
HOMEBOUND: NEW GASTRONOMIC EXPERIENCES 1 

 

   

 

 

Homebound: Has Independent Restaurant Take-Out Created New ‘At-Home’ Gastronomic 

Experiences?  

 

by 

 

MARIANTHI KOSTA 

 

 

A Thesis Submitted to the Faculty of Management  

in Partial Fulfilment of the Requirements for the Degree of  

 

 

Master of Arts in Tourism Management 

 

 

Royal Roads University 

Victoria, British Columbia, Canada 

 

Supervisor: DR. BILL GREGORASH  

JUNE 2022 

 

 

  MARIANTHI KOSTA, 2022 



HOMEBOUND: NEW GASTRONOMIC EXPERIENCES 2 

 

COMMITTEE APPROVAL 

 

The members of Marianthi Kosta’s Thesis Committee certify that they have read the 

thesis titled Homebound: Has Independent Restaurant Take-Out Created New ‘At-Home’ 

Gastronomic Experiences?  and recommend that it be accepted as fulfilling the thesis 

requirements for the Degree of MASTER OF ARTS IN TOURISM MANAGEMENT: 

 

  DR. REBECCA WILSON-MAH [signature on file] 

  CORY HASKINS [signature on file] 

 

 

Final approval and acceptance of this thesis is contingent upon submission of the final copy of 

the thesis to Royal Roads University. The thesis supervisor confirms to have read this thesis and 

recommends that it be accepted as fulfilling the thesis requirements: 

   DR. BILL GREGORASH [signature on file] 

  



HOMEBOUND: NEW GASTRONOMIC EXPERIENCES 3 

 

Creative Commons Statement 

 

This work is licensed under the Creative Commons Attribution-NonCommercial-ShareAlike 2.5 

Canada License. To view a copy of this license, visit http://creativecommons.org/licenses/by-nc-

sa/2.5/ca/.  

Some material in this work is not being made available under the terms of this licence: 

• Third-Party material that is being used under fair dealing or with permission. 

• Any photographs where individuals are easily identifiable.  

  

http://creativecommons.org/licenses/by-nc-sa/2.5/ca/
http://creativecommons.org/licenses/by-nc-sa/2.5/ca/


HOMEBOUND: NEW GASTRONOMIC EXPERIENCES 4 

 

Acknowledgements  

To my Research Supervisor, Dr. Bill Gregorash, I cannot express enough gratitude for 

your continued support and encouragement - thank you for your kindness, patience, knowledge, 

and humour – Your optimism and sincerity have motivated me throughout this process. Thank 

you for being my mentor. To my committee members; Chef Cory Haskins, thank you for your 

continuous motivation and inspiring me to remain calm during hectic moments during this 

project. Dr. Rebecca Wilson- Mah, thank you for your constructive thought process and critical 

thinking. I offer my sincere appreciation for the learning opportunities provided by Royal Roads 

University and its professors. To my colleagues at Algonquin College, Marcus Van der Pas, 

Tanya Skeates, Harsh Singh, Matthew Shepheard, David Fairbanks, and Scott Warrick - my 

sincerest appreciation for your immense expertise, industry experience, inspiration; for lending 

me books, articles, and your time during endless conversations. Special thanks go to all the 

participants of this research project; this study wouldn't be possible without your honest 

contributions, remarks, and thoughts. Your words inspired and educated me about the restaurant 

industry's unpredictability. 

 Finally, the completion of this project could not have been accomplished without the 

support of my family. To my wonderful husband Nick and my daughter Emilia – thank you for 

your love, understanding, and continuous care while allowing me time away from you to 

research and write. Thank you for all the pizza nights. I love you both. 

   



HOMEBOUND: NEW GASTRONOMIC EXPERIENCES 5 

 

Abstract 

This research explored dining experiences of homebound consumers in Ottawa, Canada and 

examined whether the COVID-19 pandemic allowed independent restaurant "take-out" to 

become a new dining experience among individuals. This qualitative study conducted 18 semi-

structured in-depth interviews to identify changes in consumer behaviour attributed to events 

from the global pandemic. While COVID-19 began to impact the restaurant industry in March 

2020, this research was conducted in August 2020, five months after the pandemic's 

introduction. Consumers and industry professionals offered insights into the current local-

restaurant industry status, including business closures, worker layoffs, and mental health 

conditions. The findings showcase the importance of socializing, comfort, and safety, while 

emerging outcomes included the creation of new eating habits and experiences. Conclusions 

from this study can provide valuable consumer information as independent businesses slowly 

start to regain operations. Recommendations include repeating the research in a post-pandemic 

study to re-evaluate take-out experiences among consumers.  

Keywords: homebound, COVID-19, take-out, dining experience, restaurant industry, qualitative, 

thematic analysis, Ottawa, Canada 
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Homebound: Has Independent Restaurant Take-Out Created New ‘At-Home’ 

Gastronomic Experiences?  

On January 25, 2020, the first report of the COVID-19 virus was reported in Toronto, 

Ontario. By March 13 more Canadian provinces started to declare states of emergency (Goddard, 

2020). Since the introduction of COVID-19, business and social restrictions have limited public 

interactions and restaurant operations. The virus forced governments and policymakers to 

safeguard the public by introducing social distancing measures, business closures and any 

method necessary to reduce virus transmissions (Goddard, 2020; Spiegel & Tookes, 2020; Kim 

& Lee, 2020; Peistikou, 2021). In March 2020, the Canadian government placed mandatory 

policies which intervened with restaurant operations; as a side effect as the public was forced to 

stay at home and restaurants began to close (Statistics Canada, 2021b). The introduction of 

COVID-19 resulted in an unpredictable labour market loss where over 800,000 Canadian food 

sector employees lost their jobs in 2020 as the foodservice sector lost 20 billion in sales (Larue, 

2020; Restaurants Canada, 2020a; Statistics Canada, 2021a).  

Before the pandemic, Canada's foodservice sector brought in 93 billion in revenues 

yearly while providing jobs for 1.2 million individuals and serving 22 million customers across 

the country daily (Restaurants Canada, 2020). However, between 2020 and 2021, the industry 

lost an estimated 44.8 billion in sales from the impacts of COVID-19, putting Ontario in one out 

of the six most affected Canadian regions with the most employee layoffs and more than 10,000 

business closures (Restaurants Canada, 2020; Restaurants Canada, 2021b; Statistics Canada, 

2021a). Restaurants Canada (2021a) stated, "the 2020 recession will go down in history as the 

largest economic downturn since the Great Depression" (pg.6). In Ontario, the pandemic 
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accelerated disruption in the foodservice industry while blocking supply and demand. 

Restaurants Canada (2021b) wrote: 

The 2020 recession was not caused by a lack of consumer demand per se, but a lack of 

supply (i.e., lack of places to spend) due to widespread shutdowns of non-essential 

business, border closures and restricted travel, which reduced consumer and business 

spending. (pg. 7)   

Canada encountered socio-economic challenges as the government implemented 

necessary measures to secure people's safety through travel restrictions, social distancing, and 

stay-at-home orders (Goddard, 2020). In addition, health concerns limited usual restaurant 

operations as the government set limited capacity mandates for restaurants (Bufquin et al., 2021; 

Chang & Meyerhoefer, 2020; Cooper, 2020; Goddard, 2020; Hobbs, 2020; Mohammed, 2020; 

Spiegel & Tookes, 2020). However, through alternate food distribution methods such as delivery 

and take-out, some businesses remained operational through pivoting their business model.  

Statement of the Problem  

Prior to the pandemic more than 54 percent of Canadians consumed food in restaurants at 

least once a week. Specifically, 97,000 Canadian restaurants received an average of 22 million 

visits per day in 2018 (Polsky & Garriguet, 2021). Since March 2020, stay-at-home policies 

changed Canadian residents' relationship with food. Housebound crowds realized they were 

susceptible to contracting the virus, resulting in people becoming accustomed to eating more 

meals at home (Hobbs, 2020; Goddard, 2020). Food habits started to change as dine-in 

restaurants were not operational or had limited capacity, causing the food retail and foodservice 

sectors to strain while seeking alternate solutions to remain functional (Hobbs, 2020; Goddard, 
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2020; Spiegel & Tookes, 2020). Consumer demand for online food delivery systems 

overwhelmed the industry in the first few months of social isolation as consumers could only 

purchase take-out and delivery meals, showcasing a need to be met in the foodservice industry 

(Goddard, 2020; Klein, 2020; Norris, Taylor & Taylor, 2021). Consequently, government 

restrictions and public safety forced businesses to adapt to current circumstances and ultimately 

satisfy consumer demand.  

Purpose of the Study  

Food delivery has risen during COVID-19 enabling restaurant owners to modify their 

services to customer demand. Rendaje (2021) explains that 31 percent of Canadian consumers 

favoured curbside pick-up or home delivery services during the pandemic, and it is estimated 

that take-out will continue to be preferred even after the pandemic. However, researchers predict 

that the restaurant industry will face uncertainties once government restrictions eventually ease, 

such as the lack of qualified workforce for the sector or endure many small business closures 

(Hum, 2021; Neufeld, 2021).  

Similarly, Hum (2021) and Neufeld (2021) convey skepticism on the data produced during this 

time as there is unpredictability on the amount of time needed for the restaurant industry to re-

bound.   

Currently, there is little academic research investigating consumer motivation for 

ordering take-out during the pandemic. Based on previous research by Di Renzo et al. (2020), 

many individuals found the pandemic lifestyle challenging to adapt to, which interfered with  

eating habits. Previous research  in consumer behaviour by Hansen (2005) indicated that external 

factors interfered with a consumer's experience when they ate in a restaurant setting. A more 
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recent survey from Restaurants Canada (2021a)  in May 2021 found that 89% of consumers want 

to dine in a restaurant with friends and family when the pandemic is over. Therefore, this study 

examined dining experiences at home and investigated consumer motivations for eating take-out 

at home during the pandemic to discover if COVID-19 has created new eating habits.  

To explore consumer motivations among homebound diners in Ottawa during COVID-

19, the following research questions guided the research design for this inquiry: 

RQ1: What factors influence a consumer's take-out meal experience during the 

pandemic?  

RQ2: What are the advantages and disadvantages of ordering food from local 

independent restaurants during the pandemic?  

RQ3: How do consumers compare a take-out gastronomic experience versus dining in a 

traditional restaurant setting? 

Significance of the study  

Over the years, dining-out has been a research topic for many scholars, with the purpose 

of establishing the motivations behind customer satisfaction in a restaurant dining experience 

which are analyzed in the literature review (Andersson & Mossberg, 2004; Rawson et al., 2013; 

Taar, 2014; Gregorash, 2018; Sasson, 2019; Brown et al., 2020). Recently, scholars have 

examined dining experiences during COVID-19 while identifying the factors influencing 

restaurant closures and how pivoting a business model can affect customer acquisitions and 

retention (Spiegel & Tookes, 2020; Tuzovic et al., 2021; Peistikou, 2021). Authors See-Kwong 

et al. (2017), Singh (2019), Suhartanto et al., (2019), Pathak and Saraf (2020) conducted research 



HOMEBOUND: NEW GASTRONOMIC EXPERIENCES 14 

 

on the effectiveness of online delivery systems for restaurants and concluded that the industry is 

changing rapidly due to consumer demand. Restaurants benefit from utilizing online ordering 

platforms while restaurants remain limited due to mandated restrictions. While the premise of 

consumer experience in the changing restaurant industry has been documented to a degree in 

peer reviewed and grey literature by Finch, (2019), Panse et al., (2019) Kelso, (2020), Klein, 

(2020), Peistikou, (2020); more research is needed to examine dining-at-home motivations, take-

out food and consumer experience of a homebound consumer during the pandemic. To support 

the premise of further investigation, Resendes (2021) explains that take-out and delivery services 

have evolved into a new market sector within the industry during the pandemic, which remains 

unexplored (Resendes, 2021).  

COVID-19 forced business closures and impacted the Canadian foodservice industry. 

With unemployment rates peaking at 13.7% in May 2020, the restaurant industry started to 

recuperate by December 2020 with a rate of 8.6% as a reaction to many businesses pivoting to 

meet consumer demand (Restaurants Canada, 2021a). Therefore, by understanding consumer 

motivations for ordering take-out during the pandemic, businesses can adapt to changes in 

consumer behaviour as the industry regains traction. 

Moreover, by conducting studies on the local restaurant industry in Ottawa, researchers 

can gather data to mitigate and safeguard practices learnt during this time, develop tools against 

similar financial crises in the restaurant industry, and potentially identify the implications caused 

during this time. Furthermore, as a historical component to the events of COVID-19 and for 

future reference; by further investigating consumer experience, educators and academics can 

utilize this information as a learning tool showcasing the resilience, ingenuity and 
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troubleshooting owners and businesses developed to be able to continue offering their services to 

their patrons during a time of duress.  

Theoretical Perspective  

To understand consumer motivation, this research study examined previous studies on 

dining experiences and the meal attributes that promote pleasure (Pine & Gilmore, 1998; Warde 

& Martens, 2000; Spinelli et al., 2014; Taar, 2014; Gregorash, 2018). 

According to Pine and Gilmore (1998), "an experience occurs when a company 

intentionally uses services as the stage, and goods as props, to engage individual customers in a 

way that creates a memorable event" (p.11). In that same manner, a positive dining experience 

produces a satisfying result for the customer and will lead to more favourable outcomes such as 

revisitation, loyalty, and trust. Those attributes become catalysts in creating motivating 

gastronomic experiences for the consumer and promote revisitation (Hansen, 2005; Campo- 

Martinez et al., 2010; Gregorash, 2018). Restaurant offerings and services are categorized on 

their level of importance to the customer's needs. In past studies, factors such as price, ambiance, 

menu items, type of cuisine, quality, availability, and restaurant cleanliness have been proven to 

affect consumers' overall restaurant experience (Hansen, 2005). Authors Pine and Gilmore 

(1998) wrote about the importance of making experiences notable, "… commodities are 

fungible, goods tangible and services intangible, experiences are memorable" (p.11). In essence, 

consumers will evaluate the overall encounter and compare it to previous and future experiences 

regarding product quality, price, and ambiance.  

Meanwhile, Gustafsson et al. (2006) wrote: 
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The context of a meal is important for the acceptance and consumption of a meal. 

Accordingly, the context includes the food product itself, the consumer, and the 

environment. These three factors need to be considered in an integrated manner 

because they affect each other. (p. 84) 

Therefore, the meal experience relies on multiple codependent factors that need to align 

for the consumer to receive an experience worthy of remembering. While this study explored 

dining motivations during the pandemic, it aims to contribute to previous studies on consumer 

experiences with a focus on dining at home during the pandemic.  

Research Method  

This qualitative study is characterized by an inductive methodological approach, whereby 

the researcher collected data from the participants to extract recurring themes and provide 

findings. Primary data collection was completed using semi-structured interviews supported by 

the analysis of literature and other data sources related to COVID-19. To minimize the effects of 

singular data collection biases and to increase the interpretive credibility of the research findings, 

data collection involved semi-structured interviews from ten consumers and eight professionals 

in the restaurant industry. This research utilized textbooks and articles to verify methods and 

theories and grey literature such as restaurant industry articles, since studies on take-out during 

COVID-19 did not have much recorded substantiated information. Therefore, reports and 

government articles were necessary attributes to support the current phenomenon and allow the 

researcher to formulate a complete perspective on consumer experience. 



HOMEBOUND: NEW GASTRONOMIC EXPERIENCES 17 

 

Definition of Key Terms 

Gastronomic Experiences. The first definition of gastronomy was written in 1862 by 

Brillat Savarin, as the study of ‘good eating’ defined as “the knowledge and understanding of all 

that relates to man as he eats. Its purpose is to ensure the conservation of men, using the best 

food possible.” (Schlosburg, 2011, para. 2). In a recent study, Gregorash (2018) explained that 

gastronomic experiences could be subjective; he proceeds by defining “gastronomy is more than 

the art of eating it is the art of living well by being thoughtfully active (environmentally, too) 

with food and beverage gathering, and the preparation, and/or consumption and education” 

(p.17). In this study, the term 'gastronomic experiences' combines both terminologies and is used 

to describe enjoyable food experiences had by consumers.  

Restaurant Professionals. This study utilized opinions by restaurant industry 

professionals - who are labeled as such in this paper and are regarded as experts. As explained in 

Williams et al., (2019), experts are individuals with superior experience, knowledge, and insight 

into current industry events (Williams et al., 2019).  

Pivoting. According to Guillén (2020, para. 2), "Pivoting is a lateral move that creates 

enough value for the customer and the firm to share." While business closures dominated in the 

early onset of COVID-19, some restaurants pivoted their business model to pursue survival, 

promoting resilience and growth through other means of income and maintaining satisfied 

clientele. According to researchers, pivoting occurs when a business markets and sells a product 

using what are considered non-traditional methods for that industry (Guillen, 2020; Peistikou, 

2021). 
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Ghost Kitchens. Professional kitchen spaces rented out by the hour, month or year to 

business owners who don't have a steady brick-and-mortar location. Ghost kitchens are also 

known as virtual kitchens, cloud kitchens, dark kitchens, and commissary kitchens. These 

professional businesses are defined only by their virtual image, product, and popularity; they 

don't rely on location, service staff or atmosphere but reach their customers through their online 

platforms via application or the internet (See-Kwong et al., 2017; Panse et al., 2019; Chauhan et 

al., 2020; Peistikou, 2021). 

Curb Side Pick-up. Curbside pick-up service is when businesses have the option for 

their customers to place an order either in person, via telephone, online or through an app and 

pick it up at a local store without entering the establishment (King, 2020; Fotouhi et al., 2021). 

The consumer parks their car or waits in a designated area near the store while a store associate 

brings the order to the consumer. This method is convenient because customers don't even have 

to leave their cars, making the transaction faster, safer, and ultimately more efficient for all 

parties, especially during the pandemic. Many stores have reported a rise in their sales due to 

having curbside pick-up (King, 2020). 

Take-Out. Under the Cambridge Dictionary, (n.d.) take-out is “a meal bought at 

a store or restaurant and taken somewhere else to be eaten”, however, in this study the term take-

out refers to meals and beverages purchased and consumed at home during COVID-19.  

In summary, the COVID-19 pandemic plummeted Canada's foodservice sales to their 

lowest level in more than twenty years since the last recession. According to Restaurants Canada 

(2021), 10 per cent of foodservice businesses have permanently closed; however, even though 

experts forecast an industry regeneration within the next two years, the road to economic 

https://dictionary.cambridge.org/dictionary/english/meal
https://dictionary.cambridge.org/dictionary/english/bought
https://dictionary.cambridge.org/dictionary/english/store
https://dictionary.cambridge.org/dictionary/english/restaurant
https://dictionary.cambridge.org/dictionary/english/somewhere
https://dictionary.cambridge.org/dictionary/english/else
https://dictionary.cambridge.org/dictionary/english/eaten
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recovery will not be easy. Some businesses weathered the difficulties and flourished by pivoting 

their business model to keep their clientele. Consumers had to adapt, accept, and realize that the 

current market and social shift would be continuously evolving and therefore become 

accustomed to businesses adopting new practices. For that reason, this study focused on dining 

experiences at home and investigated consumer motivations for eating take-out during the 

pandemic to discover if COVID-19 has created new eating experiences among consumers.  

The study begins with a review of known literature concerning the background and 

concept dimensions of a meal experience in Ottawa. Topics included in the research are the 

satisfaction and overall consumer experience during COVID-19, including trends, habits, and 

emerging market patterns. The report continues with the methodology, research strategy in 

acquiring participants and findings resulting from the data analysis. Lastly follows a discussion 

of the study's findings, observations, and data interpretation, closing with future research, 

conclusion, and recommendations. 

Literature Review  

This study’s purpose was to investigate consumer motivations for eating take-out during 

the pandemic while considering if COVID-19 has created new eating habits among individuals. 

Researchers Anderson and Mossberg (2004) pose the question, "why do we consume?" (p.171). 

By answering that simple query, restauranteurs can accurately understand what attracts and 

satisfies customers’ needs. Andersson and Mossberg (2004) agree with other scholars who have 

concluded in the same rationale; consuming a meal in a restaurant provides comfort, social and 

intellectual purpose for individuals (Hansen, 2005; Panse et al., 2019). Theories by experts 

support that the overall meal experience is a hedonic action that creates satisfaction when paired 
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with service quality, atmosphere, or other supportive functions (Anderson & Mossberg, 2004; 

Spinelli et al., 2014; Taar, 2014). Consumer experience is perceived as an inherently personal 

feeling. It triggers a part of the consumer's emotional, intellectual, physical or spiritual state of 

mind; therefore, an experience is an individually felt construct, unique to every person 

(Gregorash, 2018; Jarvis, 1987; Pine & Gilmore, 1998). In addition, Sims (2009) writes that a 

restaurant's meal experience also connects consumers to a region as people can experience 

culture and heritage by consuming local food at independent restaurants, thus amplifying its 

authenticity.  

People often dine in restaurants, not because they are hungry, but because it is a fun 

activity (Hansen, 2005). They enjoy the ambiance, socializing with others, sharing food and 

engaging in conversations, thus allowing themselves to relax and temporarily abandon work and 

life obligations (Hansen, 2005; Gregorash, 2018; Sasson, 2019; Ha, 2020). Dining in restaurants 

can be seen as a ritual that connects people through a mutual activity, creating an experience 

worth revisiting (Pine & Gilmore, 1998). Similarly, according to Taar (2014) familiar 

environments promoting casual eating or everyday cooking at home are not perceived as 

extraordinary.  

The following sections successively describe the concept of an experience followed by 

defining meal experiences and closing with consumer experiences during the pandemic. 

Furthermore, a portion will be dedicated to acknowledging the pandemic's mental health 

implications to global communities and the effect on people's views and relationship to food.  
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Defining an Experience 

Pine and Gilmore (1998) explain that experiences are defined as financial services 

diversified from goods, where a paid transaction is made between the consumer and the business 

for an intangible commodity, in this case, an experience. In addition, Pine and Gilmore (1998) 

explain, that experiences are created when a business "intentionally uses services as the stage and 

goods as props, to engage individual customers in a way that creates a memorable event. 

Commodities are fungible, goods tangible, services intangible, and experiences memorable" 

(p.98). For example, consumers understand that dining in a restaurant is a paid experience which 

includes tangible and intangible attributes. Tangible being the drinks and food, and intangible, 

the table service, music, beautiful surroundings, and atmosphere (Hansen, 2005). In essence, 

services have become commoditized, where companies add or design experiences around their 

standardized offerings to upsell their products for a fee which adds more value to the overall 

experience (Pine & Gilmore, 1998; Hansen, 2005). Hansen (2005) described how certain factors 

may influence and may hinder a good dining experience such as poor service, lack of staff 

training or room ambiance.  

However, even though researchers and professionals in the foodservice industry have 

dedicated much effort to documenting the concept and delivery of an experience, economic and 

social changes can alter and transform the definition or practice of the same notion. Hansen 

(2005) wrote that satisfaction, leisure, and necessity are considered grounds for eating out, where 

consumers search to experience something different from their daily routine. For example, eating 

out is like taking a break from cooking at home or serving others at the family table; instead, 

consumers can relax while being served, they can socialize while having a treat or having a meal 
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to curb their hunger (Hansen, 2005; Warde & Martens, 2005). On the other hand, Gregorash 

(2018) added that eating out is more than an event or an activity; it has become a way of life and 

concluded that authentic gastronomic experiences attract consumers.  

Hansen (2005), Gregorash (2018) and Taar (2014) explored tangible and intangible 

gastronomical characteristics of an authentic restaurant experience and found unique attributes 

such as atmosphere, service and food, were responsible for creating unique gastronomic 

experiences. From a food operator's perspective, it is essential to examine the fundamental 

reasons customers seek variety within their offerings, as a satisfactory dining experience will 

allow the customer to maintain a sense of gratification and lead to positive word of mouth and 

revisitation (Sasson, 2019; Ha, 2020; National Post, 2020). In other words, consumer satisfaction 

leads to more favourable behavioural intentions such as revisiting or re-ordering intentions (Ha, 

2020). Therefore, by exploring consumer dining experiences during COVID-19, it is possible to 

determine factors that influence consumer motivations.  

Meal Experiences  

Meals are often described in contextual settings, such as a romantic dinner or a business 

dinner, where in essence, eating food connects individuals builds and maintains relationships 

(Cohen & Babey, 2012; Warde & Martens, 2000). Meal experiences can be divided into 

categories depending on the occasion and can further include a combination of activities such as 

eating inside or outside a domestic atmosphere (Hansen, 2005). Previous studies verify that 

people often eat in restaurants for various reasons, including the necessity to fulfill hunger as a 

fundamental need, or even because it is a fun and enjoyable outing, same as going to the movies 

or theatre. Similarly, dining in restaurants is a social construct; it is a form of recreation, a shared 
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activity among acquaintances, friends, and family members; described as a cherished action, a 

ritual connecting people or creating memorable experiences (Hansen 2005; Gregorash, 2018; 

Sasson, 2019). Individuals enjoy the ambiance, socializing with others, sharing food, and 

engaging in meaningful conversations, further amplifying the likelihood of repeating the meal 

experience (Gregorash, 2018; Ha, 2020; Hansen, 2005; Sasson, 2019). In addition, Andersson 

and Mossberg (2004) write that food satisfies physiological, social and intellectual needs. In 

essence, a restaurant experience is more than just having a meal; customers feel as though they 

are part of society and have a sense of belonging within the community when they dine out 

(Andersson & Mossberg, 2004). Similarly, there aren’t enough studies presently to compare 

what a consumer experiences when they consume take-out at home, which is a gap that this 

study aims to address.   

Consumer Experiences during COVID-19  

The COVID-19 virus settled in Canada in March 2020, forcing the government to 

safeguard the public by any means necessary which resulted in pausing operations in many 

industries to reduce virus transmissions (Goddard, 2020; Spiegel & Tookes, 2020; Kim & Lee, 

2020; Peistikou, 2021).  

Consumer acquisition and retention have always been focal points for business success; 

however, during the pandemic restaurant industry professionals realized the importance of 

understanding the consumer experience.  

Marketing experts Diebner et al., 2020 write:  
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COVID-19 has overwhelmed lives and livelihoods around the globe. It has also forced a 

rethinking of what customer care means for vulnerable individuals and the customer 

teams that serve them. Suddenly, examinations of customer journeys and satisfaction 

metrics to inform what customers want has given way to an acute urgency to address 

what they need. (p. 2) 

The pandemic has forced Canadian foodservice operators to find ways to provide a 

satisfying meal experience to their customers while keeping in mind that customer acquisition 

and retention in restaurants no longer requires elements, such as ambiance and table service 

(Pathak & Saraf, 2020). 

According to Restaurants Canada (2021a), restaurant operators need to continue 

prioritizing digital mediums to reach their clientele and engage with their customers using social 

media and apps. The unforgiving nature of the pandemic towards restaurants and loss of business 

while utilizing digital pathways will allow the foodservice industry to reach new customers and 

increase revenue during this new era (Chang & Meyerhoefer, 2020; Restaurants Canada, 2021a). 

Online business presence and community influence have become points of reference for 

motivating consumers in purchasing products during the pandemic.  

Peistikou (2021) argued that restaurants with a pre-existing online platform in motion 

before the pandemic maintained and gained more clientele during COVID-19 since consumers 

were accustomed to placing an order through websites and online ordering systems. Klein 

(2020), Hobbs (2020), and Norris et al. (2021) agreed that consumer demand for online food 

delivery systems overwhelmed the foodservice industry in the first few months of social 
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isolation, showcasing a need to be met for online delivery services and businesses adapting to 

change. 

The pandemic created an opportunity for optimization where food distribution platforms 

aggregated demand from multiple businesses allowing consumers the power of choice. For 

socially distancing individuals, food delivery systems provided a critical avenue to acquire 

restaurant-quality meals when restaurant services were inaccessible; thus, allowing consumers to 

replicate a restaurant-dining experience at home (Di Renzo et al., 2020). Furthermore, many 

workers lost their jobs at the beginning of the pandemic, but the expansion of food delivery 

services permitted individuals to find alternate employment opportunities in the foodservice 

sector (Hobbs, 2020; Klein, 2020; Li et al., 2020). By the middle of 2020, Canada faced multiple 

labour market disruptions, with some of the highest unemployment rates (Government of 

Canada, 2021).  

Meanwhile, small local restaurants with no online presence struggled to maintain 

operations. They had to partner with third-party platforms such as Uber Eats, Door Dash and 

Skip the Dishes to offer restaurant-to-consumer delivery services, making them more appealing 

and necessary for housebound populations. Online food distribution channels allowed restaurants 

to remain operational as they promoted and advertised smaller businesses for a percentage of the 

profit per order (Gunden et al., 2020; Hobbs, 2020; Klein, 2020; Li et al., 2020; Raj et al., 2020). 

At the same time, stay-at-home consumers had the option to order from their desired restaurant 

locations in a less time-consuming and convenient manner without fear of contracting the virus, 

making take-out service a must-have for most food selling establishments (Gunden et al., 2020).  



HOMEBOUND: NEW GASTRONOMIC EXPERIENCES 26 

 

While this study does not focus on chain establishments, it is worth noting that COVID-

19 impacted the foodservice industry in its entirety. Franchise food providers such as KFC, 

Dominos, McDonald's, and local restaurants saw the prospect of creating partnerships with third-

party platforms to raise their revenues during this time and, by doing so, causing more 

competition for smaller independent restaurants (Hobbs, 2020). Authors Yeo et al., (2017) and Li 

et al. (2020) agree that consumers favour convenient and less time-consuming online services 

and find them more valuable. Meanwhile, food delivery companies continue to capitalize from 

third party platforms as they enabled the foodservice market to retain some of its pre-pandemic 

sales volume at a cost (Hobbs, 2020; Klein, 2020).   

During the pandemic, consumers in Ottawa were restricted in ordering food for delivery, 

take-out, and curbside pick-up with a limited capacity dine-in option. Klein (2020) writes that 

consumers have accepted the concept of delivery and pick-up instead of the traditional eating out 

due to social distancing and escalated concerns for health and safety. Supporting the notion, a 

study by Tuzovic et al. (2021) found that crowding in spaces during the pandemic affected 

customer experiences, satisfaction and revisitation. Specifically: 

Public health regulations and social distancing measures impact consumers’ dining 

experiences and their comfort/discomfort when among other diners. When people visit a 

restaurant during the COVID-19 era, these domains of wellbeing seem to be very 

important for the individual, and they influence not only the restaurant choice, but also 

the overall dining experience and the intention to revisit. (Tuzovic et al., 2021, p. 9) 

However, restaurants offering take-out and delivery services managed to remain active 

through the pandemic as they could sell their product while other businesses shut down. Some 
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chose to operate only their kitchens utilizing primarily kitchen staff such as cooks and chefs and 

eliminating service staff to stay viable and make up some running costs. Those restaurants 

quickly developed into under-the-radar- type of establishments what are otherwise known as 

ghost kitchens. Ghost kitchens have been called trailblazing concepts since their appearance in 

the last decade. They have reshaped the idea of a dining experience where consumers order a 

reasonably priced meal to be picked up or have it delivered to their doorstep (Panse et al., 2019; 

Chauhan et al., 2020; Hess, 2020; Kelso, 2020; Peistikou, 2021). Ghost kitchens reduce financial 

risk for small businesses however, even prominent brands such as McDonald's are also pivoting 

their business models and jumping on the opportunity to maintain operations during the 

pandemic to meet consumer demand (Klein, 2020; Kelso, 2020). Previous studies on 

commissary kitchens postulate their continuous rise as the new food service concept that 

minimizes costs for the owner yet appeals to customers because their menu products are offered 

through mobile applications, websites and social media for fast and easy ordering (Muller, 2018; 

Choudhary, 2019; Finch, 2019; Panse et al., 2019; Chauhan et al., 2020; Hess, 2020; Klein, 

2020; Kelso, 2020; Li et al., 2020). 

During the pandemic, many restaurants opted to pivot and remain operational even if that 

meant not utilizing the dining room; using the kitchen only to produce meals was still a winning 

situation allowing businesses to keep working, gaining clientele and keep some of their staff 

occupied (Peistikou, 2021). Many companies pivoted their business models in Ottawa and 

became ghost kitchens until restrictions could ease (Restaurants Canada, 2021a).  

According to Restaurants Canada (2020) for a significant portion of 2020, consumers 

didn't have access to their usual eating-out services, forcing them to order more take-out. The 
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main reason for ordering take-out during his period was to experience a typical restaurant meal 

prepared by professional chefs or cooks with the difference of it being delivered at home (Ha, 

2020; Pathak & Saraf, 2020). However, many businesses could not meet take-out demand due to 

lack of professional help such as qualified cooks (Hum, 2021).  In Ontario, restaurants reported 

being short staffed as a result of the pandemic. Repeated lockdowns, layoffs, and fear of 

contracting the virus pushed workers to find employment in other industries (Hum, 2021). At the 

same time, recent studies found that consumers cooked at home during the pandemic out of 

necessity as they didn't have access to delivery (Pathak & Saraf, 2020; Restaurants Canada, 

2020). Previous studies found that restaurants will continue to evolve as people have become 

accustomed to convenient, efficient and comfortable eating at home, whether it is a home-cooked 

meal or take-out (Chang & Meyerhoefer, 2020; Grande, 2020; Goddard, 2020; Ha, 2020; Hobbs, 

2020; Mohammed, 2020; Singh, 2019; Yeo et al., 2017). More recently, Restaurants Canada 

(2021a) confirmed that take-out services have multiplied through the years and even more during 

the pandemic which supports that more research for take-out experiences is needed.  

Researchers Anderson and Mossberg (2004), as well as Grande (2020), delve into the 

reasons why people enjoy consuming food; individuals appreciate the social aspects of eating 

with friends, the safety and pleasure of dining with family; or even the calming benefits of 

consuming a meal alone. Consuming food is a critical yet necessary component of our day. 

Under typical everyday circumstances, most people choose to have food at home and eat in 

restaurants on occasions, such as a business meeting or a family get-together (Restaurants 

Canada, 2020).  
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On the other hand, ordering take-out or eating at home has its privileges. Researchers 

supported that take-out has been a popular concept, even before COVID-19, due to being cost-

efficient, timesaving, rewarding and easy (Ha, 2020; Norris et al., 2021; Pance et al., 2019). 

Consumers can conveniently order food to be delivered to their doorstep, therefore skipping the 

trouble of leaving the house for a meal (Yeo et al., 2017). A study by Yeo et al. (2017) has 

shown a direct correlation between consumer satisfaction and convenience where the meal 

experience became positive when there was no travelling involved. Meal experiences at home 

have been described as comfortable and relaxed where consumers interact privately with friends 

or family and avoid being in a time-sensitive and fast-paced environment such as a restaurant 

(Taar 2014; Grande, 2020).  

Through their study, Di Renzo et al., (2020) found that the pandemic put people under 

duress which caused emotional eating as a side effect. Goddard (2020) agrees and describes how 

the stay-at-home policy severely changed Canadian residents' relationship with food as having 

more available time heightened residents’ exposure to food. Ha (2020) and Hobbs (2020) agree 

that housebound crowds were now cognizant and aware of their vulnerabilities against the virus. 

In a short time, the public became accustomed to eating meals at home, thus modifying previous 

consumer behavior; dine-in restaurants could no longer operate in their usual capacity, causing 

the food retail and foodservice sectors to strain while seeking alternate solutions to remain 

functional (Ha, 2020; Hobbs, 2020; Goddard, 2020; Spiegel & Tookes, 2020). Simultaneously, 

safety measures negatively impacted people globally, increasing anxiety and stress, further 

affecting livelihoods. 
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A study by Nutley et al. (2021), found that the global effects of the pandemic presented 

symptoms of increased depression and anxiety in Chinese communities, which raised concerns 

associated with an increase in take-out and food consumption. Specifically, this study proved 

that the COVID-19 confinement measures drastically changed individuals' living environment, 

daily routine, and coping behaviours. As a result, people resorted to using food as a coping 

mechanism (Nutley et al., 2021) and saw it less as an experience. Usher et al. (2020) wrote, 

“People tend to feel anxious and unsafe when the environment changes.” (p. 315). Gadermann et 

al., (2021) reported that “the pandemic has led to unprecedented global morbidity and mortality, 

with population mental health impacts recognized as a growing concern” (p. 1). Restaurants 

Canada (2020a) reported that “In the 12 months ending April 2021, food delivery sales jumped 

to a record $6.9 billion, a 55.3% increase over the same period a year prior” (p. 34).  

On the contrary, Taar (2014) argued that people tend to appreciate and remember their 

restaurant experiences more than those at home because of the ambiance, attending staff and 

table service. However, due to the effects of COVID-19, people's dining choices have been 

limited to homebound experiences, inadvertently forcing consumers to acquire new eating 

patterns (Goddard, 2020; Peistikou, 2021) hence the need to research take-out experiences.  

In closing, Klein (2020) writes that consumers have accepted the concept of take-out 

instead of dining out because they can enjoy a meal tailored to their needs, amplifying their meal 

experiences at home. Even though Hansen (2005) and Warde and Martens (2000) verified that 

satisfaction, leisure, and necessity are predominant factors for dining out, during the pandemic 

people were forced to eat at home, making the prime context of eating a meal a requirement 

instead of pleasure (Goddard, 2020). Hansen (2005) writes that while cooking at home may be 
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less costly, people continue to prefer dining at restaurants for reasons of convenience, 

socialization, and entertainment. Anderson and Mossberg (2004) identified food as the main 

objective for an ideal dining experience where factors such as service, restaurant interior, and 

company are secondary. From the industry’s perspective, statistics revealed the identification of 

take-out as a new core-market segment and defined the need for businesses to focus their efforts 

on online platforms and delivery. In contrast, focusing on take-out, significantly competes with 

the restaurant dining experience and further amplifies the need for researching consumer 

behaviour in this new era of digitized foodservice offerings (Restaurants Canada, 2021a). 

  While researchers predict that COVID-19 will remain a threat to communities for the 

unforeseeable future, they also indicate that the industry will continue to evolve and change to 

accommodate safety measures. The current industry and social shift forced individuals to adapt 

to change while leaving little time to acclimate to a new lifestyle, thus supporting the grounds for 

researching consumer experience and the perceived value of having a take-out meal at home.  

Research Methodology and Methods 

Purpose and aim 

This study aimed to examine dining experiences at home and investigate consumer 

motivations for eating take-out during the pandemic to discover if COVID-19 has created new 

eating habits. There is limited research on meal experiences during the pandemic, specifically 

how take-out food affected consumers in Ottawa during his period. Therefore, the following 

research questions guided the research design for this inquiry: 
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RQ1: What factors influence a consumer's take-out meal experience during the 

pandemic?  

RQ2: What are the advantages and disadvantages of ordering food from local 

independent restaurants during the pandemic?  

RQ3: How do consumers compare a take-out gastronomic experience versus dining in a 

traditional restaurant setting?  

Theoretical Perspective and Research Design 

Brown et al. (2020) wrote, "A qualitative approach is appropriate for research on a topic 

that has been under-explored to allow an in-depth understanding of the key problems" (p. 7). The 

area of take-out experiences during the pandemic is an under-explored topic that was aimed to 

investigate in this qualitative research. In addition, previous consumer experience studies attest 

to customers actively engaging in qualitative natured studies and can likely provide more 

information on product quality, satisfaction, and dissatisfaction (Lohrey, n.d.; Gustafsson et al., 

2006; Arendt et al., 2012; Rawson et al., 2013). While restaurant performances may be 

accurately described in numerical data in quantitative analysis, experts explain that mathematical 

formulas can't accurately showcase behavioural perspectives for foodservice experiences, but 

qualitative studies are preferable (Arendt et al., 2012; Lohrey, n.d.; See-Kwong et al., 2017). In 

addition, Gustafsson et al. (2006) and Arendt et al. (2012) wrote that information deriving from a 

social outlook could pinpoint customer satisfaction, perception, and restaurant service 

experiences which are attributes necessary in investigating or understanding consumer 

motivations in meal experiences. Therefore, I chose an exploratory research design to study 

participant meal experiences and to determine participant motivation for procuring take-out. I 
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conducted in-depth semi-structured interviews with all the participants in this study which is 

explained in the research methods section. 

For this inquiry, I utilized information on qualitative research methods from Robson and 

McCartan (2016), Real World Research, and Qualitative Data Analysis with NVIVO by Jackson 

and Bezeley (2019). I conducted a reflexive thematic analysis (TA) as per Braun and Clarke 

(2019) with an inductive approach to address participant meal experiences, perceptions, and 

observations. The reflexive TA method is flexible and does not follow a specific theory or a set 

of rules, but the data content dictates the theme development. In addition, a TA helps identify 

patterns and provides an in-depth analysis across the data set, which is ideal for detecting 

sequences from participants of various backgrounds (Braun & Clarke, 2019).  

To summarize, this study aimed to explore consumer dining experiences at home during 

the pandemic; therefore, a qualitative approach with a reflexive TA was the most favourable 

method for collecting and analyzing data for this research inquiry.  

Purposeful Sampling 

Researchers describe purposeful sampling as a term for choosing individuals with 

specific knowledge of a particular phenomenon that can be positive or negative (Chen, 2018; 

Palinkas et al., 2015; Peistikou, 2021). In essence, an individual's background may lead to biased 

results, whether positive or negative. Therefore, I chose to diversify my sample by sectioning the 

participant body into two categories, consumers who are not affiliated with the restaurant 

industry and professionals associated with the restaurant industry. I aimed for my sampling to 

provide quality results from different angles and points of view. As Robson and McCartan 



HOMEBOUND: NEW GASTRONOMIC EXPERIENCES 34 

 

(2016) explain, purposive sampling supports non-probability, allowing the researcher to collect 

and identify data of more outstanding quality.  

Consumers 

Specific inclusion criteria were considered for finding suitable consumer participants. 

Taar (2014) and Hansen (2005) explain that gastronomic dining experiences can be had when 

food is paired with a glass of wine as it completes a meal experience. However, Ontario’s zero-

tolerance law prohibits alcohol consumption for vehicle drivers under 21 (Ontario, 2022). After 

researching further, I discovered that most Canadian car rental companies require a minimum 

age of 21 years for their rentals for insurance reasons as per Ontario laws on alcohol 

consumption (Avis, 2022; Enterprise, 2022; National, 2022). Therefore, for reasons of 

inclusivity, it was essential to acquire participants who didn’t have any limitations in partaking in 

all aspects of a meal experience, whether that experience took place in a restaurant or at home. 

With those deductions in mind, the first criterion dictated that consumers had to be over 21 years 

of age. The second criterion was that consumers must have ordered take-out from independent 

restaurants in the city of Ottawa and the surrounding area during the COVID-19 pandemic.  

In contrast, exclusion criteria for this participant group included a) being employed in the 

local restaurant industry, b) not accepting individuals younger than 21 and c) consumers that had 

not consumed take-out meals from independent restaurants in Ottawa during the pandemic. 

Professionals 

Purposive sampling was also utilized to identify industry professionals for this research. 

All qualified individuals were found through word-of-mouth by consulting local business owners 

in Ottawa to contribute to the study. The inclusion criterion for choosing professionals was their 
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restaurant industry-related experience or background. Examples of qualified individuals 

constituted hospitality academics, chefs, and business owners. In addition, the same 

professionals had to have had take-out experiences in the Ottawa area before and during COVID-

19. Exclusion criteria for this group comprised of the participant's educational and experiential 

background in the local restaurant industry.  

Ethical Considerations 

Before beginning the research process, an ethical review was completed through the 

Royal Roads University Ethical Review Board since the study included human participants. This 

step ensured that the inquiry abided by ethical considerations and allowed participants to be 

informed of the collected data usage (Robson & McCartan, 2016). Upon ethical approval, as 

seen in Appendix A, I started the recruitment process, during which participants were provided 

with the research consent form, as seen in Appendix B. The consent form defined the purpose 

and aim of the study, explained the research method utilized, specified participant time 

commitment, confidentiality, data collection processes, ownership of data, and allowed 

participants to withdraw at any given time. Consumers signed up for the research through links 

provided in the initial advertisement on social media, as seen in Appendix C. The ad redirected 

individuals to a google form to view the research invitation, as seen in Appendix D and is 

explained in participant selection and recruitment. Similarly, professionals received a link via 

email to view the invitation and consent letter. All participants reviewed and digitally signed the 

consent form and were redirected to book a date for their interview through Microsoft Bookings. 

In addition, as Robson and McCartan (2016) explain about informing participants about the 
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research process before the study, I verbally repeated information regarding consent, anonymity, 

and privacy for all participants at the beginning of each interview process.  

Participant Selection and Recruitment  

An advertisement was placed on social media platforms, Facebook and Instagram, as 

seen in Appendix C, to attract eligible participants for this study. The ad specified the study's 

purpose and inquired about individuals who met the inclusion criteria for consumers. 

Interested parties who applied in the advertisement followed the provided link on the 

same page, which directed them to a consent letter on google forms, as discussed in ethical 

considerations. After participants digitally signed the consent letter, the form guided them to a 

virtual meeting booking portal to arrange a date for their interview.  

Through my background as an industry chef and instructor, I was able to ask colleagues 

to refer interested professionals for my research study. I contacted professional participants from 

local businesses via email and included the study's research invitation aim and purpose. A total 

of eight individuals were selected based on the study's criteria during the screening process. 

Professionals were comprised of hospitality educators, restaurant managers, bakery owners and 

chefs who provided their restaurant industry perspectives regarding consumer adaptation to 

industry changes caused by COVID-19.  

The recruitment process for consumers and professionals lasted approximately three 

weeks, beginning from July to August 2021, where 18 individuals were interviewed until data 

saturation was reached. The interview process lasted about six weeks between August - and 

September 2021.  
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Data Collection Method   

Robson and McCartan (2016) write, "The interview is a flexible and adaptable way of 

finding things out" (p. 286). Leech (2002) and Luo and Windemuth (2009) explain that the 

researcher's goal is to obtain research-relevant information from the interviewee and narrow 

down specific content guided by the study's objectives. I used semi-structured, in-depth 

interviews to collect data from all the participants for this research study. Andersson and 

Mossberg (2004) and Gregorash (2018) described in-depth interviews being the best way to 

document study participant experiences and interpret factors that made that experience 

memorable for them. Lohrey (n.d.) explains what attributes make an experience worthwhile as 

"factors such as the restaurant atmosphere, menu items, the restaurant scene, service and staff 

quality, the restaurant decision process and personal circumstances help define each experience" 

(para. 3). The study's focal point was to examine dining experiences at home and investigate 

consumer motivations for eating take-out during the pandemic to discover if COVID-19 has 

created new eating habits. Thus, interviewing participants was the most efficient way to 

converse, extract and record individual observations.  

While studies by Leech (2002) and Luo and Windemuth (2009) show that in-person 

interviews are more reliable, Agusriadi et al. (2021) and Tuzovic et al. (2021) explain that 

qualitative research methods have suffered during COVID-19 and virtual tools are necessary for 

successful results. COVID-19 restrictions and government safety guidelines endorsed virtual 

video calls as the most comfortable way to conduct face-to-face interviews, making the process 

easy and stress-free for its participants; henceforth, I chose to conduct the interviews through the 

videoconferencing platform, Zoom. This study's data collection instruments consisted of open-
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ended questions, video recording software - Zoom, the interview invitation, and the agreed-upon 

consent letter informing participants about this research study. 

In-depth Semi Structured Interviews  

This study examined perceptions and meal experiences from each participant's point of 

view; therefore, a closer examination of interview methods was necessary to determine which 

structure would benefit the research (Luo & Windemuth (2009); Robson & McCartan, 

2016). Semi-structured interview methods utilize predetermined questions but allow the 

interviewer to modify the order and retrieve information from participants at the appropriate time 

(Leech, 2002; Luo & Windemuth, 2009; Robson & McCartan, 2016). Unlike other interview 

methods, the semi structured form allows questions to be changed, reworded, and explained 

making the interview process flow organically as a conversation. In essence, semi-structured 

interviews enable the interviewer the freedom to modify, omit and regulate the questions as the 

interview develops and gives the interviewer the liberty to inquire beyond the pre-established 

questions (Robson & McCartan, 2016). This approach allowed the interviewees to contribute 

without feeling pressured or questioned and therefore, on many occasions I was able to be more 

inquisitive about eating patterns and participant meal experiences.  

The reason I chose semi-structured interviews to gather data was to allow individuals to 

provide information and elaborate on their experiences in their own words and views, as every 

participant experienced the pandemic differently. The interview duration lasted approximately 

45-50 minutes per participant to prevent “respondent fatigue” caused by extended interview 

sessions (Robson & McCartan, 2016, p. 287). In one case, the interview process lasted 68 

minutes as the participant wanted to share more dining experiences and the conversation was 
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flowing effortlessly. The interviews were conducted and recorded over a 6-week time frame 

from August to September 2021. After transcription, the respondents were given the opportunity 

to review and discuss the interview with me. In all cases, participants were satisfied with the 

interview and didn’t share more observations.    

Interview Process and Questions  

The interview process was conducted in two lengths where consumers were arranged to 

contribute first, followed by professionals in the second length. Completing the process in two 

lengths allowed me to review the interview questions and data before reaching the professionals. 

Thus, enabling me to extract specific restaurant industry information during the second length 

and address areas that were not well explored. The study's research questions guided the 

interview questions: 

RQ1: What factors influence a consumer's take-out meal experience during the pandemic?  

RQ2: What are the advantages and disadvantages of ordering food from local independent 

restaurants during the pandemic?  

RQ3: How do consumers compare a take-out gastronomic experience versus dining in a 

traditional restaurant setting? 

In the first length, research participants who identified as consumers were asked 

questions about their dining experiences in Ottawa. The questions focused on meal experiences 

before the pandemic, during the pandemic and take-out experiences, as seen in Appendix E. 

Leech (2002) writes: "What you want to know determines which questions you will ask. What 

you already know will determine how you ask them" (p. 665).  
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Therefore, to make participants comfortable, a series of ice breaker questions were 

introduced regarding participant take-out tendencies in Ottawa during the pandemic before 

moving to relevant and critical questions such as grand tour questions. According to Leech 

(2002), the structure of an interview session should avoid leading or presuming questions but 

instead use grand tour questions, as seen in Spradley (1979). Grand tour questions allow 

interviewees and participants to give a verbal tour of an experience from their perspective and 

encourage respondents to focus their answers on a particular subject while allowing room for 

discussion (Spradley, 1979, as cited in Leech, 2002). In this study, grand tour questions included 

dining experiences during the pandemic and focused more on how consumers felt during this 

time. Consumers could reflect on their experiences and emotions during the pandemic and 

compare take-out versus restaurant dining experiences. In closing, consumers were asked if they 

wanted to add anything not covered in the interview process.  

In the second length, professionals were interviewed using the same questions to address 

a consumer’s point of view. In every case, each professional was able to provide their 

perspective and insight allowing more data to be collected. Interviewees required prompting in 

some instances to provide suitable material for the analysis. Specifically, in some cases, 

professionals were encouraged to provide their opinion on the current state of the local restaurant 

scene and its consumers. Leech (2002) describes filler- questions acting as prompts to allow 

participants to continue explaining their experiences. "Prompts are as important as the questions 

themselves in semi-structured interviews. Prompts do two things: they keep people talking and 

they rescue you when responses turn to mush" (Leech, 2002, p.667). Finally, professional 
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participants were asked to include any concluding thoughts relevant to the study and permission 

to be contacted if any questions needed to be re-examined.  

Thematic Analysis  

A thematic analysis (TA) provides a systematic approach to generating codes from the 

data and categorizing themes and subthemes relevant to the study. Braun and Clarke (2012) 

wrote, “TA is an accessible, flexible, and increasingly popular method of qualitative data 

analysis” (p. 57). However, in recent TA overviews, Braun and Clarke (2019) explain that a 

reflexive TA is theoretically more flexible and can be used within a wide range of theoretical 

frameworks to determine experiences, human behaviour, views, perceptions, and the factors that 

influence and shape particular social phenomena. Therefore, in this study, a reflexive TA was 

preferred to study consumer motivations in procuring take-out meals during COVID-19. 

According to Braun and Clarke (2012) and Braun and Clarke (2021), a thematic analysis is 

produced by a series of five successive steps to ensure the correct analysis and coding of the 

data, which will lead to well thought and accurate findings. I utilized the same principles to allow 

readers to understand the data in five phases before reaching the sixth phase, writing the report, 

as per Braun and Clarke’s (2012) TA approach. 

Phase One - Familiarization with the data. The first step included transcribing the interviews 

and making initial notes, either personal thoughts or just reading through the transcripts to 

understand the participants' descriptions. Interviews were transcribed using 'Otter,' an online tool 

that analyzed the recordings. Transcribed discussions were printed and categorized between 

consumers and industry professionals; recurring data were colour-coded while highlighting all 

quotes, similarities, and contradictions (Clarke & Braun, 2014). I followed a data reliability 
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strategy by Guest et al. (2012), where the original recordings were compared to transcripts for 

accuracy and overall understanding. In addition, Braun and Clarke (2012) wrote on the matter of 

maintaining transcripts in their original form to maintain conversation details "As a general 

practice, we do not advocate "cleaning up" the transcript (such as making it more grammatical or 

removing hesitations, pauses, and guggles) when working with data." (p. 60). Therefore, I kept 

the transcripts unedited to maintain more accuracy with the general mood of the conversations. 

Phase Two - Generating Initial Codes. According to Braun and Clarke (2012), phase two 

includes understanding the data and being critical of the information the data portrays. In this 

phase, I looked for information that answered my research questions. Any relevant or 

reoccurring information was paired with a corresponding coloured note and a brief description of 

the indicated data. In this phase, the goal was to identify patterns common across transcripts or 

report deviant cases. After generating the first code, I searched for similarities until I found the 

next relevant topic. Braun and Clarke (2012) explain, "Codes will almost always be a mix of the 

descriptive and interpretative" (p. 61), which I also soon discovered. 

In many cases, the data was descriptive, making coding easy to label and organize. However, on 

other occasions, data indicated feelings such as anxiety towards dining out or fear of COVID-19. 

In those cases, I had to write an interpretation of the data content to reveal the meaning.  

After processing the transcripts, I gained colour-coded notes for all the data of my research 

questions which helped me organize the data corpus. Recurring patterns across transcripts 

included 'Fear of Contracting COVID-19', 'Food quality,' 'Socializing' and 'take-out allows more 

time for family". These codes belong to larger theme groups but are connected; they are 

described in detail in the Findings chapter. 
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Phase Three - Searching for Themes. This phase explored the relationship between themes and 

implored me to consider how the data tied into a story or an image while referring to the research 

questions. Braun and Clarke (2012) wrote, "Think of themes like the pieces of a jigsaw puzzle: 

Together, they provide a meaningful and lucid picture of your data" (p.65).  

Similarly, authors Robson and McCartan (2016) specify an analogous technique to Braun and 

Clarke's (2012) to identify themes within the data. "In addition to identifying indigenous themes 

that characterize the experience of informants, your research questions and issues of theoretical 

importance can be used to suggest possible themes" (Robson & McCartan, 2016, p. 475). 

Therefore, considering Braun and Clarke (2012) and Robson and McCartan's (2016) 

theme identification technique, the initial research questions were a significant starting point to 

identify themes from the data corpus. Research questions acted as titles on separate sheets of 

paper where the recurring data were listed beneath each. While many categories were written 

under the research question titles, data with the highest frequency in appearances from the 

transcripts quickly stood out; they became the primary coded concepts for the theme, while the 

rest became secondary, and the ones not mentioned in recurrence were discarded (Braun & 

Clarke, 2012; Braun & Clarke, 2017; Robson & McCartan, 2016). Similarly, a frequency number 

was recorded next to each code, identifying how many times it was mentioned. Data related to 

each code was then grouped, creating a pattern, thus forming each theme (Braun & Clarke, 

2012). From there, themes and sub-themes naturally started to overlap and made shared 

connections where initial signs of patterns among coded data became visible. 

Phases Four and Five - Reviewing, Defining and Naming Themes. For these two phases, I 

checked my themes against data extracts to see if there was reliability. Some codes were 
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discarded, and others were collated, creating a more prominent body of relevant data. I utilized 

Braun and Clarke's theme rationale (2012) to establish if a theme has enough supported data and 

meaningful information to benefit the study's purpose. I also checked for coherence between 

themes and noted which were significant or not. Finally, for the fifth phase, I started to define the 

information according to relevance and recorded what was unique about each theme. The themes 

evolved organically from the data without forcing information to emerge. As Braun and Clarke 

(2012) explain, "do not try to do too much, as themes should ideally have a singular focus; (b) 

are related but do not overlap, so they are not repetitive, although they may build on previous 

themes; and (c) directly address your research question. (p.66) 

Finally, I kept relevant participant quotes and each theme's content analysis separately for 

the final report. The theme analysis was guided by maintaining a relevancy guideline where all 

data had a purpose and answered the study's research questions as seen in the Findings.  

Phase six – Writing the Report. In this phase, I utilized visual mind mapping techniques to make 

a model for my report, followed by a write-up. In addition, I used notes and memos that were 

kept throughout the interview and transcription process. Written notes helped identify patterns 

that wouldn’t have been easily visible by only reading through the transcriptions. While writing 

the report, I followed an organic progression and natural connection of themes related to my 

research questions to allow the reader to see the relevance (Braun & Clarke, 2012). The report is 

analyzed in more detail in the next chapter, Findings.  
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Findings  

As discussed in the literature review, restaurant experiences were widely researched 

before the pandemic in various capacities (Warde & Martens, 2000; Andersson & Mossberg, 

2004; Hansen, 2005; Gustafsson et al., 2006; Taar, 2014). In a study by Hansen (2005), it was 

found that external factors threaten positive consumer experiences. At the same time, Di Renzo 

et al. (2020) found the pandemic lifestyle challenging for individuals to adapt to, which 

interfered with consumer eating habits. For the time being, there is little academic research 

investigating consumer motivations for take-out experiences during the pandemic. Therefore, 

this study qualitatively explored consumer motivations for ordering take-out at home during 

COVID-19 while examining the overall consumer experience. 

 This study’s thematic map derived from the relationship of data emerging from the 

research questions as seen in Figure 1. Therefore, the findings are organized by consumers and 

professional participants while using the research questions to categorize the data. In the first 

half of this chapter consumers compared take-out experiences at home with experiences in 

restaurant settings and provided their perceptions of the advantages and disadvantages of those 

experiences concerning the research questions. In the second half, professionals were asked to 

provide their view of the industry as well as how they experienced consumer behaviour during 

COVID-19. Findings from consumers and industry professionals are analyzed in research 

question succession to allow the reader to follow the interview analysis in a linear approach. To 

maintain confidentiality and participant anonymity, all participants were given pseudonyms 

throughout the findings of this research.  
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RQ1: What factors influence a consumer's take-out meal experience during the 

pandemic?  

RQ2: What are the advantages and disadvantages of ordering food from local 

independent restaurants during the pandemic?  

RQ3: How do consumers compare a take-out gastronomic experience versus dining in a 

traditional restaurant setting?  
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Figure 1  

Thematic Map 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Note. The research questions (RQ) identified in green, are used as a method of identifying themes within the data as per Robson 

and McCartan (2016). The research questions are linked to the themes that kept re-occurring during the interviews, those are 

depicted in blue. Last, the major sub themes that hold relevance are indicated in yellow and are connected directly to the 

analogous research question.  
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Consumer Participants 

Table 1 represents an example of the coded data extracted during the TA, depicted are the 

Theme descriptions, subthemes and context as discussed in RQ 1.  

Table 1 

RQ 1: What Factors Influence a Consumer’s Take-Out Experience During the Pandemic?  

 

Code Example  Description Sub Theme Theme 

Easy to 

Order  

“I am running from point A 

to point B and I don’t have 

the time to cook, So, I’m 

ordering something to go” 

(Joanne) 

 

“I did not want to be 

disappointed by something I 

never tried before, I wanted 

almost like a home cooked 

meal” (Damon) 

Consumers seek ease 

and affordability due 

to life, busy 

schedules and no 

time to cook. They 

want food that is 

readily available for 

take-out but also 

something that feels 

comforting.  

 

Ordering take-

out promotes 

Familiarity  

Convenience  

Take-out is 

comfortable 

but not for 

special 

occasions  

“Eating at home took away 

that celebratory atmosphere 

…it just felt like any other 

dinner” (Tracy) 

Consumers felt that 

eating at home does 

not fulfill their need 

to feel treated to 

dinner thus adding 

further anxiety 

while being house 

bound. 

Mental distress 

and anxiety 

caused by 

prolonged 

isolation. 

COVID-19 

Fatigue 

Participants  

Consumers Tracy, Damon,     

Professionals Joanne    
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RQ 1: What factors influence a consumer's take-out experience during the pandemic?  

Convenience. Before the pandemic, consumers enjoyed eating in a restaurant setting as it was 

considered fun, allowing people to socialize and relax. Individuals consumed take-out food for 

convenience rather than pleasure which agrees with past research by Wales (2009); take-out 

meals were purchased after a busy day at work or when people felt too tired to prepare a 

homecooked meal as seen in Figure 2. Participants mentioned that eating in a restaurant was an 

'occasion' where the consumer could relax as they were being waited on (Norris et al., 2021; 

Peistikou, 2021). "Monica" explains, "sometimes you want to go to a restaurant to be able to 

focus on each other and allow somebody else to take care of everything."   
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Figure 2  

Research Question 1: Interview Findings 

RQ1: What Factors Influence a Consumer’s Take-out Experience During COVID-19? 

 

 

 

 

 

 

 

 

 

 

 

 

 

Note. Depicted are the emerging themes discussed by all interviewees - professionals, and consumers deriving from 

research question one. The sizes of the circles represent the frequency they were mentioned during the interview 

process. The areas where the bubbles join are also of importance as it indicates how factors related to one another.  

CONVENIENCE 

MORE TIME 

WITH 

FAMILY 

TAKE-OUT 

IS A 

REWARD 

TIME 

SAVING 

FAMILIARITY 

FOOD QUALITY 

EASY TO 

ORDER 

FAST 

SERVICE 

FEAR OF COVID-19 IN 

RESTAURANT SETTING 

NEW 

EXPERIENCE  

SOCIAL MEDIA 

PLATFORMS 

PROMOTING 

ONLINE 

ORDERING  

COVID-19 

FATIGUE 



HOMEBOUND: NEW GASTRONOMIC EXPERIENCES 51 

 

Most consumer interviewees expressed that ordering and consuming a take-out meal is 

regarded as a relaxing and socializing activity. "Monica" related that take-out experiences during 

the pandemic are more convenient, personal, and intimate. Being at home made consumers feel 

comfortable with having alcoholic beverages as opposed to being in a restaurant setting where 

they would have to be mindful of the amount they drink, make driving arrangements as well as 

be aware of the limited seating time. Participants said that COVID-19 had brought more stress in 

their lives due to changes in their work and life balance (Di Renzo et al. 2020), and take-out 

meals alleviated the obligation of cooking, thus supporting the idea of convenience. 

During the interviews, meals at home were described as time-efficient and convenient. 

Consumers explained their preference for take-out as they didn't have to worry about cooking. 

Participants "Alex" and "Derek" explained that time was 'valuable'; therefore, if a day was 

planned with activities, they felt disheartened by having to cook afterwards. Instead, they ordered 

from Uber Eats or Skip the dishes for convenience and ease (Grande, 2020). Consumers viewed 

take-out meal experiences as a time-saving commodity enabling them to allocate time for other 

activities. Norris et al. (2021) and Grande (2020) described online platforms such as Skip the 

Dishes and Uber Eats as practical meal procuring tools allowing people to be more productive 

instead of preparing a meal. 

Pivoting and Social Media. The term ‘pivoting’ was mentioned and discussed 

organically in the interviews as all consumers were cognizant of what it meant but were more 

concerned with how restaurants dealt with closures (Cooper, 2020; Guillen, 2020; Peistikou, 

2021). In fact, many participants explained the reason they supported independent restaurants 

more than franchises was because of the local industry’s effort to serve consumers with fresh, 



HOMEBOUND: NEW GASTRONOMIC EXPERIENCES 52 

 

affordable, and locally made food during months of restrictions and isolation. The sub-theme 

“Pivoting” is directly related to “Social Media” as consumers relied on social media to see if a 

restaurant was still operational and depended on their online presence to determine if a restaurant 

is worth trying (Grande, 2020). Social media became more than a mindless scrolling tool for 

bored users, consumers depended on social media platforms to stay connected with people they 

knew and utilized platforms to learn new activities and, among other things, devoted time to 

baking or cooking to pass the time (Chang & Meyerhoefer, 2020). According to participants, 

social media accounts showcasing food became a daily necessity for inspiration and browsing 

restaurant menus. Food blogger “Amanda” explained that she gained new followers who were 

eagerly looking for the next great take-out experience. “If we know there is a new restaurant in 

town and there is buzz about it on Instagram, then yeah, we will check it out.” In the same way, 

other participants agreed with what is already known, social media is a primary factor for 

ordering take-out from a new independent restaurants in Ottawa or the next ‘new place’ in town 

(Restaurants Canada, 2021a). Other interviewees attested to social media becoming an enabler 

for consumers to discover new restaurant experiences during the pandemic.  

Fear of COVID-19. Restaurants had adopted a vaccination policy where consumers were 

required to show proof of vaccination to be allowed to dine in restaurants throughout the 

pandemic (Walkowiak et al., 2021). Some interviewees explained that even though they felt 

relief for compulsory vaccination policies, they were still cautious about contracting the virus. 

Others indicated that the experience is not worth the risk, "Tracy" said: 
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I am double vaccinated, but I still fear. It matters to me; health and safety matter to me. I 

don't think I'd be comfortable anytime soon going to a place where I'm like jammed in; I 

do enjoy the spacing. 

Participant "Monica" explained that in terms of convenience and ease, staying at home 

was a critical factor for adopting more take-out experiences since there was a general fear of 

contracting COVID-19 when visiting a limited capacity restaurant. In addition, several 

consumers indicated that even though restaurants try to maintain sanitation processes, some 

don’t adhere to strict COVID-19 safety guidelines.  

Food Quality. Consumers expressed that restaurant prepared take-out food had a certain 

allure compared to home-cooked meals making the overall experience similar to that of being in 

a restaurant setting, a concept also covered in previous studies (Andersson & Mossberg, 2004; 

Gustafsson et al., 2006). "Holly," remarked, "I'm not a very good cook. So, yeah, it's nice to have 

good food, you know?". Quality was a non-negotiable factor for re-ordering take-out food (Di 

Renzo et al., 2020). In many cases, quality was why participants stopped ordering from certain 

independent restaurants. Study participants observed the difference in quality of their delivered 

food in comparison to their pre-pandemic take-out orders (Di Renzo et al., 2020). The principal 

reason for that lies in the receiver's experience (Ha & Jang, 2010), "Amanda" expressed relief as 

food experiences during the pandemic were more cost-effective which added to the experience 

even though the quality wasn’t the same "I definitely missed eating at restaurants, but my wallet 

is also happier. We don't pay for service charges anymore". 

Some participants expressed eagerness for the industry to re-open as take-out did not 

adhere to the same quality standards as a meal eaten in a restaurant (Cotnam, 2021). "Amanda" 



HOMEBOUND: NEW GASTRONOMIC EXPERIENCES 54 

 

specified that initial take-out experiences were not of the expected quality a consumer would 

usually see in a restaurant setting; instead, take-out felt like a compromise. Specifically, 

"Amanda," said: 

The first experience that we had wasn't the greatest, like, the burger was soggy, and the 

fries were soggy. You're missing the freshness element of it, but it was still nice to be 

like, ‘oh, we didn't cook this meal,’ you know? We don't have to like, plan this meal out 

and buy the groceries – it just came to our doorstep.  

Consumer "Angela" explained, "I just don't find food quality as good as in independent 

restaurants." Participants indicated that independent restaurants have put more care into 

preparing meals than chains allowing the consumer to feel they are getting value for the money 

spent.  

COVID-19 Fatigue. During the early phases of the pandemic in 2020, people faced 

seclusion, they were restricted from socializing and prohibited from being in closed public 

spaces with others when unnecessary (Goddard, 2020). The prolonged lifestyle changes and 

routine dissolution forced people to find alternative paths towards maintaining aspects of pre-

pandemic life (Di Renzo et al., 2021). Many individuals struggled with mental stress, depression 

and anxiety as residents struggled with the new normality (Di Renzo et al., 2021). As restaurants 

continued closing, more workers were laid off, and the restaurant industry was best described by 

uncertainty for the future (Bufquin et al., 2021).  

For communities in Ottawa, while being homebound was non-negotiable due to 

government restrictions, take-out and delivered foods were the only familiar sources for residents 

as in pre-covid times. When extreme stress is introduced, people seek ordinary things to receive 
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comfort. A study in Qatar by Ben Hassen et al. (2020) concurs that consumer behaviour 

drastically changes in times of difficulty.  

Usually, the purchase of products is utilized as a relaxation medium to cope with distress. 

However, there is also evidence that this focus on buying food items is a behavioural 

reaction to feelings of stress and uncertainty. A perceived loss of control is a disagreeable 

state that leads consumers to restore control through product acquisition. (Ben Hassen et 

al., 2020, p.3)  

In this study, take-out became a source of comfort since it was the only unaltered 

restaurant service during the pandemic. Take-out provided consumers with a dining experience 

at home while helping them put aside the fear of contracting COVID-19 (Kim & Lee, 2020). 

Ordering a meal became an occasion and something consumers looked forward to. Consumer 

"Damon" indicated that take-out meals alleviated anxiety and stress as individuals didn't have to 

focus on daily meal preparations.  

In terms of feeling fatigued, consumers expressed their disappointment for not 

celebrating, socializing, or commemorating special holidays and events and revealed a general 

feeling of exhaustion for the current COVID-19 safety restrictions. "Holly" explained, "…as 

some of us got vaccinated, we were able to get together, you know, outside, but it wasn't the 

same thing…So, you know it's not the same feel or that celebratory feeling". Consumer 'Damon' 

explained: 
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… the only time you were allowed to leave your house was for groceries, medical, or 

food. And so, as an excuse we used to go out for a drive, you know to see somebody and 

say hello, or whatever and have some kind of human contact.  

Several consumers reminisced the idea of walking into a restaurant, ordering a meal and 

having the option or the freedom to dine-in or take-out. Participants were irritated for the lack of 

dining options, where the only alternatives were delivery or cooking a meal thus, making them 

feel restricted. Most individuals expressed they were eager to dine in a restaurant setting again 

after COVID-19 because it was a familiar activity – supporting the idea that sitting in a 

restaurant promotes a sense of normalcy; it’s not about the food only – as Hansen (2005) and Ha 

(2020) explain - it’s the atmosphere and the overall experience.  

New Experiences. Meals are a necessary part of society where individuals can connect, 

relax, and enjoy an experience (Andersson & Mossberg, 2004). While for some participants 

ordering take-out remained a factor of convenience just as in pre-pandemic times, others attested 

that take-out was a reason to try something new. Specifically, participant "Derek" explained, 

"The main thing would honestly be, I don't cook. Like I cook very healthy at home. So, honestly, 

it's like a cheat meal; if anything, it's a treat."  

In restaurants, patrons go for the experience; they will get dressed for the occasion as 

they look forward to being greeted, seated, served, and then go home without cleaning (Hansen, 

2005). "Holly" explained how she missed being waited and served but didn’t have that luxury at 

home “…somebody has to cook, and somebody has to do all the dishes".  However, other 

conversations with interviewees indicated underlying reasons for preferring take-out over 

cooking at home or eating in a restaurant during the pandemic. Eating in a restaurant may be 
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“expensive,” “time-consuming,” and the consumer needs to be mindful of leaving the right 

amount of gratuities to servers. Participants indicated that take-out is more than just convenience 

but is a lifestyle choice and a new habit assimilated when families had no choice but to spend 

more time together around the table. "Jake" explained that the pandemic did not affect him and 

his family whatsoever, as they substituted restaurant experiences with take-out at home – and it 

felt equally nice for them, if not better than dining in a loud, fast paced environment. In contrast, 

a minority of participants expressed how the pandemic made them feel alienated from society 

and alone since they couldn’t freely visit and dine in restaurants making take-out feel like a 

forced experience. 

RQ 2: What are the Advantages and Disadvantages of Ordering Food from Local Independent 

Restaurants During COVID-19? 

To provide a more organised approach this research question was written in two separate 

sections advantages and disadvantages for consumers and professional participants, as seen in 

Figure 3.   
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Figure 3  

Research Question 2: Interview Findings 

RQ2: What are the Advantages and Disadvantages of Ordering Food from Local 

Independent Restaurants during COVID-19? 
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Advantages for Consumers.  

Convenience. Participants described local restaurant take-out as "easy" and "affordable" 

compared to dining in a restaurant as service charges inadvertently made a meal more expensive, 

thus interfering with the overall experience. While participants were happy to pay gratuities, they 

sometimes felt pressured. Therefore, take-out alleviated that anxiety. Consumer "Monica" 

described lack of motivation being another reason for ordering take-out for her family. 

"Sometimes you just don't feel like cooking. It could be a hard day at work, your brain is drained, 

and you don't want to go to the stove. You want to grab something easy, convenient". In 

addition, consumers were asked why they chose independent restaurants for something 

convenient, to which the majority explained that the food tasted similar to home-cooked meals. 

Supporting Local. An unexpected topic emerged as an advantage for ordering take-out, 

which included the idea of "supporting local" businesses. Participants were cognizant of the local 

market's financial troubles due to limited operations during the pandemic and opted to support 

local independent businesses instead of franchises. Consumers "Derek" and "Alex" agreed that 

restaurants became more creative by introducing new ideas and product lines in a noble effort to 

retain and acquire more clientele. Specifically, "Derek" said, "I feel like they kept the quality the 

same; they are working hard and definitely struggling, but that's why I want to support local." 

"Alex" shared her view, "the chains didn't change much; it's not about quality for them, it's about 

pumping out quantity. COVID-19 has limited their ability to do everything, and I felt like the 

local places have done the opposite".  

While for some consumers ordering take-out was about value, comfort and efficiency, 

other participants explained supporting local businesses gave them a sense of pride in helping the 
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industry. Some participants expressed disapproval with buying meals from franchises as that 

would hinder the local economy. "Amanda" explained, "We started to do take-out more often. 

Trying to help local businesses because we heard that some restaurants were going out of 

business". Furthermore, "Damon" and "Angela" pointed out the importance of supporting 

pivoting businesses during the pandemic because restaurants have put more effort into their 

services and products than in pre-pandemic times. An example of the coded data can be seen in 

Table 2 along with a description of the emerging theme and subtheme.  

Table 2 

RQ 2: What are the Advantages and Disadvantages of Ordering from Local Independent 

Restaurants During COVID-19? 

Code Example  Description  Subtheme Theme  

Change in 

Routine  

“I’ll call or go online, 

it’ll say “oh, sorry we 

are booked” and I’m 

like well, there go our 

plans!” (Jake)  

Booking a 

reservation in a 

restaurant is hard 

because of 

restrictions and 

limited seating.  

Reservation 

System -  

Disadvantage – 

experience in 

restaurants is 

not the same as 

pre-pandemic 

times  

Convenience  

Trying 

New Take-

out Food  

“I enjoy having a meal 

delivered and I want to 

support small 

businesses during 

COVID, I just like 

trying different things” 

(Tracy) 

Consumers indicated 

that restaurants 

offering new meal 

specials and offers 

helped them 

overcome being 

housebound, while 

helped expose 

consumers to new 

experiences 

Supporting 

Local  

Pivoting  

Participants      

Consumers  Jake, Tracy    
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Disadvantages for Consumers 

Food Quality. The concept of food quality was consistent throughout the interviews. 

Frequent diners expressed that food prepared in a restaurant was meant to be consumed in a 

restaurant setting, and therefore, take-out meal quality was inferior. According to some 

consumers – food arrived overcooked, stale and sometimes not as advertised. Similarly, Ha and 

Jang (2010) explained that take-out is a good alternative, but it cannot replicate restaurant quality 

or overall experience. A few consumers disagreed while explaining that independent restaurants 

chose convenience rather than quality specifically ‘Derek’ explained: 

Either the Chefs or the original staff is not there anymore, maybe because of how long 

things were closed? Or they didn’t have much staff- so they are overworked or 

overwhelmed, I’m not entirely sure, but I have noticed a very big drop in quality of take-

out food and even good restaurants in general since COVID-19.  

Participant Alex’ explained, “I’ve already crossed off a whole bunch of places on my list, 

you know, really shortening it down to who’s got quality take-out food.” Some consumers 

stopped ordering take-out or visiting specific restaurants due to poor food quality. While some 

preferred franchises for their product consistency, others disagreed and explained that local 

restaurants maintained food quality in comparison to chains because they employ trained cooks 

and industry Chefs.  

RQ 3: How do Consumers Compare a Take-Out Experience Versus Dining in a Traditional 

Restaurant Setting?  

Restaurant outings were synonymous with occasions, events or having new experiences 

by trying something new. Current restrictions and government mandates forced restaurants to 
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operate at a reduced capacity while allowing take-out to be the predominant option for patrons 

(Ha, 2020; Peistikou, 2021). Interviewees have indicated how they perceived take-out meal 

experiences during the pandemic in comparison to visiting restaurants in Figure 4.  
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Figure 4  

Research Question 3: Interview Results  

RQ3: How do Consumers Compare a Take-out Experience Versus Dining in a Traditional 

Restaurant Setting? 
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Convenience. As businesses were open during decreased restrictions, capacity 

stipulations in restaurants made people re-think the notion of dining out. The government 

implemented reservation systems in restaurants to maintain specific clientele volumes for safety 

reasons (Bufquin et al., 2021). Consumers were expected to book their intended dining occasion 

in advance but with limited seating arrangements it became a challenge for businesses and 

consumers. Even though all consumers and professionals agreed with vaccination policies some 

indicated that dining out had become a lengthy process. Eating in a restaurant was influenced by 

mandates such as wearing a mask and being vaccinated to dine indoors, which altered the overall 

dining experience. Similarly, seated consumers faced anxiety as their booking had a specific time 

cap for safety reasons. "Derek" explains:  

It was very frustrating to find a spot to go to; you can't just do things on the fly anymore. 

Or when you're thinking, 'Oh, I'm here for 90 minutes; I got to leave now'! And that 

definitely puts a damper on things for sure. 

Consumers mentioned that reservations were hard to book because of restaurants' limited 

seating policy, thus amplifying their motivation towards ordering more take-out during the 

pandemic. Some described the transition from dining out to ordering take-out as easy and 

convenient as they didn't have to leave the house or plan ahead. However, other consumers 

explained that being in lockdown during the pandemic was a reason for them to replicate a 

restaurant experience at home. An example of the emerging theme, subtheme and coded data is 

depicted in Table 3.  
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Table 3 

RQ 3: How do Consumers Compare a Take-Out Experience versus Dining in a Traditional 

restaurant Setting? 

Code Example  Description  Subtheme Theme  

Eating out 

is an 

Occasion 

but take-

out can be 

both 

“The food has to be good, 

and the service has to be 

good, but really it’s the 

overall experience – I 

would say value for money, 

a good product and good 

service is paramount to the 

experience” (Angela)  

 

“it’s kind of adding 

something to the day, 

because it’s something 

exciting and fun. We don’t 

want to take the time at 

home to finish off the day 

with cooking, so, take-out 

allows us to extend that 

fun” (Alex)  

 

“rather than having to cook 

everything, we would focus 

on setting our own 

atmosphere at home and 

then the take out comes and 

we can enjoy our company 

and all the fun stuff… like 

we actually had a better 

time doing take-out at home 

than it has been now going 

to restaurants” (Derek) 

 

Consumers 

explained the 

difference between 

eating out and 

dining in. 

Consumers 

explained that 

eating in a 

restaurant was for 

occasions whereas 

eating take out was 

more convenient 

and a reason to 

create more 

memorable 

moments 

Memorable 

Experience  

Convenience  

Participants      

Consumers Angela, Derek, Alex,  
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Professional Participants  

RQ 1: What factors influence a consumer's take-out experience during the pandemic?  

Convenience. Ordering a meal was motivating because it was delivered to the 

consumer's home. Industry chef "Antonio" said, "I think they like to order take-out; I think 

sometimes it's just the easiness of having that, you know, delivered to your home. Especially if 

you have a long day at work." In the same mind-frame, participants explain how they enjoy 

eating a well-prepared meal and, therefore, may often order take-out from independent 

restaurants (Grande, 2020). Professional "Amy" explained ordering takeaway meals promotes 

comfort since patrons are not obligated to dress for the occasion. Take-out is considered easy, no 

mess and hassle-free, but at the same time, consumers benefit from having a positive experience 

in a familiar atmosphere- such as their home.   

Pivoting and Social Media. In a matter of months, companies drastically changed their 

customer retention and acquisition methods. Social media and meal procurement platforms such 

as Skip the Dishes or Uber-Eats became significant factors in helping overcome hardship as 

restaurants advertised and promoted offerings to maintain clientele (Mohammed, 2020). 

However, professionals indicated that a business owner's role was far more complicated during 

the pandemic in comparison to pre-pandemic eras, as "Matthias" explained: 

So now we have to play, like, create and have a following of friends. The whole social 

media thing is important, staying connected with clients giving them something new to 

see and interact with on a weekly basis. You need to be more connected with the 

customer than just keeping a pretty website.  
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While consumers saw merit in using meal procurement platforms, professional 

interviewees disapproved of media such as Skip the Dishes and Uber. "Mark" conveyed that 

those conglomerate companies charged excruciatingly pricey fees for their services to local 

restaurants. "As far as the restaurant itself, well- after the third-party companies' surcharge, there 

isn't much profit left for the independent owner." Some consumer participants also noted that 

they prefer placing orders directly to the restaurant to avoid supporting third party companies. 

On the other end, Diebner et al. (2020) explained that some restaurants felt obligated to join 

those platforms to keep the consumer happy as they were established and recognized for their 

convenient delivery service.  

Workforce Strain. Professionals noticed a phenomenon where poor customer service 

and restaurant food quality were directly related to the loss of qualified staff due to the 

pandemic. Professional "Amy" explains that up until the pandemic, restaurants were paying their 

staff minimum wage for their hard labour; it was accepted within the industry as that was the 

status quo. However, as COVID-19 hit the sector, many professionals left the industry, searching 

for other, higher-paying jobs (Bufquin et al., 2021). According to "Pete," local restaurants were 

forced to work with primarily unqualified staff willing to receive minimum wages and long 

hours. Other business owners weren't so lucky; business owner "Mark" explained that COVID-

19 devastated his business within hours of receiving the local mandates and restrictions. His staff 

had to be laid off, and he eventually used his savings to keep the company afloat. Like "Mark," 

kitchens and restaurants had no opportunities for professionals and Chefs, leaving many workers 

no choice but to change industries for better wages (Bufquin et al., 2021; Statistics Canada, 

2021b). "Mark" explained: 
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You know, like I have colleagues who were like executive Chefs in massive banquet 

facilities who are like, wondering if they are going to be able to make a mortgage 

payment next month…. I saw giants in the industry just f****** crumble and be like, I 

don't know what I'm going to do. I think businesses that continue to operate are probably 

doing it by the skin of their teeth.   

In his interview "Pete" explained, "Right, no one's making money, even the busy patios, 

they are just trying to keep staff." Supporting "Mark's" previous statement, "Pete" also 

acknowledged that along with businesses pivoting to remain operational many lost their jobs – 

including himself. His company went bankrupt due to not being able to pivot the business model 

into a ghost kitchen operation, where the kitchen could remain operational without seating or 

waitstaff but with delivery and take-out options instead (See-Kwong, Soo-Ryue, Shiun-Yi & 

Chong, 2017; Panse et al., 2019; Chauhan, Abidi, Joshi & Kumar, 2020; Peistikou, 2021). On the 

other end, according to "Matthias" and "Mark," the pandemic made consumers forget how to act 

in public. According to professionals, many consumers treat food service staff poorly during 

restaurant encounters, leading to more frustration for workers and forcing them to leave the food 

service industry.  

Fear of COVID-19. On the other end, professionals explained that even though 

consumers feared contracting COVID-19, people grew restless at home and wanted to dine out 

by any means necessary (Di Renzo et al., 2020). Consumers expressed the need to socialize and 

seek experiences similar to pre-pandemic times. However, at the same time, take-out has become 

a safer experience than eating in a restaurant. Professional "Amy" explained:  
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I'm someone who would go to a patio, and I haven't quite gotten into the dining indoors 

scene yet; I'm still quite uncomfortable on the patios. But um, yeah, I suppose you'd also 

have to dress for the elements, whereas take-out you're just, you have a bit more 

flexibility in terms of where you eat it.  

Other interviewees also felt apprehensive about having a patio experience and explained 

that they'd rather wait until public spaces felt safer.  

Food Quality. Certain restaurants were forced to make drastic menu changes. Industry 

expert "Matthias" related that restaurants had to cut their food costs; therefore, their quality has 

changed. In addition, many accommodations were made to reduce labour costs, which came at 

the expense of food quality.  

Okay, so we are more accommodating now because we realize, you know we need the 

people, we need hands - or if I am less reliable on people can I still put a product out? So 

maybe I should buy all my pastries, ready to serve. Okay, then maybe I can buy all my 

breads as a bake-off item – people still love good bread – but I can't afford a pastry Chef. 

Professionals explained that even though businesses tried to be accommodating – some 

consumers felt unsatisfied with restaurant food value and quality.  

COVID-19 Fatigue. The pandemic forced consumers to realize the importance of social 

contact, professionals "Amy," "Tanya," and "Pete" relayed that the pandemic has made 

consumers yearn to be outside or connected with people as they experience loneliness from being 

isolated, therefore having a meal together is the first sought out social experience. However, 

“Joanne” mentioned that from her experience, single consumers are not motivated to cook as 
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much as before, making takeaway meals more favourable, as also supported in Brown et al., 

(2020). "Joanne" continues by saying that COVID-19 has generated anxiety and mental distress, 

thus, making a take-out meal easier to procure than cooking at home for various reasons. The 

concept of "take-out" was considered an amalgamation of thoughts and actions, such as a 

convenient, easy, fun pastime activity that her family looked forward to having.  

When we went into the initial lockdown, any consumer that was looking for that fun, that 

party, they were told 'no it's not happening'…. after that people started to get the itch, 

even if it was to go to a drive through. They were leaving their homes, or they were now 

calling Uber to come and bring them something.   

The pandemic has highlighted how important it is to have meals with family and friends; 

sharing food is an intimate and personal thing that allows people to connect and combat isolation 

(Brown et al., 2020). Similarly, when asked why consumers order take-out, "Joanne" explained: 

Convenience would be the number one factor consumers are looking for, the quick, easy 

fix because they are so busy because they are tied down with things, they just can't get 

away from. And when you look at the pandemic, it's as if I am now lazy. I'm sitting in my 

house; I don't want to go out. I've been hit with this; I've been forced to stay at home. So, 

I just don't want to do anything.  

Previous studies support that forced feelings of isolation promote a sense of helplessness, 

which people try to combat by consuming food and having meal experiences (Spinelli, 2014; Di 

Renzo et al., 2020). Similarly, "Amy" explained: 
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There's an area of research now called commonality, this idea of sharing at the table and 

how that's important throughout history but also in terms of mental health and wellbeing; 

you know, being able to kind of break bread, so to speak, is a very old, historical thing. 

And the pandemic, I think, has challenged a lot of us in that sense, you know, just to kind 

of suddenly be in isolation or if you live alone. 

 Professionals indicated that take-out was something special, out of the ordinary and 

offered a different experience for residents stuck at home. In addition, take-out experiences were 

valued more than their ease and affordability; they promoted comfort as a way for consumers to 

sit back, relax and allow someone else to do the cooking. Professionals expressed how the 

pandemic created an opportunity to observe consumer behaviour and eating habits as businesses 

developed "outside-of-the-box" ideas to promote their products and services, a notion also 

supported in Diebner et al., (2020). "Amy" explained that some restaurants recognized the need 

in the market for dining experiences and created new concepts such as a picnic or charcuterie 

takeaway options.  

New Experiences. Professionals see meals beyond the scope of an experience; among 

others, "Tanya" explains that a meal is "one of the most important things; it's the center of 

culture." Meals are fundamentally essential experiences that shape culture, promote conversation 

and build social rapport, as supported by previous studies (Taar, 2014). Beyond that premise, 

"Amy" explained:  

It also, I think, shapes your identity as well as part of who you are. I think a lot of what 

you eat is also who you are; you know, you express a lot of your identity and cultural 

identity or even just the way you socialize and express yourself through your food. 
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The pandemic has really made people realize how to reprioritize as well as, you know, 

what's important. I think experiences have become more important than things; you 

know, just buying more things. Like I think food is an experience.  

According to "Matthias," take-out has changed how consumers view a dining experience 

as comfort feels essential rather than in pre-pandemic times "Now, you can basically get in your 

PJ's and eat pizza in front of your television; you know, it's not a big production." While 

consumers miss dining out, professionals explained that take-out is the new normality as 

priorities have shifted and consumers have found ways to make take-out meals an occasion.  

RQ 2: What are the Advantages and Disadvantages of Ordering Food From Local 

Independent Restaurants During COVID-19? 

Advantages. 

Pivoting. Restaurants had to become creative with their take-out menus while remaining 

competitive with franchises through creating inexpensive meal options. Industry professional 

"Matthias" explained, "Take-out is a good thing for a business to have if the business can keep it 

affordable - because they are competing with the Pizza-Pizzas." In addition, "Matthias" 

explained how take-out is an advantage for both consumer and the business: 

For about 40 bucks, you have a nice dinner for two people, you don't have to pay a 

service charge, you can drink your wine or beer – and then you can try it again with a 

couple of friends. Take-out is here to stay because it is affordable it's flexible, and you 

can have it quickly. You either order it, pick it up or have it delivered – you don't spend 

two hours in a restaurant. 
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From the business's point of view, many restaurants saw take-out as an opportunity to 

pivot that allowed them to have fewer running costs. The concept of not needing front-of-the-

house staff meant reduced labour for the business. At the same time, a significant advantage 

mentioned throughout the interviews proposed that take-out enabled companies to remain 

operational during COVID-19. 

Reservation System. On the other end, professionals explained that the reservation 

system implemented by the government for local restaurants had pushed consumers toward 

ordering more take-out. “Amy" describes the everyday experience for consumers trying to dine 

in a restaurant as stressful, and a decision worth planning in advance: 

And once you get your table, I know some restaurants have requested that you limit it to 

one hour and a half just so that they can try to get in as many people in. So, you know, 

you have to bear in mind that you can't maybe linger as much as you'd like, you know, so 

yeah, it's sort of planning a bit more. Whereas with take-out, it's a bit more casual. It's a 

bit more relaxed, in your home, your environment. 

For the consumer, the intention of planning, booking a table and going to a restaurant is 

no longer worth the same value as the amount of time spent to place an order and have a meal at 

home. "Amy," says:  

You know, now that patios are open, you have to make sure you book well in advance; 

they all book up really fast. Meals can no longer feel fun because they lack spontaneity, 

and people feel frustrated by not being able to just go for dinner.  
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While the reservation system is inconvenient for many consumers, it is still an option for 

restaurants to serve their patrons. As professionals explained, the reservation system is a 

disadvantage for the local restaurant industry as it hinders consumer experience, but it has 

enabled consumers to order more take-out food from local restaurants.  

Supporting Local.  Professionals agreed that take-out during the pandemic had educated 

consumers to be more aware and knowledgeable about ordering and consuming products while 

becoming significantly more adventurous and trying new things, as Ha (2020) mentioned. 

Awareness on local television channels helped consumers realize the industry's peril and its 

workers when businesses don't have demand. Consumers were eager to support the local sector 

stay afloat by ordering meals from independent restaurants for either curbside pick-up or 

delivery; "this idea of curbside pick-up, I think, has really changed the way that you interact with 

the client. Just getting stuff in the mail has totally changed things, stuff they would never order". 

On a broader level, "Mark" explained that consumers were more open to various delivery 

methods even if they weren't using them before the pandemic. While the pandemic fast-tracked 

how consumers interacted with food applications, Ottawa residents felt compelled to endorse 

local restaurants by purchasing take-out.  

Disadvantages. 

COVID-19 Fatigue. Even though consumers with families explained that their dining 

experiences were substituted by take-out without many consequences; however, professionals 

explained that solely ordering take-out had disadvantages for individuals living alone. People 

who lived alone and were confined in their space couldn’t socialize, thence experiencing feelings 

of isolation, loneliness, worry, and mental distress.  
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Food Quality. On similar matters, professionals discussed industry inefficiencies that 

were not present before the pandemic. Specifically, franchises gained popularity during the 

pandemic due to their quality control and time efficiency in comparison to local independent 

restaurants, "Matthias" explained: 

Independent restaurants have been inconsistent during COVID-19. They are focused on 

keeping the customer happy- but it's their perception of what makes the customer happy. 

In reality, they harm the business's bottom line because they are inconsistent with their 

product and timing.  

"Matthias" and other professionals explained that inefficiencies are directly related to 

poor food production deriving from unqualified staff working in kitchens during the pandemic or 

even a lack of willing staff. Since the initial worker lay-offs in the first few months of 

restrictions, restaurants relied on limited government subsidies (Larue, 2020). However, 

economic assistance wasn't enough to keep many workers employed in restaurants. Most 

professional interviewees explained that qualified staff was hard to find, and businesses had no 

choice but to train anyone willing to work - inadvertently sacrificing food quality. Professionals 

expressed that a loss of balance between food quality and time efficiency was detrimental to a 

business during the pandemic.  

RQ 3: How do Consumers Compare a Take-Out Experience Versus Dining in a Traditional 

Restaurant Setting? 

Memorable Experience. According to professionals, dining promotes conversation and 

community, allowing people to share an experience, thus making it memorable. In the literature 

review, Gregorash (2018) covers the construct of memorable experiences heightened by food 
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experiences. The findings of this study agree with previous research describing dining in a 

restaurant as an orchestrated play, where the consumer is the guest of honour who participates in 

a unique sensory experience involving an interplay of taste, smells, atmosphere, and human 

contact (Andersson & Mossberg, 2004). Industry chef "Antonio" said:  

I think it's a show, everything when dining in a restaurant is theatre, from the moment 

you walk in, you know? How the place looks, the lighting, the music, the cleanliness, 

how you are greeted at the door, how soon the waiter will bring me a glass of water 

before explaining what is offered. From the moment you walk into the restaurant – to the 

moment you leave, it's an experience like going to a ballet – or going to a theatre. 

Value. According to professional interviewees, consumers reminisced about being served 

in restaurants during the pandemic and realized that take-out could also be an experience – at 

home. Chef “Antonio” points out that the pandemic created an opportunity while enabling 

consumers to understand and appreciate ingredients and processes more – hence why many 

consumers started baking sourdough bread and discovering cooking tips on social media during 

the first year of the pandemic. According to professionals, consumers perceive take-out as less 

costly to eat than dining in restaurants, and consumers seem willing to replicate a dining 

experience at home.  

Similarly, restaurateurs realised they needed to deliver accommodating experiences to 

target their market, such as different menus, adding services to gain a broader range of clientele 

and expanding their social media and internet presence. Pivoting businesses and ghost kitchens 

decided to eliminate the seated area of their business to save labour costs, thus allowing 

businesses to operate through take-out and affirming previous industry research (King, 2020; 
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Larue, 2020). Throughout this study, professionals pinpointed that take-out during the pandemic 

was seen as a new and unique experience compared to pre-pandemic take-out. Social media 

helped create this new take-out image. “Bella,” “Joanne,” and “Matthias” explained that 

consumers frequently ordered during the pandemic because take-out felt like a valuable amenity.  

“Antonio” specified: 

I have friends that used to order once or twice a week. Now, they call four times a week 

because excellent restaurants in Ottawa deliver a packaged experience that you could 

have in a restaurant- at half the price. Check the restaurant’s post on Instagram and see 

what they offer! 

Finally, professionals described the local restaurant industry during COVID-19 as a 

rapidly evolving sector where the business owner mentality is more creative and strives to 

become innovative. Restauranteurs didn’t hesitate to develop, improve or change offerings as the 

goal was sustainability – unconsciously increasing value for consumers. 

Discussion 

The purpose of this research aimed to determine if COVID-19 was the reason for 

homebound consumers in Ottawa inheriting take-out at home as new dining experiences. This 

project acknowledged recent studies demonstrating the critical effect pandemic restrictions had 

on home-confined consumers by Di Renzo et al. (2020); online food demand by Chang and 

Meyerhoefer (2020); mental wellness by Bufquin et al. (2021); restaurant industry challenges by 

Norris et al., (2021) and Peistikou (2021). For comparison, this study utilized previous research 

by scholars who studied optimal meal experiences, memorable dining experiences, food quality, 
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consumer behaviour, motivation and revisitation (Jarvis, 1987; Andersson & Mossberg, 2004; 

Hansen, 2005; Gustafsson et al., 2006; Ha & Jang, 2010; Taar, 2014; Chen, 2018; Gregorash, 

2018; Ha, 2020). Through information retrieval from consumers and industry professionals, this 

research attempted to examine meal experiences during COVID-19 and concluded the following 

results. 

RQ 1: What factors influence a consumer's take-out experience during the pandemic?  

COVID-19 was a critical factor in keeping consumers homebound. However, consumers 

expressed that take-out experiences were convenient, easy, and safer than dining in limited 

capacity restaurants during restrictions. Thus, a domino effect occurred where consumers felt 

safer at home; therefore, they ordered meals through online webpages, applications, and third-

party distribution platforms. Most consumers utilized delivery applications such as Skip the 

Dishes and Uber to acquire their meals which made the overall experience worthwhile for the 

consumer. Consequently, according to both professionals and consumers social media became a 

significant support factor for consumers during COVID-19 as restaurants were able to stay 

connected with their clients and vice- versa consumers were able to follow updates from their 

favorite local businesses.  

Data indicated the pandemic became a catalyst in promoting feelings of mental fatigue – 

where consumers purchased take-out frequently as an activity, for fun, and to gain a sense of pre-

pandemic normalcy. Even though take-out food quality was perceived as mediocre, which 

professionals attributed to restaurant worker layoffs and businesses struggling with unqualified 

staff, consumers were more concerned for safety, convenience, and price value than food quality.  
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RQ 2: What are the Advantages and Disadvantages of Ordering Food from Local 

Independent Restaurants During COVID-19? 

The findings identified convenience and supporting local restaurants as related 

advantages for ordering take-out. Consumers believed take-out meals were convenient, 

affordable, accessible, and higher value than franchises. Evidence supported that while most 

consumers enjoyed the variety of take-out from independent restaurants, some preferred and 

trusted franchise take-out due to standardized quality control. Take-out food quality was a 

disadvantage compared to eating the same meal in a restaurant - consumers indicated take-out is 

mediocre and sometimes prepared poorly. Even though the data indicated that poor food quality 

would affect repurchase intent, participants related the matter of quality to staffing shortages due 

to COVID-19 and mentioned they felt compelled to aid the industry by supporting the local 

businesses by purchasing take-out from independent restaurants. In addition, take-out meals were 

considered a bargain in price value compared to dining in a restaurant where service charges and 

gratuities augmented the bill. Therefore, take-out was synonymous with convenience and value, 

which indicated a level of customer satisfaction and contentment – a principle stated in research 

by Andersson and Mossberg (2004).  

An advantage for procuring more take-out was supported by the restaurant reservation 

system, which made indoor dining significantly problematic for consumers - thus, amplifying the 

need for convenient meal experiences at home.  
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RQ 3: How do Consumers Compare a Take-Out Experience Versus Dining in a Traditional 

Restaurant Setting?  

This study’s findings agree with previous meal experience studies by Andersson and 

Mossberg (2004) and Gustafsson et al. (2006), who indicate table service and atmosphere to be 

essential and valuable elements in satisfactory restaurant experiences. Previous research revealed 

that food presentation and quality were significant to the overall restaurant experience while 

take-out was not considered as memorable. Specifically, Taar (2014), indicated that home-

cooked meals or eating at home do not represent memorable or extraordinary experiences. 

However, the findings of this study disagree with Taar (2014).  This research found that take-out 

food consumed at home by homebound populations during COVID-19 can become a memorable 

occasion or special event for consumers - resulting in a comfortable, convenient, safe, and 

affordable solution. The analysis suggested that even though the take-out food quality was 

inferior, the overall experience was superior at home. Evidence suggests consumers still miss 

occasionally dining in restaurants but have assimilated take-out as a new dining experience 

which will remain even after restrictions ease. 

Further analysis of value perception determined that consumers consider attributes such 

as experience, monetary value, atmosphere, service, and food as valuable commodities. 

Gustafsson et al. (2006) suggested that individuals look for encounters beyond the food itself, 

where the restaurant provides the space for consumers to relax, enjoy, and socialize - therefore, 

supporting that take-out is also perceived as a valuable experience. Ultimately, the findings 

suggested that dining in restaurants during COVID-19 was challenging, leaving consumers to 

reminisce about the unmatched quality of restaurant experiences in pre-pandemic times. 
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However, the pandemic enabled individuals to re-evaluate experiences and prioritize which 

aspects of dining are essential and worth replicating.  

Conclusion 

In summary, the study found that consumers were eager to dine out due to feeling 

fatigued from being housebound for prolonged periods (Di Renzo et al., 2020), further 

establishing that dining in restaurants is a form of socializing (Andersson & Mossberg, 2004; 

Brown et al., 2021). Even though take-out food quality was perceived as inferior in pre-

pandemic times, during COVID-19 take-out experiences were the only available options for both 

consumers and restaurants which forced businesses to focus on take-out. While evidence 

suggests consumers still miss the occasional dining in restaurants, participants regard take-out as 

a valuable new dining commodity that may possibly remain even after restrictions ease.  

Considerations  

While this study focused on consumer, take-out experiences during the pandemic it only 

concentrated on the independent restaurant industry in Ottawa. Franchises are merely mentioned 

in the analysis to provide restaurant operation insights and consumer preferences but are not 

analyzed in depth from a consumer experience aspect. However, by exclusively looking into 

independent restaurant take-out the scope of this research is not complete as many consumers 

consider franchises for their gastronomic experiences as indicated in the findings.  

Similarly, the foundation of this study was to gain substantiative information explaining 

the pandemic effects on consumers and their dining experiences at home. It is worth mentioning 

that even though there aren't many academic or peer-reviewed papers to draw information from, 
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there was a plethora of current, evolving, and day-to-day grey literature that described the current 

state of the industry and its consumers. 

While current populations have never trekked through COVID-19 before, global 

pandemics have been re-occurring throughout millennia. Therefore, this study offers the chance 

to document and archive consumer behaviors in the foodservice industry on a micro-level since it 

is limited to Ottawa only. 

Limitations  

A limitation of this study was the small number of interviews; even though the data 

collection reached saturation with all 18 participants, the scope of the study was fairly narrow as 

only independent restaurants were investigated. A broader scope such as including franchises as 

well as including a more extensive sampling of participants would provide additional data in this 

study. A drawback of this study was the lack of resources to study, research, and investigate the 

pandemic effects in the restaurant industry on a larger scale. Currently, countries worldwide are 

treading through virus mutations such as the delta and omicron COVID-19 strains, which have 

prolonged safety measures and unpredictable business operations (Gomez, 2021). This project's 

aim is far more significant and needs to be re-evaluated with multiple research methods to add 

validity since there is a constant flow of current information.  Lack of similar studies and 

substantiated peer-reviewed material made this research unchartered territory where the 

probability of revisiting this research is high since the pandemic hasn't concluded yet.  

             Researchers and industry experts agree that more studies are necessary towards 

identifying consumer patterns during the pandemic as the restaurant industry is in dire need of 

developing strategies and tools to overcome hiring challenges and business closures (Desjardins, 
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2021; Diebner et al., 2020; Di Renzo et al., 2020; Goddard, 2020; Peistikou, 2021, Restaurants 

Canada, 2020). Furthermore, a post-pandemic review could also offer answers in creating 

safeguarding and prevention mechanisms to help the restaurant industry from similar socio-

economic events. 

Recommendations  

While this research study did not examine experiences from chain restaurants, a 

recommendation is the inclusion of franchises, since participants mentioned in many cases they 

chose franchise take-out for affordability, convenience, and consistency. By exploring the 

aforementioned variables this study will gain diversified data which can be included to this 

analysis. Another recommendation is to conduct a quantitative or mixed methods research study 

to find supporting demographic information such as consumer background. This research will 

benefit from future revisitation to establish what types of meal experiences consumers perceive 

as gastronomic experiences and if the current definition still holds merit. Cross-referencing data 

after the pandemic has ended will confirm if take-out has remained an established ‘at home’ 

gastronomic experience.  

 

 

  



HOMEBOUND: NEW GASTRONOMIC EXPERIENCES 84 

 

References 

Agusriadi, A., Elihami, E., Mutmainnah, M., & Busa, Y. (2021, February). Technical Guidance 

for Learning Management in a Video Conference with the Zoom and Youtube application 

in the Covid-19 Pandemic Era. In Journal of Physics: Conference Series (Vol. 1783, No. 

1, p. 012119). IOP Publishing. http://dx.doi.org/10.1088/1742-6596/1783/1/012119 

Andersson, T. D., & Mossberg, L. (2004). The dining experience: do restaurants satisfy customer 

needs?. Food Service Technology, 4(4), 171-177. https://doi.org/10.1111/j.1471-

5740.2004.00105.x 

Arendt, S. W., Roberts, K. R., Strohbehn, C., Ellis, J., Paez, P., & Meyer, J. (2012). Use of 

qualitative research in foodservice organizations: A review of challenges, strategies, and 

applications. International Journal of Contemporary Hospitality Management, 24(6), 820-

837. https://doi:10.1108/09596111211247182 

Avis. (2022). Age requirements. Avis. Retrieved February 9, 2022, from 

https://www.avis.com/en/help/usa-faqs/age-requirements 

Braun, V., & Clarke, V. (2012). Thematic analysis in APA Handbook of Research Methods in 

Psychology: Vol. 2. Research Designs. DOI: 10.1037/13620-004 

Braun, V., & Clarke, V., (2017). Thematic analysis, The Journal of 

Positive Psychology. 12:3, 297-298. DOI: 10.1080/17439760.2016.1262613 

Braun, V., & Clarke, V. (2019). Reflecting on reflexive thematic analysis. Qualitative research 

in sport, exercise and health, 11(4), 589-597. 



HOMEBOUND: NEW GASTRONOMIC EXPERIENCES 85 

 

Braun, V., & Clarke, V., (2021). Can I use TA? Should I use TA? Should I not use TA? 

Comparing reflexive thematic analysis and other pattern‐based qualitative analytic 

approaches. Counselling and Psychotherapy Research, 21(1), 37-47. 

Brown, L., Buhalis, D., & Beer, S. (2020). Dining alone: improving the experience of solo 

restaurant goers. International Journal of Contemporary Hospitality Management. 

https://doi.org/10.1108/IJCHM-06-2019-0584 

Bufquin, D., Park, J. Y., Back, R. M., de Souza Meira, J. V., & Hight, S. K. (2021). Employee 

work status, mental health, substance use, and career turnover intentions: An 

examination of restaurant employees during COVID-19. International Journal of 

Hospitality Management, 93, 102764. https://doi.org/10.1016/j.ijhm.2020.102764 

Cambridge Dictionary. (n.d.). The Cambridge Dictionary. Take-Out. 

https://dictionary.cambridge.org/dictionary/english/takeout.  

Chang, H. H., & Meyerhoefer, C. D. (2020). COVID‐19 and the Demand for Online Food 

Shopping Services: Empirical Evidence from Taiwan. American Journal of Agricultural 

Economics. https://doi.org/10.1111/ajae.12170 

Chauhan, A., Abidi, S., Joshi, M., & Kumar, A. (2020). Through the Future Lens. Indian Journal 

of Geo-Marine Sciences. [PDF]. 

https://www.researchgate.net/publication/338572228_Through_the_Future_Lens 

Chen, B. S.-Y. (2018). What makes restaurants successful?. Hospitality Insights, 2(1), 10-12. 

https://doi.org/10.24135/hi.v2i1.22 

https://doi.org/10.1016/j.ijhm.2020.102764


HOMEBOUND: NEW GASTRONOMIC EXPERIENCES 86 

 

Choudhary, N. (2019). Strategic Analysis of Cloud Kitchen–A Case Study. Strategic Analysis, 

9(3). https://papers.ssrn.com/sol3/papers.cfm?abstract_id=3856618 

Cohen, D. A., & Babey, S. H. (2012). Contextual influences on eating behaviours: heuristic 

processing and dietary choices. Obesity Reviews, 13(9), 766-779. 

https://doi.org/10.1111/j.1467-789X.2012.01001.x 

Cooper, R. G. (2020). The Pandemic Pivot: The Need for Product, Service and Business Model 

Innovation. Innovation Management. https://www.stage-

gate.com/uncategorized/pandemic-pivot/ 

Cotnam, H. (2021, March 8). Thanks to COVID-19, these restaurants will never be the same. 

CBC. [Newscast Page]. https://www.cbc.ca/news/canada/ottawa/business-trends-covid-

19-fundamentally-changing-restaurants-buffets-1.5929655 

Desjardins, L. (2021, March 18). Restaurants claim to be key to economic recovery [Review of 

Restaurants claim to be key to economic recovery]. Radio Canada International. 

https://www.rcinet.ca/en/2021/03/18/restaurants-claim-to-be-key-to-economic-recovery/ 

Di Renzo, L., Gualtieri, P., Cinelli, G., Bigioni, G., Soldati, L., Attinà, A., ... & De Lorenzo, A. 

(2020). Psychological aspects and eating habits during COVID-19 home confinement: 

results of EHLC-COVID-19 Italian online survey. Nutrients, 12(7), 2152. 

https://doi.org/10.3390/nu12072152 

Diebner, R., Silliman, E., Ungerman, K., & Vancauwenberghe, M. (2020, April 2). Adapting 

customer experience during coronavirus | McKinsey. Www.mckinsey.com. 



HOMEBOUND: NEW GASTRONOMIC EXPERIENCES 87 

 

https://www.mckinsey.com/business-functions/marketing-and-sales/our-

insights/adapting-customer-experience-in-the-time-of-coronavirus  

Enterprise. (2022). Age requirements (US/Canada). [Website]. 

https://www.enterprise.ca/en/help/faqs/car-rental-under-25.html  

Finch, S. (2019, June 5). The rise of the dark kitchen. [Website]. https://foundry4.com/the-rise-

of-the-dark-kitchen 

Fotouhi, H., Mori, N., Miller-Hooks, E., Sokolov, V., & Sahasrabudhe, S. (2021). Assessing the 

Effects of Limited Curbside Pickup Capacity in Meal Delivery Operations for Increased 

Safety during a Pandemic. Transportation Research Record, 0361198121991840. 

https://doi.org/10.1177%2F0361198121991840 

Goddard, E. (2020). The impact of COVID‐19 on food retail and food service in Canada: 

Preliminary assessment. Canadian Journal of Agricultural Economics. 

https://doi.org/10.1111/cjag.12243 

Gomez, J. (2021, December 3). Who says measures used against Delta should work for omicron. 

Coronavirus. [Website]. https://www.ctvnews.ca/health/coronavirus/who-says-measures-

used-against-delta-should-work-for-omicron-1.5692088.  

Grande, L. (2020, November 12). Canadians now ordering food online in record numbers, survey 

reveals. foodnetwork.ca. [Website]. https://www.foodnetwork.ca/dining-

out/blog/canadians-order-food-online-covid-survey/ 



HOMEBOUND: NEW GASTRONOMIC EXPERIENCES 88 

 

Gregorash, B. J. (2018). Understanding authenticity within gastronomic experiences. In 

Authenticity & Tourism. Emerald Publishing Limited. https://doi.org/10.1108/S1571-

504320180000024010 

Guest, G., MacQueen, K. M., & Namey, E. E. (2012). Introduction to applied thematic analysis. 

Applied thematic analysis, 3(20), 1-21. 

Guillén, M. (2020, July 7). How businesses have successfully pivoted during the pandemic. 

Harvard Business Review. https://hbr.org/2020/07/how-businesses-have-successfully-

pivoted-during-the-pandemic 

Gunden, N., Morosan, C., & DeFranco, A. L. (2020). Consumers’ persuasion in online food 

delivery systems. Journal of Hospitality and Tourism Technology. 

https://doi.org/10.1108/JHTT-10-2019-0126 

Gustafsson, I. B., Öström, Å., Johansson, J., & Mossberg, L. (2006). The Five Aspects Meal 

Model: a tool for developing meal services in restaurants. Journal of foodservice, 17(2), 

84-93. https://doi.org/10.1111/j.1745-4506.2006.00023.x 

Ha, J. (2020). Why do people try different restaurants? The investigation of personality, 

involvement, and customer satisfaction. International Journal of Hospitality & Tourism 

Administration, 21(4), 456-470. https://doi.org/10.1080/15256480.2018.1511498 

Ha, J., & Jang, S. (2010). Effects of service quality and food quality: The moderating role of 

atmospherics in an ethnic restaurant segment. International Journal of Hospitality 

Management, 29(3), 520-529. https://doi.org/10.1016/j.ijhm.2009.12.005 



HOMEBOUND: NEW GASTRONOMIC EXPERIENCES 89 

 

Hansen, K. V. (2005). Restaurant meal experiences from customers' perspectives: a grounded 

theory approach. [Doctoral dissertation]. https://www.diva-

portal.org/smash/get/diva2:135531/FULLTEXT01.pdf 

Hess, D. (2020). Ghost kitchens help to maximize hotel F&B space. Hospitality Trade Journal 

and Magazine Articles. [PDF]. http://hdl.handle.net/10919/101491  

Hobbs, J. E. (2020). Food supply chains during the COVID‐19 pandemic. Canadian Journal of 

Agricultural Economics/Revue canadienne d'agroeconomie, 68(2), 171-176. https://doi: 

10.1111/cjag.12237 

Hum, P. (2021, September 17). How can restaurants win back staff? Ottawa labour shortage 

persists despite pay raises, benefits. [Website].Ottawa Citizen. 

https://ottawacitizen.com/news/how-can-restaurants-win-back-staff-ottawa-labour-

shortage-persists-despite-pay-raises-benefits 

Jackson, K., & Bazeley, P. (2019). Qualitative data analysis with NVivo. Sage. 

Jarvis, P. (1987). Meaningful and meaningless experience: Towards an analysis of learning from 

life. Adult education quarterly, 37(3), 164-172. 

https://doi.org/10.1177%2F0001848187037003004 

Kelso, A. (2020, January 2). Ghost Kitchens, AI And POS Systems: Restaurant Tech Providers 

Predict Top 2020 Trends. Forbes. 



HOMEBOUND: NEW GASTRONOMIC EXPERIENCES 90 

 

Kim, J., & Lee, J. C. (2020). Effects of COVID-19 on preferences for private dining facilities in 

restaurants. Journal of Hospitality and Tourism Management, 45, 67-70. 

https://doi.org/10.1016/j.jhtm.2020.07.008 

King, A. (2020, May 12). How local businesses are adapting as curbside pickup begins in 

Ontario | CBC news. CBC news. https://www.cbc.ca/news/canada/toronto/curbside-

pickup-begins-in-ontario-1.5563951.  

Klein, D. (2020, May). Is COVID-19 going to accelerate the ghost kitchen craze? QSR 

magazine. [Website]. https://www.qsrmagazine.com/customer-experience/covid-19-

going-accelerate-ghost-kitchen-craze 

Larue, B. (2020). Labor issues and COVID-19. Canadian Journal of Agricultural Economics, 

68(2), 231–237. https://doi.org/10.1111/cjag.12233 

Leech, B. L. (2002). Asking questions: Techniques for semistructured interviews. PS: Political 

Science & Politics, 35(4), 665-668. https://doi.org/10.1017/S1049096502001129 

Li, C., Mirosa, M., & Bremer, P. (2020). Review of Online Food Delivery Platforms and their 

Impacts on Sustainability. Sustainability, 12(14), 5528.4  

https://doi.org/10.3390/su12145528 

Lohrey, J. (n.d.). Qualitative factors to consider in restaurants. Small Business - Chron.com. 

[Website]. https://smallbusiness.chron.com/qualitative-factors-consider-restaurants-

77938.html 



HOMEBOUND: NEW GASTRONOMIC EXPERIENCES 91 

 

Luo, L., & Wildemuth, B. M. (2009). Semistructured interviews. Applications of social research 

methods to questions in information and library science, 232. 

Mohammed, R. (2020, May 26). How restaurants can survive right now. Harvard Business 

Review. https://hbr.org/2020/03/how-restaurants-can-survive-right-now. 

Muller, C. (2018). Restaurant Delivery: Are" ODP" the Industry's" OTA"? Part I. Boston 

Hospitality Review, 6(3). [PDF]. https://www.bu.edu/bhr/files/2018/10/Restaurant-

Delivery-Are-the-ODP-the-Industrys-OTA-Part-I-and-II.pdf 

National. (2022). How old do you have to be to rent a car? National Car Rental. [Website] 

https://www.nationalcar.com/en/support/car-rental-faqs/age-requirements.html  

National Post. (2020, October 7). Vass Bednar: Don't get spooked by 'ghost kitchens' — they 

may be the restaurant industry's best hope. https://nationalpost.com/opinion/vass-bednar-

dont-get-spooked-by-ghost-kitchens-they-may-be-the-restaurant-industrys-best-hope 

Neufeld, A. (2021, May 13). Canada's restaurant industry demands sector-specific support to 

survive the pandemic. [Newscast Webpage]. Toronto. https://toronto.ctvnews.ca/canada-

s-restaurant-industry-demands-sector-specific-support-to-survive-the-pandemic-

1.5426267 

Norris, C. L., Taylor Jr, S., & Taylor, D. C. (2021). Pivot! How the restaurant industry adapted 

during COVID-19 restrictions. International Hospitality Review. 

https://doi.org/10.1108/IHR-09-2020-0052 



HOMEBOUND: NEW GASTRONOMIC EXPERIENCES 92 

 

Ontario. (2022, January 20). Impaired driving. ontario.ca. [Webpage] 

https://www.ontario.ca/page/impaired-driving  

Palinkas, L. A., Horwitz, S. M., Green, C. A., Wisdom, J. P., Duan, N., & Hoagwood, K. (2015). 

Purposeful sampling for qualitative data collection and analysis in mixed method 

implementation research. Administration and policy in mental health and mental health 

services research, 42(5), 533-544. https://doi.org/10.1007/s10488-013-0528-y 

Panse, C., Sharma, A., & Dorji, N. (2019). Understanding consumer behaviour towards 

utilization of online food delivery Platforms. Journal of Theoretical and Applied 

Information Technology, 97(16). 

http://www.jatit.org/volumes/Vol97No16/11Vol97No16.pdf 

Pathak, A. K., & Saraf, M. (2020). How Online Food Services Like Zomato-Ubereats, Swiggy 

are Taking Over the Offline Restaurant Services?. | 

http://www.ijresm.com/Vol.3_2020/Vol3_Iss5_May20/IJRESM_V3_I5_128.pdf 

Peistikou, M. (2021). Restaurants Industry in the Covid-19 Era: Challenge or Opportunity?. In 

Strategic Innovative Marketing and Tourism in the COVID-19 Era: 9th ICSIMAT 

Conference 2020 (p. 153). Springer Nature. 

Pine, B. J., & Gilmore, J. H. (1998). The experience economy. Harvard Business Review, 76(6), 

18-23. 

Polsky, J. Y., & Garriguet, D. (2021). Eating away from home in Canada: Impact on dietary 

intake. https://doi.org/https://www.doi.org/10.25318/82-003-x202100800003-eng  



HOMEBOUND: NEW GASTRONOMIC EXPERIENCES 93 

 

Raj, M., Sundararajan, A., & You, C. (2020). COVID-19 and digital resilience: Evidence from 

Uber Eats. arXiv preprint arXiv:2006.07204. [PDF]. https://arxiv.org/abs/2006.07204 

Rawson, A., Duncan, E., Jones, C. (2013, September 1). The truth about customer experience. 

Harvard Business Review. https://hbr.org/2013/09/the-truth-about-customer-experience 

Rendaje, M. (2021). 18 Canadian Food Delivery Statistics. reviewlution.ca. [Website]. 

https://reviewlution.ca/resources/food-delivery-statistics/  

Resendes, S. (2021, May 12). 2020 restaurant industry trends: Shaping the future of food. 

Restaurant Insider. [Website] https://upserve.com/restaurant-insider/restaurant-industry-

trends/.  

Restaurants Canada. (2020, October 16). Restaurants need data and more immediate support to 

survive indoor dining closures. [Website]. https://www.restaurantscanada.org/industry-

news/restaurants-need-data-and-more-immediate-support-to-survive-indoor-dining-

closures/ 

Restaurants Canada. (2021a). Foodservice Facts 2021. Digital Copy [PDF]. 

www.restaurantscanada.org 

Restaurants Canada. (2021b). Foodservice Industry Forecast 2021-2025. [PDF]. www. 

restaurantscanada.org 

Robson, C., & McCartan, K. (2016). Real world research: a resource for users of social 

research methods in applied settings. Wiley. 

Saldana, J. (2011). Fundamentals of qualitative research. OUP USA. 

https://hbr.org/2013/09/the-truth-about-customer-experience


HOMEBOUND: NEW GASTRONOMIC EXPERIENCES 94 

 

Sasson, R. (2019, January 21). Why people love to eat out in restaurants. Success Consciousness 

- Skills for Success, Positivity and Inner Peace. 

https://www.successconsciousness.com/blog/happiness-fun/why-people-love-to-eat-out-

in-restaurants/ 

Schlosburg, A. (2011, June 6). What is gastronomy? Gastronomy Blog What is Gastronomy. 

https://sites.bu.edu/gastronomyblog/2011/06/06/what-is-gastronomy/  

 

See-Kwong, G., Soo-Ryue, N. G., Shiun-Yi, W., & Chong, L. (2017). Outsourcing to online 

food delivery services: Perspective of F&B business owners. The Journal of Internet 

Banking and Commerce, 22(2), 1-18. https://www.icommercecentral.com/open-

access/outsourcing-to-online-food-delivery-services-perspective-of-fb-business-

owners.php?aid=86136 

Sims, R. (2009). Food, place and authenticity: local food and the sustainable tourism experience. 

https://doi.org/10.1080/09669580802359293 

Singh. S. (2019, September 9). The Soon To Be $200B Online Food Delivery Is Rapidly 

Changing The Global Food Industry. Forbes.  

https://www.forbes.com/sites/sarwantsingh/2019/09/09/the-soon-to-be-200b-online-food-

delivery-is-rapidly-changing-the-global-food-industry/?sh=30656ff4b1bc 

Spiegel, M., & Tookes, H. (2020). Business restrictions and Covid-19 fatalities1. Covid 

Economics, 20. 

https://www.successconsciousness.com/blog/happiness-fun/why-people-love-to-eat-out-in-restaurants/
https://www.successconsciousness.com/blog/happiness-fun/why-people-love-to-eat-out-in-restaurants/


HOMEBOUND: NEW GASTRONOMIC EXPERIENCES 95 

 

https://dora.dmu.ac.uk/bitstream/handle/2086/20567/CovidEconomics56.pdf?sequence=1

#page=25 

Spinelli, S., Masi, C., Dinnella, C., Zoboli, G. P., & Monteleone, E. (2014). How does it make 

you feel? A new approach to measuring emotions in food product experience. Food 

Quality and Preference, 37, 109-122. https://doi.org/10.1016/j.foodqual.2013.11.009 

Statistics Canada. (2021a, January 8). Labour force survey, December 2020. 

https://www150.statcan.gc.ca/n1/daily-quotidien/210108/dq210108a-eng.htm 

Statistics Canada. (2021b, March 18). Impact of COVID-19 on food services and drinking 

places, first quarter of 2021. Www150.Statcan.gc.ca. 

https://www150.statcan.gc.ca/n1/pub/45-28-0001/2021001/article/00010-eng.htm 

Suhartanto, D., Helmi Ali, M., Tan, K. H., Sjahroeddin, F., & Kusdibyo, L. (2019). Loyalty 

toward online food delivery service: the role of e-service quality and food quality. Journal 

of foodservice business research, 22(1), 81-97. 

Taar, J. (2014). The best culinary experience. Factors that create extraordinary eating episodes. 

Procedia-Social and Behavioral Sciences, 122, 145-151. 

https://doi.org/10.1016/j.sbspro.2014.01.1317 

Tuzovic, S., Kabadayi, S., & Paluch, S. (2021). To dine or not to dine? Collective wellbeing in 

hospitality in the COVID-19 era. International Journal of Hospitality Management, 95, 

102892. https://doi.org/10.1016/j.ijhm.2021.102892 

https://doi.org/10.1016/j.ijhm.2021.102892


HOMEBOUND: NEW GASTRONOMIC EXPERIENCES 96 

 

Wales, M. E. (2009). Understanding the role of convenience in consumer food choices: a review 

article. SURG Journal, 2(2), 40-48. 

Walkowiak, M. P., Walkowiak, J. B., & Walkowiak, D. (2021). COVID-19 Passport as a Factor 

Determining the Success of National Vaccination Campaigns: Does It Work? The Case 

of Lithuania vs. Poland. Vaccines, 9(12), 1498. 

Warde, A., & Martens, L. (2000). Eating out: Social differentiation, consumption and pleasure. 

Cambridge University Press. 

Williams, H. A., Yuan, J., & Williams Jr, R. L. (2019). Attributes of memorable gastro-tourists’ 

experiences. Journal of Hospitality & Tourism Research, 43(3), 327-348. 

https://doi.org/10.1177%2F1096348018804621 

Yeo, V. C. S., Goh, S. K., & Rezaei, S. (2017). Consumer experiences, attitude and behavioral 

intention toward online food delivery (OFD) services. Journal of Retailing and Consumer 

Services, 35, 150-162. https://doi.org/10.1016/j.jretconser.2016.12.013 

  



HOMEBOUND: NEW GASTRONOMIC EXPERIENCES 97 

 

Appendix A 

  

 



HOMEBOUND: NEW GASTRONOMIC EXPERIENCES 98 

 

Appendix B 

Research Consent Form  

My name is Mary Kosta, and you are invited to participate in my research project, Homebound: Has Independent 
Restaurant Take-Out Created New ‘At-Home’ Gastronomic Experiences?  

 

This research project is part of the requirement for achieving a Master of Arts in Tourism Management degree at Royal 

Roads University. My credentials with Royal Roads University can be established by contacting my supervisor, Dr. Bill 
Gregorash. The research aims to identify consumer perceptions with the restaurant industry and if people will continue dining at 

home with restaurant-prepared meals compared to eating in a restaurant setting after the COVID-19 pandemic. You may verify 

the authenticity of this project by contacting my academic supervisor Dr. Bill Gregorash. Please note that your valuable ideas and 

opinions will appear in the report itself. However, no personal information such as your name or personally identifiable 

information will be used to attribute those comments to you. 

 

Your participation will consist of being interviewed with a series of semi-structured, open-ended questions and your 

involvement will last approximately 30- 40 minutes.  The questions will refer to dining experiences during the COVID-19 
pandemic.  In addition to submitting my final report to Royal Roads University in partial fulfillment for the degree of Master of 

Arts in Tourism Management I will also be sharing my research findings with industry professionals, independent restaurants, 

and hospitality academics.   

The research results will be published in public outlets, including [thesis/doctoral dissertation] that will be published in RRU’s 
Digital Archive, Pro-Quest and Library and Archives Canada. The results might also be disseminated at public and academic 

conferences and presentations. Participants of this study will also receive a copy of the finalized research. 

While there are no foreseeable risks from participating, this research aims to help the restaurant industry and accumulate valuable 

data generated by your experience as consumers. 
Anonymity: Interviews will be carried out virtually and recorded digitally. The information will then be summarized, in 

anonymous format, in the final report. Your comments will remain anonymous, unless you agree to be identified in the report.     

Confidentiality: All documentation will be kept strictly confidential and no personally identifiable information will be 

used in the report itself. 
Potential Risks: There are no social, behavioural, psychological, physical, or economic risks in collecting data in this 

study. Data is only related to food preferences and dining habits and will be stored only by myself therefore, this research poses 

minimal risk for data leakage or breach of confidentiality.  Data will be kept in a password-protected personal computer. 

However, since we will be using US based software to conduct our interviews, data may be stored on or accessible by servers in 

the United States and may be subject to examination by government or law enforcement under the Patriot Act. While this 

likelihood is small, I am required to let you/my participants know this possible risk.  

Withdrawal: Data may be withdrawn only until the finalization of the report. Data may no longer be withdrawn once it 

becomes part of an anonymized data set. 
All data will be retained for the duration of this study and destroyed by July 01, 2022.  Data will not be retained pertaining to an 

individual who has withdrawn at any time. 

 

Your participation is completely voluntary. If you do choose to participate, you are free to withdraw at any time. 
Similarly, if you choose not to participate in this research project, this information will also be maintained in confidence.  This 

research project has been approved by the RRU Research Ethics Board. If you have any questions regarding your rights as a 

research participant, please contact the Office of Research Ethics at ethicalreview@royalroads.ca; 1-250-391-2600 ext. 4425.  

 
By replying affirmatively to this email, you are indicating your agreement to participate in this project. In doing so, you are not 

waiving any legal rights.  

 

 
Name: (Please Print): __________________________________________________ 

 

Signed: _____________________________________________________________ 
 

Date: _______________________________________________________________ 
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Appendix C 

Advertisement for Social Media 

 

 

 

 

 

 

 

 

 

 

 

 

Note. This advertisement was posted on social media accounts. Interested parties willing to participate would follow 

the link provided and then proceed to fill out the questionnaire along with the study’s consent form.   
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Appendix D 

LETTER OF INVITATION  

Homebound: Has Independent Restaurant Take-Out Created New ‘At-Home’ 

Gastronomic Experiences?  

 
Dear Participant, 

 

I would like to invite you to be part of my research project. This project is part of the requirement for a Degree in 

Master of Arts in Tourism Management, at Royal Roads University. My name is Mary Kosta, and my credentials 

with Royal Roads University can be established by contacting Dr. Bill Gregorash. 

The purpose of this study is to investigate dining experiences from a consumer’s point of view. Research includes 

discovering perceptions and motivations among homebound diners in Ottawa before and after government lockdown 

measures. The aim is to generate data for the restaurant industry which could be used to better understand consumer 

needs and expectations during and after COVID-19. I will also be sharing my research findings with professionals in 

the restaurant industry and academics to validate the research.   

 

My research project will consist of semi-structured interviews conducted virtually through Zoom or Skype which are 

expected to last approximately 30- 45 minutes.  The interview will include questions such as:  

 

- How has COVID-19 impacted your social and dining lifestyle?  

- Describe your eating habits and dining routine before COVID-19. 

- Describe your dining at home experience during COVID-19.  

- What was your most frequent/ regular meal order during the pandemic and why?  

- How do you feel about restaurants operating at full capacity post COVID-19?  

 

Your name was chosen as a prospective participant because of your interest in my research study. If you would like 

to participate in this project, please contact me to book an interview time that is convenient for you: 

 

 

For more information regarding potential and anticipated risks, confidentiality, anonymity, and procedures of 

withdrawal, please review the detailed information outlined in the Research Consent Form. 

 

Sincerely, 

 

Mary Kosta  
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 Appendix E 

Interview Preamble:  

“Throughout this interview, when the word ‘take-out’ is used I am referring to food & beverage consumed from an independent 

restaurant that has been either delivered or picked up. We are not talking about franchise/chain restaurant experiences” 

Section 1: Broad questions- Icebreakers 

1. How many people live in your household and who prepares the meals in your family?  

2. In your words, how important is having a meal with your family and friends? 

3. Do you order take-out? Why? 

4. Describe the process of ordering and eating a take-out meal in your household. 

- Who makes the decision? 
- Does it have to be an occasion for ordering take out? 

5. How frequently did you dine in restaurants before COVID-19?  

- (Probing Questions if positive answer):  

- For what reasons did you choose to dine in restaurants?  
- What aspects of eating in a restaurant made the dining experience memorable for you (before COVID-

19)?  

- (Probing questions if negative):  

- What are your preferred dining methods, do you enjoy mostly eating in restaurants, take out/ delivery or 
cooking at home? Why? 

- How often do you cook at home? 

- How often do you order take out? … 

- What is the motivation for take-out? 

Section 2: Grand tour questions - Dining Experiences during COVID-19  

6. When COVID restrictions came to place, were you able to maintain/ continue your dining regime? (If participant 

says yes, read through green and yellow successively. If no, go only to yellow) 

(Probing if positive answer):  

- -How did restaurant closures and dining-in restrictions affect your eating habits?  

- Who did you dine with? 

- -Was it an occasion? 

- -How did you feel during dining? 

- -Did you feel comfortable being in a restaurant setting? 

- -Was the overall experience as expected? 

- (Probing questions if negative):  

- If COVID restrictions negatively affected your eating out habits, did you try other ways to maintain your 
lifestyle? 

- Why not? 

7. How does your take-out experience compare to a dining experience in restaurants?  

8. After restrictions ease, do you believe that your habits will change too? Why?   

- What is your impression of independent restaurants compared to franchise/chain? 

- Why do you order take out from independent restaurants?  

- Does any previous history with restaurants factor in your preferences? 

- Have your feelings changed towards restaurants you used to frequent before Covid? 
9. What values play a role in deciding to get take-out vs going out to a restaurant during Covid? 

(Answers can be convenience, ease, safety, price et.) 

10. Describe your experience of having take-out meals at home during the pandemic and how you feel?   

11. On average, how many times a week did you order take-out from an independent restaurant during lockdown?  

12. Since the re-opening of restaurants, have you dined in a restaurant? 

- -Was it an Indoor experience? 

- -Was it a Patio experience? 

- -Describe your experience. 
(Probing if negative answer-What are your reasons for not dining out?  

13. Compare your take-out experiences to restaurant dining experiences. Which do you prefer and why?  

-Would your preferences change if there were friends or family involved?  
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14. What are your thoughts about dining in restaurants after COVID-19 subsides?   
15. Has the pandemic affected your dining preferences? How so?  

16. How do you feel about the local restaurant scene? Do you have enough restaurant options to choose from for take-out?  

- Do online ordering services play a role in the home experience? Which ones?   

Section 3: Closing  

17. Is there anything about take-out experiences that you find relevant that I have not asked you?   

18. If necessary, would you be willing to have a follow up conversation if there are more questions that need to be 

examined?  

Thank you for your time and participation in my study! 

After this interview the data will be analyzed and recorded on a digital database. Data may be withdrawn only until the 

finalization of the report. If the data has already been collected, analyzed, and submitted then it will no longer be eligible for 

withdrawal. 

All data will be retained for the duration of this study and destroyed by July 01, 2022.  Data will not be retained pertaining to an 

individual who has withdrawn at any time.  

If you have any further questions about the study, you are welcome to reach out to Royal Roads University for clarification.  

 


