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A number of economic and socio-
demographic characters affect consumers
FAFH expenditure.

Attitudes and perceptions variables do not
significantly affect FAFH expenditure,
except for the variable used to capture the
level of trust in restaurants to deal with food
safety.

Interestingly, the diet quality index (DQI)
computed from the actual food intake of
FAFH indicates that the better the diet
quality the higher the expenditure share on
quick service and the lower the expenditure
share on other service restaurants.

Individuals who are aware of the availability
of nutrition information in restaurants, have
higher expenditure shares for quick service
and lower expenditure shares for other
service as compared to individuals who are
not aware of the availability of nutrition
information in restaurants. As compared to
individuals who do not use nutrition
information in restaurants, individuals who
use nutrition information spend less at quick
service restaurants and spend more on other
service restaurants.

Conclusions

As compared to economic and socio-
demographic factors, selected attitudes and
perceptions variables do not appear to have
significant effects on FAFH expenditure.

The provision of nutrition information and
the use of nutrition information at
restaurants have affected spending on
FAFH.

Overall, this study provides an improved
understanding of the behaviour of Canadian
FAFH consumers and therefore has
implications for health and nutrition policies
related to FAFH.



