1)'231) 0244 (jg 'ggl) 0.663 (8'§ég) 0.063 ((1)522) ~0.803

Divorced, separated : 0.174 : 0.470 : 0.104 . —0.867

Children

None 0.276 0.490 0.059 —0.793

One 0.971 0.159 7.224 0.683 0.782 0.076 0.584 —0.821

Two (0.406) 0.313 (<0.001) 0.916 (0.504) 0.015 (0.626) —0.817

Three or more 0.151 0.519 0.226 —0.642

Table 5 shows the one-way ANOVA with the test statistic. Where the assumption of the
equality of group variances was not violated, the F-value and p-value were reported based
on the Levene statistic; where the assumption of homogeneity of variances did not hold for
the mean differences, the results were reported based on the Brown-Forsythe statistic.
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There was a statistically significant difference between off-premise dining experience
(takeout) among age groups during and before COVID-19 (Table 5). Those born from 1946 to
1964 had a lesser takeout experience than those born from 1980 to 1994 (p < 0.001). Likewise,
there was a significant mean difference among education levels regarding takeout/delivery
during and pre-COVID-19. Accordingly, consumers who had a “Registered Apprenticeship
or Other Trades Certificate or Diploma” had a lesser takeout experience than those with a
“University Degree, Certificate or Diploma” (p = 0.02) and an “Advanced University Degree”
(p = 0.033). Also, those with a “College, CEGEP or Other Non-University Certificate or
Diploma” had a lesser takeout experience than those with a “University Degree, Certificate
or Diploma” (p = 0.001). Participants’ takeout experience during and before COVID-19
also varied by neighborhood; those who resided in small towns or rural areas had a
lesser takeout experience than those who lived in the urban core (p < 0.001) and suburban
areas (p = 0.002). We found no statistically significant mean difference during and before
COVID-19 regarding takeout/delivery across various income groups.

Curbside pickup during and before COVID-19 was statistically significant among age
groups. Those born from 1980 to 1994 had a better curbside experience than those born
before 1946 (p = 0.029), from 1946 to 1964 (p < 0.001), and after 1994 (p = 0.014). Curbside
pickup also differed along with education levels. Those with a “High School Diploma or
Equivalent” had a lesser curbside pickup experience than those with a “University Degree,
Certificate or Diploma” (p < 0.001) and those with an “Advanced University Degree”
(p < 0.001). Also, participants with a “Registered Apprenticeship or Other Trades Certificate
or Diploma” had a lesser curbside pickup experience than those with a “University Degree,
Certificate or Diploma” (p < 0.01) and an “Advanced University Degree” (p = 0.002). Finally,
those with a “College, CEGEP or Other Non-University Certificate or Diploma” had a
lesser curbside pickup experience compared to those with a “University Degree, Certificate
or Diploma” (p = 0.011) and an “Advanced University Degree” (p = 0.027). The mean
curbside pickup during and before COVID-19 was also varied among neighborhoods.
Those who lived in suburban areas had a better curbside pickup experience than those
who resided in the urban core during COVID-19. Curbside pickup also varied along with
income groups (p < 0.001). There was less use of curbside pickup by households with
income levels less than CAD 35,000 per year compared to those with a household income
of CAD 75,000 and 99,999 (p = 0.012), 100,000 and 149,999 (p < 0.001), and 150,000 and more
(p = 0.004). Also, households with an income level between CAD 35,000 and 49,999 had
less curbside experience than those with a household income range of 100,000 and 149,999
(p < 0.001) and 150,000 or more (p = 0.055). Likewise, those households with an income
level of between CAD 50,000 and 74,999 had a lesser curbside experience during COVID-19
than those households whose household income was between CAD 100,000 and 149,999
(p = 0.025). Curbside pickup significantly differed between households with no children
living in the house and those who had two children; those with two children tended to use
more curbside pickup than those with no children (p < 0.001) and those with three or more
children in the house (p = 0.038). In addition, married couples or common-law partners
used more curbside pickups during COVID-19 than singles (p < 0.001).

Finally, both drive-thru and on-premise dining experiences during and before COVID-
19 did not differ among the various sociodemographic groups.

4.3. General Knowledge of COVID-19 among Canadian Consumers and Dining Behavior

For this analysis, the study participants were asked several questions to assess their
general knowledge of COVID-19 and the association with their off-premise dining experi-
ence during the pandemic. As shown in Table 6, the participants understood the virus and
its transmission mechanisms well.
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Table 6. Canadian consumers’ knowledge about the COVID-19 pandemic.

Variable Obs. Mean SD Min Max
The COVID-19 virus spreads via respiratory droplets of infected individuals 1040 4.23 1.16 1 5
Wearing gen.eral medical masks can prevent one from acquiring infection by the 1038 3.65 1.8 1 5
COVID-19 virus.

To prevent the mfectlor} I?y COVID-19, individuals should avoid going to crowded 1042 35 125 1 5
places such as casual dining restaurants

Handwashmg Wl’Fh water and soap before meal preparation helps to reduce the 1039 404 1.06 1 5
risks of transmission of coronavirus.

Food handlers who have no COVID-19 symptoms could not transmit COVID-19 1038 197 112 1 5
to customers.

A crowded restaurant with no social distancing measures increases the risks of

transmission of COVID-19. 1039 415 113 ! >
The coronavirus pandemic is not a hoax; it is a serious disease. 1040 4.31 1.17 1 5
The availability of the vaccine for the novel coronavirus will completely stop people 1042 219 115 1 5

from being infected.

Next, factor analysis was conducted to examine how many components could explain
the consumers’ general knowledge level (Table 7). A factor loading of 0.5 and more is
needed to record the correlation relationship between the factor and observed variable [51].
The oblique rotation technique and principal components” extraction as perceptions related
to COVID-19 are relatively newer [52]. Accordingly, the factor “Food handlers who have no
COVID-19 symptoms could not transmit COVID-19 to customers” and “The availability of
the vaccine for the novel coronavirus will completely stop people from being infected” had
a factor loading of below 0.5 and thus were dropped. The factor analysis of the remaining
items returned a single component (i.e., theoretical construct “consumer knowledge”).
The measure of sampling adequacy, Kaiser-Meyer-Olkin, was 0.846, suggesting the ade-
quacy of the sample for factor analysis, with a high significance level of Bartlett’s test of

sphericity (<0.001).

Table 7. Component Matrix results.

Canadian Consumers COVID-19 Knowledge o =0.846
Wearing general medical masks can prevent one from acquiring infection by 0.799
the COVID-19 virus. )

A crowded restaurant with no social distancing measures increase risks of 0.789
transmission of COVID-19. ’

To prevent the infection by COVID-19, individuals should avoid going to 0.780
crowded places such as casual dining restaurants ’

The coronavirus pandemic is not a hoax; it is a serious disease. 0.758
The COVID-19 virus spreads via respiratory droplets of infected individuals 0.682
Handwashing with water and soap before meal preparation helps to reduce 0.567

risks of transmission of coronavirus.

Finally, the correlation between consumers’ general knowledge and off-premise dining
experience during the COVID-19 pandemic was carried out using Spearman’s rho. There
was a statistically significant correlation between consumer’s general knowledge of COVID-
19 and curbside pickup (positive, rs = 0.081, p = 0.01), drive-thru (negative, rs = —0.084,
p = 0.008) and on-premise dining (negative, rs = —0.124, p < 0.001). No significant
correlation was found between takeout/delivery and COVID-related knowledge of the

study participants.



Sustainability 2022, 14, 4893

12 of 21

4.4. Telecommuting and Dining Behavior during COVID-19

A significant impact of the COVID-19 pandemic was lockdown measures imposed by
national and provincial governments. Therefore, the study documented the participants’
professional profiles and telecommuting behavior (Table 8). Accordingly, around 43% of
the study participants were professional (jobs that required a college degree) and 24% had
no work, while 23% were non-professional (Table 3). Of those who did work, 81% were on
a full-time basis. The majority of participants (61%) stated that they never telecommuted;
about 39% mentioned they telecommuted once per week to every day. As shown in Table 7,
the main reason for telecommuting was the COVID-19 pandemic (68%).

Table 8. Telecommuting behavior of Canadian consumers.

Working Condition %
Type of work (n = 1050)
Professional (requires college degree) 42.7
Non-professional (without a college degree) 23.0
Self-employed 9.6
No work 24.7
Employment status (1 = 720)
Employed full-time 80.7
Employed part-time 19.3
How often do you telecommute? (1 = 1052)
Never 61.1
Once a week 9.2
Twice a week 5.2
Three or four times a week 6.8
Everyday 17.6
When did you start telecommuting? (n = 414)
Before the COVID-19 pandemic 304
After the COVID-19 pandemic 69.6
Reasons for telecommuting (n = 416) Y%
COVID-19 pandemic 68.3
Increased fuel taxes and congestion charges 4.1
Dependent children in the household 41
Environmental concerns 2.6
Lack of public transport infrastructure 1.4
Other 19.5

Table 9 displays the association between telecommuting and the dining behavior of
consumers during the COVID-19 pandemic. There was a statistically significant difference
between those who telecommuted at least once per week during the pandemic and those
who never telecommuted regarding takeout/delivery and curbside pickup.

Table 9. Telecommuting and dining behavior of consumers during the COVID-19 pandemic (ANOVA).

Takeout/Delivery Curbside Pickup Drive-thru On-Premise Dinning
Mean Mean Mean Mean
Flp)-Value Value (SD) F(p)-Value Value (SD) Flp)-Value Value (SD) Flp)-Value Value (SD)
Do you telecommute?
Yes, at least once per week 14.026 2.45(1.00) 14.75 1.72(0.90) 0.55 2.38(1.17) 3.246 1.70(0.75)
Never (<0.001) 2.69(1.03) (<0.001) 1.95(0.95) (0.459) 2.32(1.18) (0.072) 1.79(0.79)

4.5. Perceptions of Canadian Consumers about the Quality of Off-Premise Restaurant Services

The study participants were asked to compare restaurant services off- and on-premise
in terms of price, food quality, food safety, and convenience (Table 10). The mean scores for
price and food quality were below the median value (on a Likert scale of 1 to 5), while the
mean value for convenience was above it.



Sustainability 2022, 14, 4893 13 of 21

Table 10. Comparison of perceived off- and on-premise restaurant services.

Perceived Restaurant Services N Mean SD
How would you compare the price of a meal in a takeout, delivery, curbside pickup and/or 1031 265 1.020
drive-thru and that of a sit-down dining atmosphere? (1 = Expensive; 5 = Very cheap) ’ ’
How would you compare food quality in a takeout, delivery, curbside pickup and/or drive-thru 1031 235 0.803
and that of a sit-down dining atmosphere? (1 = Inferior; 5 = Very good) ' '
How would you compare food safety in a takeout, delivery, curbside pickup and/or drive-thru 1030 314 0.675
and that of a sit-down dining atmosphere? (1 = Unsafe; 5 = Very safe) ' '
How would you compare convenience in a takeout, delivery, curbside pickup and/or drive-thru 1031 350 0.962

and that of a sit-down dining atmosphere? (1 = Highly inconvenient 5 = Highly convenient)

Next, MANOVA was carried out on the four dependent variables measuring service
quality (price, food quality, food safety, and convenience) to examine how consumers per-
ceived differences in restaurant services during COVID-19 compared to the pre-COVID-19
level. MANOVA was preferred to simultaneously compare the four service quality levels
(price, food quality, food safety, and convenience).

There was a statistically significant difference between groups on combined dependent
variables (Pillai’s trace test). Household income and education were the main predictors of
differential perceptions in the price of a meal in takeout/delivery, curbside pickup and/or
drive-thru, and that of a sit-down dining atmosphere. Household income, age, and gender
were the main predictors of differential perceptions in food quality in takeout/delivery,
curbside pickup and/or drive-thru, and a sit-down dining atmosphere. Age and gender
were the main predictors for difference in perceptions regarding convenience in take-
out/delivery, curbside pickup and/or drive-thru, and a sit-down dining atmosphere. There
was no statistically significant difference among the various sociodemographic groups
regarding perceived food safety during the pandemic compared to the pre-pandemic
level (Table 11).

Table 11. Relationship between sociodemographic variables and perceived quality of restaurant
services during COVID-19.

Sociodefnographic Service Experience Type III Sum F-Statistics  p-Value Pillai’s Trace Test
Variables of Squares Value  F-Statistics p-Value
Price 4.332 4.189 0.041
Gender (DMG2) Fo%:ilaslai\?éty g:}é‘; g:igg g:g% 0.019 4846 <0.001
Convenience 6.050 6.566 0.011
Price 0.921 0.222 0.926
ooy Qb B @m0y
Convenience 34.227 9.564 <0.001
Price 19.061 3.724 0.002
Education (DMG6) Foggasl;tfzty st 2o D08 ooss 1254 <0.001
Convenience 19.655 4.306 0.001
Price 17.163 3.346 0.005
i Qa0 e am
Convenience 7.492 1.635 0.148
Price 2.201 1.061 0.346
Neighbourhood (DMGY) Fo%gilei\?;ty o - 0017 2149 0.029

Convenience 6.767 3.677 0.026
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MANOVA confirmed three of the indicators to be highly significant (price, quality, and
convenience), while food safety was not. We then carried out multiple ANOVA tests to test
whether there were differences in perception among the various sociodemographic groups.
Table 12 shows the one-way ANOVA with test statistics along with the corresponding F-
and p-values. If the assumption of equality of group variances was not violated, the Levene
statistic was applied to report the F- and p-values; otherwise, the results were reported
based on the Brown-Forsythe statistic.

Table 12. Mean perceived quality of restaurant services during COVID-19 (ANOVA).

Sociodemographic Variables

Price Food Quality Convenience

F (p)-Value Mean Value F (p)-Value Mean Value F (p)-Value Mean Value

Gender (DMG2)
Male 2.60 2.27 3.44
Female 4282 (0.042) 57 9.52 (0.002) Y 6.89 (0.009) 360
Age (DMG4)
After 1994 2.63 2.19 3.66
From 1980 to 1994 2.65 2.23 3.69
From 1965 to 1979 0.231 (0.921) 2.67 (364(?()71) 235 (364331) 3.56
From 1946 to 1964 2.70 ’ 2.46 ’ 3.36
Before 1946 2.57 2.70 2.95
Education (DMG 6)

Some High School 2.24 2.49 3.43
High School Diploma or Equivalent 2.52 2.45 3.39

Registered Apprenticeship or Other Trades 4.383
Certificate or Diploma 3.744 (0.002) 2.54 2.472 (0.031) 227 (<0.001) 3.23
College, CEG]TZI.’ or Other. Non-University 265 242 350

Certificate or Diploma
University Degree, Certificate or Diploma 2.77 2.28 3.68
Advanced University Degree (Graduate) 2.82 224 3.60
Household income (in CAD) (DMG 8)
Less than 35,000 2.45 247 3.40
Between 35,000 and 49,999 2.45 2.44 3.37
Between 50,000 and 74,999 2.63 6.411 242 3.51
Between 75,000 and 99,999 3.44 (0.005) 273 (<0.001) 2.46 1.685 (0.135) 3.60
Between 100,000 and 149,999 2.76 2.29 3.63
150,000+ 2.80 2.07 3.51
Neighborhood (DMG 9)

Urban Core 1.038 2.60 2.28 3.52
Suburban (0'354) 2.68 2.293 (0.101) 2.35 3.500 (0.031) 3.61
Small town or rural ’ 2.70 2.41 3.42

Men generally considered the price of off-premise meals reasonably expensive com-
pared to females (p = 0.042); however, perceived prices did not vary by age group. In terms
of income, those households with an income level of CAD 150,000 and more perceived
off-premise dining less expensive than the sit-down environment compared to those whose
income levels were less than CAD 35,000 (p = 0.047) and between CAD 35,000 and 49,999
(p = 0.039). Perceived prices under off-premise and sit-down environments differed among
education groups. Consumers with an education level of “Some High School” considered
off-premise meals more expensive compared to those with a “University Degree, Certificate
or Diploma” (p = 0.033) and an “Advanced University Degree (Graduate)” (p = 0.022).

Men respondents considered the quality of off-premise meals somewhat lower com-
pared to female participants (p = 0.002). However, within age groups, those born before
1946 perceived the food quality of off-premise dining more favorably than those born after
1994 (p = 0.005) and from 1980 to 1994 (p = 0.002). Also, those born from 1946 to 1964
had a positive perception about the quality of meals under the off-premise environment
compared to those born from 1980 to 1994 (p = 0.003). There was no significant difference
in the perceived quality of meals under the off-premise and sit-down environments along
with the education groups. In terms of income, those with a household income level
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of CAD 150,000 and more perceived the quality of meals off-premise dining favourably
compared to those with a household income of less than CAD 35,000 (p < 0.001), between
CAD 35,000 and 49,999 (p < 0.001), between CAD 50,000 and 74,999 (p < 0.001), between
CAD 75,000 and 99,999 (p < 0.001).

Female participants considered off-premise services to be more convenient compared
to male respondents. There was a statistically significant difference among sociodemo-
graphic groups concerning the convenience of the off-premise and sit-down dining ex-
perience. Those born before 1946 felt the off-premise dining experience less convenient
compared to those born after 1994 (p < 0.001), between 1980 to 1994 (p < 0.001) and 1965 to
1979 (p < 0.001). Also, those born from 1946 to 1964 perceived off-premise dining as less
convenient than those born from 1980 to 1994 (p < 0.001). In terms of education, those
with a “High School Diploma or Equivalent” perceived the off-premise dining experience
as less convenient compared to those with a “University Degree, Certificate or Diploma”
(p = 0.016). Likewise, those with “Registered Apprenticeship or Other Trades Certificate
or Diploma” perceived the off-premise experience as less convenient compared to those
with a “University Degree, Certificate or Diploma” (p < 0.001) and “Advanced University
Degree (Graduate)” (p = 0.036). Perceived off- and on-premise service quality did not differ
across the income groups. However, consumers who lived in small towns or rural areas
perceived the off-premise dining experience as less convenient than suburban consumers
(p =0.023).

5. Discussion

This empirical study sought to explore the dining behavior of Canadian consumers
concerning their experiences with three off-premise channels—takeout/delivery, curbside
pickup, and drive-thru—and in-dining during the COVID-19 pandemic, and how they
perceived the price, quality, safety, and convenience of service offerings during COVID-19
compared to the pre-COVID-19 level, and how such changes varied across various socioe-
conomic groups. The following sub-sections discuss the main findings.

5.1. Patterns in the Dining Behavior of Canadian Consumers across Sociodemographic Groups

The study involved a diverse group of participants (in terms of age, income, education,
gender, etc.) across Canada. The participants exhibited good knowledge of COVID-19.
Most of the study participants understood that the availability of the vaccine would not
completely stop the COVID-19 virus from spreading. A potential implication for restaurant
operators is that COVID-19 will likely have a lasting impact on dining behavior.

Our findings confirm significant changes in dining behavior during the COVID-19
pandemic compared to the pre-COVID-19 level. Overall, Canadian consumers had in-
creased perception of the level of off-premise dining experiences (i.e., “takeout”, “curbside
pickup”, and “drive-thru”) and decreased perception of the “on-premise” dining during
the pandemic. These findings are in keeping with [17]. The results revealed that Canadian
consumers used takeout/delivery more often, followed by drive-thru and curbside pickup.
Curbside pickup showed the highest increase following COVID-19.

Takeout/delivery and curbside pickup varied across various sociodemographic groups
while dining behavior during and before COVID-19 did not vary by gender; both male
and female consumers exhibited a similar dining behavior during COVID-19 compared
to the pre-COVID-19 level. Also, takeout/delivery and curbside pickup tended to vary
across age groups, with older people having a lower takeout/delivery service experience
than their younger counterparts. This finding also mirrors that of the curbside pickup,
with the youngest participants having more curbside experiences than the oldest ones.
Takeout/delivery services and curbside pickup vary significantly across education groups.
We found increased use of takeout/delivery service and curbside pickup with the par-
ticipants” level of education. Also, curbside pickup varies by income group; households
in the upper income category had more curbside pickup experiences than those in the
lower-income category. However, takeout/delivery during COVID-19 did not vary based
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on the level of household income. Takeout/delivery and curbside pickup also differed
by neighborhood. As expected, study participants living in small towns or rural areas
had lower mean changes in takeout/delivery during COVID-19 than those residing in
the suburban and urban core. On the other hand, consumers from suburban areas had
more curbside pickup experiences than those from the urban core. Marital status tended to
associate with changes in curbside pickup during COVID-19, with married or common-law
partners opting for more curbside pickup than singles. Finally, the number of children
living in the house was associated with curbside pickup during COVID-19; however, the
relationship was not linear. We found that participants with two children had increased
curbside pickup during COVID-19 compared to those with no or three or more children in
the house.

5.2. Dining Behavior during the COVID-19 Pandemic and Telecommuting

Addressing how the COVID-19 pandemic and subsequent lockdown measures would lead
to telecommuting as a sustainable and flexible work pattern is crucial for businesses [49,53,54].
Our study documented telecommuting patterns during and before COVID-19 and explored
the reasons for such a pattern. A significant number of the study participants (39%) who
had jobs did telecommute at least once per week, the majority being every day; about 68%
of them started telecommuting following the COVID-19 pandemic. Although how many
of those who telecommuted during COVID-19 would continue to do so post-COVID-19
is yet to be seen, the trend was already picking up in Canada even before the pandemic.
Additionally, a recent study indicated an interest among Canadians in working remotely
post-COVID-19 [49]. The findings, however, showed that telecommuting behavior during
the COVID-19 pandemic was associated with a decrease in takeout/delivery and curbside
pickup compared to those who never telecommuted.

Apart from the lockdown measures, several factors contribute to the recent telecom-
muting behavior, including increased fuel taxes and congestion charges and dependent
children in the household. Based on the responses from the open-ended question, we
found patterns along four lines—workspace/location management, job characteristics,
convenience, time management, and health issues—as the reasons for remote working. The
majority of the responses relate to workspace/location management and job characteristics.
The main qualitative responses from the study participants are summarized in Table 13.

Table 13. Other reasons for telecommuting—summary of qualitative information.

Factor/Pattern Reason for Telecommuting
“Due to lack of office space”; “office was only built for a certain number of people so we had a hybrid
workforce”; “workplace pivoted to telecommuting primary”; “no office to go to”; “team dispersed across
Workspace/ the country making office attendance unnecessary”; “outsourced offices”; “out of town business”;

location management

“company based in Palo Alto California”; “live in Canada, company is based in Geneva”; “live remote part

7,4 .o

of Alberta”; “location of head office”; “long distance”; “long distance between work places”; and
“long-distance family”.

Job characteristics

v, ”, o

“My job involved interacting with students overseas”; “talking to people in other countries”; “my job

",

requires remote work”; “work does not require going to the office”; “requirements of job”; “no office

1, ", .,

needed”; “no need to go to office”; “job requirements”; “part-time job”; “job doable at home”; “job does not

., .,

require central office attendance”; “my business is sales management which I managed from home”; “job is

", A

from home”; “very little colleagues went into office”; “self-employed”; and “part time remote work”,

Convenience

v, u ", v,

“Flexible work hours”; “better in every way”; “gives flexibility”; “work-life balance”; “prefer work

v, ",

environment at home”; “prefer telecommuting (travel time, etc.)”; “to make extra income at home”.

Time management

v,

“Avoid commuting time”; “commuting is a waste of time”; and “commuting save time both ways”

Health issues

“Employer mandate”; “flexibility to work from home for health reasons”; and “long term disability”.
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5.3. Patterns Regarding the Perceived Quality of Off-Premise Dining Services

Our study also examined the quality of services during the pandemic relative to pre-
COVID-19 levels. The analysis focused on four indicators: price, food quality, food safety,
and convenience. Generally, Canadian consumers perceived the price of meals as fairly
expensive and of lesser quality and improvement regarding the convenience of off-premise
dining services during COVID-19. In addition, consumers perceived no significant change
in terms of food safety during COVID-19 compared to the pre-pandemic level. This is
perhaps counter to several studies that reported otherwise, but in line with available public
health guidelines and recent studies that provided no evidence supporting COVID-19 being
transmitted by food or water [55,56]. However, concern about contracting COVID-19 from
restaurant food was reported in several perception studies [23,57]. Canadian consumers
seem to understand that COVID-19 did not directly impact food; this finding is consistent
with a study among consumers in the United States [58].

In addition, perceived changes in meal prices, quality, and convenience during the
COVID-19 pandemic varied across sociodemographic groups. Male participants considered
off-premise meals as reasonably expensive, low quality, and less convenient compared to
female respondents. There was a significant variation in perceived quality and convenience
across age groups but not in the price of meals. We found that older people perceived the
quality of off-premise meals favorably but of less convenience than younger ones. Perceived
off-premise meal prices differed along with education levels; those participants with a lower
level of education considered off-premise meals more expensive than participants with a
higher level of education; however, no difference was observed in perceived quality by
education groups. On the other hand, those with a lower level of education considered off-
premise meals as less convenient than those with a higher level of education. Participants
with a high level of household income considered off-premise meals less expensive and
of good quality, while those with lower income levels perceived otherwise (i.e., more
expensive and of low quality). No significant difference was observed among neighborhood
groups regarding perceived quality and price of off-premise meals. As expected, those
consumers living in small towns or rural areas considered off-premise meals less convenient
than those in suburban areas.

5.4. Associations between Perceived Off-Premise Service Offerings and Dining Experiences

The previous sections have analyzed the changes in dining behavior before and dur-
ing COVID-19 from two perspectives (off- and on-premise dining experience and the
performance of foodservice operators in terms of price, quality, safety, and convenience)
independently. This section brings the two perspectives together and explores the associ-
ations (if any) between dining experiences and the perceived performance of restaurant
services during the COVID-19 pandemic.

As shown in Table 14, consumers’ perceptions about the price and convenience of
off-premise service offerings were significantly correlated with frequency of takeout and
curbside pickup during COVID-19. On the other hand, there was a significant association
between the quality of off-premise service offerings and the frequency of takeout, and
between food safety and the frequency of curbside pickup during the pandemic. These
findings are consistent with the empirical literature that associates price, food quality, and
quality of services with behavioral intentions and customer satisfaction in the foodservice
industry [59].
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Table 14. Correlation between perceived off-premise service offerings and dining experiences of
Canadian consumers during COVID-19.

Spearman-Rho SE p-Value
Perceived price of off-premise offerings
Frequency of takeout and/or delivery 0.090 0.031 0.004
Frequency of curbside pickup 0.107 0.031 0.001
Frequency of drive-thru 0.050 0.031 0.11
Perceived quality off-premise offerings
Frequency of takeout and/or delivery -0.077 0.030 0.013
Frequency of curbside pickup 0.020 0.031 0.523
Frequency of drive-thru -0.039 0.031 0.209
Perceived safety off-premise offerings
Frequency of takeout and/or delivery 0.035 0.032 0.266
Frequency of curbside pickup 0.097 0.031 0.002
Frequency of drive-thru 0.011 0.032 0.729
Perceived convenience of off-premise offerings
Frequency of takeout and/or delivery 0.128 0.032 <0.001
Frequency of curbside pickup 0.100 0.032 0.001
Frequency of drive-thru 0.055 0.031 0.075

6. Conclusions

The past two years have been challenging for the restaurant industry in Canada and
many countries worldwide. This has led many casual and fine dining restaurants to adapt
their business models to overcome the immediate and long-term impact of the pandemic.
Indeed, the foodservice industry may have already established the necessary infrastructure
and capability to offer off-premise services during the pandemic and, potentially, beyond [9].
This empirical study was carried out to explore the dining behavior of Canadian consumers
during the COVID-19 pandemic and perceptions about the quality of off-premise services
(i.e., price, quality, food safety, and convenience), and how such behavior varied across
sociodemographic factors, general knowledge of COVID-19, and telecommuting trends.

Our study has confirmed the increased use of off-premise dining services (take-
out/delivery, curbside pickup, and drive-thru) during the COVID-19 pandemic while
consumers had significantly reduced their dining-in experience. Furthermore off-premise
dining services tended to vary across sociodemographic groups such as age, education,
household income, neighborhood, the number of children in the house, and marital status.
Telecommuting is also an important trend in Canada; about 70% of the study participants
did so following the COVID-19 pandemic. Apparently, the pandemic and the subsequent
lockdown measures played a major role in the recent surge in telecommuting among Cana-
dian consumers. Nevertheless, other interesting trends contribute to remote working, such
as optimizing working space, travel time, and job characteristics. However, the findings
confirm that telecommuting may reduce off-premise dining behaviors. Likewise, house-
hold income, age, and gender were the main sociodemographic variables that affected
consumers’ perceptions about the quality of off-premise dining services during COVID-19.
Studies elsewhere also indicated sociodemographic factors having a significant influence
on consumer shopping behavior [20,44,60]; however, most of the studies are either not
specific to off- and in-dining experiences or were carried out at the early stages of the
COVID-19 pandemic.

This study contributes to the handful of studies in the literature that look at the impacts
of the COVID-19 pandemic on the dining behavior of consumers in Canada [24-28]. The
study has provided empirical evidence about the value of off-premise channels from the
perspective of Canadian consumers. The findings may be particularly relevant for casual
and fine dining restaurants to improve and optimize their infrastructure and capability
and enhance customers’ on- and off-premise dining experiences. The findings may also
have important implications for the sustainability of casual and dining restaurants. For
example, Canadian consumers believe that the vaccine would not completely stop the
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COVID-19 virus from spreading, implying that fear and anxiety related to COVID-19 will
likely continue to influence dining behavior even after federal and provincial government
restrictions are lifted. Indeed, expanding our understanding of dining patterns during
the COVID-19 pandemic would be highly relevant because fear and anxiety related to
infectious diseases could arise any time in the future [17]. Furthermore, knowledge of
the relationship between sociodemographic variables and off-premise dining behavior
could improve channel decisions and messaging as operators prepare for a full-service
post-pandemic. In times when consumer misconceptions about COVID-19 persist [23],
off-premise channels, such as takeout/delivery, drive-thru, and curbside pickup, could
remain valuable alternatives for the survival of the foodservice industry.
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