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The Rise of Omnichannel:  
Part II – Unbundling the Restaurant Experience  
For Home
The phrase “the customer is always right” is well over a century old. Debate its validity in the 21st century all you want, 
but, in the digital era, you need to meet the guest on their terms. Increasingly, consumers can and will eat what they want, 
when they want, where they want.

Many believed that the restaurant economic model was broken pre-pandemic, with its razor-thin margins, high rents, and 
low wages. But for guests, restaurants have always been an essential part of their lives, where they socialize, celebrate, 
and explore. It’s been that familiar “third place” — a social space that’s neither home nor work. What will emerge on the 
other side? How will the guest experience be redefined? 

First, you need to map the journey from when a meal is ordered to when it’s received and afterwards. How can you 
elevate the experience? How do you re-engineer menus for higher profitability if guests order fewer sides and appetizers 
or encourage remote “lingering” so that a second dessert or drink is ordered? If it’s takeout, what is the packaging and 
QR code playlist that makes it special?

Ghost kitchens and virtual food halls answer many of these questions and offer something for everyone. You want sushi, 
and your kids want tacos? No problem! Online ordering aggregates meals from various restaurants under one interface.

The 2021 Trend Report



The 2021 Trend Report

Standing at the intersection 
of grocery and foodservice

Consumers’ cooling on a refound love for home cooking 

is driving the purchase of meal kits/starters and more 

“elevated” ingredients to break out of the rut and enjoy new 

food experiences. In a 2020 survey, 46% of consumers said 

restaurant-branded products are a convenient way to attain 

the restaurant experience and flavours at home.1 

Of course, the story and chef behind it will take on more 

importance in a virtual world as consumers can’t check 

out the restaurant in person. How do you provide an 

experience that can substitute for our lack of IRL (in real 

life) experiences right now?

Just as we’ve gotten used to reading a menu from a 

QR code on our phones, perhaps the next step is to get 

accustomed to seeing restaurant dishes in 3-D courtesy 

of AR (augmented reality). Creating word-of-mouth will 

become even more focused on digital distribution. And, 

there is an emerging battle to own the customer experience 

and relationship between the foodservice source and the 

delivery service.

FOOD  
FOR 
THOUGHT 

Restaurant chain Montana’s BBQ 

& Bar launched two new frozen 

pot pies, expanding its grocery 

presence. It’s an awareness-

building strategy for the brand 

to keep it top-of-mind while 

consumers are less likely or 

unable to dine-in at a restaurant. 

Expect more partnerships of 

restaurants with other companies, 

such as meal kit services. 

Restaurants could also pair their 

grocery offerings with ‘how-to’ 

videos featuring their chef. 

How could you unbundle and 

repackage your unique restaurant 

experience for other channels?
1. (Innova Consumer Survey 2020)
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Help Wanted:  
Filling Employment Gaps 
in the Agri-food Sector
Farmers have always had a love/hate relationship with 
government. Being rigidly independent at heart, farmers have 
traditionally been leery and even antagonistic towards perceived 
government intervention in their daily lives and how they choose 
to run their operations. 

But when faced with global trade challenges such as those 
posed by China and the US, and confronted with an existential 
disruption to their livelihoods in the form of the COVID 
pandemic, the agricultural industry has become more receptive 
to cooperating and engaging with government. This has become 
especially true in the promotion of employment opportunities 
across the agri-food sector.

If nothing else, the pandemic has highlighted the need for 
more and better-qualified people to work in agri-food across 
Canada. Even before COVID, there were four jobs for every 
graduate of the University of Guelph’s Ontario Agricultural 
College, according to its Planning for Tomorrow 2.0 report.

This reality came to the forefront over the first eight months of 
the pandemic, and the government actively responded. Faced 
with employment challenges at all levels, from temporary farm 
workers to processing plants to retail, the result was a concerted 
effort to connect workers with in-demand jobs across the agri-
food sector. For example, many provinces quickly implemented 
job-matching portals specifically for the agri-food sector, 
including Ontario and Alberta.
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Opening young eyes to a 
future in agriculture

Early in the pandemic, federal and provincial governments also 

committed funding to attract new workers to the agri-food 

sector, specifically targeting Canadian youth to assist with labour 

shortages. The Government of Canada committed $9.2 million to 

enhance the Youth Employment and Skills Program that saw more 

than 700 new youth jobs developed in the agriculture industry. 

New job opportunities were immediately opened in food and 

beverage processing, retail and wholesale, agriculture, farming and 

harvesting, food transportation and warehousing, and aquaculture 

and fishing.

These new positions exposed workers to opportunities across the 

agriculture and food industry that they wouldn’t have otherwise 

found and reminded Canadians and our government just how 

much we all rely on the agri-food industry every day.

What’s trending from this need to fill jobs in the agri-food sector 

is the momentum and urgency that various levels of government 

are demonstrating to support employment in the industry. 

This renewed interest in the sector could see more funding 

announcements and programs to create new jobs, and further 

investment in innovation and risk reduction — all designed to 

promote growth and sustainability in the sector.

FOOD  
FOR 
THOUGHT 

Skills training has already been identified 

as an immediate need in agriculture. 

For example, in fall 2020, the federal 

and provincial governments, through 

the Canadian Agricultural Partnership, 

announced funding assistance to 

Conestoga College to develop an 

agricultural equipment operator training 

program to prepare those interested in 

agriculture careers to work on farms. 

Watch for new government and industry 

programs to attract and train employees, 

improve on-farm efficiencies and 

innovation and identify opportunities to 

strengthen the food chain.

Keep an eye out for similar programs 

to train new employees and create 

employment opportunities in retail and 

distribution. Continued government 

investment in the agri-food sector could 

also see new product development 

opportunities and packaging and 

delivery innovations.
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Grassroots Movement:
Investing in Soil Health to Protect Industry 
& the Environment
As discussed in our Ethics-based Eating trend, renewed interest in the health of Canada’s farmland is driving 
the agriculture and food industry to invest in our most precious resource, soil. Improving our soil’s health, 
a vital, non-renewable ingredient for growing food, is top of mind with farmers, industry organizations, 
government, and many consumers.

Beef cattle production

helps preserve approximately

1.5 BILLION
tonnes of carbon in Canada.

Find the facts at 
www.crsb.ca

1If regulatory frameworks in Canada were to put a price on carbon. Estimate 
based on conversion of carbon to CO2 eq. at $15/ tonne (low range from AB, BC).

The estimated value of this 
storage is $82.5 billion.1

Healthy soils boast a balance of nutrients, 
organic matter, insects, and bacteria. 
Sustainable farm practices are also 
required to maintain soil health, along with 
land preservation regulations to protect 
farmland from urban development. That’s 
why the Ontario Ministry of Agriculture, 
Food and Rural Affairs implemented a 
provincial soil and conservation strategy 
in 2018 to help grow and sustain the 
agricultural sector while protecting the 
environment and adapting to a changing 
climate. The strategy offers a vision, 
goals, and objectives for soil health and 
conservation in Ontario from 2018 to 2030. 

National efforts to improve soil health and 
conservation are also in the works. Senator 
Rob Black’s concerns about the amount of 
Canadian soil that has lost organic matter 
and is eroding have led to a call for a 
national study on soil health.
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Farmers are the caretakers of the land
The good news is, Canadian farmers are working to improve soil health every day. New research, technology, and 

education allow farmers to evolve many of their cropping practices to prioritize soil health and preservation. These 

practices include rotating crops grown on fields each year, planting cover crops to reduce soil erosion and replenish 

organic soil matter, adding natural manure fertilizers to fields, adopting new field tillage practices to minimize or reduce 

soil disturbance, and returning fields to grasslands for livestock. These are all known as sustainable farming practices.

An emphasis on improving soil health goes beyond farm fields and food production, playing an ever-increasing role 

in mitigating climate change. As plants grow, they naturally sequester carbon within the soil, removing CO2 from the 

atmosphere. That means preserving our workable fields and grasslands is more important than ever.

The environmental benefits of our grasslands are already being promoted through a recent A&W grass-fed beef 

campaign. The QSR chain is in the process of switching to 100% Canadian grass-fed beef for the benefit of soil health 

and preservation. (And maybe to sell a few more burgers too!) Though the move is not without controversy and 

doubters, A&W announced they are ready to pay a premium price for grass-fed beef. For many in ag, this may be the 

start of a promising and positive long-term trend.

FOOD FOR THOUGHT 
Farmers, expect an increasing focus on land preservation and soil health. National and provincial strategies and 

initiatives may result in new investments in soil research and on-farm practices. In the meantime, most farmers continue 

to implement sustainable farming practices and soil preservation strategies. Some are even getting creative by planting 

cover crops between their rows of grapes in vineyards or grazing sheep in orchards. 

Anyone working the food chain between farmers and consumers should look at sourcing products from farmers and 

growers who prioritize sustainable farming practices, including soil health improvement and preservation. Help your 

customers identify these products as sustainably-grown or -raised with clear labelling. Consider offering educational 

resources to explain what sustainability means or feature farm profiles, showcasing farmers who invest in land 

preservation and environmental health.
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Next-Gen Farming: Accelerated Integration  
of Digital Tech & Agriculture

Farming has always been about hard 
work; long hours, battling weather, 
worry about prices, the challenges of 
succession, interest rates, land prices — 
the list goes on. Then came COVID. 

And while much of farming is solitary 
work, there’s a huge social component 
too, from informal coffee shop meetings 
to trade shows and post-harvest family 
gatherings. All in all, 2020 has been a 
tough year in ag.

The pandemic forced farmers to 
become more resilient than ever, and 
the rapid adoption of new and emerging 
digital technologies has helped them 
survive and even thrive during the 
current crisis. Much like consumers and 
online grocery orders, we think many of 
the tools, techniques, and approaches 
that have emerged out of necessity may 
remain, helping primary agriculture grow 
and flourish and preparing the sector for 
future shocks to the system.
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The growth of eCommerce in ag

Farm input providers have long-standing, face-to-face relationships with their farmer customers. Those, 

too, became COVID casualties. But many farmers took this opportunity to test out purchasing inputs from 

online retailers. Some supplier groups, such as Farmer’s Business Network, who provide crop marketing 

services and sales of crop protection products, even dropped their annual membership fee (usually $800) 

to reduce farmers’ reluctance and encourage participation. Although buying consumer goods online is old 

hat, many farmers rely strongly on their retailer and agronomist relationships to help guide these often 

expensive and yield-impacting purchases.  

Although the emergence of eCommerce in ag is a trend we see continuing post-COVID, the transition may 

not be quick. As one farmer put it, “There’s a delicate balance between the cost savings of buying online 

and the lack of advice and insurance that goes along with it.” 
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Physical distancing isn’t much of a challenge for 

farmers; they’re usually in rural areas with low 

population density already. But as agribusinesses 

load up their digital communications, many 

Canadian farmers face inconsistent rural broadband 

internet. This leaves some forward-thinking 

farmers with top-of-the-line hardware stymied by 

connectivity issues and a lack of access to the Cloud 

for large-scale data storage.

This is an area that has the full attention of 

government at all levels. For example, the Ontario 

government just announced a $1 billion investment in 

rural broadband and cellular service. The expansion 

of broadband to all rural areas, not only towns 

outside the urban centres, will help farmers thrive 

during the current pandemic and will become a 

necessity moving forward. 

Improving the digital 
infrastructure

Some farm operations not only weathered the 

storm, they actually came out ahead. Wild Meadows 

Farms, a beef, bison, pork, and chicken producer in 

Ontario, set up an almost closed-loop farm business 

by selling and delivering pasture-fed beef, pork, and 

poultry from the farm’s website. They were fortunate 

to have updated their website in February 2020; it 

wasn’t a minute too soon. 

Producing grass and pasture-fed meat means 

they’ve reduced their reliance on external inputs, like 

feed. And having direct-to-consumer sales removes 

the additional role of the distributor. Wild Meadows 

Farms’ customers appreciate having a consistent 

and reliable provider of local meat products, too. 

Business at this farm has quadrupled since February.

What does the future look like? It boils down 

to a blend of perseverance, adaptability, and 

open-mindedness. By being willing to take a hard 

look at new digital technologies and approaches 

to not only farming but marketing as well, farmers 

across Canada have managed to make the best of 

a bad situation and set themselves up for success 

down the road. 

Necessity as the mother  
of innovation
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FOOD  
FOR 
THOUGHT 

Now is the time for farmers, producers, 

retailers, and distributors to consider 

alternative routes to market as protection 

from potential processing or distribution 

impacts in the future. This might include 

working with smaller processors to 

have emergency back-up models and 

building two-way communication with 

your farmer suppliers. 

If you haven’t already, could you set up 

a website, contribute to a Community 

Support Agriculture (CSA) program and 

look into eCommerce options, even if 

partnering with another local farm? 

Think, too, about investing in agro-tourism 

and take part in local farmers’ markets 

(physical and digital) to further 

integrate and establish your presence  

in your community.

The 2021 Trend Report



The 2021 Trend Report

The Nourish Network is North America’s only field to fork 

marketing agency. We work with clients across the entire food 

ecosystem. Our expertise starts on the farmer’s field, extends 

through production/manufacturing, includes processing and 

retail, and then finally ends with the consumer. 

The Nourish Network has offices across North America. 

Want to know more?  

Contact Jo-Ann McArthur at 

j@nourish.marketing

+1 416 949 3817

-or-

Len Kahn at

lkahn@kahntact.com

+1 519 341 4100

www.nourish.marketing

www.nourishnetwork.ca


