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Section 2

Industry Trends: Key Drivers

Ageing of the Population

Statistics Canada predicts that by 2031, the 
number of Canadians over the age of 65 could 
represent approximately 23% of the country’s 
population. Compared to 2010 estimates of 
14%, the shift in age distribution will have 
a significant impact on the service industry, 
specifically with regards to available labour 
force.

Currently, 69% of Canada’s population is 
believed to be of working age (15 to 64). In 
2031, that number will fall to only 62%; so 
while the number of total consumers increases, 
the number of people available to serve these 
consumers will decrease.
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A labour shortage as described can only 
increase labour cost as employers battle to 
attract the workforce they need. Recognition 
of the looming labour shortage is important to 
the manufacturers of tomorrow as they must 
realize the importance of time saving value-add 
products to foodservice operators. 

In addition to the labour issue, an ageing 
population means a changing consumer. As we 
age, our income 
becomes higher. 
Higher income 
means more 
travel, better 
education and a 
more discerning 
consumer. 
These factors 
lead to higher 
expectations from 
foodservice operators – better quality 
food and service, more authentic food 
and interest in a broadening range 
of taste profiles. Food growers and 
processors need to be aware of how 
their products can assist operators in 
responding to this more sophisticated consumer.

Time Famine

In the 1960s and 1970s, families generally 
relied upon one income, with the other marriage 
partner staying at home, acting as nurturer of 
the family. Since that time, many families have 
moved to a two-income earner situation. Rising 
costs and higher lifestyle expectations have 

increased the cost of living, necessitating more 
than one income. With two income earners 
in the house, families have found themselves 
in a “time famine”. They have less time to 
shop, prepare meals and sit down as a family 
for those meals. As a result, dining out has 
increased so that families can meet around the 
table while saving time in terms of shopping 
and meal preparation.

A further implication of the “time famine” 
has been an increase in 
“dashboard” dining – eating 
meals on the run. For the 
foodservice industry, breakfast 
and snack time are the fastest 
growing day parts. With less 
time available to consumers, 
eating breakfast or snacks in 
the car on the way to work or 
between appointments has 
become a practical solution.

These trends have helped 
grow foodservice sales over 
the past thirty years. In fact, the 
trend has sparked innovation in 

restaurant meal replacement offerings (“RMR”) 
- ready to eat takeout meals that compete with 
restaurants - at many retail grocery stores.  

As a result of the above trends, consumers 
have so much to do and so little time to do it. 
This bodes well for the foodservice industry 
as consumers will continue to use dining out 
as a solution, subject to economic and other 
conditions. 

For food growers and processors, this means 
an opportunity to assist operators with 
differentiated products that will assist them with 
meeting foodservice demand and compete with 
RMR with an ever-declining supply of skilled 
labour. 

Section 2
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Our more sedentary work and life style is the 
primary driver of this. Obesity is particularly 
alarming in children, driven by a historically 
reduced emphasis on physical fitness in 
schools, less outdoor activity as a result of 
concerns over children’s security and the 
growth in popularity of television, video games 
and similar media types.

Nevertheless, a transformation is beginning. 
Government is espousing healthy eating habits 
through revisions to Canada’s Food Guide and 
imposition on restrictions of less healthy foods 
in school foodservice operations. Schools are 
teaching students better eating habits and 
emphasizing physical activity. The percentage 
of Canada’s population that is considered 
obese or overweight remained relatively flat 
at 51% in 2010 from 2005 when Canada had 
the third highest obesity rate of the seven 

comparative nations.  Canada now has the 
fourth highest obesity rate of these nations as 
Germany increased to an obesity rate of 52%.

As adults, we are becoming increasingly aware 
of what we eat – authenticity, source of origin, 
nutritional composition and quality. We have 
transitioned from a period of fad diets such as 
the South Beach diet to a period of the “no diet” 
diet – just eat healthily and in moderation.

Section 2

Health and Obesity

Canadian society is facing a rising challenge with obesity. The following chart demonstrates that 
Canada can count itself among the nations with high levels of overweight or obese people. 
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These changes are having a profound effect on the foodservice industry. The foodservice industry is:

• developing healthy alternatives as part of their core menu offering;
• offering menu items with smaller portions or as share plates;
• responding to requests for information on menu item ingredients and nutritional facts; and
• sourcing higher quality ingredients (where average diner check permits).

This trend has connected with the drive to use more local ingredients and understand the story 
behind the menu. 

For food growers and processors, this trend offers niche opportunities in healthy foods and health 
ingredients but demands that food growers and processors offer product solutions that include recipe 
ideas and nutritional information.

Section 2

The Economy

The following chart tracks real 
foodservice sales (inflation 
adjusted) against gross domestic 
product and real disposable 
income (also inflation adjusted).
  
Foodservice industry sales are 
closely linked to the health of the 
economy - particularly changes in 
real disposable income. Changes 
in the economy affect not only 
how much people buy (as 
illustrated here) but what they buy 
and how they buy it as well.
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Seventy-seven percent of consumers asked in 
a Nation’s Restaurant News survey to indicate 
how their restaurant purchases would change 
in the 2009 economic downturn indicated that 
they would eat out less often. The table here 
lists additional changes to buying patterns 
and illustrates how price sensitive the market 
becomes in an economic downturn.
   

Changes in the economy affect what is ordered 
too. When consumers are stressed due to the 
economy, terrorist attacks or other calamities, 
it is common to see increased consumption 
of comfort foods. Spins on familiar dishes like 
gourmet hamburgers, macaroni and cheese and 
other “old favourites” appear even on fine dining 
menus. In 2009, A&P released its “Bologna 
Meter” which illustrated the preponderance 
for comfort foods in hard economic times by 
analyzing bologna sales in its supermarkets. 
The analysis saw a 124% increase in sales 
within a 24-month period entering into the 
2009 economic downturn. “It’s nostalgic, it’s 
comforting, cheap and the kids like it”.

Food growers and processors need to 
anticipate and be aware of economic changes 
and the impact that such events have on 
restaurant menus and pricing. Adjusting 
product lines and positioning to respond to 
economic conditions is a must to sustain 
market share.

Sustainability

Environmental stewardship and sustainability 
have become differentiating factors in the 
foodservice industry. Recycling programs, 
biodegradable packaging and energy efficiency 
are but a few are topics that are relevant in 
today’s foodservice industry.  This is especially 
true for larger restaurant chains where 
environmental stewardship is becoming the 
expected norm by consumers.  Institutional 
settings such as universities, driven by student 
demand, are also evolving their foodservice 
operating practices to reduce their impacts on 
the environment.

Food growers and processors need to 
be aware of the growing demands for 
environmental responsibility from foodservice 
operators and their customers. 
 

Section 2

Consumer Changes to Restaurant Purchases
Reported Action % Agreement
Eat out less often 77%
Use coupons 56%
Skip extras (appetizers, etc.) 52%
Less expensive restaurants 52%
Less expensive items 48%
Seek out deals 47%
More use of doggie bags 21%
Share  meals 19%
Source: Nation's Restaurant News, 2009 R&D Conference

A&P Bologna Meter Sales Increase
December 2007 (base) 0%
June 2008 65%
February 2009 61%
July 2009 124%
Source: The Great Atlantic and Pacific Tea Company
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Industry Trends
The key trend drivers – ageing of the population, time famine, health and obesity, the economy and 
sustainability – are having a profound effect on the foodservice industry. In this section, we explore 
how these drivers are changing the foodservice industry and what that means to food growers and 
processors.

Concept Trends
The foodservice industry continues to redefine 
its segments as consumers evolve and 
change. This table takes an interesting look 
at the industry segments of yesterday, today 
and tomorrow. As the population becomes 
more food savvy, consumers begin looking 
for “higher end fare” but with increasingly less 
time to enjoy the finer levels of dining, new 
market segments have evolved, such as casual 
elegance and fast fine.  
 
The increased segmentation provides additional options in markets where consumers are “trading 
down” In response to poor economic conditions.  Newly defined segments narrow the gap between 
the level of dining the consumer Is used to and the next tier down.

Restaurant concepts are also becoming increasingly better defined according to the type of customer 
experience they offer. The traditional coffee shop has evolved into a wide variety of concepts such as 
cafes, interactive cooking, nostalgia concepts and so on. Dining out is no longer just a means to fill 
and empty stomach - it is an experience.

Food growers and processors need to understand the nature of the concept of the operator they are 
serving and what that means to the type and positioning of products those operators need.

Food and Beverage Product 
Trends

Menu Category Trends

This chart illustrates changes in the 
average number of menu items offered 
by section from 2006 to 2011 in the major 
Canadian full-service chain restaurants.   

Section 2

Yesterday Today Tomorrow
QSR QSR QSR

Fast Casual Fast Casual
Family Dining Family Dining Family Dining

Fast Fine
Family Casual Family Casual

Casual Dining Casual Dining Casual Dining
Casual Elegance Casual Elegance

Fine Dining Fine Dining Fine Dining
Source: Nation's Restaurant News, 2009 R&D Conference

Restaurant Segments
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 As shown, operators have reduced the number of 
items offered in most menu sections in an attempt 
to consolidate production and reduce inventory. 
The reduced menu sizes present a challenge to 
suppliers as it increases the competition for menu 
space.

The burgers and sandwiches category increased in 
2009 as consumers moved to less expensive meal 
formats and comfort foods such as hamburgers 
during the economic downturn.  Burgers have 
maintained their popularity and have become 
premium, gourmet menu offerings.

As offerings for starters and desserts are reduced 
and consumers are limiting purchase of these 
to save money due to the economic downturn, 
operators appear to have turned their attention to 
side dishes as a mechanism to increase average 
checks. For food growers and processors to be 
successful when menus are shrinking, they need 
to provide operators with products that allow the 
restaurants to differentiate themselves through 
product innovation.  

Food and Politics

Political pressures will continue to grow as well. 
Legislation on trans-fats, sodium levels, high 
fructose corn syrup and other health issues 
will continue to be the topic of political debate. 
Addressing these concerns proactively in the 
design of new products can help position the 
supplier for successful market penetration.

Section 2

Protein Trends

The following chart demonstrates the 
historical popularity of various types of centre 
of the plate proteins in the top full-service 
chain restaurants in Canada.

Chicken continues to be the most mentioned 
protein on Canadian full-service chain menus. 
In 2011, occurrences for each of the top five 
centre of plate proteins appeared to fall as 
operators reduced the total number of items 
on their menus, consolidating pantries and 
purchasing. Food growers and processors 
are faced with growing competition to get on 
the menu as menu item counts are reduced.
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Cooking Method Trends

This chart demonstrates the historical 
popularity of various types of cooking 
methods in the top 50 full-service chain 
restaurants in Canada.

Grilling continues to be the most 
mentioned cooking method in the top 
chains in Canada. It’s perceived health 
benefits and freshness over some other 
cooking methods set it apart. Perhaps 
even more interesting is the growth of 
deep frying. Despite growing interest in 
healthy eating, consumers still want the 
option to purchase comfort foods.

Conclusion 

The primary food service drivers will not change - 
flavour, freshness, technique and premium will remain 
important features in a restaurant’s offering. 

Day Part Trends 

Breakfast and evening snack are the 
fastest growing day parts in the foodservice 
industry. 

As shown in this table, average checks for 
morning meals experienced the greatest 
increase (2.3%) between 2011 and 2012 
while supper experienced very minimal 
growth (0.5%). 

Section 2

Daypart Average Check 1 % Change Year Ago
Total Dayparts 7.14$                           1.13%
Morning Meal 4.44$                           2.30%
Lunch 8.12$                           1.37%
Supper 12.15$                         0.50%
PM Snack 3.74$                           1.08%
1. Year Ending August 2012
Source: The NPD Group/CREST
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The following table summarizes the number 
of annual restaurant purchases per capita in 
Canada from 2010 to 2012.  The total number 
of meal purchases per capita (all dayparts) 
increased slightly (1.6%) in 2012 due to 
increased interest in supper, morning meal, and 
PM snack.  Lunch purchases have declined, 
and supper purchases, despite growth in 2012, 
are still well below pre-2009 figures (down 22% 
since 2007).

Food growers and processors need to heed 
these day part trends when planning their 
approach to the foodservice industry.

Social Responsibility Trends

Social responsibility and sustainability 
hold increasing importance for foodservice 
operators.  Some operators now examine 
business impact using a triple bottom line 
approach also referred to as the three P’s: 
People, Planet and Profit.  This approach is 
in response to a growing consumer demand 
for environmentally and socially responsible 
products, as well as the knowledge that in order 
to truly “sustain”, an operation must also be 
profitable.   

The balance of sometimes conflicting objectives 
between the three P’s can be challenging for 
players at any level of the supply chain.  For 

example, limiting purchases to products that 
are organic, fair-trade, locally sourced, or 
those that use bio-degradable packaging 
may or may not impact the cost of those 
products.  In many cases there is a 
disconnect between what consumers say 
they want and for what they are actually 
willing to pay a premium.  Depending on 
the value placed on these attributes by the 
consumer, such products could impact the 
profitability of the foodservice operator. The 
need for balance places further emphasis 
on the importance of understanding current 
trends and understanding consumer 
perceived value of such topics.  As a grower 
or processor, your innovative attention 
to sustainability issues can evolve into a 
significant point of differentiation provided 
your values and price align with the needs of 
your clients.

Competition Trends

Competition in the foodservice industry has 
polarized into two distinct sources – intra-
industry competition and inter-industry 
competition.

Intra-Industry Competition

As we saw in commercial foodservice: 
the top 50 operators’ share of units and 

Section 2

Average Eatings per Capita1

Daypart 2010 2011 2012
Total Dayparts 195.1      194.9      198.1      
Morning Meal 49.3         49.9         50.8         
Lunch 50.8         51.2         50.8         
Supper 48.3         48.0         49.4         
PM Snack 46.7         45.9         47.0         
1. Refers to number of annual restaurant purchases 
Source: The NPD Group/CREST
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revenue, the top 50 foodservice chains in 
Canada account for over 50% of commercial 
foodservice sales. As a result, competition 
is becoming increasingly intense and 
sophisticated. Although the independent 
restaurant will always have its place, the focus 
of competition is moving away from local 
restaurants challenging each other for local 
market share to brands challenging each other 
for consumer top of mind awareness.

For food growers and processors, the sale of 
products to chains has become much more 
complex, yet the windfall from sales can be 
considerably larger than in the past due to the 
size of these operators. 
 

Inter-Industry Competition

As we saw in the commercial 
foodservice: share of food 
dollar - USA vs. Canada, % 
of meals away from home, 
the foodservice industry 
competes for the consumer’s food dollar. In 
fact, in Canada, it is estimated that only 37% of 
the consumer’s food dollar goes to purchasing 
“food away from home” (in commercial 
foodservice venues). The balance goes to retail 
food from grocery stores. 

Grocery retail stores are taking advantage of 
a price sensitive economy by developing RMR 

products, offering the convenience and quality 
of a restaurant meal at grocery store prices. 
Rotisserie chicken, gourmet pizza, casseroles, 
soup, steamed vegetables, and salad and 
entrée bars are but a few of the improved 
products being offered by the average grocery 
store.

Additional competition is emerging from 
entrepreneurial chefs starting up retail outlets 
and/or home meal delivery programs wherein 
customers purchase a number of chef 
prepared meals which are ready to take home 
or delivered frozen or chilled and only require 
reheating.

To be relevant to foodservice operators, 
food growers and processors need to assist 
operators in maintaining competitive cost 
structures and convenience for consumers.

Food Safety Trends

Food safety is a growing 
concern in restaurants especially 
in the wake of significant 
outbreaks in recent years. 
Municipalities are implementing 
mandatory food safety training in 
some areas, and HACCP plans 
are becoming a standard in well 
organized operations. 

A key control point in any HACCP plan is 
purchasing products from reputable suppliers. 
Implementing an effective plan can only 
improve your compatibility with potential 
buyers.

Section 2
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Key Industry Players
In this section, we highlight the key players in the foodservice industry – nationally and in 
Saskatchewan.

Section 2

Key Industry Players 
 
In this section, we highlight the key players in the foodservice industry – nationally and in 
Saskatchewan. 
 
Top Quick Service Chain Profiles (Canada / Saskatchewan) 

NATIONAL	  QSR	  

Brand	   Core	  Product	   Units	  
Units	  
(SK)	  

Sales	  
($MM)	  

Ownership	  
(Headquarters)	  

The	  TDL	  Group	  Corp.	  	  
(Tim	  Horton’s)	  

Coffee,	  Baked	  
Goods	  

4,014*	   54	   6,058*	   Public	  
(Oakville,	  ON)	  

McDonald’s	  
Restaurants	  of	  Canada	  
Ltd.	  

Hamburger	  	   1,408	   39	   3,550.0	   Wholly	  owned	  subsidiary	  
of	  McDonalds	  
Corporation	  

(Toronto,	  ON)	  
Franchise	  World	  
Headquarters	  LLC	  
(Subway)	  

Submarine	  
Sandwiches	  

2,717	   63	   1,500	   Private	  
(Milford,	  Connecticut)	  

Yum	  Restaurants	  
International:	  
KFC	  (KFC)	  
Pizza	  Hut	  (PH)	  
Taco	  Bell	  (TB)	  

KFC:	  Chicken	  
PH:	  Pizza	  
TB:	  Mexican	  

1,028	   KFC:	  31	  
PH:	  18	  
TB:	  0	  

1,100.0	   Public	  
(Vaughan,	  ON)	  

A&W	  Foodservices	  of	  
Canada	  Inc.	  

Hamburgers	   749	   46	   824.6	   Private	  
(North	  Vancouver,	  BC)	  

Source:	  Foodservice	  and	  Hospitality	  Magazine.	  The	  Top100	  –	  2012;	  and	  Rogers	  Media	  Inc.	  2011	  Directory	  of	  Restaurant	  
&	  Fast	  Food	  Chains	  in	  Canada	  
*	  Includes	  holdings	  outside	  of	  Canada	  

REGIONAL	  QSR	  

Brand	   Core	  Product	   Units	  
Units	  
(SK)	  

Sales	  
($MM)	  

Ownership	  
(Headquarters)	  

Family	  Pizza	  Inc.	   Pizza	   23	   12	   10	  -‐	  50	   Private	  
(Saskatoon,	  SK)	  

Source:	  Rogers	  Media	  Inc.	  2011	  Directory	  of	  Restaurant	  &	  Fast	  Food	  Chains	  in	  Canada	  
 
 
Top Full Service Restaurant Chain Profiles (Canada / Saskatchewan) 

NATIONAL	  FSR	  

Brand	   Core	  Product	  
Units	  
Total	  

Units	  
SK	  

Sales	  
($MM)	  

Ownership	  
(Headquarters)	  

Cara	  Operations	  
Limited:	  
Swiss	  Chalet	  (SC)	  
Harvey’s	  (H)	  
Kelsey’s	  (K)	  
Montana’s	  Cookhouse	  
(MC)	  
Milestones	  (M)	  
	  

SC:	  Chicken	  
H:	  Hamburgers	  
K:	  N.	  American	  
MC:	  N.	  American	  
M:	  N.	  American	  

SC:	  194	  
H:	  218	  
K:	  103	  
MC:	  88	  
M:	  42	  

	  	  

SC:	  0	  
H:	  0	  
K:	  1	  

MC:	  2	  
M:	  0	  

1,311.8	  
	  

Private	  
(Vaughan,	  ON)	  



13

Section 2

Key Industry Players 
 
In this section, we highlight the key players in the foodservice industry – nationally and in 
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Top Quick Service Chain Profiles (Canada / Saskatchewan) 
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(Tim	  Horton’s)	  
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(Oakville,	  ON)	  

McDonald’s	  
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Hamburger	  	   1,408	   39	   3,550.0	   Wholly	  owned	  subsidiary	  
of	  McDonalds	  
Corporation	  

(Toronto,	  ON)	  
Franchise	  World	  
Headquarters	  LLC	  
(Subway)	  

Submarine	  
Sandwiches	  

2,717	   63	   1,500	   Private	  
(Milford,	  Connecticut)	  

Yum	  Restaurants	  
International:	  
KFC	  (KFC)	  
Pizza	  Hut	  (PH)	  
Taco	  Bell	  (TB)	  

KFC:	  Chicken	  
PH:	  Pizza	  
TB:	  Mexican	  

1,028	   KFC:	  31	  
PH:	  18	  
TB:	  0	  

1,100.0	   Public	  
(Vaughan,	  ON)	  

A&W	  Foodservices	  of	  
Canada	  Inc.	  

Hamburgers	   749	   46	   824.6	   Private	  
(North	  Vancouver,	  BC)	  

Source:	  Foodservice	  and	  Hospitality	  Magazine.	  The	  Top100	  –	  2012;	  and	  Rogers	  Media	  Inc.	  2011	  Directory	  of	  Restaurant	  
&	  Fast	  Food	  Chains	  in	  Canada	  
*	  Includes	  holdings	  outside	  of	  Canada	  
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Brand	   Core	  Product	   Units	  
Units	  
(SK)	  

Sales	  
($MM)	  

Ownership	  
(Headquarters)	  

Family	  Pizza	  Inc.	   Pizza	   23	   12	   10	  -‐	  50	   Private	  
(Saskatoon,	  SK)	  

Source:	  Rogers	  Media	  Inc.	  2011	  Directory	  of	  Restaurant	  &	  Fast	  Food	  Chains	  in	  Canada	  
 
 
Top Full Service Restaurant Chain Profiles (Canada / Saskatchewan) 

NATIONAL	  FSR	  

Brand	   Core	  Product	  
Units	  
Total	  

Units	  
SK	  

Sales	  
($MM)	  

Ownership	  
(Headquarters)	  

Cara	  Operations	  
Limited:	  
Swiss	  Chalet	  (SC)	  
Harvey’s	  (H)	  
Kelsey’s	  (K)	  
Montana’s	  Cookhouse	  
(MC)	  
Milestones	  (M)	  
	  

SC:	  Chicken	  
H:	  Hamburgers	  
K:	  N.	  American	  
MC:	  N.	  American	  
M:	  N.	  American	  

SC:	  194	  
H:	  218	  
K:	  103	  
MC:	  88	  
M:	  42	  

	  	  

SC:	  0	  
H:	  0	  
K:	  1	  

MC:	  2	  
M:	  0	  

1,311.8	  
	  

Private	  
(Vaughan,	  ON)	  

Boston	  Pizza	  
International	  Inc.	  

Pizza,	  Italian	   392*	  
	  

14	   905*	  
[e]	  

Private	  
(Richmond,	  BC)	  

The	  Keg	  Restaurants	  
Ltd.	  

Steak	   102	   2	   480.6*	   Private	  
(Toronto,	  ON)	  

Imvescor:	  
Mikes	  (M)	  
Scores	  (S)	  
Baton	  Rouge	  (BR)	  
Pizza	  Delight	  (PD)	  

M:	  Italian	  
S:	  Chicken	  
BR:	  Steak,	  Ribs	  
PD:	  Pizza	  

252	   M:	  0	  	  
S:	  0	  

BR:	  0	  
PD:	  0	  

402.6	   Private	  
(Moncton,	  NB)	  

Prime	  Restaurants	  of	  
Canada	  Inc.:	  
East	  Side	  Mario’s(ESM)	  
Casey’s	  Grill	  (CG)	  
Pat	  &	  Mario’s	  (PM)	  
Bier	  Market	  (BM)	  
Prime	  Pubs(PP)	  
	  

ESM:	  Italian	  
CG:	  N.	  American	  
PM:	  Italian	  
BM:	  Belgian	  
PP:	  Irish	  

156*	   ESM:	  2	  
CG:	  0	  
PM:	  0	  	  
BM:	  0	  
PP:	  0	  

342.5*	   Private	  
(Mississauga,	  ON)	  

Source:	  Foodservice	  and	  Hospitality	  Magazine.	  The	  Top100	  –	  2012;	  and	  Rogers	  Media	  Inc.	  2011	  Directory	  of	  Restaurant	  
&	  Fast	  Food	  Chains	  in	  Canada	  
[e]Source	  estimate	  
*	  Includes	  holdings	  outside	  of	  Canada	  

REGIONAL	  FSR	  

Brand	   Core	  Product	   Units	  
Units	  
(SK)	  

Sales	  
($MM)	  

Ownership	  
(Headquarters)	  

The	  Vern’s	  Pizza	  
Company	  

Pizza,	  ribs,	  
Hamburgers	  

17	   8	   5-‐10	   Private	  
(Saskatoon,	  SK)	  

Western	  Pizza	  and	  
BBQ	  Chicken	  

Pizza,	  Chicken	   19	   12	   10-‐50	   Private	  
(Regina,	  SK)	  

Thomas	  Cook	  Family	  
Restaurant	  

Pizza,	  Chicken,	  
Ribs	  

7	   7	   n/a	   Private	  
(Saskatoon,	  SK)	  

Source:	  Rogers	  Media	  Inc.	  2011	  Directory	  of	  Restaurant	  &	  Fast	  Food	  Chains	  in	  Canada	  
 
 
Top Accommodation Chain Profiles (Canada/Saskatchewan) 
 
 
It is important to note that hotel brands, owners and operators are often separate and distinct entities. 
A hotel flagged as a certain brand (e.g., Delta, Hilton) may be operated by that brand or an 
independent operator that pays a fee to the brand for the rights to flag its hotel with the brand and use 
its reservation system. Moreover, the hotel may be owned by a third party and operated by the brand 
or by an operator under a management contract. For the purposes of selling food into the 
accommodation sector, food growers and processors should focus on the brands, since they set the 
purchasing standards for their chains. Having said this, hotel food and beverage operators have 
some autonomy in purchasing and may be willing to deal direct at the local level.  
 
National Chains 
 
• Fairmont Raffles Hotels International: Based in Toronto, Ontario, Fairmont is a privately held 
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Top Accommodation Chain Profiles 
(Canada/Saskatchewan)

It is important to note that hotel brands, 
owners and operators are often separate and 
distinct entities. A hotel flagged as a certain 
brand (e.g., Delta, Hilton) may be operated 
by that brand or an independent operator 
that pays a fee to the brand for the rights 
to flag its hotel with the brand and use 
its reservation system. Moreover, the 
hotel may be owned by a third party 
and operated by the brand or by an 
operator under a management contract. 
For the purposes of selling food into the 
accommodation sector, food growers and 
processors should focus on the brands, 
since they set the purchasing standards for 
their chains. Having said this, hotel food and 
beverage operators have some autonomy in 
purchasing and may be willing to deal direct at 
the local level.  

National Chains

• Fairmont Raffles Hotels International: 
Based in Toronto, Ontario, Fairmont is a 
privately held owner/operator of 99 luxury 

hotels worldwide including 21 in Canada. 
Total estimated revenues for Fairmont in 
2011 were approximately $3.5 billion of which 
an estimated $1.2 billion was from food and 
beverage. http://www.fairmont.com/

• Four Seasons Hotels and Resorts: 
headquartered in Toronto, Ontario, Four 
Seasons is a leading operator of luxury hotels 
and resorts. 86 properties worldwide, including 
3 in Canada generated an estimated $4 billion 
in revenues in 2011. Global foodservice sales 
at Four Seasons properties are estimated to 
be approximately $1.2 billion.

 http://www.fourseasons.com/

• Westmont Hospitality Group: Westmont is 
an international hotel company focusing on 
the management, ownership and franchising 
of various hotel brands. Their diverse brand 
portfolio includes Holiday Inns, Comfort 
Inns, Radisson, Delta, Hilton, Hilton Garden 
Inn, Homewood Suites, Quality Suites 
and Travel Lodge. With 500 properties 

worldwide, Westmont  
operates 167 hotels in 
Canada with annual 
Canadian revenues of 
approximately $900 
million including and an 
estimated $270 million in 
food sales in 2011.  http://
www.whg.com/

• Starwood Hotels & Resorts Worldwide Inc.: 
Based in White Plains New York, Starwood 
is a publicly traded owner/operator/franchisor 
hotel company. Starwood currently operates 
60 properties in Canada and is expected to 
open 2 more in 2012/2013. Starwood brands 
include Sheraton, Westin, Four Points by 
Sheraton, Le Meridian, St. Regis, W Hotels, 
Aloft, Element and Starwood Vacation 
Ownership. In 2011 Starwood realized 

Section 2
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revenues of approximately $877 million in 
Canada of which $166 million was from 
food and beverage sales.

 http://www.starwoodhotels.com/

• InterContinental Hotels Group Canada, 
Inc.: IHG is a publically traded company 
which consists of InterContinental Hotels & 
Resorts, Crowne Plaza Hotels and Resorts, 
Holiday Inn hotels, Holiday Inn Express 
hotels, Candlewood Suites, Staybridge 
Suites, and Hotel Indigo in Canada. IHG 
currently operates 160 hotels in Canada, 
and plans to open 33 new Canadian units, 
including launching two new brands, 
the Even Hotels, and the Hualuxe Hotel 
& Resort in 2012. IHG saw combined 
revenues of $698 million in Canada for 
2011.

 www.ichotelsgroup.com/

• Hilton Worldwide, Inc.: Hilton is a publicly 
traded subsidiary of The Blackstone 
Group and is headquartered in McLean, 
Virginia. Hilton currently operates 84 hotels 
across Canada with combined Canadian 
revenues of approximately $520 million 
including an estimated $147 million in 
food and beverage sales for 2011. The 
Hilton brand portfolio includes Conrad 
Hotels, Doubletree, Embassy Suites 
Hotels, Hampton Inn and Hampton Inns & 
Suites, Hilton Hotels, Hilton Garden Inn, 
Homewood Suites by Hilton, and Waldorf 
Astoria Hotels & Resorts.

 http://www.hilton.com

Saskatchewan

• Airline Hotels: Airline Hotels (AH) is a 
hospitality contract management firm based 
in Saskatoon. AH operates seven hotels 
across Canada including the Travelodge 
and Hilton Garden Inn in Saskatoon.

 http://airlinehotels.ca/

• Delta Hotels: Delta is a hospitality 
management and franchise company based 
in Toronto, Ontario. Delta manages 42 
hotels and resorts across Canada including 
the Delta Bessborough in Saskatoon and 
the Delta Regina. 

 http://www.deltahotels.com/en/hotels

• Starwood Hotels and Resorts: Starwood 
(profiled above) operates the Sheraton 
Cavalier Saskatoon Hotel. 

 http://www.starwoodhotels.com/
sheraton/property/overview/index.
html?propertyID=739

• The Hotel Senator: the Hotel Senator is 
a boutique hotel located in downtown 
Saskatoon. The hotel has 38 rooms, an 
English pub and grill and a fine dining 
restaurant.

 http://www.hotelsenator.ca

Section 2



16

• Park Town Hotel: The Park Town Hotel is 
a locally owned hotel located on the South 
Saskatchewan River in Saskatoon. The 
hotel has 172 rooms, banquet facilities, a 
full service restaurant, lounge and an Irish 
style pub.

 http://www.parktownhotel.com

• Radisson: Radisson is a full service hotel 
company with over 420 locations in 73 
countries including two in Saskatchewan. 
The Radisson Hotel Saskatoon has a full 
service casual elegant restaurant featuring 
a wood burning oven. The Radisson Plaza 
Hotel Saskatchewan Regina offers food 
and beverage service from its Cortlandt 
Dining room, the Victory Tea Room and the 
Monarch’s Lounge.

 http://www.radisson.com

Top Contract Caterer Profiles 
(Canada/Saskatchewan)

National

• Compass Group Canada: Compass 
Canada is a privately held subsidiary of the 
UK based Compass Group PLC. Compass 
provides non-commercial foodservice and 
facilities management services to 2,000 
healthcare, education, airport, and business 
clients in Canada totaling approximately 
$1.45 billion in revenues in 2011 making it 

the largest contract caterer in the country. 
Compass has 13 internal divisions, each 
specializing in specific market segments. 
Its Canadian head office is located in 
Mississauga, ON.

 http://www2.compass-canada.com

• ARAMARK Canada Ltd.: ARAMARK 
Canada is a private management firm 
providing facilities management, support 
services and foodservice to over 1,500 
clients in Canada. Working within 
education, healthcare, public and remote 
markets, ARAMARK’s revenue in 2011 was 
approximately $916 million. Its Canadian 
head office is located in Toronto, ON.

 http://www.aramark.ca/

• Sodexo Canada, Ltd.: Sodexo Canada is a 
publicly traded subsidiary of Sodexo Inc., a 
foodservice and facilities management firm 
operating in 80 countries around the world. 
Sodexo Canada’s food programs service 
750 contracts (colleges, universities, 
hospitals, corporate business and remote 
camps) valuing $650 million in 2011. 
The Canadian head office is located in 
Burlington, ON.

 http://www.sodexo.ca

Section 2
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Saskatchewan

• Athabasca Catering: Athabasca 
Catering is a contract caterer focusing 
on providing foodservices for remote 
mining camps. Athabasca employs 
approximately 500 people to serve 
approximately 1.5 million meals 
annually2.

 http://www.athabascacatering.com/

Top Institutional Profiles 
(Saskatchewan)

• Saskatoon Health Region: SHR is the 
largest health region in Saskatchewan 
providing services in over 75 facilities 
including 10 hospitals, 30 long-term care 
facilities and numerous primary health care 
sites, public health centres, mental health 
and addictions centres, and community-
based settings.

 http://www.saskatoonhealthregion.ca

• Regina Qu’Appelle Health Region: Regina 
Qu’Appelle Health Region offers a full 
range of hospital, rehabilitation, community 
and public health, long term care and 
home care services for more than 260,000 
residents living in communities within the 
Southern Saskatchewan Region.

 http://www.rqhealth.ca

• University of Saskatchewan: The University 
of Saskatchewan has over 13,500 full-
time students and another 3,400 part-
time students. The campus includes 
10 cafeterias in addition to a few non-
university operated outlets and a student 
restaurant and bar.

 http://www.usask.ca

• Saskatchewan Indian Gaming Authority: 
SIGA operates six casinos located in 
Saskatchewan. Each casino offers a 
variety of food and beverage services. 

• Everaz Place: Everaz Place, located in 
Regina, is a regional centre for trade, 
agriculture and consumers shows. 

• Prairieland Park: Prairieland Park, located 
in Saskatoon, is a regional centre for trade, 
agriculture and consumers shows.

Section 2

2  2006 estimate from http://www.athabascacatering.com/
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The Agriculture Council of Saskatchewan (ACS) Inc. has developed this electronic guide for the Canadian 
Foodservice Industry as part of its continuing efforts to support the agriculture and agri-food industry and 
develop the capacity and tools for food growers and processors to enter the Foodservice Industry. 

The purpose of the guide is to provide food growers and processors with a better understanding of the 
Foodservice Industry and how to tap into business opportunities within it. To that end, ACS has engaged 
fsSTRATEGY Inc., consultants to the Foodservice Industry, to help create this powerful reference tool. 
fsSTRATEGY is an alliance of senior consultants focusing on business strategy support – research, 
analysis, design and implementation – for the Foodservice Industry. Their team has extensive consulting 
experience in Foodservice across Canada. 
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