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hefs may get much of the fame and exposure on food TV shows, atmosphere
and ambiance may get a lot of the attention on Instagram or Pinterest and
recipe innovation or food trends may have the most influence on what
people order when they dine out. But almost any restaurant owner will tell you that
it is, in fact, the components that make up day-to-day business operations that can
tip the scales when it comes to success or failure in the foodservice industry.
After all, it’s hard to develop exciting new menu items and recipes when you’re
worried about the rising cost of beef and produce. It’s challenging to improve your
levels of customer service when you’re struggling to find dedicated, reliable staff.
And it is difficult to make a profit when your building needs repairs, renovations or
new equipment just to stay competitive.
In this issue of Canadian Restaurant & Foodservice News, we explore the many
facets of operations that can make or break a business in this industry. Starting with
our feature story from author Geoff Wilson of fsSTRATEGY, we look at the
various ways operators can address the changing face of foodservice in Canada. As
Wilson explains, these opportunities, challenges, and operator responses encompass
everything from how to boost revenues to getting a handle on product and labour
costs. Among the other articles and features on business operations in this issue, you
will learn:
• How you can play to win and distance your business from the competition when
faced with the challenges of rising food costs;
• How incorporating new trends in beverages such as coffee, tea and cocktails can
help improve your bottom line, and;
• How preventive maintenance for heating and cooling equipment can stop
“cheap” from becoming expensive.
Of course, you can learn everything else you need to know about building a
successful foodservice business and unleashing the best that hospitality has to offer
by attending the annual Restaurants Canada Show from Feb. 28-March 1 at the
Enercare Centre in Toronto. As Donna Dooher, President and CEO of Restaurants
Canada, has noted about this year’s edition: “We want to raise the level of awareness
of all the amazing innovative things that are available to help make our restaurants
and the foodservice industry grow and prosper. And we want to do it in a way that
brings all the players together, so we can connect operators, chefs, manufacturers
and service providers right through to the beginning of the supply chain so they
can network and learn from each other.” Read all about the exciting lineup of
speakers and events at this year’s Show in our special cover story article in this issue
of CRFN.
Until next time, see you at the Show and happy reading!
Cheers for now,
Sean Moon
Managing Editor
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Exceeding Expectations

DAVID HANNAY
BRIX & MORTAR, VANCOUVER
By Sean Moon
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CANADIAN TRAILBLAZER

For Vancouver restaurateur David Hannay and his business partner Patrick
Mercer, everything old has become new again. From opening their original
restaurant, Brix, in a 1912 heritage building to the recent merging and
rebranding of Brix and its next-door sibling, a stylish cocktail lounge called
George, Hannay and Mercer seem to have a gift for breathing new life into
old businesses — and neighbourhoods.
When the duo opened Brix in Vancouver’s
Yaletown neighbourhood back in 1999, the
area was not exactly known as a restaurant
hotspot. Even six years later, when Hannay
and Mercer made the foray into the cocktail
lounge scene with their George property
adjacent to Brix, the Yaletown
neighbourhood was still trying to find its
mojo as a happening dining destination.
This past October, the re-opening of the
combined restaurant and bar spaces as a
rebranded Brix & Mortar represented the
culmination of a long-held dream of
Hannay and Mercer to give locals a new
dining and cocktail favourite.
BACK TO THE BEGINNING

“This past year has been a transitional one
for us,” says Hannay. “After more than a
decade we closed down our lounge, George,
in September and decided to go back to the
beginning. We looked at everything from
the ground up to come up with a fully
updated mission and vision and indeed a
rebrand. Brix and George became Brix &
Mortar — one restaurant with two
different rooms and two similar, yet subtly
different feels.”
Brix & Mortar brings together modern
Canadian cuisine, fine wine and creative
cocktails in an inviting, sophisticated space
to inspire conversation, a concept Hannay
feels is central to his philosophy on
commercial foodservice and its role in the
community.
“We look for products that offer a story
for our guest,” says Hannay. “That story
most often revolves around quality and
place. We certainly strive to support local
partnerships because these often give us
talking points on both quality and place.
Companies like Sky harvest who grow a
variety of fresh greens on the rooftops of
downtown buildings and deliver them
daily on bicycles to local restaurants. When
we first opened, selling someone on a local
Okanagan wine was nearly always a
challenge. Now there is an enormous sense
of pride in Vancouverites about this wine
industry. The individual stories behind

many of these local wineries are now daily
discussion in the restaurant.”
LEARNING THE ROPES

Hannay’s journey in the Vancouver
restaurant industry started at age 16 when
he worked as a busboy at a place called Dem
Bones. Through his 20s, he honed his
restaurant skills managing several
Boathouse Restaurants for the Spectra
Group, “a good training ground for
controls, systems and high volume.” He
also found time to study, earning an
undergraduate degree at UBC with a major
in theatre and a minor in economics.
“How can you get a more perfect fit for
this business?” says Hannay. “I always
enjoyed the energy of the guest interaction
on the floor of a busy room.”

Now married to wife Jennifer with two
children who share his interest in the food
world, Hannay says one of the biggest
challenges of owning a restaurant is
managing a staff of 40.
MEETING THE CHALLENGE

“This business draws in such a huge cross
section of society and everyone has their
own story. This is one of the greatest
strengths of the business but it can be one
of its most difficult tests. Many people view
a career in the industry as transitional or
temporary. Since becoming a father, I think
I have had more success in this arena.”
While he credits his family with much of
his inspiration and motivation, Hannay
says he is also very proud of the fact that his
restaurant and bar businesses have had

“The guest today is so much more savvy and
educated than when we first opened up. Their
expectations have risen sharply as have the number of
quality restaurants to select from. Being hands on is as
important as it has ever been. No one cares about
your business as much as you do. Period.”
— David Hannay
After the Boathouse, Hannay moved
back to serving tables at several restaurants,
including Joe Forte’s and the Fish House in
Stanley Park and also worked in retail at
Robert Simpson’s Liberty Wine Merchants
in West Vancouver.
“I worked alongside Patrick Mercer at
Forte’s from 1996-1999 when the two of us
dreamed of opening our own restaurant,”
says Hannay. “Wine has also been a big
part of my life since working alongside the
legendary Mike Moller in my Boathouse
days. Patrick and I felt that, in the late 90s,
there was a distinct lack of restaurants in
the space above full service casual and
below high end formal. This was our
impetus to believe we could be successful.”

such a positive impact on the local food
landscape. He believes that the philosophy
he and Mercer share has a lot to do with
their success.
“Patrick and I have worked with several
catchphrases over the years,” says Hannay.
“The two that stick out are: ‘Yes is the
answer, what is the question?’ and ‘Our job
is your happiness.’ The bottom line in this
business is that you won’t be in business if
you don’t give your guests a reason to
return.
“Our other big belief is ‘under-promise
and over-deliver.’ All of these sayings
contribute to a culture of exceeding the
expectations of our guest. This is what we
strive for.”
www.restaurantcentral.ca | January/February 2016 7

CHEF Q&A

JAMIE
KENNEDY
Jamie Kennedy Kitchens
(Toronto); JK Fries (Toronto);
Windows by Jamie Kennedy
(Niagara Falls, Ont.); former
chef/owner of Gilead Café and
Wine Bar (Toronto)
Biographical Information

What are your earliest memories of cooking?

My earliest memories of cooking would
definitely be at home with my Mom. I
remember when I was a kid taking her an
omelette that I had prepared and had just
learned how to make through watching Julia
Child on television.
Why do you think you were drawn to a
culinary career?

I was always fascinated by cooking and
watching television shows like the Galloping
Gourmet and Julia Child when I was a kid, but
also the theatre of restaurants struck me when
I was very young — this phenomenon of being
able to go into a room and sit down and have
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Q&A

Education: Began apprenticeship in October,
1974; attended George Brown College Culinary
Program, 1976-77
Career Path: Apprenticeship, Windsor Arms
Hotel (Toronto); Saucier, Millcroft Inn (Alton, Ont.);
employed at various other restaurants in Canada and
Europe; owner of several successful foodservice
operations
Years of Experience as a Chef: 35+

people ask you what you want to eat and then
bring it to you captured my imagination from a
fairly young age. In high school I started a
culinary club — for no particular reason, I
suppose, other than it was on my mind. After
high school I was debating about what my future
would be and my parents agreed that perhaps
going to university right off the bat wasn’t a
good idea. So I thought, why not immerse myself
in something like an apprenticeship, work at the
same time and learn a trade? I came right out of
high school in June of 1974 and started an
apprenticeship in cooking in October of that
same year.

CHEF Q&A

How would you describe your previous or current
restaurant(s) or foodservice operations?

What do you think is the most underrated food trend?

They’ve always been small restaurants, with the exception of
maybe JK ROM which was about 90 seats. Before that was
Palmerston (about 50 seats), the wine bar after the ROM (which
grew from 60 seats to about 100) but that was a different style as
well, more small plates cooking and a menu that changed all the
time and encouraged people to experiment with food and wine
combinations. It was all becoming more focused on representing
Southern Ontario with food and wine — cheeses, growers, wines,
meats — and some very specific direct relationships with growers
started to evolve. In 1989-90, Michael Städtlander and I started
Knives and Forks, an organization whose sole purpose was to
bring together farmers outside of Toronto with chefs in the city.

Certainly vegetables but I also think about what the ocean has to
offer, and I’m not necessarily talking about fish and shellfish but
the vegetable matter in the ocean. There are possibilities there
that have been unexplored when you consider than 70 per cent of
the earth’s surface is covered by water and we have barely even
touched that resource in terms of the abundance of plant life. In
Japanese and other Asian cultures there is a kind of reverence for
sea vegetables but there is more to explore in that respect. I read
an article in the New Yorker recently that said kelp could become
the new kale. Things like that have relevance, particularly as we
are struggling to figure out the future for a generation facing
global warming and reducing our carbon footprint. The course
we are on certainly is not sustainable.

If you knew you were eating your last meal,
what would you have?

What are the essential ingredients for success in the
foodservice industry today?

Probably a whole fish of some kind, likely a pickerel.
There’s nothing like ordering a baked or grilled whole
fish and taking it apart slowly — particularly if it was to
be my last meal! — with a nice bottle of local Ontario
Riesling to accompany it.
What is your philosophy about food?

As I get deeper into my career, what becomes most
important is a more enlightened philosophy about what food is. I
stop and pay attention to exactly where the ingredients are
coming from and how they have been raised. I try to avoid
genetically modified organisms. I wade into the political arena by
taking a stand about things like that. Obviously sustainable
fisheries are important; I don’t support any fisheries that are not
sustainable. Cooking with the seasons and looking at the real
value of food are important to me and I hope to educate people
around that and support local food economies as much as possible.
It has become a very thoughtful thing for me.
What is your favourite ingredient?

More and more I’d have to say vegetables. Ecologically
speaking, dining from a more vegetable-based diet makes
a lot of sense for the planet. There is a wealth of
opportunity in the vegetable kingdom that is relatively
unexplored. We grow amazing fruits and vegetables in
Southern Ontario. Healthwise, I always feel better if I’ve
dined vegetarian.
What do you think is the most overrated food trend
right now?

I would hesitate to say overrated but this craze about pork might
have had more than its fair share of attention. Of course there is a
lot of history and tradition with how pork or the pig has
sustained villages over time in Europe and Asia so I don’t want to
take anything away from that. But like anything that is new in
North America, people have a tendency to grab onto a trend and
wring it out and I think that is what has happened with the
princely porcine.

From the point of view of owning and operating a restaurant,
the foodservice industry is not something you should play around
with, so to speak. It’s more of a calling and I’ve always treated it
as such. It’s challenging to balance your personal life when you
run a restaurant. It’s not to be treated lightly but there is so much
joy in it as well — the sense of community that you have when
you become immersed in a restaurant operation. There is a
definite feeling that a restaurant is part of a large community and
also a way to contribute back to that community. If you’re not
making enough money through restaurant operations to be able
to donate to causes, you can always exercise your philanthropy
through your work.
What new projects or opportunities do you currently
have on the drawing board and where do you see your
career path leading in the next few years?

Right now I’ve put myself out there. I am quite open to new
opportunities in a way that was difficult when I was running a
restaurant. I am at a stage where I can now consider other
interests. For example in 2010 I was one of a dozen or so
recipients of the Governor General’s Award In Celebration of
the Nation’s Table (along with good friend and fellow chef
Michael Städtlander). But as you know, every award needs
financing to be given on a regular basis. So one of my pet projects
is to reanimate that award and have it handed out every two years
in several categories. As one of the original recipients, I would
like to see that and I think it is very good for Canada to have that
kind of recognition program on a national scale. It’s just another
way of bringing an industry together across the country.

For more industry profiles, visit
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MAKING MONEY

Stemming
THE TIDE

What to do when your food costs are rising
By Hugh Johnston

æ

With food inflation at a troubling 3.9 per cent year-over-year in the third
quarter of 2015, operators have more reason than ever to be
concerned about rising food costs. Leading the way were beef (up 12
per cent), fresh vegetables (up 11.5 per cent) and pasta (up 10.5 per
cent). If you make some smart moves this year to deal with food cost
pressures, you can put some space between you and your competitors.

The fall of the Canadian dollar has
not helped on the food cost side,
putting pressure on anything you buy
from the U.S. and on any foods that
are from U.S.-dollar-based categories.
The upside is the cheaper Canadian
dollar is driving growth in tourism as
Canada becomes a more affordable
destination again. Lower gasoline
prices, which have kept inflation
down overall, are also putting more
discretionary income in the wallets
of our guests.

PLAYING TO WIN —
TABLE STAKES

Getting a handle on managing
your food costs begins with
getting the table stakes
right. How much can good
food cost controls matter? Time and
again I see restaurants improve by
three to five per cent of total food
and beverage cost across multiple
restaurants, just by doing the basics
right — inventory control, portion,
shrink, loss prevention, and buying

10 January/February 2016 | Canadian Restaurant & Foodservice News

well from trustworthy suppliers. (For
a great read on this topic, check out
Neil Lester’s CRFN article from last
year on Managing Food Costs at
www.restaurantcentral.ca) If you
don’t have these basics right your
margins will suffer.
PLAYING TO WIN —
VOLUME NOT PRICE

If you want to win you will
need to do more than get the
basics right. Once you have the
right tools working for you,
you will still have to “deal with” your food
costs going up.
Resist the temptation to raise prices and
to “manage your food costs down” to the
percentages they used to be. If you do
these two things you will surely lose
guests and see your other costs rise as
your food cost percentages come back in

MAKING MONEY

McCain
Potato Gratin
®

line. If you are not careful you can control
your food costs so well that you end up
making less money.
One great way to deal with cost
inflation is to find ways to move more
product through your restaurant.
More volume will allow you to buy
better, have fresher foods and reduce
shrink. But where you will really see
the benefits of growing volume is
when you drive more guest counts
against your fixed costs. Done right,
increasing volume will generate more
margin dollars to more than cover
your increasing food costs.
PLAYING TO WIN –
THE VALUE GAME

One way to get more volume
in your restaurant is to
“play the value game.” The
value game is when you engineer your
menu and service to give your guests
1) more value for the same price or 2)
the same value at a lower price.
However, the value game is at its best
when you 3) give your guests more
and at the same time give it to them
for less.
Focus on creating more “workhorse”
menu offerings in your restaurant.
Workhorse menu items are the ones
that are most popular with your guests
and also have lower margins. Yes, you
heard right — beat food cost inflation
by focusing on selling more lower
margin food.
Your value-oriented items, whether
they are at the bottom end of your
menu, the middle or the top should be
your best sellers. Your guests tell you
these are the menu items they value
the most by the number of times they
order them. Play the value game by
selling more of what your guests
already love or by creating more “best
sellers.”
Promotions that guests respond to,
compelling offers and menu
engineering that gets results will

drive up your sales and your guest
counts. Your food cost percentage of
sales will go up, but your labour cost
percentage will come down. In fact,
you can even end up with higher
overall margins after both food and
labour by taking advantage of serving
many more guests than you did before.
THREE WAYS TO PUT THE “VALUE
GAME” INTO ACTION:
1. Invest your higher food costs and price
promotions into the shoulders:

dayparts, days of the week and
seasons where you are not on a
lineup

2. Find “value food buys” that you can
pass on to your guests. Innovative

chefs create great value by focusing
their buy on overstock, in-season
and less-popular cuts

3. Fearlessly promote food and beverage

items that “guests really want,”
knowing that you will attract guests
who would normally never come to
your restaurant while at the same
time locking in the loyalty of those
who already love you

Playing the value game can be nervewracking for operators who are used
to managing to a food-cost percentage.
Knowing where your food costs are
supposed to be, based on your food
theoreticals and your sales mix, will
help take the fear out of seeing food
cost percentages move off their
historic levels.
In the end you have to watch your
total margins after all costs (not just
food) to make the best of a changing
food cost world. After all, you don’t
bank percentages, you bank dollars.
Why not use the opportunity provided
by food cost inflation to put some real
distance between you and your
competitors.

Hugh Johnston, CPA CA, CMC, works with business leaders to create strategic and financial
solutions to make more money in their people driven organizations. Hugh provides his clients with
strategic and financial advice to help these business leaders deliver dramatic results. Hugh has
written extensively for CRFN. For more information, visit www.hughjohnston.com.

Pancetta
wrapped shrimp
drizzled with
hollandaise
sauce.
Imagine the
possibilities.
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FEATURE: BUSINESS OPERATIONS

THE OPERATIONS
CHALLENGE
How to address the changing face of foodservice in Canada
By Geoff Wilson
While I was in high school, my father, a high school principal, asked me: “What
do you want to study in university?” I responded, “Chemistry or hospitality.”
His quick, sage reply was, “Study hospitality. People will always have to eat.”
He was right. Canada’s foodservice industry continues to grow, but like many
industries, it is experiencing changes that are profoundly affecting business
operations. Such changes, their opportunities and challenges, and potential
operator responses may be examined in three specific areas – revenues,
product costs and labour. As we will see, these issues are interrelated.
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REVENUES

Restaurant traffic and sales are more
or less flat in Canada. In
fsSTRATEGY’s 2015 C-Suite Survey,
52 per cent of 34 participating CEOs
and CFOs in Canada’s chain
restaurant industry indicated that
they expect 2015 revenues to grow
between 0.1 per cent and 2.5 per cent.
Re s t a u r a n t s C a n a d a i n d i c a t e s
commercial foodservice sales will
grow by 4.3 per cent in 2015 and 3.8
per cent in 2016. With menu inflation
predicted at 2.8 per cent and 2.5 per
cent respectively, real (inflation
adjusted) growth is expected to be
just 1.4 per cent in 2015 and 1.3 per
cent in 2016.
Thirty-five per cent of the CEOs
and CFOs surveyed indicated that
they thought restaurant traffic would
remain flat in 2015 compared to 2014.

FEATURE: BUSINESS OPERATIONS

NPD Group Canada estimated that
2015 restaurant meal occasions in
Canada would be down 4.8 per cent
over 2014.
Restaurant sales tend to track
closely with changes in consumer
disposable include and Gross
Domestic Product, mirroring the
mood of consumers and the economic
climate. While Canada experienced a
technical recession in the first half of
2015, Scotiabank expects real GDP
growth to end up at 1.1 per cent in
2015 and reach 1.8 per cent in 2016.
“Canadian growth is on the mend and
should remain intact for the (third)
quar ter as a whole even if the
monthly tallies risk ending the
quarter on a soft note.” Still, the
depressed price of oil is having an
effect on employment and, therefore,
f o o d s e r v i c e i n d u s t r y s a l e s, i n
particular in Alberta and
Saskatchewan.
The following chart demonstrates
the change in sales growth in Canada,
Alberta and Saskatchewan for quickservice and full-service restaurants
between 2014 and 2015.

Consumers in Alberta and
Saskatchewan appear to be reducing
the pace of the growth of their
restaurant expenditures and trading
down from full-service to quickservice restaurants.
In 2013, the average restaurant in
Canada generated net profit of just
4.3 per cent of revenues. Over the
years, increasing use of further
processed foods to defray in-unit
labour costs, minimizing labour
schedules and scrimping on training
have been used to control costs. In
some cases, Canadian restaurant food
and ser vice quality has seemed
unimpressive when compared to the
United States and Europe. In recent
years, Canadian restaurant quality
levels have begun to improve. Certain
players have implemented
significantly differentiated menu
offerings, g reater in-house food
production, scheduling at a lower
ratio of guests to servers and heavy
emphasis on staff training. The
results in some chains have been
stunning. These chains have been
able to leverage higher revenues by

Foodservice Sales Growth in Canada and Selected Provinces
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®

Poached eggs
smothered
in hollandaise
sauce.

0.3%

Change

Imagine the
possibilities.

Canada

7.5%

McCain
Potato Gratin

FULL-SERVICE
RESTAURANTS

4.5%
2014

Alberta

0.4%
2015

-4.1%
Change

Saskatchewan

5.8%
2014

3.6%
2015

Canada
Source: Restaurants Canada and Statistics Canada
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creating better perceived value and
memorable experiences.
Most restaurant owners are no
doubt witnessing the changing
demog raphics and behaviours of
restaurant consumers. NPD Canada
reports that in 2014/15, for the first
time, Millennials have captured a
g reater share of commercial
restaurant sales (28 per cent) than
Baby Boomers (27 per cent). In years
past, Baby Boomer s funded the
growth of casual dining in Canada,

seeking out restaurants offering
menu variety, cleanliness and good
s e r v i c e . M i l l e n n i a l s, t h e n e w
generation of restaurant spenders,
demand atmosphere and “craveability.”
T h e s e yo u n g d i n e r s s e e k o u t
restaurant concepts that they can
recommend (or have been
recommended by others) through
social media. They are highly food
literate, tech savvy and know what
they want. They look for authenticity;
the ability to customize and the

ability to eat when, where and how
they want.
Key strategies to address revenue
issues include:
Differentiate your concept to steal
market share from your competitors.
Under stand your customer
demographics and make sure your
offer meets their needs. If you
aren’t positioning your
establishment to accommodate the
needs of your target market, you
are bound to lose market share.

NEW 8-QT. STAND MIXER
WITH STAINLESS STEEL BOWL GUARD
-KitchenAid's most powerful, quietest, longest
lasting and most efficient mixer
- Powerful 1.3 HP motor
-8 QT bowl and accessories
-J -Style bowl handle is easy to stack and hang.
-Two year Commercial Replacement Warranty
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Retool menus to adjust to consumer
preferences. Consumers may be
prepared to pay more for higher
quality but, in the current economic
climate, they may not visit your
r e s t a u r a n t a s f r e q u e n t l y.
Nevertheless, offering a great value
proposition is critical and your
menu is the place to make this
h a p p e n . A d o p t a s y s t e m at i c
approach to optimizing your menu.
Examine your restaurant’s capacity
to produce and serve the number of
meals necessary to generate the
revenues necessary to be profitable.
Make sure what your offer optimizes
t h e u s e o f yo u r r e s t a u r a n t ’ s
capacity.
Train your employees to offer
d i s t i n c t i ve , p r o f e s s i o n a l a n d
personalized service. Define your
service DNA and make sure that it
pervades every restaurant visit.

PRODUCT COSTS

Food costs continue
t o r i s e, i n m a n y
cases, beyond the
r ate of inflation.
From 2013 to 2014,
the Consumer Price
Index for meat, fish
a n d s e a fo o d a n d
vegetables all experienced increases
greater than the average for all food
categories. It’s becoming more expensive
to put an entrée on the table. At the
same time, consumers are becoming
more demanding. Diners are looking for
healthier and more locally-sourced food
products adding, in some cases,
additional cost pressures. CEOs and
CFOs responding to fsSTRATEGY’s
2015 C-Suite Survey ranked Cost of
Goods Sold as a challenge equal to
Labour Costs and Productivity, whereas
in the previous two years, Cost of
Goods Sold was ranked below Labour in
terms of importance.
Key strategies to address product
cost issues include:
Lever age purchasing power
through group buying programs.
Explore how consolidating
purchases through one prime
vendor can possibly reduce product
prices and minimize the costs
associated with receiving orders
from multiple vendors.

As previously mentioned, retool
your menus using a systematic
approach to optimizing revenues
and margins. Food cost percentages
indicate efficiency but gross margin
analysis by menu item, by menu
category and for the overall menu
is necessary to optimize the profit
operators take to the bank.

Make them
your own.

LABOUR

The rise of the Millennial generation
also
presents
opportunities and
challenges
to
restaurant operators
in terms of labour.
This gener ation,
ranging in age from 18
to 34, is most likely the current greatest
s o u r c e o f e m p l oye e s fo r yo u r
establishment. Millennials’ expectations
of employment are different than what
was important to many owners and
managers when they first entered the
industry.
Secondly, the rising cost and
availability of skilled labour is a
continuing challenge. The shift
toward greater in-house production
flies in the face of skilled labour
shortages and the need to manage
labour costs. Public and private
college education programs excel at
teaching classic cooking skills suited
to hotels and fine dining but a gap has
historically e xisted in ter ms of
training for the foodservice segments
with the greatest market share (i.e.,
casual dining and quick-ser vice
restaurants). Television and on-line
entertainment glorifies chefs and
food but what is presented is not
always a true representation of the
mainstream
employment
opportunities in our industry.
Finally, the media has recently
reported on several high-profile
North American foodservice
operators that have opted to eliminate
optional tipping and charge an
automatic service/administration fee
on restaurant tabs. These operators
include Danny Meyer of Union
Square Hospitality Group in New
York, David Jones, the owner of
British Columbia’s Smoke 'N Water,
and Bobby Fry, owner of Bar Marco
in Pittsburgh. Service and

McCain® Potato Gratin

Seasoned
potato &
parmesan.
Imagine the
possibilities.

McCainFoodservice.ca
®/TM McCain Foods Limited © 2015
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BIGGER IS BETTER.
TouchBistro is the

1st Restaurant POS on the iPad Pro.
Bigger Screen.
Faster Ordering.
More Business.

COME SEE A LIVE DEMO OF TOUCHBISTR0 ON THE IPAD PRO!
We’ll be at the Restaurants Canada Show
Feb 28 - March 1st. Booth #2611
Visit us online at touchbistro.com or call us at (855) 573-8038.
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administration fees of somewhere
between 12 and 20 per cent of
restaurant tabs have been cited.
These oper ator s are using this
incremental revenue to pay greater
wages to their employees in the hopes
of enhancing employee retention and
engagement. They have also found it
necessary to adjust their recipes and
menus to ensure that this new
business model works. In the case of
David Jones, consumer s reacted
negatively to the automatic fixed
service fee. He has since returned to a
traditional tipping model. The other
operators are highly optimistic about
the outcome of their new business
model.
Key strategies to address labour
issues include:
Reassess approaches to recruiting,
training and working with
employees using research that
e xists on what motivates
Millennials at work.
Consider exploring ways to pay
employees a living wage (e.g., no
tipping models), but be sure to

conduct a thorough business case
analysis and research with
customers to ensure that the model
will be accepted by your employees
and customers.
Promote the foodservice industry
as a career opportunity, not just a
stepping stone to employment in
other industries while being
educated.
Offer employee experiences that
include pride of pre par ation,
opportunities to progress, work/
life balance, constant feedback on
how employees are performing and
conditions that make restaurants
great places in which to work.
Collaborate and get involved with
your local educational institutions
to ensure they are focusing on the
skills and knowledge employees
need to work in your establishment.
They may be training your next
employees.

SUMMING UP

It’s a brave new world in Canada’s
foodservice industry. Opportunities
and challenges abound and continue
to change. Your ability to clearly
understand your key business issues
and implement strategic initiatives to
proactively address them is an
essential ingredient for success.

For more great ideas to
improve your business, visit

Geoff Wilson is a principal with fsSTRATEGY Inc., a consulting firm specializing in
assisting all levels of the foodservice industry with the optimization of revenues and return
on investment. For more information, visit www.fsSTRATEGY.com.

FACTORY DIRECT
LARGEST SELECTION OF SMALLWARES
& EQUIPMENT IN CANADA

CASH & CARRY
info@igloo400.com
370 Norfinch Drive, Toronto, ON, M3N 1Y4
Tel: 416-663-3051 | Toll Free: 1-888-408-8819 | Fax: 416-663-5793

Keep It Cool!
Untitled-2 1

www.igloofoodequipment.com

Visit us at booth 817 at the Restaurant Canada Show!
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SEASONINGS

SpiceWorld
Herbs, spices and seasonings pack a
powerful culinary punch
By Sean Moon
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With a history of use as traditional
medicines, they are some of the
healthiest ingredients you can stock in
your pantry. For adding flavour, variety
and even ethnic personality to a dish,
they can be unsung heroes. And for
sheer economic value, they can stretch
an operational dollar further than
almost any other menu component.
From the most basic humble pinches of
salt and pepper to the most fiery of
chilis and peppers, herbs, spices and
seasonings pack a lot of creative punch
for chefs looking to develop healthy,
flavourful dishes that capture their
dining guests’ attention.
Food lovers are always seeking out new
taste experiences to delight their evermore discriminating pa lates. In
response, chefs are incorporating a
growing number of unique seasonings
to add flavour, aroma or even a healthy
kick to their dishes. Whether it is the
wide array of components used in many
ethnic dishes (such as Indian or
Caribbean) or experimentation as a
result of the influence of TV cooking
shows, herbs, spices and other seasonings
are proving themselves to be the
essential building blocks for many a
culinary masterpiece.

SEASONINGS

Flavour Trends to Watch for in 2016

A GROWING TREND

“As food lovers continue to seek out healthy
yet flavourful foods, the increased use of
herbs and spices to flavour dishes is a trend
that will only continue to grow,” says
Whitney Cottingham, product manager,
Food Service Division, at McCormick
Canada. “Combining herbs and spices with
intriguing health-halo ingredients can also
go a long way towards amping up the
wellness factor of your meals. Consumers
are also looking for bigger, bolder flavours,
and are interested in more intense versions
of familiar flavours to create new taste
experiences.”
Cottingham says Canadians of all ages
continue to fall more in love with ingredients
such as chili peppers, eagerly exploring all
the variations in flavours, formats and heat
levels chilies have to offer.
“This is an exciting time for chefs to
innovate in using herbs and spices to
further elevate their creations across all
dayparts,” says Cottingham. “Using spices
and herbs in creative ways can add
excitement and innovation to parts of the
meal that could be normally overlooked,
such as vegetables, sides, condiments or
sauces. A little extra f lavour in an
overlooked meal part can positively change
a guest’s perception of the entire meal.”
DRIVING FACTORS

According to Cottingham, innovative and
creative use of herbs, spices and seasonings
is being driven by several factors including:
• An increased focus on healthy eating;
• The accelerated acceptance of new
flavour trends, as consumers are exposed
to them virtually everywhere they turn
– social media, food trucks, TV shows,
blogs, travel, and so on; and
• Increased exposure to global flavours
through regional and ethnic diversity,
along with more open-minded customers.
“As diners become more adventurous,
their palates will demand bolder, more
intense flavour experiences and since spices
and herbs play such a critical role in the

• Blends with Benefits: Flavourful herbs
and spices add everyday versatility to
good-for-you ingredients like matcha and
chia.
• Matcha Green Tea: Ginger and citrus
balance the slightly bitter notes of matcha
• Flaxseed: Mediterranean herbs invite flax
to savoury dishes
• Chia Seed: Chia becomes zesty when
combined with citrus, chili and garlic
• Turmeric: Discover sweet possibilities
when turmeric is blended with cocoa,
cinnamon and nutmeg
• Ancestral Flavours: Modern dishes
reconnect with native ingredients to
celebrate food that tastes real, pure and
satisfying.
• Ancient Herbs: Rediscover thyme,
peppermint, parsley, lavender and
rosemary

• Amaranth: An ancient grain of the
Aztecs with a nutty, earthy flavour
• Mezcal: Smoky Mexican liquor made
from the agave plant
• Tropical Asian: Adventurous palates
seek flavours from new regions. Two
spots in Southeast Asia—Malaysia and
the Philippines—offer distinctive
ingredients and signature recipes for
vibrant fare.
• Pinoy BBQ: Popular Filipino street food
flavoured with soy sauce, lemon, garlic,
sugar, pepper and banana ketchup
• Rendang Curry: Malaysian spice paste
with mild heat made from chilies,
lemongrass, garlic, ginger, tamarind,
coriander, and turmeric
Above information courtesy McCormick Canada, 2016
Flavour Forecast

flavour delivery of many global cuisines,
exploring different spices and spice blends
will be critical for chefs to make their menus
well-travelled,” says Cottingham.
Expanding the use of seasonings beyond
the lunch and dinner dayparts is also
leading to more experimentation with items
such as breakfast items, desserts and
beverages. In light of this, Cottingham
believes there is still a lot of unexplored
territory when it comes to the wide world of
herbs, spices and seasonings.
“Savoury spices are finding their way into
sweet desserts, and flavours traditionally
associated with breakfast or desserts are
showing up in main courses. In our kitchens,
we have tested spiced date cake accented
with a shawarma-inspired blend of coriander
seeds, allspice, cinnamon, cumin, ginger,
and turmeric – bringing warm, savoury
spices to the dessert category. We have also
combined turmeric, cocoa, cinnamon and
nutmeg into a banana milkshake and
realized that a touch of cardamom mixed
into blueberry compote can elevate a simple
waffle! Chilies in a chocolate cake or vanilla
in a brown butter sauce for gnocchi are
some other ideas. Herbs and spices are
versatile and can bring full flavour to any
chef’s creative recipes.”
www.restaurantcentral.ca | January/February 2016 19

California Dreamin’
Flavour and diversity are on the tasting menu as the Golden State showcases a
growing lineup of spectacular wines
There is always something new and exciting in the state of California and its wine industry is an example of its vitality.
Canadian wine enthusiasts will once again have a golden opportunity to discover some of the best wines California has to
offer when the 37th annual California Wine Fair Tour visits seven cities across Canada in 2016.
California’s ﬁrst class wines and idyllic lifestyle are driving record
sales in the new world wine category.”
Each year, principals and winemakers from Napa, Sonoma,
Mendocino, Sierra Foothills and the Central Coast pour their wines
for local wine enthusiasts, wine trade, media and consumers to
heighten awareness and appreciation of California wines. With so
many wine regions participating and more than 500 products being
poured across all markets, Canadians have a great opportunity to
enjoy a wide range of styles and varietals while meeting the famous
faces behind the wines.

Rick Vyrostko Photography

The California Wine Fair Tour takes a fresh, new look at the beauty
and diversity of the Golden State —and the California lifestyle —
through its famous vineyards. Boasting more wineries than ever
before showcased in Canada, this year’s seven-city Wine Fair Tour
— the largest of its kind— capitalizes on the growing interest in
California wines.
The California wine category continues to experience strong
growth in Canada and the annual Wine Fair tour presents the
perfect opportunity for wineries to build on this momentum by
promoting existing listings as well as assessing the potential for
new products in some of the largest metropolitan markets in
Canada. More than 8,000 consumers and trade from coast to
coast are expected to attend the events this April.
An enthusiastic response to the category has resulted in rapid
sales growth for California wines. Buoyed by extremely favourable
vintage reviews, exciting new product introductions and a vast
selection of quality products, wines from the Golden State are now
the must-have accompaniments on dining tables across the country.
“Wine consumption in Canada reached new heights in 2015
as a growing number of adult consumers drank more wine than
ever before,” noted Rick Slomka, Canadian Director of the Wine
Institute of California. “The hospitality industry has taken note
and embraced the trend. Wine’s positive image combined with

Dan Wildermuth, VP Marketing for Rodney Strong Vineyards and the Mark Anthony team at the
Toronto California Wine Fair.

The 2016 California Wine Fair Schedule
Friday, April 1 . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . Québec City, Québec . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .Espace Dalhousie
Tuesday, April 5 . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .Montréal, Québec . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . Marché Bonsecours
Friday, April 8 . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .Ottawa, Ontario . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . Westin Ottawa
Monday, April 11 . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . Toronto, Ontario . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . The Fairmont Royal York
Thursday, April 14 . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .Halifax, Nova Scotia . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . Pier 21
Monday, April 25 . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . Vancouver, B.C. . . . . . . . . . . . . . . . . . . . . . . . . . . . .Vancouver Convention Centre
Tuesday, April 26 . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .Calgary, Alberta . . . . . . . . . . . . . . . . . . . . . . . . . . . BMO Centre at Stampede Park

For more information on the 2016 California Wine Fair Tour, visit www.calwine.ca

Our Sincere Thanks
to the Following
U.S. Cooperator Partners

For more information on Taste US Food & Beverage Alliance please visit www.tasteus.ca
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KING
COCKTAIL

THE EMBODIMENT OF
MIXOLOGY INNOVATION

With a nickname like King Cocktail, there’s bound to be a story behind it. Master
mixologist Dale DeGroff has seen and heard a lot in his career, as the origin of his
nickname attests. By Lisa Michaels
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"We need bars designed for the
21st century, with fresh, visible,
inviting ingredients under lit
glass-top bars with refrigerated
pull-out doors. If we keep on that
path, it won’t be long until we
have celebrity bartenders just like
we have chefs." — Dale DeGroff

“It was the height of the dot com era and a
producer came into the Rainbow Room in
need of a drink. I convinced her to let me
surprise her with a cocktail and she loved it.
After trying six different cocktails, she
pronounced me King Cocktail,”
recalls DeGroff with a chuckle.
“Who knew it would stick!”
How DeGroff developed
his reputation and came to run
the bar at the legendary
Rainbow Room is another
story. Coming to New York
City to be an actor in 1969,
DeGroff ended up working
as a bartender. Some of his colleagues
behind the bar had been working since the
days of prohibition, the Depression and the
war years – a stretch of time when bartenders
had to make do with less and cheap mixes
were the norm. It was then when DeGroff
happened to meet legendary restaurateur
Joseph Baum.
“Joe Baum had been hired to oversee the
restoration of the famous Rainbow Room and make it the best place to
eat in New York City. He wanted me to run the bar, but to make the
drinks as good as the food – fresh squeezed juice, the best ingredients,
really great cocktails. He told me to read Jerry Thomas’s How to Mix
Drinks. Turns out it was published in 1862,” laughs DeGroff.
Joe Baum’s vision extended beyond food and drink to restaurant
décor and server fashion. “Joe hired a costume designer to create the
uniforms for all the staff. The restaurant was designed in the Art Deco
style and ended up garnering world-wide press not just for the food
but for the experience of eating there.”
It was certainly way beyond the norm for the bar and restaurant
screen in those days. Bars were often an afterthought, but Baum’s bar
was going to be integral to the entire experience.
Service in the dining room was, in DeGroff ’s words, “friendly but
not familiar.” The theory was that a patron in the dining room was
renting a private space and the waiter should not be an interloper to
private conversations. At the bar, however, the feeling was more of a
shared open space, where the bartender wanted everyone to be
comfortable and taken care of, a real host.
“I didn’t hire bartenders, I hired conversationalists,” says DeGroff.
“There weren’t any bartending schools anyway; no one had any
product knowledge like they do today. I want people who could make
our customers feel comfortable and then I trained them to create big,

Meet Dale DeGroff!

fresh, real flavours using
all sorts of ingredients that had never
been in a cocktail.” That freshness is now
integral to today’s cocktails.
DeGroff hired an initial 34 bartenders
when the Rainbow Room opened – and
never had to hire another one, as they all
stayed, happy to be working in a place
where creativity was the rule of the bar.
It was a thrill to be a part of what became
a world-wide phenomenon.
In 2009, DeGroff was honoured to be
the first bartender to win the Outstanding
Wine and Spirits Award given out by the
James Beard Foundation. In 2015, he
received his second James Beard award
when he was inducted to the James Beard
Foundation’s Who’s Who of Food and
Beverage in America.
All those years of self-study and
training staff, along with teaching some
night courses at NYU, led DeGroff to
start the Beverage Alcohol Resources
(BAR) educational program, offering
comprehensive training and bartender boot camps. Together with
five colleagues, experts in the areas of wine, spirits, whisky,
beverage history and education, they offer a wide variety of
training programs
As the originator of the craft cocktail movement, DeGroff is
pleased that innovation has become the standard for modern
mixologists. After all, why use artificial flavour shortcuts when it’s
easy to squeeze fresh juice or make simple syrup from scratch. For
him, education is the key to the innovation trend. Knowledge is
what makes an experienced bartender invaluable to high-end bars,
restaurants and hotels around the world.
These days, he sees chefs and bartenders working as a team,
creating thoughtful pairings of food and alcohol.“We need to get
rid of the artificial mixes on the bar side. We need bars designed
for the 21st century, with fresh, visible, inviting ingredients under
lit glass-top bars with refrigerated pull-out doors. If we keep on
that path, it won’t be long until we have celebrity bartenders just
like we have chefs.”
When asked about the hot spots for cocktails on the worldwide
scene, he mentions the usual suspects, New York and London, but
adds Australia, Greece, Warsaw and Kiev. In Canada, DeGroff
points to Vancouver as one of the global hot spots in craft
bartending, with Toronto not far behind.

“King Cocktail” Dale DeGroff will be at the Restaurants
Canada Show Feb. 28, 29 and March 1, judging the Top
Shelf Open Bartending Competition presented by
Bartender One. The contest will offer up Canada’s
largest prize purse ($25,000!) for the country’s top
mixologists. Register today! RestaurantShow.ca
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Pavilions at the Restaurants Canada Show
COFFEE AND TEA PAVILION

Discover the benefits and advantages of
custom coffee and tea programs. Learn
from coffee roasters and tea experts
about flavours and presentation,
proper use of equipment and how
speciality items like tea cocktails and
delicious pastries and desserts can
increase your profits.
New Latte Art Challenge presented by
the Coffee and Tea Show and Dalla Corte - watch and learn
as skilled baristas will showcase their technical skills,
professionalism, station cleanliness, and overall taste and
impression for judges and visitors.

PIZZA PAVILION

Back by popular demand! Get a slice of
the action at this pavilion dedicated
to the art and science of pizza.
With an array of pizza-related
products to help you diversify your
menu and drive additional revenue,
these exhibitors have the products
you need to improve and expand
your pizza business.
Experience the real Italian pizza with pizza
masters Christian Zaghini and Morena Baleani from Moretti
Forni’s Pizza University in Italy. Learn the proper technique to
create the perfect Italian pizza and explore the latest trends direct
from Italy, all to help you improve and grow your business.

DESIGN PAVILION

Interior Design Canada presents interior design firms that
specialize in the restaurant and hospitality sector. Meet IDC
members who will make your hospitality vision come alive, while
ensuring you are code-compliant and, most importantly, profitable.
This is a unique opportunity to meet a number of interior
designers in one location, so bring your ideas and questions!

RESTAURANTS CANADA PAVILION:
THE VOICE OF FOODSERVICE

Come see how you can get involved in the fight to help keep our
foodservice businesses profitable! Meet the Restaurants Canada
(formerly CRFA) team and learn about the benefits of membership.
Save money with group discount programs, gain insights with
leading research, and add your voice to our advocacy campaigns.
Let’s talk about minimum wage, ORPP, liquor pricing and more.
Together we can make a difference.
SHAKE & SLING PAVILION

ECO PAVILION

If you’re looking to boost sustainable change and understand how
to “green” your operations, this new pavilion has the products and
services you need to achieve your goals and save money. Visit our
innovative sustainable kitchen feature with category–leading
products and learn about the 2016 Sustainability Guide and the
latest in kitchen ventilation, presented by Fish + River Consultants.
GORDON FOOD SERVICE PAVILION

Be sure to visit the Gordon Food Service Pavilion and get the latest
on what is hot in food service. Whether your customer is eating in
or taking out, they have the solutions to make your operation stand
out among your competition. Come by and experience how
Gordon Food Service is always at your table.

It’s a tough job but somebody’s got to do it.
Taste wines, beer, and spirits from more
than 100 companies and brands to find
new flavours for your business. Cocktail
demonstrations and seminars will
inspire your menu and delight your
palate. Check out the Top Shelf
Bartending competition to see how
professionals on the front line can
maximize their skills to sell more drinks at
the bar - and someone will take home the $25,000 prize.
SPECIALTY PAVILION

Discover interesting food and beverage
suppliers showcasing the latest from
Restaur ants Canada’s annual
Canadian Chef Survey. Taste new,
innovative products and find new
money-making menu ideas for your
restaurant, café or bar.
TECH PAVILION

ONTARIO PAVILION

Do you want to support the local movement and improve your
menu? Visit this pavilion dedicated to the very best of Ontario.
You’ll find a large selection of innovative food and beverage
companies as well as the organizations that deliver local fresh
products. Enjoy cooking demos and delicious local food presented
by Ontario Ministry of Agriculture, Food and Rural Affairs and
Foodland Ontario.

Discover the latest technology innovations
that drive everything from consumer behaviour to backof-house operations.
Meet the industry players who have revolutionized the app and
delivery businesses.. Talk to industry leaders who will help you
navigate through your technology options. Learn how to combine
email with social media strategies to increase profitability.
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Shake & Sling Pavilion –
Mixology Unleashed
Alcoholic beverages used to be an
afterthought, something that went along
with the meal but wasn’t the star – well,
no longer! We’re raising the bar on beer,
wines and spirits in the Shake & Sling
Pavilion, back this year bigger, better
and bolder than ever.
Visit more than 100 companies and
brands to taste, discover and discuss
wines, beer and spirits that will add new flavours to your business.
Cocktail demonstrations and seminars will inspire your menu and
delight your palate while the bartending competitors will show you
how the professionals on the front line maximize their skills to really
sell drinks at the bar.

Top Shelf
TOP SHELF BARTENDER OF THE YEAR COMPETITION

Bartenders from around the world will gather on-stage at the 2016
Restaurants Canada Show to compete in the Top Shelf Bartender of
the Yearcompetition. Watch and learn as Dale DeGroff, aka King
Cocktail – a master mixologist credited with reinventing the
bartending profession - and industry experts will judge the fourround open categories:
• Free Pour Accuracy Challenge
• Stopwatch Cocktail Challenge
• Outside the Mystery Box Cocktail Challenge
• Style & Flair Cocktail Challenge

Spiegelau Beer
SPIEGELAU BEER CONNOISSEUR TASTING SEMINARS
MONDAY, FEBRUARY 29, 12–1:30 PM AND 3–4:30 PM

Ticketed sessions – purchase your tickets when you register for
the show at RestaurantShow.ca
Change the way you think about serving and enjoying craft beer
forever! Ever wonder why there are so many styles of beer
glasses out there? There is a reason! Learn how colour, clarity,
aroma, temperature and effervescence are all dramatically
enhanced with the proper glassware versus the standard type of
beer glasses we have all become accustomed to. Whether
relaxing over a good beer with friends or on a pursuit to find the
most exceptional ale, Spiegelau beer glasses are the essential
vessels to make each brew taste even better. Like wine, beer
tastes better when in the right glass.
Enjoy craft beer the way it was intended to be and go home with
a beautiful Spiegelau Beer Connoisseur three-piece set to keep.
Come and find out why the pint glass moment is over!

There’s $25,000 in prize money is available to be won - the biggest
bartender competition prize in Canada! Visit topshelfopen.ca for
rules and to register to compete.

Shake & Sling

SHAKE AND SLING SEMINARS AND DEMOS

• Average Customer Service Sucks – Learn How to Create a
Remarkable Guest Experience by Design
• Beer Knowledge
• Beer Occasions – Choosing the Right Beer
• Cooking and Beer with chef Geoff Hopgood of Hopgood’s
Foodliner restaurant
• Food and Beer Pairing
• Perfect “Beer” Bar Execution
• Today’s Competitive Advantage - Hiring and Keeping “A”
Players
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Breakfast With
Champions!
Let’s have breakfast together, at the 5th annual Breakfast With
Champions. Each year, hundreds of people attend this
important industry event to network with peers and learn
from speakers and panel discussions that have featured Dan
Aykroyd, Ron MacLean, George Stroumboulopoulos and
some of the top chefs and food industry execs in Canada.
This year, we’re focussing on the trends that matter to you –
political, economic, culinary and more. Join your industry
colleagues at this exclusive breakfast events for corporate
executives, owner/operators and top management. Enjoy a
dynamic panel discussion with powerhouses
of industry sharing their expertise,
including Dr. Darrell Bricker, the worldtravelling CEO of Ipsos Public Affairs.
He’ll share his pulse on public opinion,
anticipating how it will affect the future of
consumers and business organizations. And
stayed tuned for announcements on our
other special guests!

Rise and Shine at the
Restaurants Canada Show
Breakfast With Champions
Presented by PepsiCo Foodservice
TUESDAY, MARCH 1, 7:30–9:30 AM

Held at the Liberty Grand,
25 British Columbia Road, Exhibition Place
Free parking on east side of venue
Purchase your breakfast tickets when you register for the
show at RestaurantShow.ca
PRICING

Early-bird rate through January 31: $150/ticket, $1,000 for a
reserved table of 8.
After January 31: $165/ticket, $1,000 for a reserved table of 8.
Restaurants Canada members, associates and show exhibitors
Early-bird rate through January 31: $125/ticket, $900 for a
reserved table of 8.
After January 31: $140/ticket, $900 for a reserved table of 8.

Register Now!
This year we are bigger, better and bolder than ever! This is
where Canada’s hottest foodservice products and services
meet leading hospitality companies. Brands come to life.
Trends are discovered. Experts heard. Ideas exchanged. Deals
made. If you’re looking to connect with top foodservice
companies to find new growth opportunities for your
operation, this is YOUR event.
THREE-DAY SHOW PASS

Members: FREE
Non-Members: $40
On-site/online: $60 (as of 5 p.m. Feb. 27)

Register online at RestaurantShow.ca
Admission is restricted to trade only and
to persons 19 years of age and over.
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A Message from Donna
By the time you’re reading this, the Restaurants Canada Show will be just a few
weeks away. Our theme is Hospitality Unleashed, and we have so many exciting
things to share, we hardly know where to begin! We've devoted several pages of
this magazine to what's going on (see pages 22 - 27 and 32 - 33).
If you’ve been to the Restaurants Canada Show before, you may think you
know what it’s all about. But there’s a different focus this year. We’re building
on our strong foundation as the largest hospitality trade show in Canada and
expanding it into a conference. Our goal is to create a forward-looking event that
slices and dices today’s hot issues to help you lead and succeed today and into a
rapidly-changing future.
Of course, many leaders in our industry are already
thinking about how they’ll manage and shape the
future. And that’s why we are so pleased to announce
an award that we’ll present for the first time at the
2016 show. The Restaurants Canada Leadership
Award will be handed out at Breakfast with Champions
on Tuesday, March 1 at 7:30 am, and will be given
to someone who exemplifies leadership in our
community.
Here are just a few examples of some of you who
exemplify leadership:
• Halifax's Chives Canadian Bistro was one
of more than 50 restaurants in 13 cities that
Donna Dooher
is President and CEO of
supported Restaurants For Change last fall. These
Restaurants Canada.
establishments donated proceeds from their dinner
service on Oct. 21 to support access to healthy food in
low-income communities across the country.
• A group of Canadian and Syrian chefs donated their services in Toronto
last November for Supper with Syria, a fundraiser that helped sponsor two
families of Syrian refugees.
• McDonald’s Canada promotes youth employment with flexible hours,
comprehensive training, and scholarships to reward employees for their
achievements.
I truly believe the foodservice community is one of the most generous when it
comes to giving back. In addition to the examples above, every day established
chefs support those who are just starting out, or servers carry a cup of coffee to
the homeless person on the sidewalk outside.
Who will win the Restaurants Canada 2016 Leadership Award? Come to the
Breakfast with Champions at the 2016 Restaurants Canada Show and be among
the first to find out!
For more on how you can experience Hospitality Unleashed, visit our website
at RestaurantShow.ca. Hope to see you there!
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More excitement
at the Restaurants
Canada Show!

Restaurants
Canada will
be welcoming
Canada’s 100 Best
to the Restaurants
Canada Show
once again, to unveil this country’s
best 100 restaurants for 2016!
Imagine an epicurean food trip
from Tofino’s Sobo to Mallard
Cottage in St. John’s, with detours
in Winnipeg (Segovia), Cambridge,
Ontario (Langdon Hall) and
Quebec City (Le Panache).
These are just five of the 100 top
restaurants in Canada as named
to the 2015 list of top restaurants
by Canada’s 100 Best.
Who will make the top 100 in
2016? Will Toqué head up the list
for the second year in a row? Can
30-seat Edulis crack the top 10
again? How many newcomers will
join the list?
You can be among the first to
know by attending the Restaurants
Canada Show and being in the
audience for the presentation.
Because once again, the top 100
announcement will be made at
the Restaurants Canada Show,
held on Feb. 28, 29 and March 1 at
the Enercare Centre (formerly the
Direct Energy Centre) in Toronto.
Experience Hospitality
Unleashed at the Restaurants
Canada Show – and at the 100
Best Restaurants in Canada!

Restaurants Canada News

Raise the Bar Update
Early wins from Raise the Bar!
You told us you were frustrated with high liquor prices and outdated regulations,
and we took action! Restaurants Canada released a report card last November,
grading provinces on their liquor policies. From Alberta’s B+ to an F in
Newfoundland and Labrador, we explained why each province received the
grades they did on our Raise the Bar report.

“Most of these people
don’t understand that
we have to buy that
same bottle of wine or
spirits at the same
price they do when
they go into the liquor
store. We get no
wholesale price.”
– Restaurants Canada's
Mark Von Schellwitz

Here are some early wins:

Saskatchewan

In November, the Saskatchewan Liquor and Gaming Authority (SLGA)
announced the province will move to a private retail system for liquor sales. Don
McMorris, Minister responsible for the SLGA, announced these changes, which
are likely to take place in fall 2016, will include the following:
• 40 government-owned liquor stores will be converted to private ownership,
and 12 new stores will be added.
• All retailers will have the same wholesale prices and operating hours, and can
sell any type of chilled product to public and commercial entities.
• You’ll have access to a greater choice of products.
• Although you won’t have access to wholesale pricing, the announcement
opens the door to negotiating better prices with the retail store of your choice.
These changes are in large part due to Restaurants Canada’s Raise the Bar
liquor report card, and to the meetings we’ve held with the government on this
issue, advocating on your behalf.
Saskatchewan scored D+ on Raise the Bar. We’re pleased to see these
improvements, all of which will impact how Saskatchewan will fare on our 2016
progress report.

Newfoundland and Labrador

Newfoundland and Labrador reacted swiftly to the F they received on Raise the
Bar. The province eliminated the $24 per case administrative charge for special
orders. This means you pay $2 less per bottle of spirits and wine, and $1 less per
bottle of beer and RTDs (ready-to-drinks).
This amendment means more money in your pocket. And we think it’s just the
beginning when it comes to liquor policy change in Newfoundland and Labrador!
Restaurants Canada Members: If you have questions
about any of the provinces’ liquor policies, or if you want
to get involved in our campaigns, please contact Paul
McKay on our Member Services Team: 1-800-387-5649
ext. 4225 or pmckay@restaurantscanada.org
Not a member? Join online now at
RestaurantsCanada.org, or call our membership team
at 1-800-387-5649.
We’re stronger together!

“It’s really about
providing customers
with what they expect,
both in the form of the
environment and the
price they think is
reasonable to pay.”
– Restaurants Canada's Dwayne Marling

“It gets really, really
hard for us to put a
competitively-priced
product on the
counter.”
– Restaurants Canada's Luc Erjavec

“We look at this as
just another supply
management issue
that we are dealing
with as hospitality
providers.”

- Restaurants Canada's Donna Dooher
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The Restaurants Canada Show:
Why should you visit the Restaurants Canada Show? With more than 1,000 booths, and 600 companies and brands,
there’s a lot to see, sample, sip and savour. Here’s just a small taste of what’s on the menu, at press time. Check our
website (www.RestaurantShow.ca) for the whole list!

FIVE FOOD AND BEVERAGE BOOTHS YOU CAN’T MISS!

2.
1.

Looking for exciting new beverage
offerings – and more – in 2016? Be
sure to visit the JL International
booth, a show award winner in 2015,
to sample products direct from the
vendors. Check out their website to
see the partners they represent, and
be prepared to have your taste buds
wowed – don’t miss their Cholula Hot
Sauce and Just Craft Sodas!

Dish it up

Get your taste
buds ready for
some fabulous
menu ideas at
the Gordon Food
Service pavilion
with corporate
chef David Evans, who specializes in
Ontario products. From appetizers
to desserts, from veal to sausages,
they can help you with all your
foodservice needs!
And don’t miss the GFS Connect suite
of online tools, specifically created to
make ordering fast and easy.

4.

Some like it hot

3.

A taste of the tropics

Hola! Don’t miss the Mexico pavilion, where processed
food and beverage from that country will give your
customers a taste of the south. Spice up your food and
beverage offerings with these fabulous Mexican products!

Taking your pulse

Pulse Canada, the national industry association
representing peas, lentils, beans and chickpeas,
is a new exhibitor at the Restaurants Canada
Show. They’ll be demonstrating the versatility
of pulses beyond mains and appetizers, to
include beverages and desserts. Be prepared
to sample a tropical pulse pina colada that
includes white beans, and a fudgy gluten-free
brownie made from black bean flour!
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Local hero
As the local food movement grows, so has
the trend for craft beers – craft beer and
microbrews were the top trend on the 2015
Restaurants Canada chef survey. Let your
customers experience new craft beers,
and know what you’re putting on the menu
by trying them at the show first! Their
unique flavours add a level of excitement
to the Shake and Sling pavilion at the
Restaurants Canada Show.

5.

Restaurants Canada News

Hospitality Unleashed
Visit us on Feb. 28, 29 and March 1 at the Enercare Centre (formerly the Direct Energy Centre), and you too can
experience Hospitality Unleashed!

FIVE EQUIPMENT AND SERVICE DEALERS
THAT CAN TRANSFORM YOUR BUSINESS!

1.

Table talk

Tableware Solutions can’t wait to
introduce an array of new products
this year, thanks to an exciting new
partnership with Villeroy and Boch, the
largest tabletop brand in the world. With
products sourced from Germany to
South Africa to China and everywhere in
between, you’ll be amazed at the many
options that go beyond a plain white
plate. See how an update in tableware
can bring out the personality of your
restaurant!

Sharp shooter

2.

Ask any chef what his or her most
important piece of kitchen equipment
is. Chances are it’s a knife. While
many chefs buy their own knives
early in their careers and keep them
close, some restaurants – such as
the Cactus Club – stock their kitchens
exclusively with WÜSTHOF knives. Visit
the WÜSTHOF–Trident booth and find
out which knife works for you!

Order of the day
Want to give your customers an easy way to make
a dinner reservation, order online or discover
your restaurant? YP Dine is the only solution
in Canada that combines a consumer-facing
search-and-discovery mobile app with a simple
back-end solution to accommodate reservations
and orders. This app also lets users access
menus online, and view “Best of” lists curated by
bloggers and chefs. Come discover YP Dine for
yourself in the new Tech Pavilion!

4.

5.

Fully equipped

3.

With something for everyone
from the smallest neighbourhood
restaurant to large chains and
institutions, Chesher Equipment
has what you need to build or
update your foodservice kitchen.
Be sure to take a seat in their
bistro-style booth for a fun and
informative consultation.

Smokin' hot

Smoky ribs. Juicy broasted chicken.
Hungry yet? From pressure fryers to
smokers, the team at Kendale Products
has the equipment you want, and
the expertise you need, to make your
customers’ barbecue dreams come true!
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Legislative Update
On Nov. 11, Luc Erjavec,
Restaurants Canada
Vice-President of Atlantic
Canada (far right) along
with Restaurants Canada
director Peter Stoddart
(Saint John Ale House),
met with New Brunswick
Premier Brian Gallant,
and Tourism Minister
Bill Fraser. In July 2015
New Brunswick achieved
monthly commercial
foodservice sales of $101
million.

Ontario considers
mandatory sales
tracking devices
Ontario is proposing that data collection
devices known as ‘black boxes’ be
installed in all restaurants. Black boxes
track data through point-of-sale devices,
and prevent the use of suppression
software to hide sales. Unfortunately,
they’re expensive to purchase, install,
and maintain, and Restaurants Canada
is opposed to legislation that would
require you to use them.
If the Ontario government proceeds,
we’ll insist that:
• Only business owners convicted of
using suppression software should be
forced to use black boxes.
• Every business should be treated
equally. The foodservice industry
should not be singled out.
• Government must pay to purchase,
install, and maintain the devices.
We encourage you to talk to your local
MPP to share your position on this
expensive, unnecessary device. Contact
our Ontario Vice President James Rilett
at jrilett@restaurantscanada.org or
1-800-387-5649, ext. 4241 for more
information.

“The restaurant industry plays a vital role
in boosting employment and tourism, and
creating vibrant communities,” says Erjavec.
“We’re pleased to share this success with
Premier Gallant and Minister Fraser, and
to encourage them to foster a business
environment where our members can continue
to grow and invest in New Brunswick.”

Ideas to improve Sask. Workers’
Compensation committee
Restaurants Canada is working to improve the Workers’
Compensation system in Saskatchewan. In a presentation
to the Saskatchewan Workers’ Compensation Act
Committee of Review (COR), our Vice-President Manitoba/
Saskatchewan Dwayne Marling made 15 recommendations
to help the committee act on your behalf.
Among other things, we asked that they:
• Increase the size of the board , from 3 to at least 8
• Create a separate appeals panel, distinct from the board, and
• Automatically trigger refunds to employers when the WCB funds are in excess
of the maximum funding level.
Restaurants Canada will continue to work with the Saskatchewan government to
ensure your needs are represented.

B.C. wholesale pricing - not for restaurants?

B.C’s new wholesale liquor pricing model excludes restaurants. That’s not right! It
means significant fluctuations in liquor prices, which is costly since it means you
constantly have to adjust liquor menu prices. And it’s why Restaurants Canada is
asking for a system that allows wholesale pricing, and more consistent pricing
overall.
Mark von Schellwitz, our Vice-President Western Canada, met with B.C. Liquor
Review Chair John Yap and Assistant Deputy Minister of Liquor Control and
Licensing Doug Scott last October, to explain why B.C. received C+ on the liquor
report card. He recommended the province introduce:
1. wholesale pricing,
2. a flat-tax markup system, and
3. the ability to buy liquor from private retailers.
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À la carte

Connecting in Vancouver

Restaurants Canada’s Curtis Byrd and Anita
Chauhan work the booth at the CONNECT trade
show, held on Oct. 18 and 19 at Vancouver
Convention Centre West.

Reception for Quebec MNAs

Donna Dooher, President and CEO of
Restaurants Canada (left) with Deputy Premier
and Public Security Minister Lise Thériault at
our MNA reception in Quebec City.

Paul Methot, Vice-President Operations at Pizza
Pizza Limited and Chair of the Restaurants
Canada Board, speaks to the crowd.

Raising the Bar in B.C.

MNA Gerry Sklavounos with Donna Dooher.

Restaurants Canada’s Mark von Schellwitz (right) met with John Yap (Liquor Review Chair) to
discuss B.C. liquor policy. Also in attendance were Kim Spence (national beverage leader, Moxie’s),
Mic Minhas (Vice-president Tax, Earl’s), and Mo Jessa (president of Earl’s).

Blunt Inquiries
Afrim Pristine of Cheese Boutique in Toronto is the first chef to expose
his hopes and fears in our new blog feature, Blunt Inquiries, by Tanya
Kelly of Blunt Roll aprons. Check it out at blog.restaurantscanada.org.
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Membership
Make your point of sale
system work for you!
Did you know:
• cash payments at restaurants
account for only 37% of the value of
payments made?
• over time Canadians are using cash
payments less often?1
With cash payments on the decline,
most restaurants have to accept debit
and credit card payments to stay
competitive. Knowing this, you run
your establishment more efficiently if
you integrate your Point of Sale (POS)
system with your payment processing
system.
For example, when POS systems
are not integrated, the server enters
payment details twice — in the POS
system and the payment device — and
then gives the customer two receipts.
At closing time, two transaction
reports need to be printed – but what if
the report totals don’t balance? You’ll
be reconciling two systems, and trying
to find input errors.
You can avoid this problem by
integrating these systems, which will
automatically send the total bill to the
terminal when a server is ready to
close the table, helping save time, and
reduce input errors. Once the payment
is approved, the POS system will
automatically close out the open check
or ticket.
Getting started is easy! Just
contact Restaurants Canada’s
preferred payment processor, Chase
Paymentech, to learn more. We’ve
even arranged special merchant
discount rates to help you save more
when you process debit and credit card
payments.2
1-888-317-9532
www.Chasepaymentech.ca/
restaurantscanada.
1 Ben Fung, Kim P and Gerald Stumber: The Use of
Cash In Canada, Bank of Canada Review Spring 2015

2. Merchants who wish to obtain payment processing
services from Chase Paymentech must submit an
application, which is subject to Chase Paymentech’s
standard approval policies and procedures, including
without limitation credit approval.

The portal – tip #1
My Restaurant
By Arabi Siva, Manager, Membership Marketing

Running a successful restaurant comes with its challenges. But Restaurants
Canada is here to help.
Your new member portal comes with information organized in simple menus,
providing 24/7 access that caters to your busy schedule. Watch this space in
every issue to learn about some of the portal’s features, and how they can help
you run your business.
This month’s portal feature: My Restaurant
The My Restaurant tool is a wealth of knowledge and resources that
members can access at any time. This is the first icon in the navigation bar
along the top, as soon as you log in. The section is full of information you
can use every day. The menu is organized into 10 categories to help you
find what you’re looking for:
1.
2.
3.
4.
5.

Front of house
Back of house
Labour
Beverage alcohol
Technology

6.
7.
8.
9.
10.

Marketing
Business planning
By province
Finance
Forms & templates

If you’re a member and you haven’t received your invitation yet,
call Member Services at 1-800-387-5649 or e-mail us at membership@
restaurantscanada.org to ensure we have your up-to-date contact information.
Not a member? Find out what the portal can do for you! Call us at 1-800-3875649, or e-mail us at membership@restaurantscanada.org. We’ll be happy to
tell you about this membership advantage, and many others.

Important update to Serve It Right
Saskatchewan (SIRS) deadlines
New employees hired on or after July 1, 2015 must successfully complete the
SIRS course within 30 days of starting employment.
Existing staff must successfully complete the course by the following dates:
• July 1, 2016 – all owners and managers
• July 1, 2017 – one person on each shift
• July 1, 2018 – all employees involved in the sale and service of beverage
alcohol
Note: These rollout dates weren’t fully explained in the Sept./Oct. issue of
Canadian Restaurant & Foodservice News. We apologize for any confusion this
may have caused.
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Hospitality

UnleasHed
toronto EnERcaRE cEntRE
FEbRuaRy 28, 29 & MaRch 1, 2016

Bigger, Better
and Bolder than ever!
This is where Canada’s hottest foodservice products and services
meet leading hospitality companies. Brands come to life.
Trends are discovered. Experts heard. Ideas exchanged. Deals made.

Shop. TaSTe.
Learn.
ConneCT and
Grow Your
BuSineSS

If you’re looking to connect with top foodservice companies and find
new growth opportunities for your operation, this is YOUR event.
Don’t miss the BReakfast with ChampiOns, and the
CeleBRate! inDUstRY night OUt networking events.

register now at restaurantshow.ca | 1-800-387-5649 |

restoshow |

@restoshow
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Industry News

Passion for Excellence
scholarship winner announced
Congratulations to Amanda Coccimiglio, winner of
the first Passion for Excellence scholarship! This
award, co-sponsored by Restaurants Canada and
Canada’s 100 Best, was launched to celebrate the
120th anniversary of Le Cordon Bleu.
Three runners-up gathered on Nov. 7 to participate in a cook-off
held at Le Cordon Bleu Ottawa Culinary Arts Institute. The exam
consisted of preparing a three-course meal inspired by Cordon
Bleu graduate Julia Child.
Coccimiglio, an employee of Restaurants Canada member Rocky
Mountain Catering, will receive a free nine-month placement at the Ottawa
Cordon Bleu campus, and a paid internship with Yannick Anton, chef of the
school’s Signatures Restaurant. Both runners-up will receive 50% off the
cost of a nine-month placement.
“We were pleased to participate in this contest, which rewards culinary
excellence among young people,” said Donna Dooher, president and CEO of
Restaurants Canada. “All three finalists competed at the highest level, and
should be enormously proud of their achievements. They have a fine future
ahead of them in the foodservice industry.”

INVESTORS + OPERATORS
SAME DAY. SAME PRICE. SAME PLACE.

Development
Real Estate Trends
Finance
FOUNDING PRODUCER

RESTAURANTINVEST.CA
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Research
Tapping into the Connected Consumer
By Chris Elliott

Canadian
consumers are more
knowledgeable and
connected than ever
before, especially
when it comes to food. A new
survey by BrandSpark International
for Restaurants Canada found
Canadians use the Internet to
interact with restaurants in a variety
of ways.
It shouldn’t come as a surprise that
three-quarters of Canadians have
visited a restaurant’s website in the
past year. This figure jumps to 85%
of Millennials (18- to 34-year olds).

How Restaurant Customers Are Using The Internet

Review a restaurant's menu

67%

Find information about a
restaurant you've never been to before

54%

Read consumer restaurant reviews online

43%

Place an order for takeout or delivery

42%

Visited a restaurant's social media page
(i.e. Facebook, Pinterest, etc.)

32%

Read reviews from apps or sites like
Yelp And TripAdvisor
Search out nutritional information
about menu items

30%
30%

Make a reservation

26%

Posted a restaurant review online
Followed a new restaurant on Twitter,
Instagram, Facebook, etc.
Purchased merchandise from a
restaurant website
None of the above

Other key findings:
• Two-thirds
of Canadians
checked a
menu online.
It’s a chance
for potential
customers to
check prices,
see what food
is served, and
Chris Elliott is
verify whether
Senior Economist at
the restaurant
Restaurants Canada.
caters to dietary
restrictions.
• Three in 10 Canadians searched
for nutritional information about
menu items.
• More than half of Canadians
looked up information about a
restaurant they’ve never been to
before.
It’s important to have a website
that conveys all the right
information. Generally speaking,
if visitors can’t find what they
want in three seconds, they’ll go
to another restaurant’s website.
Possible growth opportunities
for your business include online

74%

Visit a restaurant's website

ordering for takeout or delivery
(used by 42% of consumers) and
online reservations (used by 26%
of consumers).
While a website is a vital
marketing tool, it’s also important
to have a social media presence.
Nearly half (48%) of 18- to 34year olds visited a restaurant’s
social media page (e.g. Facebook,
Pinterest) while 29% followed
a new restaurant on Twitter,
Instagram or Facebook.
Don’t forget to make sure your
website is mobile-friendly, since
more Canadians are using their
smartphones and tablets to look
for directions/hours of operations
(49% of respondents) and to order
takeout or delivery (24%).
To learn more, read our new
report, The Discerning Diner:
What Canadians want from their
foodservice experience. Nearly
1000 Canadians responded to a
BrandSpark International survey
about their dining out habits,
delving into three areas:

17%
16%
7%
9%

1. Why do they choose to eat out?
2. How do they want to interact with
restaurants?
3. What new service models will they
respond to?
To order your copy, please contact
membership@restaurantscanada.org.
Report is free for members only.

Get the latest from our
Economist’s Notebook
Every month, Chris Elliott gives his
take on what’s happening in the
restaurant industry – from the economy
and employment to sales and food
costs. Want to catch all his insights?
Visit www.restaurantscanada.org to
subscribe to our e-newsletter!

Restaurants Canada News
Editor: Beth Pollock
By e-mail: info@restaurantscanada.org
By phone: 1-800-387-5649
Visit us online: www.restaurantscanada.org
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SOUPER IDEAS
Great reasons to add more soup to your menu
By Sean Moon
In my experience, it’s hard to find someone who doesn’t like soup. For many of us, it brings back comforting
memories of sitting at our kitchen table as a kid with a steaming bowl of homemade chicken noodle on a cold
winter day. For others, it represents our family tradition or cultural background. Still others are soup fans
simply because it allows their culinary creativity to flourish while saving a few bucks along the way.
For restaurant operators and chefs, soup
is almost always a winning proposition.
From incorporating the latest global
inspirations or health trends to giving
the bean-counters a reason to smile by
saving money on ingredients and
repurposing leftovers, it seems you just
can’t beat a good bowl of soup.
ON TREND OPTION

Among some of the biggest trends in the
world of soup are an increasing number of
healthy soup options, the use of bold
international flavours and higher demand
for vegetarian options.
“T h e s e d eve l o p m e n t s w i l l b e
significant because they are forecast to
be lasting trends in the industry,” says
Jordana Rebner, culinary specialist at
Aliments ED Foods Inc., supplier of

Top 10 Types of Soups:

1 Soup of the Day—236
2. Seafood Soup—101
3. Asian Soup—745
4. Vegetable Soup—76
5. Other Soups—68
6. French Onion Soup—59
7. Other Chicken Soup—53
8. Bean/Lentil—48
9. Cream of Vegetable Soup—33
10. Chicken Noodle Soup—31
Base: 1,611 menu items, Q3 2015
Source: MenuMonitor, Technomic

Luda soup mixes and bases. “There
has been a clear shift towards healthy
eating in recent years which is set to
be in place for the foreseeable future.
“In addition, the incorporation of global
flavours into our food culture will also
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continue to remain front and centre. The
Canadian population is continuously
expanding and with new people comes the
introduction and need for new flavours and
ingredients. This phenomenon will
subsequently have an impact on the food
service industry.
“The final main trend is vegetarian
dining. The population is beginning to
limit the amount of beef and poultry they
consume for two main reasons: Maintaining
a healthier lifestyle and the increasing cost
of meat. Switching to a vegetarian lifestyle
a few days a week is more and more popular
and soups are a great filling way to eat a
vegetable-centric diet.”
GOOD FOR YOU AND YOUR BUSINESS

While soup might offer healthy variety, it is
also a great money-maker for restaurant

FOOD

Top Flavours
23%

8.8%

7.8%

7.5%

7.3%

6.5%

6.3%

6.0%

5.6%

5.4%

Asian

Onion

Spicy

Lemon

Lime

Lemongrass

Tomato

Coconut

Chili

Cream

Top Flavours
22.5%

7.9%

7.2%

6.7%

4.5%

3.4%

2.2%

2.1%

1.4%

1.2%

Chicken

Shrimp

Beef

Tofu

Pork

Fish

Crab

Prawn

Bacon

Clam

operators. Soup can be simple to prepare and is generally less
expensive to produce when compared to more complicated main
course dishes.
“Soups are a great way to use up leftover ingredients, or
vegetable scraps,” explains Rebner. “Why not tur n
something that, although still edible, would otherwise be
discarded into a delicious menu option? Using a soup base as
a starting point could be a delicious, efficient and economical
option. These new trends for soups, if adopted, will give
consumers even more incentive to buy a bowl with their next
meal.”
Rebner says soup is often a good fit for the ongoing consumer
desire for comfort foods and that chefs can do many things to put
interesting spins on traditional comfort-food recipes.
“There’s nothing quite like a satisfying bowl of hot soup on a cold
winter day, and in Canada we are no stranger to this type of weather.
Soups are a staple comfort food, and as such consumers are generally
open to trying soups with new flavours. Incorporating global
flavours into soups is simple, delicious and on trend.”

Base: 1,611 menu
items, Q3 2015
Source: MenuMonitor,
Technomic

A smoothie bowl is a very untraditional soup but a terrific way to
start the day.”
Finally, soup offers chefs a chance to explore the vast world of
ethnic culinary influences by incorporating seasonings, vegetables
and other flavours from around the world into their soup recipes.
“Asian and Middle Eastern flavours are being sought out in
today’s market. Spices such as sumac, zaatar, and togarashi are
appearing on menus. In addition, fresh vegetables that got little
attention in the past are now making an impact. Parsnips, beets,
celery root are just a few examples of humble vegetables that can
be worked into a rich and flavourful soup.”
So the next time you’re looking to go outside of the box when
expanding your menu, think about all of the possibilities soup has
to offer. From meeting the consumer desire for more good-foryou options to cost savings and recipe innovation, who knows
where your next great “souper” idea will come from.

GETTING A HEAD START

While many restaurants insist on making their soups and
stocks from scratch, there are some advantages for using premade soups or soup bases. The biggest plus of using soupbases, says Rebner, is that chefs and operators can save both
time and money.
“Using a soup base will allow the operator to customize their
soups, add fresh ingredients and seasonings without having to make
a broth or base. Preparing a soup base from scratch is a lengthy
process, eliminating this from the equation while still being able to
offer a delicious end product is a win-win situation.”
While soups can be a delicious and economical addition to any
menu, chefs also have numerous opportunities to flex their creative
muscles and expand their soup menu into non-traditional meals or
dayparts such as dessert soups, cold soups, and amuse-bouche or
tasting portions. Soupsare easily modifiable and can be worked into
any course.
SEASONAL VARIETY

“We are currently seeing both hot and cold soups being served
as a canapé in a small vessel or shot glasses,” says Rebner.
“Seasonal vegetables always make for great soups, no better
way to start a meal than with an amuse bouche that is fresh,
delicious and in season.
“Smoothie bowls are also a unique soup-like breakfast option —
blending fresh fruit and vegetables then pouring the mix into a bowl
only to top it off with more fruit or crunchy seeds, cereal and nuts.
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COFFEE

COOL
BREWS

Low and slow is the hottest new coffee trend
With soft drinks and sodas losing some of
their fizzle with Canadian foodservice
customers, many are turning to a
perennial beverage standby presented
with a cool twist – cold-brewed coffee.

Not to be confused with iced coffee —
which is usually just a variation of
espresso or strong coffee blended with
milk, ice and sugar — cold-brewed
coffee involves a long, slow process
where the coffee is brewed in cold water
for between 12 and 24 hours. And it has
quickly become one of the hottest new
trends with coffee lovers across Canada.
Canadian Restaurant & Foodservice
News recently spoke with two leading
cold-brew coffee specialists who join us
below to share their insights and
knowledge with CRFN readers:
Head of Innovation,
Pilot Coffee Roasters
Mike Roy, Brewmaster, Station Cold
Brew Coffee Company
Brett Johnston,

What are some of the most exciting
developments when it comes to coldbrewed coffee?
Brett Johnston: The most exciting

development in cold brew for restaurants
to consider in the coming year would be
serving nitro cold brew on tap. Nitro

cold brew is simply putting any cold brew
in a keg and pressurizing it with 100-percent nitrogen to then pull it on tap from a
stout faucet. Interest in cold brew has been
growing rapidly and currently you can get
nitro cold brew in kegs from companies like
Pilot, or make it yourself from any coffee
you’re enjoying. The significance of this is
that it adds a new level of accessibility to
some of Canada’s best coffees, and doesn't
require nearly as much time or skill at the
point of service when compared to brewing
that same coffee hot.
Mike Roy: One of

the most exciting trends
for restaurants when it comes to coffee in
Canada are bar owners and managers
having an appreciation for quality craft
coffee in the same way as cocktails, wine, and
craft beer. As bars and restaurants begin to
integrate high-end coffee programs into
their menus, bartenders and chefs alike are
using their palates to incorporate coffee into
cocktails and dishes outside of the norm.
Another growing trend in the industry for
2016 is nitro cold brew coffee on draught.
Nitro cold brew is cold brewed coffee

COFFEE

“As coffee becomes a highlight and not
just a necessity of routine, restaurants
are benefitting from being able to offer
a coffee that is of as equally high
quality as their food and drink.”
infused with nitrogen gas in the same fashion a beer would be
carbonated with carbon dioxide. This creates a creamy, stout like
texture in the coffee with an effervescent finish and is becoming
quite popular in craft beer bars. These trends are breaking down
a barrier in the restaurant world, where dining customers can
have a coffee with or after dinner, on the same level as their local
café. We are bringing together two worlds thought to be separate
for so long.
What are the biggest benefits and challenges for chefs and restaurant
operators in adapting to these trends?
BJ: The biggest challenge will be effectively educating staff and

customers about the coffee, the cold-brew process, and how it
impacts flavour. Although there are some parallels to the way we
talk about wines, there are many unique attributes to coffee that,
like anything, will take time for people to become acquainted with.
I have found The World Atlas of Coffee by James Hoffman
particularly valuable for this. The benefits are being able to serve
high quality coffee in a new way, with no additional training.
Waste is also reduced through eliminating the calibration process,
and never throwing out old pots of coffee or failed espresso shots.
Cold coffee will never replace hot coffee but these are some of the
advantages to this trend.
MR: The biggest challenge is the cost of equipment, and the space
to install it. Espresso machines and grinders are big, expensive
and difficult to maintain. When you’re operating a restaurant and
a kitchen, coffee is not on the top of your list. Approaching a bar
about draught cold brew is just as difficult. Trying to convince a
bar manager to give up a beer line for coffee, or to install an extra
line for coffee is a challenge for all parties. As coffee becomes a
highlight and not just a necessity of routine, restaurants are
benefitting from being able to offer a coffee that is of as equally
high quality as their food and drink.
What are the key factors that are currently driving innovation and
experimentation in coffee service and products?
BJ: A major driver of innovation is the growth of online

buying platforms that allow roasters to communicate directly
to new producers. This increased exposure has led to
producers experimenting with various processing techniques,
separating out the types of varietals their farm grows, or
offering the dried coffee cherries to consumers to make
cascara tea with. This grants us new opportunities to offer

processing or varietal kits of roasted coffee, or serve tasting
flights and signature drinks around these trends.
MR: Cold-brew coffee is definitely the newest and most innovative
product in the industry right now. With a lasting shelf life, low
acidity and consistent profile, bartenders are able to quickly make
traditional coffee cocktails with a premium, consistent pre-made
product without the effort of pulling an espresso. Cold brew is
also allowing bartenders and chefs alike to experiment with new
coffee infused drinks and dishes, making desert reductions, bitters
and even meat rubs.

No shells.
No waste.
No mess.

Just eggs.

Liquid Whole Egg ESL
Kosher & Halal certified, with twist cap

Shell Eggs. Simplified.TM
PROUDLY

CANADIAN
®/TM EggSolutions®. ©2016

www.eggsolutions.com

www.restaurantcentral.ca | January/February 2016 43

COFFEE

What are some creative ways operators can
use cold-brew coffee to offer the consumer
more variety and a better overall dining
experience?
BJ: Cold-brew cocktails may be the most

accessible way to expand into new areas
of the menu. Cold-brewing coffee is an
old tradition being looked at through
new eyes and there has never been a
better time to have parallel industries
take advantage of these innovations.
With a little research its easy to put new
cocktails on the menu that mimic
classics like the espresso martini, or the
“cold fashioned,” and experiment in
making your own from there.

Bars integrating coffee into their
menu has been a huge improvement over
the way consumers previously drank
coffee in restaurants. Operators have
begun merging café culture into their
bars before dinner service and running
daytime hours, where consumers can
have a well-crafted coffee, snack or even
their favourite cocktail or beer while
enjoying a bar atmosphere.

MR:

Are there any unique ingredients that you
are seeing more of in today’s coffee
products?
BJ: Many people are using coffee

cherries to make cascara teas, cascara
kombucha, and cascara sodas. I think
these have risen in popularity because
they repurpose the coffee cherry into a
delicious drink, rather than it being used
to fertilize the coffee farm's soil. There
has also been a rise in breweries making
coffee porters with cold brew and even
the inverse where hops are used during
the cold brewing process to add new
flavours and aromas.

MR: I’m noticing a lot of herbal
infusions and organic, health-forward
spices being added into coffee beverages.
Major coffee chains have offered
flavoured coffee for years, so there is
obviously a demand for it. Coffee
innovators are providing that same
service, but with natural ingredients
and education on why they are better for
the consumer than the standard large
chain brand.

I CHOSE

“Cold-brewing coffee is
an old tradition being
looked at through new
eyes and there has never
been a better time to
have parallel industries
take advantage of these
innovations.”
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TEA

Something
Special
The cup is still half full for specialty teas
By Frank Weber
When looking around the ever-growing specialty tea market in Canada and the
U.S., one can’t help but feel we have reached the saturation point. The truth is,
we’ve only just begun.

Canada, in particular, has done a phenomenal
job in accepting and embracing the myriad
new and upscale specialty tea choices. This
is a young and diverse market and Canadian
consumers are open-minded when it comes
to new culinary options. When compared to
the Far East and even Europe, Canada’s
market is still on the cusp of being
developed.
CREATES CONSUMER AWARENESS

The first wave of specialty tea boutiques
made loose leaf tea acceptable to consumers
and created widespread awareness of the
varieties, origins and health benefits of
specialty tea. Tea is rapidly emerging as a
healthy tonic, and it generates the same
foodie excitement as an exotic treat from
distant lands. It’s as affordable as it is
elegant, and offers the novelty and diversity
to reach a wide demographic. Canada is now
looked at as a world leader in developing the
specialty tea market; no other country has
taken to fine loose leaf tea as quickly.
Canadians have discovered loose leaf and
specialty teas and tea sales will continue to

grow in the double-digit range for many
years. Current trends show a significant
shift towards loose leaf over tea bags and
this should be welcome news to restaurants.
Loose leaf tea has a lower cost and a higher
perception of value to customers than
premium tea bags. Restaurant owners can
easily charge more and increase their
margins. For example, a serving of loose
leaf tea should range in cost from 15-20
cents and most coffee shops can charge
upwards of $2.50 for a cup of tea.
Restaurants serving pots are typically able
to charge between $4.50 and $8.00
depending on the type of establishment.
FLAVOUR INFUSIONS

The most significant growth in the tea
category is found in flavoured green teas
and herbal or fruit infusions. This is the
segment that shows much innovation and
is embraced by the widest demographic of

consumers. However, staples such as
Breakfast blends or variations of Earl Grey
should not be left off a good tea menu.
Chai latte and Matcha-based beverages
have also been growing in the double digits
and show no signs of slowing down.
Matcha in particular is hailed for its potent
health benefits and tea suppliers now offer a
variety of easy-to-use chai latte mixes. Hot
or cold chai lattes offer an opportunity for
high additional profits and come with a low
cost as well as a high “wow factor.”
It comes as no surprise that the “ready-todrink” (RTD) market has moved away from
sugar-laden soft drinks and juices. Bottled
iced tea has made its mark here as well and
low sugar, organic and non-GMO infusions
are gaining much traction. These pure leaf
infusions cater to a more health-conscious
consumer and are naturally pricier than
artificially flavoured counterparts. Margins,
however, are typically not affected as
consumers are trading up to a better
product.
Hot tea is losing its “cold weather
stigma.” It is being enjoyed year round just
as coffee is enjoyed in the summer. By the
same token, iced tea products are ever more
popular summer choices that can be enjoyed
in the winter just as a cola would be
consumed year round.
The tea industry will continue to see new
emerging brands that represent the best in
tea choices, blends and flavours. Restaurants
will also continue to realize that the switch
to these new teas is inevitable that and
quality will be the driving force to success.
The cup is more than half full indeed.

Frank Weber is a pioneer in the Canadian tea industry. He owns and operates Tea Squared,
Buddha Leaf Tea and Ma-Cha Matcha. For more information, contact Frank at fweber@
teasquared.ca.
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Made with Hillshire Farm’s Chorizo Sausage
A perfectly blended sausage, seasoned with chili peppers, paprika
and cumin and then naturally hardwood smoked. Diced to 1/2” and
fully cooked; easy-to-portion makes for a cost effective ingredient
that provides an alternative choice to meet on-trend demands.

Tyson Foods Canada Inc. offers indulgent bakery and meat products that meet our demanding standards of quality, value and product
innovation. With an extensive product offering of fully cooked meat products we are the natural choice for all of your breakfast needs.

Fully Cooked
Chorizo Sausage

Fully Cooked
Bacon Strips

Fully Cooked
Seasoned Beef

Fully Cooked
Sausage Patties

For more information you can contact us at 1-800-261-4754 or visit tysonfoodservice.ca

BREAKFAST

All-Day
Breakfast
Is Canada late to the table?
By Rita Negrete
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BREAKFAST

A large and vocal cohort of Canadians was disappointed that the
McDonald’s experiment with all-day breakfast in its U.S. units won’t be
duplicated in Canada—at least not for now. Nor are quick-service
competitors rushing into the breach. Canada’s iconic Tim Hortons, for
instance, made news when it extended weekday breakfast to noon a few
years ago, but has made no move since then to push the morning meal
into the afternoon or evening (even though, like McDonald’s, it’s doing
so in U.S. units).
T he reluct a nc e of qu ick- s er v ic e
restaurants (QSRs) to jump on the allday-breakfast bandwagon might seem
puzzling, given that breakfast and
brunch offerings are quite popular in
fast-casual and full-service restaurants
across Canada, both in the morning
and later in the day. Many bakery
cafés offer breakfast-type fare until
close; indeed, egg dishes, primarily
sandwiches, are the fastest-growing
type of lunch entrée in this cluster,
according to Technomic. Denny’s, the
family-dining chain famous for its
breakfast-oriented offerings, has been
well received in the Canadian market,
with sales in the country rising almost
20 per cent last year—and readers of
Straight.com named Denny’s all-day
breakfast the best in Vancouver.
Canada also has its own homegrown
crop of brea k fast- a nd-lunch- only
chains (Cora, Ben & Florentine, Tutti
Frutti, Eggsmart, Eggsquis,
Eggspectation) that serve the same
well-received menu for both dayparts,
typically into the early afternoon. And
t h e r e ’s a r o b u s t a n d g r ow i n g
i n d e p e n d e nt - r e s t a u r a nt b r u n c h
culture in major cities, with a number
of eateries offering brunch as late as 3
p.m. even on weekdays.
Is there room for Canadian concepts
to d i f ferent iate t hemselves w it h
extended breakfast? Of consumers
p ol le d for Te ch nom ic ’s re c ent ly
released Canadian Breakfast Consumer

Trend Report, 41 per cent indicated
they enjoy eating breakfast foods at
nontraditional times, such as pancakes
and eggs for dinner or a late-night
mea l; a nother 31 per cent ag ree
somewhat, for a total of 72 per cent.
All-day breakfast is widely popular
across all ages and genders.
Based on this finding, the report
calls out all-day breakfast as a key
trend for the future. There’s plenty of
room for more menu of ferings of
“breakfasty” foods to find favour with
consumers for lunch, dinner a nd
snack time.
WHAT’S HOLDING BACK BREAKFAST?

Yet adding morning-meal items to the
lunch and dinner menu is not quite the
no-brainer it would at f irst seem,
p a r t i c u l a rly for l i m it e d - s e r v i c e
restaurants.
While breakfast fare usually features
low i ng red ient costs (a plus for
operators), it also generally means low
menu prices compared to alternatives
(a definite negative). Menu developers
might consider offering breakfasttype items with high-end ingredients
(artisan cheeses, unusual sausages,
seasonal fruits) to appeal to afternoon
or evening patrons in a mood for
something a bit out of the ordinary
and willing to pay a premium for it.
To avoid competition with profitable
centre-of-the-plate items, operators
can also position breakfast-type items
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sold later in the day as snacks, points
out Calla Farn, vice president of
g over n m ent /publ i c r elat ion s at
McCain Foods. “Operators can add
s h a r e a b l e , s m a l l e r ve r s i o n s o f
breakfast items as starters, which
would help increase the average check
size,” she says.
LSRs generally operate with small
kitchens, limited griddle/grill space
and minimal staff, so expanding the
menu with a whole new category can
be diff icult. It’s no surprise that
corporate and franchised McDonald’s
units across the U.S. have had to
reorga nize a nd upg rade k itchen
processes, and sometimes purchase
additional cooking equipment, to
make extended breakfast a reality.
And while the breakfast menu offered
after 10:30 a.m. has been a big hit
with customers, some McDonald’s
operators have complained of kitchen
log ja ms a nd ser v ice slowdowns.
Howe ve r, t wo key m ove s t h at
McDonald’s made to simplify the allday-breakfast rollout could be copied
by other operators:
• It pre-emptively removed from its
lunch and dinner menu several
less-profitable offerings, and
• Limited the extended breakfast
menu to a few popular items.
I enjoy eating breakfast foods at nontraditional times
(e.g., pancakes and eggs for dinner or a late-night meal, etc.)
% agreeing completely or somewhat
69%

18-24

66%

25-34

85%
76%
77%

35-44
68%

45-54

55+

80%

58%

70%

81%

Male
Female

Top-3-box responses on 6-point scale = agree completely/agree/agree somewhat Base: 1000
Source: Technomic Canadian Breakfast Consumer Trend Report, 2015
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“Keep the menu simple,” Farn advises.
“Try to incorporate just a couple of
key breakfast ingredients into your
current lunch or dinner lineup, like
eggs. But combine them with the
items you already have, like fries.”
Canadian consumers—and
particularly younger consumers—
continue to move further away from
rigid rules about what to eat and
when. Egg dishes and other items
typically found on the breakfast menu
have proven appeal as meals or snacks
later in the day. Operators and chefs
who can devise attention-getting
menus for extended breakfast—and
solve the operational challenges—
can differentiate themselves from
competitors, particularly in limited
service.

BREAKFAST

Breakfast
with
FOUR BOLD IDEAS FOR
ALL-DAY BREAKFAST

Compared to the typical morning
clientele, consumers eating breakfast or
brunch later in the day are likely more
interested in assertive, innovative
flavours. Here are a few ideas.

1. Poutine Panorama
If there’s a uniquely Canadian comfort
food, it’s poutine. This basic combo of
fries, cheese curds and gravy is easily
g iven a “ br e a k fa st ” a c c ent . “A
breakfast poutine with golden fries
topped with poached eggs and bacon,
smothered in gravy or hollandaise
sauce, is quite common these days,”
says Farn.
Breakfast poutines rolled out in the
past year include a Bacon Poutine at
Carl’s Jr. and two items at Nickels
Deli & Bar: Breakfast Poutine with
potatoes, bacon, smoked meat, cheese
curds, Nickels sauce and a poached
egg, and Benedict Poutine with an
egg, ham, potatoes, cheese curds and
hollandaise. But daring new poutines
not marketed specifically for breakfast
could work equally well for a daypartspanning menu:
Mexican Poutine (Dunn’s Famous)—
with seasoned ground beef garnished
with banana peppers, shallots, cheddar
cheese and sour cream

Chorizo Poutine (Montana’s BBQ
& Bar)—seasoned fries topped with
cheese curds, beef gravy and roasted
chorizo sausage, ga rnished with
creamy fry dip and fresh green onions
Smokey Sweet Poutine (Wimpy’s
D i n e r) — swe et- p ot ato f r ies, hot
ba na na peppers, chopped bacon,
cheese curds, grilled onions, Wimpy's
gravy and chipotle sauce
2. Ethnic Breakfast Fare
Most Canadian consumers (62 per
cent) agree at least somewhat that
they’d like to see more new or unique
items on breakfast menus, and half
(49 per cent) agree at least somewhat
that they would like to see more
ethnic items on these menus. Offering
ethnically inspired fare could appeal
to consumers looking for unique
breakfast items later in the day.
Exa mple s of et h n ic brea k fa st
handhelds at Canadian restaurants:
Egg-Vocado Gourmet Breakfast
Sandwich (Cultures) —egg salad,
avocado, spinach and jalapeño-lime
aïoli on an artisan ciabatta roll
Chorizo Breakfast Burger (ABC
Countr y Restaurant)—a chorizo
patty topped with Canadian cheddar,
a sunny- side -up egg, housemade
tomato chutney, mayo and avocado on
a hamburger bun, served with a side
of hash browns and fruit
Spicy Chor izo Breakfast Wrap
( Ti m Hor ton s) — spicy chorizo

Ultimate Chorizo Breakfast Tacos
featuring
Piller’s Diced Chorizo

Taste that
makes you
say…Ole!

1-800-265-2627
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At General Mills we believe food should make us
better. Food brings us joy and nourishes our lives,
connecting us to each other and the earth.
We believe we share a common goal with each and every Foodservice Operator.
Everyone agrees that breakfast is the most important meal of the day. Let us bring
nutritious, delicious solutions to you that we know your guests will desire.
PRODUC T

FORMAT

SKU

Liberté Greek Plain 0% MF

6/1.75 kg

706001000

Liberté Greek Vanilla 0% MF

6/1.75 kg

706002000

Yoplait Creamy Plain 3.2% MF

4/2 kg

604370000

Yoplait Creamy Vanilla 1.5% MF

4/2 kg

604371000

Nature Valley Low Fat Fruit Granol

4/1442 g

44605

We’re here with the brands, products and support that you need.
Atlantic |
902 468 6111
Quebec |
514 457 2080
Ontario |
519 895 2110
West
|
604 523 0332

www.generalmillsfoodservice.ca | foodservice.canada@generalmills.com
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sausage, cheddar cheese, scrambled
egg patty, sautéed peppers and onions
with spicy mayo, nestled in a white
tortilla and grilled
3. Sweet Sensations
Sweet f lavours have been a big part of
Canadian breakfasts since the first
divine pairing of Quebec maple syrup
with pancakes. But today’s diners
seem to be seeking novel f lavour jolts
that will make them sit up and take
notice. Again, these items are likely
to be especially popular with those
who order brea k fast fa re at
nontraditional times, since they can
double as a snack or dessert.
Examples of recently introduced
sweet offerings from FSRs and LSRs:
Brie & Blueberries French Toast
(Ben & Florentine) —with raisin
bread , blueb er r ies, Br ie che ese,
almonds, granola, honey and vanilla
yogurt
Banana French Toast (Cora) —with
chocolate -hazelnut spread, cream
cheese and caramel, part of a new
gluten-free menu
Nutel la-f i l led Ba na na Nut
Muf f in—part of a new lineup of
cho colate - ha zel nut pa st r ies a nd
frozen drinks at Coffee Culture Café
& Eatery
Gooey syrups and fillings aren’t a
comfortable mix with portability—a
key demand of LSR customers—but
there’s room for development of allday-breakfast handhelds that conquer
this limitation, such as items that
feature maple syrup on the inside
rather than the outside.

Breakfast
with

4. Coffee’s Brewing
Three of the top four restaurant
chains in Canada—Tim Hortons,
McDonald’s and Starbucks—all have
seen sa les gains linked to their
strong identif ication with cof fee.
Cha i ns ident i f ied with a robust
breakfast daypart are stepping up
t hei r ga me on cof fe e of fer i ngs.
Starbucks Canada announced the
national rollout of its premium Cold
Brew Coffee; Tim Hortons introduced
Limited Batch Sumatran coffee in
Vancouver, one of a new series of
custom-roasted, small-batch, limitedtime cof fees sourced from fabled
coffee regions around the world; and
Second Cup has been promoting iced
coffee beverages including the Iced
Mocca Red Eye—iced coffee with a
shot of espresso and chocolate syrup.
Tea—including iced tea—is also
having its moment. Starbucks is
adding new carbonation and juice
options to its Teavana line, including
Teava na Spa rk li ng Black Tea &
Tangerine and Teavana Sparkling
Passion Tango Tea & Pineapple.
Premium coffees, teas, juices and
smoothies (like the recently offered
Tr opic a l S u nsh i ne S m o ot h ie at
T i m o t hy ’s Wo r l d C o f f e e) c a n
complement all-day-breakfast menu
offerings, adding interesting new
snacking alternatives while boosting
check averages.

Rita Negrete, senior editor at leading research and consulting firm Technomic, writes
about food, business and consumer trends and their real-world implications for restaurant
operations. For more information, visit www.technomic.com.
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Canadian
Back Bacon…
Nationally
Delicious!

1-800-265-2627
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RAISING THE BAR

Savvy
SIPPING

Listening in on what’s new in the spirits world
By Rob Berry and Diana Roberts

æ

At the many tasting events we attended over the past year, it was evident
that today’s consumers are increasingly well-versed on spirits and
cocktails, and definitely know what they want. Based on our observations
and conversations, consumers are looking for many qualities in their next
adult beverage, from premium spirits to fresh ingredients such as bitters,
syrups and even vegetables. Read on to find out what people are talking about
when it comes to their favourite liqueurs, spirits and cocktails.

Know Your Spirits: We have always
referred to Canadian whiskey as the “silent
alcohol.” Bartenders sold it without
paying much attention to it. Being guilty
of this myself, all I can say today is that
whiskey continues to grow in popularity
and Canadian whiskies in particular are
doing their part by adding flavours such as
maple, apple and caramel. In a similar
revelation, more consumers are
discovering that rum is more than just
something to be served with cola. Rum
cocktails and sipping rums will be the
next alcohol trend hitting the market.
Rum is a most diverse spirit; each one has
its complex and distinct flavours – from
Navy strength to dessert rums. Rum can
also take traditional cocktails to new
heights. How about changing the whiskey
in an old fashioned to sipping rum or
trying sipping dark rums like a scotch?
Have you tasted a Canadian Maple Sour?
Delicious and very patriotic!
New Global Flavours: Meanwhile some
newer spirits are becoming more easily
available in the Canadian market — pisco,

for example, from Peru and Chile, as well as
brandies such as cachaça from Brazil or
Mezcal from Mexico, with its many flavour
differences from its cousin tequila.
Creative Collaboration: We are seeing
more examples of the front-of-house
getting together with back-of-house to build
the ultimate evening for consumers.
Bartenders and chefs are collaborating to
reinvent cocktails, not in the so-called
“molecular” style, but with the quality and
variety of the ingredients as a whole. Spices,
herbs and infusions of syrups made from
shrubs, beets or carrots are creating a whole
new spirit world. Serving “cocktail flights”
with drinks of similar types or background
can entice customers to try something new
and is a fantastic way to promote your
cocktail list. For example, take a Manhattan
made the traditional way, add smoke to the
next and spices to another.

IPad Invasion: What technology is doing
for restaurants, it can also do for bars and
cocktail lounges; iPads have started to
replace drink menus and Excel spreadsheets,
making inventory control and ordering
easy. However, if you are not tech savvy,
this can be intimidating to some bar and
restaurant owners or managers. With
iPads and other tablets, you need to ask
yourself questions such as:
• What is the cost per unit?
• How many does each restaurant need?
• What if we lose the Inter net
connection?
• How much are upgrades and can I
program my own menu without tech
support?
The idea is wonderful but, like self-serve
checkouts in grocery stores, a staff
member often has to be there to help
customers with their order. The plus side
of digital menus is that once they are
programmed for your needs, they are
very efficient. When items are no longer
in stock, they are automatically removed
from the menu. You are able to share
more information about each item than
you can on a paper menu. The more you
educate consumers on menu items, the
more likely they are to purchase, and
send your spirits soaring.

Rob Berry and Diana Roberts are co-owners of The Bartending School of Ontario,
dedicated to providing bar owners, managers and students with the skills and expertise
necessary to succeed in the hospitality industry. For more information, call 416-466-7847
or visit www.bartendingcanada.ca.
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DaiDelryights

Milk, yogurt
and ice cream
lead the way
in dairy
beverage
trends
By Aaron Jourden
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Dairy is proving to be a key ingredient in some of today’s trendiest and most
craveable beverages at restaurants. Milk, yogurt, ice cream and other dairy products
add sweetness, richness, texture and body to popular beverages like milkshakes,
smoothies and coffee. Dairy is also a central component in up-and-coming ethnic
specialties like Thai ice teas and Indian lassies.
Here’s a look at the top dairy ingredients
currently found in drinks at leading chain
and independent restaurants across Canada
(excluding alcohol drinks), according to
Technomic’s MenuMonitor data:
Not surprisingly, milk is far and away the
most-common dairy for beverages—found
in everything from plain milk and flavoured
milks to shakes and lattes. Milk also remains
popular at restaurants since it’s suitable for
all dayparts and for adults, kids and seniors.
Following milk are yogurt, cream, ice cream
and whipped cream, a versatile collection of
dairy goods that have attributes ranging
from healthy to indulgent, from sweet to
tangy, and from airy to thick.
The familiarity and attributes of dairy
make them essential for many on-trend
beverage preparations at restaurants.
MILKSHAKES

The milkshake is a nostalgic treat that’s
been undergoing somewhat of a renaissance
at chains and independents in recent years.
Shakes are in fashion for several reasons. For
one, they fit into the larger trend of creating
simple foods and drinks by hand with

wholesome ingredients. Shakes also fall
into the collection of comfort foods that
chefs have been keen to elevate, make for a
great complement to hip burgers-and-fries
restaurants, and are a canvas for
experimentation and creativity.
Toronto’s Rose and Sons plays into
tradition and craftsmanship by touting
its vanilla-soft-serve-based shakes as a
“way of life.” Guests can order
flavours like Wild Blueberry, Soma
Chocolate Caramel, Creamsicle and
signature Bourbon on Bourbon on
Bourbon. Mixing and matching is
encouraged.
The top and fastest-growing shake
flavours are made up largely of timetested favourites like chocolate, mint,
strawberr y, vanilla and caramel.
Flavours like mango, passion fruit and
coffee show that there’s room to
incorporate diverse fruits and ethnic
flair.
What's Shaken milkshake bar in
Vancouver offers nearly 50 different
flavours that range from chocolate and
vanilla malted to avocado, bananas Foster

Top Dairy Ingredients in Drinks
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Top Smoothie Flavours
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and apple pie. Each is made with premium hand-scooped ice cream
and fresh, natural ingredients.
New flavours for shakes also include adults-only varieties with
alcohol, as well as shake mashups that blend in fruit pies or savoury
ingredients like bacon.
W Burger Bar’s two locations in Toronto offer spiked shakes like
the Chocolate Gorilla Monkey with Kahlúa, white crème de cacao,
crème de banana and chocolate ice cream, while Edmonton’s Soda
Jerks chainlet menus spiked shakes and floats in variants like the
piña colada-esque Milky Malibu and the appropriately named
Captain Jack with Cap’n Crunch cereal and Jack Daniel’s whiskey.
Holy Chuck, with two locations in the Toronto area, lists a
decadent shake with bacon fudge and sea salt, along with a more
adventurous sushi-inspired shake with wasabi, ginger and green
onion.
SMOOTHIES

While smoothies come in seemingly endless variety, dairy is
essential to these popular drinks in their most basic, classic form—
which is a thick blend of fruit and milk or yogurt, sometimes ice
cream.
Smoothies are popular for many reasons. These drinks address
current consumer demands for both healthy and indulgent beverage
options as well as for filling meals and snacks that are easy to eat on
the go. Smoothies are also highly customizable, fit in with active
lifestyles, and can be enjoyed at any time of day.
Operators can leverage some of these key smoothie attributes
through the use of dairy. For example, Greek yogurt could be
substituted for regular yogurt to create a stronger and more
contemporary health halo around a smoothie, while offering a
selection of milks—whole, skim, organic, lactose-free, etc.—allows
diners to pick an option that meets their dietary needs.
Booster Juice has tweaked its basic smoothie formula in a bid to
grow its appeal among the health-conscious. The chain is now
making its smoothies with an exclusive Vitala probiotic yogurt—
stressing transparency and wholesomeness as key differentiators
for its upgraded product.
Jugo Juice offers a wide range of indulgent and healthy
smoothies, including the Green Tea Buzz consisting of matcha
green tea, skim milk and lowfat frozen yogurt. At Jasper, Albertabased Coco’s Cafe, which caters to vegans, vegetarians and
carnivores alike, diners can opt for a smoothie made with whole
milk, one-per-cent milk or soymilk, with the option to add in yogurt.

ETHNIC

Ethnic food and drink—particularly Asian and Latin American—
has been on trend radars for some time. While the spotlight
frequently illuminates fare like bánh mì, ramen and burritos, ethnic
beverages are also gaining notice. And a number of these beverages
feature dairy as a central component.
Thai iced tea is a spiced tea with hints of vanilla that’s topped
with sweetened condensed milk, cream or milk, and usually served
over ice. This specialty tea varies in appearance, but can feature a

Tyson Foods continues to
bring more to the table.
Tyson Foods Canada Inc. offers a variety of indulgent
bakery and meat products that meet our demanding
standards of quality, value and product innovation.
Offering our customers products they can be proud to
serve is our top priority. From Breakfast to Dessert we’ve
got you covered. Jimmy Dean® provides a multitude of
meat products perfect for your menu from sausage links
to breakfast sandwiches, we can appeal to all tastes.
Hillshire Farm® offers assorted meat products with the
finest seasonings to enhance any of your meals. Tyson®
has everything from bacon to seasoned beef. The icing
on the cake is finishing off a meal with one of our
delectable desserts from our unique Chef
Pierre ® Luxe Layer treats to our hand
crafted BistroCollection® Gourmet
Brownies and Desserts.

For more information visit http://tysonfoodservice.ca
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Sponsored Editorial Content

Egg-ceptional Ideas
Liquid eggs a good option for saving time and money
By T.R. James

The hard cooked egg.
It’s a beautiful thing…
...especially when it’s:
• Kosher and Halal certified
• Foodland Ontario local
• ready to serve
EggSolutions® Peeled Hard Cooked Eggs are prepared and
pillow-packed specifically for foodservice, with no additives
and no preservatives.
When sliced for serving, there are no dark rings and no
greening - just beautiful hard cooked eggs that are ready
when you need them: no shells, no waste, no mess.
EggSolutions® is the first North American further egg
processor to receive SQF Level 3 Excellent certification from
the Safe Quality Food Institute. You can rest assured that our
eggs meet the highest food quality and safety standards.

Eggs. The world’s most perfect food? Nutritionally, they could be.
They’re rich in nutrients like protein and calcium. Plus, they’re virtually
indispensable. Can you imagine a world without bacon and eggs?
Pasta? Cake? Didn’t think so.
Yes, eggs are amazing but… Shell eggs break. Shell eggs have a
short shelf life. Shell eggs aren’t practical to store and, with shell eggs,
there’s always waste.
In the time it takes a sous chef to crack and beat enough eggs for a
breakfast service, she could have poured out liquid whole egg, added
seasonings and fresh ingredients, cooked and served them. Better
still, she could have used one of the many time-saving, value-added
liquid egg options designed specifically for food service. From
omelettes to French toast, from hard cooked eggs to scrambled
eggs, liquid eggs have all the delicious taste and nutritional benefits of
shell eggs, but with added convenience, better shelf life and minimal
waste – not to mention guaranteed food safety and better portion and
cost control.

5 Ways to Win with Liquid Eggs
For more information: eggsolutions.com

EggSolutions_Product_CRFN_January_2016.indd 1
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LIQUID MUSCLE™
Flavoured Protein Drink
Powered by egg whites, the world’s purest protein
LIQUID MUSCLE™ is Canada’s first egg white protein
drink. It’s fully pasteurized and ready to drink in 3 delicious
flavours: vanilla, strawberry and piña colada.
An 8 oz serving of LIQUID MUSCLE™ delivers just over 27 g
of 100% bioavailable protein, making it the ideal pre- or postworkout beverage for athletes or a great alternative to the
basic smoothie. Plus, the super-clean ingredient deck (max
5 ingredients) means it’s gluten free with zero fat, zero
sugar and zero cholesterol.
Consumers are looking for delicious options for their healthy
lifestyle. LIQUID MUSCLE™ is perfect for foodservice, fitness
and health care.
For more info, check out liquidmuscle.rocks or follow us on
Instagram (@liquidmuscle) or Facebook.

1. Use them anywhere you’d use shell eggs.
Liquid eggs are shell eggs, only they’ve already been cracked,
beaten, and pasteurized so they have better shelf life and are easier
to store than shell eggs. Whether you need whole eggs for baking,
egg yolks for hollandaise, or egg whites for a merengue, liquid eggs
offer the same performance as shell eggs, in far less time.
2. Build grab’n’go breakfasts with them.
Who says a fast breakfast can’t be delicious and nutritious? Frozen
scrambled egg breakfast wraps can be re-heated in minutes on a
panini press. Frozen scrambled egg patties can become a
9:45 AM
breakfast sandwich in minutes – just reheat and serve with
breakfast meat and cheese on your best-selling bread.
3. Add them to your beverage menu.
The smoothie is the perfect health fix for people on the go. Expand
your smoothie options by adding a shot of liquid egg white for a
protein boost. Or add a high-protein flavored egg white drink to your
beverage menu. If you want to glam up your evening beverage
service, elevate your cocktails with egg white foam.
4. Serve them in bulk.
For high-volume foodservice, value-added scrambled eggs are
ideal. Just re-heat from frozen in a steamer or convection oven and
serve. Even better, boil-in-bag scrambled egg mixes deliver fluffy,
perfectly seasoned scrambled eggs that retain heat longer than
regular scrambled eggs, making them ideal for buffets and
cafeterias.
5. Let them inspire you.
The ways in which value-added eggs can be elevated are limitless.
The plain omelet can be stuffed with your favorite ingredients to
create a signature omelette. Scrambled egg mix or liquid egg are
the ideal base for a quiche or frittata. Even the classic egg salad is
easier when made with pre-diced hard cooked eggs – leaving you
time to get creative with the ingredients.
Shell eggs are traditional. Value-added eggs are inspirational. Why
not put them to work for you?
T.R. James, B.Sc., PMP is a food marketing specialist at EggSolutions.
EggSolutions is the first egg further processor in North America to receive
SQF Level 3 Excellent certification from the Safe Quality Food Institute. For
more information, visit www.eggsolutions.com.
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What’s New in Dairy
Canadian Restaurant & Foodservice News recently spoke with
Sandra Da Silva, assistant director, external communications,
with Dairy Farmers of Canada, and Debra Selkirk,
Communications Co-ordinator, Gay Lea Foods to find out
their take on what’s new in dairy products in Canada.
What are some of the latest developments in dairy products
for restaurants in Canada in 2016? Why do you think these
developments will be significant?
Sandra Da Silva: One of the trends that we are seeing is
more application use of Canadian cheese made from
100-per-cent Canadian milk – natural cheese slices on
burgers, cheese curds on poutine – and more uses for
authentic ethnic style cheese such as Canadian Queso
Blanco, Queso Duro and Oaxaca for Mexican dishes, and
Paneer for South Asian dishes. Many more restaurant menus
now feature Canadian artisan fine cheese trays or charcuterie
boards with cheese. These trends will continue strong in 2016
as local, natural and artisan food items are increasing in
importance for Millennials and they are a growing consumer
group in foodservice.
Debra Selkirk: Trends include having different cheese
offerings like Paneer and Akawie. They are also about
bringing different cultures together to create new exciting
recipes, such as grilled paneer with a fresh peach salsa.
Another trend is the use of ghee or clarified butter, now
everywhere. It is such a great ingredient and purchasing it
this way saves time and eliminates waste.

stark contrast between the dark tea bottom
and lighter dairy top, and sometimes has an
orange hue from the addition of food
colouring. With its blend of tea, spices and
dairy, Thai iced tea is a flavourful and exotic
drink with a distinct appearance.
Nana restaurant in Toronto offers Thai
iced tea two ways: as a traditional drink
made of black tea, spices and sweetened
condensed milk over ice, and as a signature
Thai iced tea gelato dessert.
Vietnamese-style coffee is a strong,
medium-to-dark-roast java drink that’s
sometimes enhanced with chicory. Using a
small filter that sits atop a cup, the coffee is
brewed over sweetened condensed milk and
generally served iced. In addition to its
authentic ethnic appeal, the by-hand, one-ata-time brewing method used for Vietnamesestyle coffee fits into the current new wave of
artisan coffee culture.
DD Mau in Vancouver offers hot and cold
versions of Vietnamese-style coffee, both
prepared with espresso and sweetened
condensed milk. Caffè Beano in Calgary puts
a spin of the drink by brewing intense
Vietnamese coffee with steamed sweetened
condensed milk.

What are some creative ways chefs can include new dairy
product offerings to expand beyond traditional menu items
such as burgers, pizza and desserts?
SD: Chefs are using their creativity to make amazing dish
combinations, such as gourmet poutine, that are a great
share menu item or a meal. Other ways include combining
specialty cheeses with interesting salad ingredients and
protein-rich Greek or Icelandic Skyr-style yogurts with honey
or fruits for healthier dessert/snack options.
DS: Creating new and exciting cheese dips, such as using
old sharp cheese for its melting abilities; mascarpone in a
foam to create soup that eats like a cappuccino; grilled
cheeses in salads; cottage cheese or sour cream to make
some amazing panna cotta.
What additional future developments in dairy products do
you anticipate in the next 12-18 months?
SD: Icelandic Skyr-style yogurt, smooth cottage cheese,
cultured dairy products such as Kefir, and drinkable yogurts
will continue to grow in popularity. They are part of the shift to
consume healthier protein-rich, on-the-go snacks and foods.
DS: New takes on traditional products such as sour cream
and cottage cheese, as well as new goat cheese offerings.
We are seeing a lot of new trends in how milk is processed
and served.

Much like smoothies, Indian lassies are
chilled dairy-based drinks often flavoured
with fruit, frequently mango. Yogurt is the
most common base for the lassi, while milk
and buttermilk are sometimes used as well.
Sweet and savoury versions are available at
many Indian restaurants and often serve as
a cooling beverage to drink while eating
spicy foods.
Darbar Exotic Indian Cuisine in Kingston,
Ontario, offers a fairly standard cold lassi
with yogurt and mango that gets enhanced
with rose water. Calgary’s Mango Shiva
Indian Kitchen & Bar offers a trio of lassies
in mango, sweet rose water and sea-saltand-cumin flavours.
Shakes, Thai iced teas and Indian lassies
show the true versatility of dairy in the
beverage category at restaurants—on one
hand it can serve as the base for a nostalgic
treat, and on the other as a familiar
component to an exotic drink. Flavoured
and enhanced/boosted milks also represent
an opportunity for operators looking to
liven up their beverage lists and increase
appeal among younger diners and the
health-conscious alike.

Aaron Jourden is Editorial Manager for
Technomic Inc., a Chicago-based foodservice
research and consulting firm. Visit technomic.
com for more information.

For more exciting menu
ideas, check out
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When Cheap

GETS EXPENSIVE

Preventive maintenance for heating and cooling equipment
By David Turk

æ

In the restaurant and foodservice industry, the easiest and least
expensive option in the short term often ends up being inconvenient
and more costly in the long run. Whether it’s the headaches associated
with unreliable equipment in the kitchen, a disappointing dish made
with sub-standard ingredients or a bad customer experience because of
poorly trained staff, the consequences to cutting corners are clear.

Putting off preventive maintenance
when it comes to heating and cooling
equipment is no exception. Although
there may be a marginal benefit—a
bit of extra effort avoided and money
saved in the short run—the path of
least resistance and lowest cost could
lead to a very expensive crisis:
equipment failure, expensive repairs
or the need for complete replacement.
Even if equipment does not fail
right away, the slightest variation in
temperature or humidity can drive
customers away, lower employee
productivity, affect service and spoil

goods. And when equipment does
break down, the real cost is usually
incurred in the immediate aftermath,
such as having to bring noisy portable
heaters or air conditioners into a busy
kitchen or dining area.
Almost always, the cost to respond
and control a crisis is higher than the
final repair and quite a bit higher than
the cumulative cost of preventive
maintenance.
“Preventive maintenance on heating
and cooling equipment is an easy way
for restaurant owners and operators
to ensure stability, predictability and
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efficiency, not to mention a good way
to avoid a crisis that could compromise
the guest experience or worse, lead to
a shut-down,” says Geoff Atkinson,
director of Enercare Commercial
Services. “Most people don’t think
twice about changing the oil in their
cars or rotating their tires. The same
common sense principles for car
maintenance apply to heating and
cooling equipment.”
When properly maintained, heating
and cooling equipment operates at
ma x i mu m ef f iciency, lead i ng to
energy savings, improved air quality
and a more consistent experience for
guests.
WHAT TO LOOK FOR

I n t h e c a s e o f e qu i p m e nt f o r
restaurants and comparable buildings,
ma nu fact u rers sugge st mont h ly
visual inspections by the building
owner or a designate, and regular

EQUIPMENT

3 months*
DON’T PAY for

s che du le d s er v ic e by a qua l i f ie d
technician. For non-experts, there are
two telltale signs that equipment is not
operating at peak levels:
• A lack of hot or cool air in the
building, and
• A spike in energy bills compared to
the same month in the previous year.
Both can usually be tied back to the
most common maintenance -related
issues, even i n h igh - ef f iciency
equipment:
• Dirty air filter and/or evaporator and
condenser coils
• Refrigerant leaks
• Blown fuses
• Electric control failure
• Thermostat problems
Addressing the issues above leads not
only to peace of mind, but also to
measurable and immediate increases in
ef f iciency. Ac cord i ng to t he U. S .
Department of Energy and ENERGY
STAR websites, performing specif ic
maintenance can lead to an increase in
efficiency of up to 15 per cent. Some
common maintenance tasks are:
• Replace dirty filters
• Clean coils and drain channels
• Use a fin comb to straighten coil fins
• Clean debris and leaves from the fan,
compressor and condenser
• Optimize burner efficiency
• Remove soot from burners
• Adjust operating sequence
“In my experience, individuals who
neglect to perform regular maintenance
either don’t appreciate the potential
consequences of a crisis or are so
strapped for cash that they can only
think about the short term,” says
Atkinson. “They need to consider how
expensive this can get and how an
uncomfortable dining experience will
affect the reputation of a restaurant and
the potential for future business.”

David Turk is associate marketing manager at
Enercare. Enercare works with industry
leading manufacturers to deliver reliable and
efficient heating and cooling equipment. For
more information visit www.enercare.ca.

on your water heating equipment

Time. Money. Energy.
Save more of each
Hot water that’s just right for your business
SAVE MONEY BY RENTING
Zero upfront costs1
Zero payments for the first 3 months*
Zero parts and labour charge for maintenance and repairs1

Hurry, limited time offer. Call 1-855-321-1509
or visit us at Enercare.ca/commercial today!

*Offer ends March 31, 2016. Cannot be combined with any other offer and is only available to new
customers who enter into a new rental water heater agreement with Enercare Home and Commercial
Services Limited Partnership (“Enercare”). Enercare reserves the right to change or cancel this
offer at any time without prior notice. Certain terms and conditions apply. Customers will receive a
credit equal to 3 months rent in the month the water heater is installed. 1Some limitations apply. See
rental agreement terms and conditions for details. ™Enercare, the design and “It’s Better Inside” are
trademarks of Enercare Inc., used under license.
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CRUNCHING NUMBERS

Benchmarking your Business
Restaurants Canada’s annual Operations Report tracks operating ratios for restaurants,
bars and caterers. The report uses Statscan data representing more than 2,000
foodservice operators across the country. How does your business measure up?

AVERAGE FOODSERVICE INDUSTRY
PROFIT MARGIN

4.3% of operating revenue
Top Expense: Cost of Sales at 34%
QUICK-SERVICE
RESTAURANTS
Average Profit Margin

BARS
Average Profit
Margin

5.4%

3.2%

TABLE-SERVICE
RESTAURANTS
CATERERS
Average Profit
Margin

Average Profit
Margin

2.8%

Top Expense:
Cost of Sales

7.4%

Top Expense:
Cost of Sales

34.4%

34%

Top Expense:
Cost of Sales
Top Expense:
Labour

34.6%

38%

Restaurants Canada members: Download the full report
from RestaurantsCanada.org. Or, contact Restaurants
Canada at 1-800-387-5649 or membership@
restaurantscanda.org. The 2015 Operations Report is free
with membership.
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New Battercrisp® Salmon Bites
Crispy, battered, wild caught Pacific Salmon morsels.

An exciting alternative to chicken balls and nuggets,
new Battercrisp® Salmon Bites are easy to prepare
in the deep-fryer or oven and stay crispy and
delicious, even when sauced! Seafood is hot
and the possibilities are endless with
High Liner Seafood Bites.
Ask your High Liner Foodservice
representative for more information today.

1-800-387-7422

www.highlinerfoodservice.com

SHOULDN’T THE MOST IMPORTANT MEAL OF
THE DAY ALSO BE THE MOST DELICIOUS?
Armstrong and Saputo 100% Natural Cheese Slices
are preservative-free and made from wholesome ingredients.
The ideal complement to so many menu items –
go ahead, kick it up a notch, and treat your customers to
an extraordinarily delicious start to their day!

®

CONTACT YOUR SAPUTO FOODSERVICE SALES REPRESENTATIVE FOR MORE INFORMATION
VANCOUVER 604.946.5611 | EDMONTON 780.468.5811 | SASKATOON 306.931.0040 | WINNIPEG 204.987.6460 | TORONTO 905.264.7600 | OTTAWA 613.741.9718
MONTRÉAL 514.328.9466 | QUÉBEC 418.651.5220 | DARTMOUTH 902.468.5700 | MONCTON 506.859.8888 | ST. JOHN’S 709.753.3943
www.saputofoodservice.ca
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