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With the rollout of vaccine passports across the country and the
re-opening of sit-down dining for those fully vaccinated, it appears
things are finally returning to normal. But are they?
First, with all the layoffs that happened during the height of the
pandemic, restaurants are now facing one of the worst labour
crunches in years. There are simply not enough workers in many
cases to fully re-open. And at a time when margins are being
squeezed there are minimum wage hikes across the board.
Second, many restaurants are defying vaccine passport requirements feeling that they
unnecessarily create an unfair division among patrons. Many have received significant fines
as a result that may mean the end of their business.
Together, while it is certainly encouraging to have a sit-down meal in a restaurant full of
customers, things are still far from normal.
Based on findings from a survey hosted on the Angus Reid Forum on behalf of Restaurants
Canada, Canadians are looking forward to returning to restaurants, so long as safety measures
are in place. Eighty-nine per cent of Canadians are looking forward to eating out with friends
and family, with 64 per cent going so far as to say that dining out will be an important part
of their lifestyle post-pandemic. Despite this, 32 per cent of Canadians are still tentative about
eating in-person and plan to postpone their first in-person dining experience for anywhere
between a few months of reopening, to sometime in 2022.
This creates a significant challenge as restaurants are unable to maximize in-person dining
revenues with fewer patrons. It is one of the problems that has contributed to the closing of
close to 5,000 restaurants across the country over the last 18 months.
On a positive note, Canada is one of the most fully vaccinated countries in the world, well
surpassing the U.S., meaning we will be in far better shape to handle future waves of the virus.
The border has also been opened to vaccinated U.S. citizens helping tourism revenues return.
Let’s all hope the upcoming holiday season brings a burst of business to this beleaguered
industry.
Frank Yeo, publisher
Phone (204) 954-2085
editorial@mercurypublications.ca
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FOR THE PROFESSIONAL

RC Show 2022

THE news
Odd Burger Begins West Coast Expansion with
New Calgary Franchise

Restaurants Canada
Partners with CGA

Odd Burger Corporation has signed a franchise agreement
for its first Western location in Calgary, Alberta, a first step
toward establishing the chain throughout Canada.
Franchisees Joanna and Jay Gandhi are currently seeking
an ideal site to introduce Calgary to Odd Burger’s affordable,
mainstream, healthy, satisfying vegan fast food.
“Our first West Coast location is a major milestone
toward positioning Odd Burger as a global brand,” said
James McInnes, Odd Burger co-founder and CEO. “Strategic
franchises are a big part of our growth plans of expanding
throughout North America.”
The Calgary location is expected to open within three
months of site selection and permit approvals. It will follow
the model of Odd Burger’s successful restaurants in
Ontario — compact footprints optimized for fast service,
takeout and delivery, affordability, and simplified employee training. Odd Burger
smart kitchens feature modern on-demand cooking technology, online ordering,
self-checkout kiosks, and cashless transactions.

to Provide Exclusive Data on
Alcohol Consumption Trends

Redberry Announces New Franchise Partnership
with Taco Bell Canada

To better serve its members with exclusive
insights into Canada’s foodservice and hospitality
trends, Restaurants Canada has partnered with
CGA to release new COVID-19 Sales On
Premise Impact Reports, highlighting critical
alcohol velocity trends across Canada.
Released monthly starting September 2021,
each report will help Restaurants Canada
members make better business decisions
based on what Canadians prefer when it
comes to dine-in alcohol orders.
Collected by CGA — the definitive source
for On Premise measurement, insight, and
research consultancy — the data shares critical
information on trends such as value velocity
and total market sales across Canada, including
key province breakdowns, as well as beer, wine
and spirit sector reporting and daily frequency
trends each month. Restaurants Canada aims

Redberry has announced a new multi-year development agreement with Taco Bell
Canada following Redberry’s agreement to acquire 14 Taco Bell locations across
Ontario. Redberry intends to develop 50 Taco Bell restaurants in Canada over the next
few years supporting Taco Bell’s plans to expand its
footprint across the country.
Redberry Restaurants, one of the largest and fastest
growing quick-service restaurant franchisees in Canada
with 135 restaurants across four provinces, will acquire
Taco Bell restaurants in Brantford, Guelph, Hamilton, Hannon, Kitchener, London,
Mississauga, Saint Thomas and Toronto.
“We are thrilled to be joining the Taco Bell family and expanding our portfolio of
Redberry Restaurants across Canada,” said Ken Otto, CEO, Redberry Restaurants.
“The entrepreneurial, ambitious spirit of the Redberry team aligns
very well with the fun and youthful Taco Bell brand loved by all
generations, and together, we look forward to exemplifying the
essence of ‘Live Mas’.”
The new partnership comes on the heels of a year of growth for
Taco Bell Canada, following the recent launch of a new online ordering
platform on tacobell.ca and the expansion of delivery options through
DoorDash and Uber Eats for Taco Bell customers across Canada.
“We are excited to welcome Redberry Restaurants into the growing
Taco Bell family of franchisees, partners and team members to help bring an
unmatched customer experience to our fans,” said Matthew Shaw, general manager,
Taco Bell Canada. “Redberry’s franchise and business expertise will be a great
addition as we continue to grow the Taco Bell brand in Canada and get our favourite
menu items into the hands of more Canadians!”

to provide reporting to help restaurateurs and
bar owners understand the different dynamics
of On Premise alcohol consumption across
cities and provinces as the market continues
to diverge and evolve due to COVID-19.
Data for each report is collected and
aligned with CGA’s highest standards from
across a pool of point of sales (POS) systems
from more than 1,000 outlets across Canada.
The data provides a clear understanding of
consumer behaviour, tracking date and time
of every order, all as it is entered in the POS
system, including drinks, food and non-food
items, as well as tips, tax and discounts on
each order.

Too Good To Go, The World’s No.1 Anti-Food Waste App, Comes to Vancouver

CANADIANS SHOW APPETITE FOR IN-PERSON
DINING; RESTAURANTS CANADA REVEALS
POST-PANDEMIC DINING TRENDS

Showing exactly how much Canada’s
foodservice industry has been craving inperson interactions and key content on how
to revive their businesses post-pandemic,
the RC Show 2022 is looking forward to
welcoming industry professionals back to
its conference, tradeshow, competition, and
events with the very fitting theme of REVIVE
YOUR BUSINESS. Echoing Restaurants
Canada’s increased forecast in foodservice
sales to nearly $80 billion in 2022, Restaurants
Canada has announced they are gearing
up to welcome industry professionals from
across the country at next year’s show.
The spring show has already received
active engagement from exhibitors and
sponsors looking to sign on to do business
and share how they are planning to support
the industry at Canada’s first in-person
hospitality event after well over a year of
battling pandemic restrictions.

Uncovering consumer confidence and preferences in an ever-shifting market because
of COVID-19 restrictions, Restaurants Canada is shining a light on what restaurateurs
and chefs can expect with the release of the 2021 Discerning Diner Report.
Based on findings from a survey hosted on the Angus Reid Forum on behalf of
Restaurants Canada, the report shares that on the positive side, Canadians are looking
forward to returning to restaurants, so long as safety measures are in place. Eightynine per cent of Canadians are looking forward to eating out with friends and family,
with 64 per cent going so far as to say that dining out will be an important part of
their lifestyle post-pandemic.
“Canadians may be ready to return to restaurants, however some of their tastes
and priorities have changed,” says Todd Barclay, president of Restaurants Canada.
“The Discerning Diner report provides our members with the information they need
to make choices around everything from menu selections and customer service
options, to marketing initiatives and possible new revenue streams that today’s
consumer is interested in. As more Canadians return to in-person dining, restaurants
will need to continue adapting to capture market share.”
The restaurant experience is one that Canadians cherish, with 63 per cent of young
consumers (ages 18-34) missing the fun of eating out, and 61 per cent sharing that
they miss the atmosphere. The biggest thing that all Canadians miss about tableservice dining is socializing and connecting with friends and family (72 per cent).
Despite this, four in 10 Canadians are still tentative about eating in-person and plan
to postpone their first in-person dining experience for anywhere between a few
months of reopening, to sometime in 2022. This poses a significant challenge for the
industry in the short- to mid-term as restaurants are unable to maximize in-person
dining revenues with fewer patrons.
Canadians are picky when it comes to their food delivery orders — the most important
factors when choosing to order delivery range from consistency of food quality
(73 per cent), crave-able menu items (59 per cent) and whether they’ve visited inperson before (51 per cent), to more economical considerations like value for money
(48 per cent) and whether it has a low or no delivery fee (43 per cent).
The “support local” movement that helped sustain several restaurants during the pandemic
won’t be going away any time soon, with more Canadians purchasing and ordering from
their local restaurants directly, and for items other than just takeout or delivery.

As all provinces across Canada are now
reopening, the RC Show is looking forward
to bringing the industry back together
from February 27 – March 1, 2022, to help
the hospitality industry navigate the new
challenges it’s facing. Following the success
of RC Show 2021 ONLINE LIVE virtual
event, next year’s show aims to reignite
and revive the Canadian foodservice
and hospitality industry through its new
and improved ONLINE content strategy,
enhanced domestic and international
buyers’ program, competitions and faceto-face business connections.
With over 250,000 square feet of exhibition
space and hours of live and virtual content
available to share the latest innovations
in food trends, products and services, RC
Show 2022 will unlock new opportunities for
industry professionals, providing attendees
with valuable tools to improve and
strengthen their businesses.

- Eighty-seven per cent of Canadians are interested in ordering food sourced from
local farmers or using Canadian produce.
- Almost 25 per cent of Canadians are interested in purchasing groceries from a
restaurant in the future, just shy of the 28 per cent that indicated an interest in
purchasing meal kits.
- Forty-one per cent of consumers ages 18-34 indicated interest in monthly meal
subscriptions, especially if offered at a discounted price.

Vancouver throws away 13,000 tonnes of food a year — that is the equivalent to the
weight of 361 humpback whales! Now there is a way to help reduce food waste and contribute
to the fight against climate change — all through The Too Good To Go app.
To Good To Go is a social impact company fighting food waste. Its mission is to help
everyday people fight food waste in their local communities by connecting them to
restaurants and grocery stores with surplus meals and ingredients through an easy to
use, easy to download app.
With its launch this week in Vancouver, Too Good To Go is encouraging Vancouverites
to download the app and join the anti-food waste movement.

6

Poised for a Surge in
Attendance; Industry
Looks Forward to Getting
Back to Business

After a tough lockdown, 78 per cent of Canadians are interested in ordering comfort foods
from restaurants, alongside foods that promote health and wellness (73 per cent), natural or
unprocessed foods (70 per cent), or culinary cocktails with savoury, fresh ingredients (41 per
cent). Meatless and vegetarian entrée options remain most popular among Canadians ages
18-34 (54 per cent), compared to those 35-54 (37 per cent) and 55+ (27 per cent).

wrn
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FOR THE PROFESSIONAL

THE news
Foodtastic Acquires
Pita Pit Restaurants
Foodtastic Inc., has announced that it has
acquired Pita Pit Canada and Pita Pit International. Pita Pit is the leading Pita Pit and
currently operates 225 restaurants in Canada
and an additional 135 internationally.
“Pita Pit is one of the largest QSR (Quick
Service Restaurant) brands in the country,
and we are happy to welcome it into the
Foodtastic Family,” said Peter Mammas,
president and CEO of Foodtastic. “We look
forward to working with all our new franchisees
and growing the brand both in Canada and
internationally.”
“We are extraordinarily proud of our franchise
partners, front line team workers and our
corporate team and what they have achieved
over the past 26 years. We are excited for the
future of the brand in the extremely capable
hands of the Foodtastic group and their
excellent leadership,” said Chris Fountain
CEO of Pita Pit.
Foodtastic looks to aggressively grow the
brand in Canada as well as internationally,
with over 50 new locations expected to open
in the next 36 months.

CANADA’S RESTAURANT COUNT DECLINED
BY 5,000 UNITS IN 2020
Before the pandemic, Canada’s restaurant count held
steady at 66,000 units since 2016, but then 2020 happened,
and the industry lost 5,000 units, a decline of -8 per cent,
reports The NPD Group. Independent restaurants lost 3,000
units, representing the bulk of the slide, according to NPD’s
ReCount 2020 restaurant census, which tracked Canadian
restaurants opened as of December 2020.
The restaurant categories hardest hit by closures are
those that relied heavily on customers’ regular day-to-day
routines, such as shopping, working, or schooling. Lunch is
Vince Sgabellone is a
an example of how the disruption in daily routines impacted
this daypart. In the 12 months ending December 2020, lunch foodservice industry
analyst, The NPD Group
traffic experienced the worst decline, down -26 per cent,
compared to the same period a year before. As a result, the
sandwich-restaurant category lost the most significant number of units last year, with
a store-count decline of -7 per cent.
The juice, snack, and salad bars restaurant categories have a similar reliance on
office workers, students, and gym-goers. These categories lost units in the mid-teens.
The gourmet coffee and tea restaurants realized declines for similar reasons.
Visits, physical and virtual, to Canadian restaurants were down -13 per cent in the year
ending May 2021 compared to the same period last year. Most impacted by the mandated
dine-in restrictions, full-service restaurants experienced a -30 per cent decline in traffic in
the period. Quick service restaurants, most of which have off-premises services, like a
drive-thru, saw visits drop by -8 per cent in the year ending May 2021 compared to a year
ago, according to NPD’s continual tracking of the Canadian foodservice industry.
“Although last year’s restaurant unit loss was steep, new restaurants did continue to
open despite the pandemic,” says Vince Sgabellone, NPD foodservice industry analyst.
“As the expected recovery plays out over the coming months, expect to see even more
openings and maybe some returning names added to our ReCount census next year.
The resourcefulness and tenacity of the restaurant industry never cease to impress.”
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FRESH, AUTHENTIC
AND SUSTAINABLE
W

hat began as a healthy lifestyle has channeled
itself into a group of restaurants that is seeing
growth. “I have always lived a healthy lifestyle
and been passionate about wellness — particularly the
importance of healthy eating,” shares Benjamin Nasberg,
founder, president and chief executive officer, Carbone
Restaurant Group (CRG). “That passion is channeled
into CRG a multi-concept restaurant group I founded
following many years of working in the industry.”
CRG is leveraging their learnings in the quick service
restaurant (QSR) space to launch new virtual, deliveryonly concepts (often referred to as Ghost Kitchens) across
Canada. These concepts can be quickly scaled to the mass
market and react fast to shifting customer preferences.
Ghost Kitchens have been sweeping the nation since early
2019. This concept grew in popularity during the pandemic.
With the sustained high demand for takeout and delivery

amid shifting consumer preferences ghost kitchens have
proven themselves to be lucrative and their market share is
expected to grow to $1 trillion by 2023.
In August 2021, CRG’s first ghost kitchen brand
— a vegetarian-only pizza restaurant named Plantza
featuring exclusively plant-based ingredients launched in
Winnipeg with the expansion into Regina in November
and opportunities now available nation-wide. The pizzas
feature both classic and unique flavour combinations
along with exclusive topping combinations.
This fall, CRG will roll out the immensely popular
MR BEAST BURGER brand in partnership with one of
the world’s fastest growing chains that operates in
dozens of countries. In less than a year the brand has
sold over one million burgers on the heels of a massive
social media following. “MR BEAST” is the persona of
YouTube Sensation Jimmy Donaldson.

CARBONE
RESTAURANT
GROUP
is passionate
about the
importance of
healthy living
WORDS: NICOLE SHERWOOD

10

CRG is also bullish about their recently entered partnership with Alberta-based Gzhooh Kitchens that will allow
CRG to bring a diverse range of ghost kitchen offerings to
customers across Western Canada. The partners are opening
a new ghost kitchen facility in Calgary. Together they’re going
to bring some innovative new concepts to local customers
before hopefully rolling them out from coast to coast.
CRG is also always looking for new partners for their ghost
kitchen restaurants and have plans to expand significantly.
Ghost kitchens isn’t all that they do.
CRG also franchises the company’s flagship FAST
FIRED by Carbone, which allows customers to eat well,
conveniently and affordably.
FAST FIRED by Carbone opened its first franchise
location in 2017 in Winnipeg. It offers pizza lovers fresh,
authentic and sustainable pizza by serving up over one
million topping combinations at one set price. Customers
choose the crust, sauces, cheeses, and toppings for their
custom-made pizza. The menu options also include ribs and
wings, salads, wraps and dessert items.

Benjamin Nasberg, founder, president and chief executive officer,
Carbone Restaurant Group and Manisha Patel, franchisee,
Fast Fired By Carbone, Pembina Hwy. – Winnipeg location

CRG is at the forefront of delighting customers with
exclusive plant-based menu choices. Their decision to offer
plant-based alternatives at FAST FIRED by Carbone
locations is part of their commitment to sustainability and
to reduce their overall environmental footprint. One of their
key suppliers is Vancouver-based Modern Meat — a leader in
developing plant-based food alternatives.
“This is something I’m passionate about as a long-time
vegan — a lifestyle I share with my wife and one we hope
our newborn son chooses one day as well!” says Nasberg.
“We’re seeing more and more that given the choice it’s
something our customers are passionate about too.”
There are currently four FAST FIRED locations in
wrn
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operation in Manitoba and Saskatchewan. In Saskatchewan
their second Regina location and first Moose Jaw location
are getting ready to launch on the heels of the successful
launch of Regina’s first location in June 2021. Alberta,
British Columbia and Ontario are rapidly expanding as well
with new locations expected to open in the next year.
“We’re a company that’s built by forward-looking, young
thinkers and our franchise partners and customer base is
increasingly made up of Gen-Z and millennials,” notes
Nasberg. “As a result, we’re constantly looking for new,
exciting, and innovative ideas which we are quick to
embrace when they allow us to delight our customers.
We’re always asking, ‘What do we need to do with new
technologies like robotics, with designs, with menu and
delivery concepts to make the experience better and to be
the company others look to when searching for new ideas’?”
Nasberg believes it’s because of this progressive, entrepreneurial spirit that CRG attracts people with a similar
mindset. As a result, their day-to-day operations are infused
with discussions of how to pursue new things in addition to
constantly iterating on the core customer experience.
“We’re always talking with potential vendors and partners
who we think can help us realize our vision faster and
through these learnings we’re launching new products and
concepts rapidly. One current example — over the past few
months we’ve thought about how to improve the quality of
life for animals. This led to our decision to create a human
11

grade, restaurant quality pet food ghost kitchen named Good Pup
Co. which will soon provide nutritionist formulated meals for pets.
I’m a lifelong rescue dog owner and my own dog has loved the
samples from this project so far!”
CRG tries to hire strategically by developing and working with
leaders who dive deep, embrace change and think like owners.
Their Board of Directors, leadership team and small group of
advisors include executives with decades of experience in the
fields that they see as intersecting in CRG’s world. That includes
former CEOs of major restaurant chains like Tony Roma’s,
current executives at leading global delivery companies like Just
Eat and others with experience leading large teams at innovative
technology companies including Google and Amazon.
Nasberg spent a decade working in the restaurant industry
before starting CRG. One of the best parts of his journey is

meeting, working with and learning from others who have faced
some of the major decisions and challenges that come with
building similar companies. As they continue to grow he looks
forward to adding to their group.
“Our employees, as well as our franchisees and team members
at each location are critical to our success and form the backbone
of the culture. In building up a franchise-based business in Western
Canada one of the most rewarding discoveries has been the
realization of how deep-rooted the interest in owning and operating
a franchise is among first-generation, entrepreneurial Canadians.
Helping empower these builders to grow and realize their dreams
of business ownership has been a phenomenal process.”
CRG is in the midst of onboarding a group of area managers in both
BC and Alberta who plan to roll out up to 20 new franchises in each
province within the next three years. They expect to have 15 new
franchises opened across Western Canada and Ontario by next fall.
“Over the past two years, we’ve certainly seen an acceleration
in some trends that were already moving rather fast. Customers
are embracing quick-service dining and takeout more than ever
before and discovering a wider range of options available through
online orders,” says Nasberg. “Our decision to expand like every
decision we make is customer centric. We think Canadian
customers will embrace compelling, exciting products and we’re
committed to developing those ideas or bringing existing
concepts to new audiences however we can. Having launched
a successful franchise model from the ground up we’re well
positioned to know what does and doesn’t work, and we see a real
opportunity in the market to continue to innovate and give
customers more and better selection at a great value.” WRN

Congratulations

Carbone Restaurant Group
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WINTER MENU

Comfort and Joy
A

s we move into the cooler months, it’s time to bring back the winter foods — the warm dishes that bring comfort on
a cold day. But after the challenges of the past two years, things have changed, not only food trends but also labour
and food costs. To ensure you’re ready, we’ve gathered guidance from some top suppliers.

Canadian Beef Centre of Excellence
Pandemic-related limitations on travel and tourism continue to affect how people are spending their recreational dollars.
However, as Mathieu Paré, executive director of the Canadian Beef Centre of Excellence, points out, foodservice operators
can tap into this appetite for new experiences with more exotic menu offerings.
“Traditional Korean cuisine, for example, uses widely available marinades and sauces like bulgogi and gochujang and
features prepared garnishes like kimchi,” says Paré. “Combine these time-saving ingredients and savoury accompaniments to
deliver authentic eating experiences or fusion-inspired dishes.”
For example, try pulled-beef power bowls or riffs on top-selling sandwiches.
And when you’re choosing new menu items, cook with the seasons, highlighting local sourcing
whenever possible and celebrating Canadian farms and farmers.

Tempt diners
with an on-trend
winter menu
that warms their
hearts and souls
and keeps your
labour and food
costs down
WORDS: CAROLYN CAMILLERI

photo courtesy shutterstock.com
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Lagoon Seafood

“Winter in Canada brings hardy, local ingredients to the table,”
says Paré. “Potatoes, onions, carrots, squash, parsnips, cabbage,
apples, and pears are cold-climate stars that pair perfectly with
slow-cooked beef recipes like stews or elegant bone-in braised
entrees. Experiment with nutritious whole grains and legumes to
highlight beef’s natural and healthy protein richness.”
Creative cold weather menu planning can reveal costeffective sourcing opportunities from further afield.
“Tropical produce like orange, mango, hot chilies, avocado,
and pomegranate peak in winter and early spring and are
authentic, exotic go-to garnishes,” says Paré. “Use these freshtasting and brightly coloured ingredients along with fragrant
herbs and spices to liven up Canadians’ winter palates.”
The versatility of Canadian beef makes it a winter winner.
Thick cut beef or whole sub-primal briskets, chuck rolls or
short ribs can be cooked in advance and then chilled in
liquid. “Easy storage and retherming for pick-up make it easy
to control quality and doneness and extra focus can be
applied to wowing guests with sides and garnishes.”
Here’s a delicious idea: composed warm salads with seared or
grill-finished braised beef — super elegant, hardy, and flavourful.
“Chefs will find unique opportunities by broadening their
repertoire of beef cuts during winter,” says Paré. “Using tried-andtrue cooking methods like stewing and braising reward
chefs exploring less-familiar cuts. Ask foodservice reps to help
you find attractively priced options. The market changes
daily. Keep your menu descriptors flexible to accommodate
substitutions as opportunities present themselves.”
Take-away items will be important again this winter, and
slow-cooked beef holds its temperature, handles travel well,
and reheats beautifully. “Add creative flourishes with side
sauces, crispy garnishes, or fresh herbs to help diners
customize their own dishes at home,” says Paré.
And don’t forget special occasions.
“Tender, juicy beef roasts are the must-see stars at banquets
and group dinners,” says Paré. “Creative chefs will put their
own signature to classics like beef wellington and prime rib.
For catering events or set menus, consider other options like
striploin and top sirloin if availability or pricing constraints
come into play. Diners will be happy to see these Canadian
beef offerings on your special event menu.”
The Canadian Beef Centre of Excellence provides a fantastic selection of training videos, including menu ideas and beef
cutting instructions at https://cdnbeefperforms.ca/videos/.
They even offer training videos for front of house and kitchen
teams at https://canadabeef.ca/connect/.
16

“Seafood is always trendy and warming to your soul,” says
Tony Vartivarian, marketing manager for Lagoon Seafood.
For example, giant scallop ceviche or salmon tartare,
which is booming in popularity.
“With great quality of Atlantic salmon tartare cubes, the
chef can create a large variety of salmon tartare, from classic
to more creative,” says Vartivarian. “Tartares are really a great
option because they can be served as appetizers or as main
dishes. And you can establish salmon tartare as a real Canadian flagship meal, with McIntosh apple dice for the crispiness, a little bit of maple syrup, some ginger, and a little bit of
soya sauce.”
And it’s fast and easy to prepare with Lagoon Seafood’s
Atlantic Salmon Tartare Cubes frozen in vacuum packs in a
10 x 454-gram format.
For menu planning, Vartivarian believes in a short menu
and loves “ardoise” — the slate or blackboard menu that
changes based on the availability of raw ingredients.
“Again, as with your salmon tartare, keep some classics
on the menu, but present it in
many different ways each
week,” he says.

When it comes to choosing
seafood, quality, origin, availability,
sustainability, and price are considerations.
“Price is very important but not
the most important,” he adds.
“Quality and availability of the product are the two most
important points looked at by new chefs. New chefs are also
very interested by the origin of the product and the sustainability aspect of it.”
Lagoon Seafood has many products from around the
world, in addition to a large portfolio of Canadian products,
such as cold-water shrimp, haddock filet, and walleye filet.
“We are really proud of our new product lineup of Frozen
Atlantic Salmon Cube Tartare, Frozen Atlantic Salmon Slice
Sashimi, Frozen Tuna Cube Tartare, and Frozen Tuna Slice
Sashimi,” he says. “Those products are transformed in
our plant in Canada. This plant is ACIA and BRC certified.
With these products of high quality, chefs will save time in
preparation and have time to create.”
wrn

Export Packers Company Ltd.
When you think of cold-weather meals, it’s about the
ingredients but also about the cooking styles.
“Winter brings back methods of cooking like charring,
smoking, braising, pickling, and fermenting, all of which are on
trend for creating flavour for meats and seafood with cooking
techniques,” says Andrea Benson, director of marketing and
product development for Export Packers Company Ltd.
Benson adds that squash purees and soft polenta will be
used more for winter menus, which pair well with salmon, as
consumers continue to look for healthy indulgence when
they’re eating out.
“Moving from citrus ingredients to pomegranate or even
cranberry for sauces gives winter dishes more of a holiday
feel and lots of colour for the winter season,” says Benson.
To make you menu stand out this winter, promote local
ingredients and sustainability and showcase more ethnic dishes and a choice of something healthier like seafood or fish.
“From curries to sushi, consumers are enjoying food as an
experience and gateway to other cultures while real-world
travel is restricted,” says Benson.
Of course, this comes with some challenges: “There is a real
challenge with the food supply chain right now, so flexibility
and availability will need to be considerations for winter 2022.”
Acknowledging issues with labour, Benson says less is
more, but be sure to include fish on your menu.
“Leveraging value-added, pre-portioned, or breaded
products will give relief to the kitchen and consistency to the
menu,” says Benson.
It’s also important to make sure the dish, especially fish or
shellfish, is great for takeout. “Products like the Ocean Jewel
Stay Crisp™ battered shrimp or Anova Yellowfin Tuna Poke
are great choices for on premise and offsite.”
Export Packers is relaunching a line of wild-caught Pacific
Salmon to provide a more economical choice for operators.
“It is full of great omega 3 fatty acids, and it takes on
marinades and spices easily, like maple which is very
prominent for that fall and winter flavour,” says Benson.

King Cole Ducks
Retail sales at King Cole Ducks have been increasing over
the last 18 months. Why? Because with people cooking at
home more and eating the same dishes over and over, they
want something different — but not too different.
“Realistically, that’s where we can jump in because duck is
18

different, but not weird different,” says Chris Conzelmann,
who is responsible for business development and Western
sales at King Cole Ducks.
This is great news for chefs.
“Typically, the response that we get from a chef will be ‘I
love duck, but it doesn’t move as well on our menu because
it’s not ordered as much,’” says Conzelmann.
All that is changing, because if consumers are eating duck
at home, you can be sure they’re looking for it on menus.
And King Cole Ducks with their valued-added products
makes easy for restaurants.
“We knew labour was going to be an issue [for restaurants],” says Conzelmann. “We wanted to focus on us creating a product that was fantastic that would be very easy to do
in a restaurant.”
Like King Cole’s fully precooked confits: a top-quality
product that’s affordable without a chef having to put in
hours to make it. Moreover, the products are sold frozen in
smaller cases, so you don’t have to break the bank to order it.
“We really just try to help out the industry as best we possibly can because we get it, with the family business we’re in,
we do completely understand that everybody’s going
through changes.”
Not all changes are bad: consider the new twists King Cole
is putting on duck.
“That’s really where we’re trying to change: the mentality
of the consumer to understand that duck can be fun food,”
says Conzelmann. “It’s not just your duck a l’orange or panseared duck breast anymore. We have things like duck spiedini, which is duck breast on a stick. What’s more fun than
meat on a stick?”

a recycling pond, where we actually recycle 95 per cent of
our water use. I started a business on the side of the farm to
take all our waste from our duck barns, all the manures, and
we compost it. So, now we have a soil yard that sells triple
mixes and compost.”
Conzelmann says chefs in the West often ask about farm
practices and sustainability: “They really want to know, and
the truth is, we were farm to fork before it was trendy.”

Campbells Foodservice
In the winter months, people want warm, hearty dishes
that chase away the winter doldrums.
“That warmth and comfort come into play, because
food is a security blanket for us,” says Gerald Drummond,
executive chef at Campbells Foodservice. “When we’re in
those cold months, we want something that’s going to wrap
its arms around us and just hold us, and that’s what a lot of
the braised dishes do and the heartier stews.”
One of the most ingrained trends now are the ethnic
elements that come through in dishes.
“Every ethnic group has their own genre of comfort
food,” says Drummond. “If I’m speaking about Indian, it’s
that dahl dish — it’s very warm, it’s comforting, it’s rich in
tradition, it’s something that’s been passed down from
generation to generation.”
Determining these kinds of trends is something Drummond
and Campbells Foodservice is focused on and very proud of.
“Campbell soup has taken on a cultural immersion
throughout our company because we are a very diverse

company,” says Drummond. “But what we’ve done is, we let
the employees tell the story.”
He hosts an internal employee resource group, a culinary
collaboration with cooking demonstrations from food from
all over the world. Chefs do the cooking, but the real stars are
the storytellers.
“We made dishes from people’s childhoods, and they told
a story about the first time they had it from their great
grandmother, and their grandmother, and how their mom
used to make it,” he says. “It gives you such an appreciation
for food, but it also gives you an appreciation for the culinary
heritage. That’s what you’re starting to see more and more in
food service operations — bringing to the forefront the stories
that are behind these foods.”

King Cole’s smoked duck can be eaten cold or hot: try it
on salads or pizza or slivered under eggs benedict. How
about pulled duck in a sandwich or on poutine? And smoked
or pulled duck is perfect for mac and cheese.
“Duck fits really well into that fourth-quarter holiday
season,” says Conzelmann.
The story behind King Cole Ducks fits well in meeting
what today’s consumers are looking for. Conzelmann is
fourth generation in this family business that’s been operating in Ontario for 70 years. They do everything from
hatchery and incubation to processing, packaging, and precooking. One of the things they are most proud of is their
sustainability and small footprint.
“Over the 70 years from when my great-grandfather
started, we found a spot for absolutely everything,” says
Conzelmann. “We wash and dry all of our feathers. We have
wrn
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For example, one of the newest Campbells launches for
Canada is Bombay-style Butter Chicken soup, the development of which had Drummond sampling butter chicken in
Canada and the US and talking to Indian chefs to determine
the differences and ensure the flavours matched the market.
For authentic taste, toasting the spices is a key step.
“We brought a culinary heritage to that particular soup,
and we do that with all of our soups,” says Drummond.
And like all other Campbells products, it is versatile
beyond being a delicious soup.
“Campbells Foodservice is built on solutions for operators
and what that means is, we try and build our portfolio that will
give the operator as many options as they can possibly have.”
Consider Campbells roasted red pepper and smoked gouda.
It’s a top selling soup — very decadent and rich — but it can
also be used in a multitude of applications, from breakfast to
dinner, salad dressing and appetizers to main courses. In fact,
about 40 recipes can be made from just that one product.
Drummond says they have shown operators how to build
a soup menu, using three recommended soups in rotation,
then demonstrating how to add other specials from one soup
well. Less labour, lower impact on the kitchen, and lower
food costs, but with more creativity on the menu.
“Soups like the roasted poblano and white cheddar with
tomatillo, the lobster bisque, the roasted red pepper smoked
gouda, the butternut squash soup, the carrot and sweet
potato soup — these are just some really incredible varieties
that we can offer to customers,” he says.
At https://www.campbellsfoodservice.ca, chefs will find
recipes, tips, and trend information, as well as about
80 videos the Campbells culinary team.
Other tips from Drummond
include making your menu smaller
and changeable. “Have fluidity in
your menu and be able to say,
‘Here’s my core menu and now
here’s my menu that I’m going to
change every week,’ because that
is what people want to see.”
For example, if you had 40
items on your menu, take it
down to 26 and change six of
them every week. The centre of
the plate protein stays the same
but how it is prepared and
Chef Gerald Drummond
garnished is completely different.
That means less inventory and labour — and the changing
dishes helps keep your menu relevant.
“This is the number one thing that the chefs have been
tasked with, and that is to be able to keep their operations
relevant,” says Drummond.
Social media can play a big role and can even make your
menu trend.
“Whether it’s Instagram, Facebook, Twitter, so much
information is flying by in a nanosecond, where people take
pictures of their food, then all of a sudden, you’re hashtagging
it,” says Drummond.
That means watching the trends and getting on the
bandwagon early with specials that reflect those trends.
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“Take advantage of that social media piece because it’s free
advertising to have an Instagram page, a Facebook page, then
you can post those photos of your dishes,” says Drummond.

Ponderosa Mushrooms and Specialty Foods
“I’m very biased, of course, but I think mushrooms should
be on all menus all the time,” says Joe Salvo, president at Ponderosa Mushrooms and Specialty Foods in B.C. “They’re the
most versatile food there is. And mushrooms are pure comfort
food — they’re warm, they’re flavourful, they’re great as a side
dish, and they’re great as an ingredient in something else.”

And this is the best time of year for wild mushrooms from B.C.
“We have a dozen different wild mushrooms, and 20 different kinds of specialty health-related mushrooms, so all in all,
we’ve got a very wide selection of mushrooms to choose
from,” says Salvo.
While Ponderosa ships fresh, dried, and frozen mushrooms
across the country, Salvo says it’s their line of prepared, roasted,
and packaged organic mushrooms that chefs love. Packaged
in five-pound vacuum-packed bags, these mushrooms have a
refrigerated shelf life of four to eight weeks, depending on the
formulation.
“It really eliminates everything that challenges a kitchen,
like the staffing, the labour, the shrink, the consistency in
flavour, consistency in appearance, consistency in quality
— we take all of that off the plate, but we deliver a guaranteed
consistent, perfect product every single time,” says Salvo.
“Once they’re warmed, they can be used in anything.”
Think soups, sauces, stews, omelets, and polenta. Put them
on toast, pizza, and flatbread and as accompaniments for fish,
meat, and poultry. And with heat-and-serve take-home meal
kits, which have grown in popularity through the pandemic,
these mushrooms can be included as is for patrons to warm
at home.
“We’re really, really focusing on eliminating the challenges
a lot of kitchens have in utilizing mushrooms. They want
to utilize them, but they may not have the staff, or the
consistent supply of fresh mushrooms depending on their
location,” says Salvo.
Ponderosa’s roasted mushrooms eliminate those challenges
and make it very easy to put mushrooms on your menu in
any season. WRN
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HOLIDAY SEASON
WORDS: FRANK YEO

Making the Most
of the Holidays
W

hile looking at how to change up the menu for
the winter, consider offering holiday or festive
season specials to make the most of this time of
the year. This can tie into other holiday promotions you
may be considering such as offering discount coupons,
meal for two vouchers or an invite to exciting events
happening in your restaurant. If your contests are
rewarding, it will build customer engagement and lead to
more people knowing about your restaurant.
Hosting exciting events (think musical Sufi/Bollywood/rock nights or Christmas Brunches) can help create
a festive ambience encouraging customers to visit the
restaurant more. The ultimate is a special New Year’s Eve
event that could even include live music. If live music isn’t
in the cards, there are plenty of other options.
“The right music can help enhance your brand and
create a better atmosphere for your customers. With music
wrn

services offered by Musicworks, the right music is easy to
find,” says Kevin Whyte, president, Musicworks, based out
of Sudbury.
If you’re planning to come up with a new festive menu,
events or special discounts and offers make sure their
visibility is high to the audience. Marketing will be your
key to increase sales — make sure you advertise your
contests, special deals, and events on social media.
Musicworks offers audio services that make communication between restaurants and customers easy and can
help create atmosphere, boost sales, and build your brand’s
soundtrack.
“With video services offered by Musicworks BPV
Insightful Marketing, restaurants can engage their
customers with our BP Digital Signage solution. With
BPM a restaurant will have the ability to connect with its
customers through visual content that forms the basis of
23
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the relationship between patrons, products, and your
brand,” says Whyte.
“Customized recording services, such as In-Store
Messaging and Telephone On-Hold Messaging are very
helpful, especially during these “trying” times of COVID. In
“normal” times, custom, store-specific messaging is an effective method of promoting your brand to your customers.”
Restaurants can customize their music offering during
the holidays with the Music for Business Service delivered
by Sirius/XM, which includes over 200 “curated” Music

happy and gets them in a celebratory mood.
This may be a good time to consider updating décor.
Adria International Inc., a Calgary-based contract furniture
supplier, suggests looking at the space allotted for your
restaurant dining room to determine the type of restaurant
seating you choose. Compact restaurant booths save on
space but are hard to maneuver, unlike traditional tables
and chairs. Remember, booths can’t be moved together to
make seating for larger parties the way that chairs and
tables can during the holiday period.
Other areas to consider when purchasing
Pre-plan the festivities you need to work on and restaurant seating is durability and cleanability.
example, you might love the look of chairs
decide a budget. It makes the customers happy For
with a decorative groove in the seat. That
groove, however, is likely to drive you
and gets them in a celebratory mood.
crazy collecting crumbs and debris, requiring
Channels. With the Internet Service, 30 of these channels constant attention. The same can be said for fabric seats.
are 100 percent “interruption-free”. Included in this offering Fabric adds a richness to a dining room decor, but it
is access to seasonal programming throughout the year.
requires upkeep. Even if it is treated with stain repellent,
The Sirius/XM offering does offer music channel fabric still requires more care than wood.
“Day-Parting”. This means that a pre-scheduled channel
The design of a restaurant should be a balance between
selection schedule can be programmed and will change a welcoming ambience and maximum seating capacity,
automatically throughout the day.
says Dan Taylor, Adria International Inc. “In other words,
Festivals, of course, call for celebration. That’s exactly you want to pack in enough customers to keep busy
when restaurants need to take a step forward and work on and turn a profit, while at the same time making them feel
the ambience to engage their customers in the spirit of comfortable. Some types of restaurants focus on seating
festivity. Pre-plan the festivities you need to work on and capacity rather than interior design. Diners, for example,
decide a budget. Shop for decorative materials to make the have more seating capacity while fine dining restaurants
restaurant ambience more festive. It makes the customers tend to focus more on ambience.” WRN

BREAKFAST
WORDS: KATHY KERR

New Day Dawning for

Breakfast Menus

RESTAURANTS RECOVERING
FROM COVID-19 SEEK VERSATILE,
LABOUR-SAVING PRODUCTS

C

onvenient, labour saving, and versatile menu items
are taking centre stage for breakfast as restaurants
recover from the pandemic downturn.
The breakfast side of the foodservice industry was hard hit
by COVID-19. Restaurants Canada reported that by April
2020, breakfast visits had declined 11 per cent of all restaurant
visits, down from 17 per cent before the pandemic.
But restaurants are recovering as restrictions lift, with
Statistics Canada showing revenue jumps of 20 per cent
month-over-month by June of 2021.
Breakfast product suppliers say the sale of basic menu
items are coming back.
“The first products to recover are those basic products
like liquid whole eggs and hard cooked eggs,” says Traci
James, marketing specialist for EggSolutions, Golden
Valley and Sparks Eggs.
Newer products, says James, are launching a bit slower
because restaurateurs are just focused on keeping their
restaurants going.
24
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David Shahid, vice-president, foodservice and industrial sales for Burnbrae Farms, agrees that restaurants
are looking for product convenience.
“With foodservice struggling to fill labour needs,
the demand on finished or easy to prepare products,
including our thaw and serve lineup, is as important as
ever. Our main focus is on delivering our ready to eat
scrambled eggs, omelettes and patties,” says Shahid.
Hormel Foods launched a new product in Canada
just before the pandemic began which plays into that
convenience and time and labour-saving trend.
Dan Glendinning, country manager, Canada foodservice
for Hormel, says the firm introduced Bacon 1 at the
Canadian Restaurant Show in 2020, about 10 days
before restrictions were imposed because of COVID-19.
The fully cooked bacon product is designed for
restaurants, caterers and large foodservice as an alternative to cooking off fresh bacon in the morning and
reheating through the day. It can be heated from the
package quickly on the flattop and served centre plate.
“We’ve had really good reaction from breakfast
restaurant chains in Canada. The problem is they’re
struggling with labour and other things. We’re telling
them this can help the whole labour situation because
you’re not having somebody cooking raw product
ahead of time.”
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Dairy firm Lactalis has launched a new IOGO yogurt in a
two-litre squeezable pouch. Steve Hutchinson, vice-president,
marketing, foodservice at Lactalis Canada says “The pouch
makes back-of-house yogurt handling way more efficient for
making smoothies”.
The firm also has introduced a Black Diamond Combos
Snack Pack combination of cheese, fruit and nuts that offers
portability and variety.
As restaurants recover, breakfast trends are expected to
reassert themselves.
EggSolutions-Vanderpol’s Eggs launched a new product —
Omelette Bites — just before COVID-19 hit. The product keys
into the snacking trend that has been developing, says James.
The omelette snacks come in varieties including egg white with
spinach and red pepper, four cheese and eggs, bacon and cheese.
Hutchinson agrees that mid-morning and mid-afternoon
snacking and takeout is here to stay post-COVID-19.
“The foodservice industry needs to offer more of these grab
and go offerings, not just a focus on immediate consumption.
Why shouldn’t you be able to grab your morning coffee and a
yogurt or snack combo offering for later in the day?”
Healthy and sustainable eating also features prominently on
breakfast menus.
“A lot of people, especially millennials, are using breakfast as a
meal opportunity to get more protein in their diet,” says Hutchinson.
Lactalis has two recent launches in that space — Astro Protein
and Fibre yogurt and Olympic Organic Greek Yogurt. Both
yogurts are high in protein, says Hutchinson. Astro Protein and
Fibre also contains oat flour. The Greek yogurt is an organic,
grass-fed offering.
Shahid says free run chicken eggs are continuing to be a driving preference at both chain and independent restaurants.
Burnbrae shell-egg product line includes free run, organic and
Omega-3 eggs.
James says dark-yolk shell eggs are well received by Golden
Valley and Sparks Eggs customers in B.C. and Alberta.
“The yolk just looks richer, darker and more yellow. The
colour depends on what the hen eats. If we enhance the feed
with a product like lutein, which has nutritional benefits — it
comes from marigolds — we’ll naturally end up with a dark yolk.”
Her firm also offers organic and free run eggs.
COVID-19 took a bite out of the convenience market for quick
breakfast sandwiches as workers began working from home.
But Glendinning says that his firm, which carries a pork
sausage patty, is seeing the demand for breakfast sandwich
ingredients coming back.
Shahid agrees that routines are coming back and he is also
seeing the rise of eggs in other dayparts as breakfast starts to
drift towards lunch with larger premium and more filling egg
sandwiches beginning to trend.
James says EggSolutions-Vanderpol’s Eggs provides a variety
of scrambled egg patties to suit the sandwich trade from English
muffin size to sheets to cover sub buns.
Her firm is also innovating on the peeled boiled side, offering
a soft boiled peeled egg which is proving popular for dishes such
as ramen noodles.
Breakfast is quickly re-gaining its mantle as the fastest
growing segment of the foodservice market and with labour in
short supply, manufacturers are making it a lot more convenient
for restaurants to meet the demand. WRN
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CENTRE OF THE PLATE: CHICKEN
WORDS: KAREN BARR

A Versatile Protein
CHICKEN CAN BE INCORPORATED ON MENUS IN MANY WAYS

W

ith beef prices rising dramatically, chicken has become a more attractive
protein for restaurant operators. According to statistics from Chicken Farmers
of Canada, in Ottawa, Ontario, consumption of chicken in Canada, in 2020,
was 34.4 kilograms per person making this our nation’s number one meat.
What are the new trends in chicken? How can restaurants incorporate more
chicken into their menus?
“Chicken is the most versatile protein in the market,” says David Cocker, corporate
research chef and business development manager, for Reuven International, a leading
Canadian supplier of poultry products to the foodservice industry. “Using one product
in two to three menu options is always a benefit.”
As an example, he points to Reuven’s Fully Cooked Crispy Breaded Thigh. “For
appetizers our thigh can be cut into three for a slider option, or sliced up and rolled
in a summer roll, with a yuzu ginger dipping sauce. For lunch, the thigh lends itself
David Cocker, corporate research
to fried chicken sandwiches or Thai noodle salad. For more of an entrée use the thigh chef and business development
for a fried chicken and grits or fried chicken parmesan.”
manager, Reuven International
As for to trends Cocker says, “World flavours are always a fan
favorite. Using Reuven’s products allow chefs to add their own creative sauces, glazes, and dry rubs to
create an innovative new dish.”
Food Network Canada’s Top Chef Canada Winner Rene Rodriguez, who now works as a
consultant developing restaurant menus for clients, has always enjoyed cooking international foods,
from the Mexican food he grew up eating to classical French cuisine. When it comes to chicken he
says, “My favourite Mexican dish is chicken mole. For customers chicken tacos and chicken enchiladas
are popular. In Italian food it’s chicken parmigiana. For French, coq au vin is the best.”

Rene Rodriguez develops
menus for clients.
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Chicken Farmers of Canada notes that chicken is the
most versatile protein in the market.

Bobby D’Ambrosio, general manager at Kendale
Products Inc., a company that sells a line of smokers and
pressure fryers to the industry, adds, “A great way to
make a new food experience is by using equipment like
commercial smokers to add wood fired flavours.”
“We are seeing new crispy chicken sandwiches
and upgraded chicken sandwiches,” adds
James Keppy, corporate chef of foodservice
over at Maple Leaf Foods. “The trend is to go
premium, with an option for spicy. Most are
simple builds, with a combination of slaw,
pickles, and garlic aioli.”
Chicken sandwiches were included in 7.3
per cent of all restaurant orders in Canada,
which amounts to 386.4 million servings,
according to NPD. In context, burgers were
included in 9.3 per cent.
The Downlow Chicken Shack has two
locations, in Vancouver, British Columbia. The top-selling
sandwich is The Original (OG) Sando, which features
Nashville Dusted Chicken, DL sauce, sweet ’n sour slaw,
pickles, and pickled red onions. It comes in different heat
levels from mild to extra hot. “We sell approximately
300-450 Chicken Sandwiches a day out of our DL Chicken
locations,” says Doug Stephen, company co-owner.
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James Keppy,
corporate
chef of
foodservice,
Maple Leaf
Foods

Subway Canada has launched a new line of Crispy
Chicken Sandwiches, which includes seasoned chicken
breast and your choice of veggies and sauces. The sandwich
also comes in a spicy version, with a creamy sriracha sauce.
Lisa Bishop-Spencer, director of brand and communications for Chicken Farmers Canada, says, “We’re also
seeing an ongoing demand for chicken wings. This is
likely because wings fit well into the delivery model that
was so popular due to the pandemic. There is a big push
towards comfort foods.”
“We were selling 10,000 chicken wings a week, before
Covid,” says Kevin Malcolm, owner of Kev’s Kitchen, a
drive through at Ebb and Flo First Nations, home to 3,200
people and three hours north of Winnipeg. “We hand-bread
the wings and spice them before saucing. The top seller
is our hot wings, with my secret sauce. Then, honey and
garlic. The third is salt and pepper. We remove the breaded
chicken from the fryer and add lots of salt and pepper.”
Cocker says, “Words like natural, halal, ‘raised without
antibiotics’ and ‘clean eating’ are all words that are creating
a great following in the restaurant industry.”
Rodriguez adds, “When I source chicken, I look for
organic and air chilled for better texture and moisture.
Ideally, I like to buy from small farms and look for chicken
that is hormone free.”

The Fully Cooked Crispy Chicken Thigh from Reuven
International is a great option for appetizers and entrees.

“Canadians are actively seeking confirmation that
the chicken at their restaurants is from Canada. With a
42 per cent awareness rating among Canadians,
the Raised by a Canadian Farmer logo is a restaurant’s
easiest and most credible way of delivering on consumer
expectations,” says Bishop-Spencer. “The logo provides
assurance that restaurants are committed to supporting
local, Canadian farmers, and their commitment to
excellence in food safety, animal care, and sustainability.”
Chicken, in all in various menu creations is a customer
favourite. Incorporating classic and trending tastes,
while keeping in mind what customers want in a chicken
product, is a winning combination. WRN

The Original Sando from Downlow Chicken Shack
30

wrn

SIDE DISHES
WORDS: ANNE-MARIE HARDIE

Reinventing
the Side Dish
photo courtesy shutterstock.com

Restaurants Create Lasting Impressions by
Placing Side Dishes into the Spotlight

C

hefs are transforming side dishes
from boring accessories into the
main attraction as they recognize the
potential in these pairings. These smaller
dishes provide an opportunity for customers to try out new ingredients, flavours,
and textures in a low-risk atmosphere.
“Restaurants need to be positioning
their sides, starters, and mains as a food
exploration opportunity for their guests,”
says Brooke Brantley, executive chef,
McCain. “It’s a way to bring people back
into the restaurants, by putting a twist on
the familiar or showing them something
new.” This global exploration has taken a
regional approach as chefs narrow into
specific flavours and ingredients to give
their guests an authentic taste of a region.
Customers want more than just the
standard fries, soup, or house salad.
wrn

Instead, they are looking for pairings that
will satisfy their cravings and respond
to their desire for something a little
different. “Guests care what sides are
served — they want something that will
complement their entrée,” says Katie
Bartholomew, Lamb Weston senior
director, knowledge & insights. “Craveability, that intense desire for more, also
plays a part in side dish selection.”
To simplify the side dish offerings,
chefs can choose a base ingredient, like
potatoes, grains, or vegetables, and then
customize it to the specific needs of their
clientele.
“Potatoes are great; they provide a
baseline to add flavours on top of it,
whether it’s savoury, global influence
flavours or even sweet,”’ says Brantley.
Restaurants can stand out by offering a

Brooke Brantley, executive chef, McCain

selection of dips and toppings, including
unique pairings, like brie and blueberries
on fries and chutneys on vegetables.
When it comes to grains, restaurants are
moving away from white and brown rice
and exploring a variety of textures and
flavours, including farro, wild rice, lentils,
quinoa, and multigrain blends. “It is about
choosing a versatile side dish that could be
used for multiple applications, including
33

DISCOVER THE PERFECT INGREDIENT
Savoury Side Dish
Red jasmine, brown Calrose,
riceberry rice, wild rice, and long
grain brown rice, come together
to create the delicious texture and
flavour of Floating Leafs’ Wild
Rice blend. Packed with protein,
colour, and texture, Floating Leaf’s
Prairie Blend is the perfect mix for
salad, bowls, side dishes and entrees.

Craving Comfort Food
Seasoned with sea salt, black pepper, and
garlic, Lamb Weston’s Supreme® Tater Puffs®
Seashore-Style® are comfort food’s best friend.

Eye Appeal
Elevate your fries this season with
Stealth Fries® Crisscut® Skin-On from
Lamb Weston. The unique waffle shape and
crispy flavour is certain to become a favourite.

Premium Potatoes
Whether you like your fries with
gravy, cheese or ketchup, McCain’s
SureCrisp 3/8” skin on Straight
Cut Fries are the ideal premium
fry. Create the perfect comfort
side dish with McCain’s Sure
Crisp Crinkle Fries. Made from
premium thick cut potatoes.

Fall Flavours
Complement your fall dishes with the
delicious combination of Bonduelle’s
roasting vegetable, asparagus and red
potatoes blend.

Prep Time Hero
Satisfy your guests craving for
scalloped potatoes in half the time with
Bonduelle’s Potato Gratin.
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soups, salads and sides,” says Matthew
Ratuski, director of possibilities, Floating
Leaf Fine Foods.“ Grains are an optimal side
dish because they respond to a lot of customers’ needs including, gluten free, healthy,
locally grown, and plant-based proteins.”
Vegetable side dishes are often a missed
opportunity to entice the guest with
flavour. “Frozen vegetables are often overcooked and under-seasoned resulting in a
very bland dish,” says Dan Trisevic, major
accounts manager, Bonduelle. “Vegetables
provide an opportunity to think outside
the box, this includes adding ingredients
that can help take the dish from being
just there to way out there.”
By adding a few custom ingredients,
whether it’s coconut milk, chutney, or a
custom seasoning, it’s about creating that
memorable dish that will have guests
returning for more. “Creating a unique twist
on a familiar side with a globally inspired
seasoning or sauce can help extend the
appeal of that side, while an uncomplicated
tweak can result in a side that rivals the
main dish,” says Bartholomew.
However, it’s not just about creating
dishes that stand out; strategically planning
side dishes can help restaurants save
money, time, and labour. “Side dishes
are a great way to increase margins and
profitability. This begins by creating dishes
that can become the stars of the plate
so that the chef can then use smaller
portions of animal-based protein,” says
Ratuski. By focusing on these relatively
inexpensive ingredients, chefs can help
maximize the profit in the restaurants.
Shifting from fresh to frozen vegetables is
another way that chefs can significantly
reduce prep time and waste in the kitchen.
“Labour costs is the biggest cost in the
kitchen, if you can save some step without
compromising the quality of the product, it’s
a success,” says Pascal Coutant, director of
sales, Bonduelle. “What we are seeing today
is that operators who have in the past
not been conscious about using frozen
vegetables are recognizing their potential.”
Frozen ingredients have become critical
during the pandemic as restaurants continue
to face both supply and labour challenges.
Side dishes have evolved from the
standard salad and fries to a dish that is
packed with flavour and textures. Planned
strategically, these smaller dishes can be
used to introduce new flavour experiences
while reducing costs by allowing these
dishes to become the star of the meal. WRN
wrn

PASTA AND PIZZA
WORDS: RONDA PAYNE

Classic Comfort
in a Modern World
I

f participants on Family Feud were asked to list their all-time favourite foods,
guaranteed, pizza and pasta would be among the top answers. They are classic
comfort foods. During the first year and a half of COVID, the need for comfort foods
was high and pizza and pasta dishes were on everyone’s list.
However, as much as people love the classics, they are seldom satisfied with
everything staying the same, so options must be created to adapt to not only dietary
needs, but also to the demand for new and different tastes. Because both of these dishes
are flexible in terms of toppings and ingredients, it is possible to keep things fresh and
yet still familiar, says Bruno Benedet Jr., president of BosaFoods.
“From an operational aspect, ingredients are easily accessible, cost-effective and staples
in most kitchens,” he says “These are entrees that you could enjoy several times a week.
With so many sauce and topping options, the product offering selection is endless and
daily features are easy.”
The demand for these dishes increased during the pandemic and the levels have
stayed high according to Elaine O’Doherty, marketing manager Canada with Ardent
Mills. She says that there are a variety of new flavour trends.
wrn

PIZZA
AND PASTA
MAY BE GO-TO
FAVOURITES,
BUT MODERN
TWISTS MAKE
THEM ACCESSIBLE
TO EVERYONE
35

“Pardon the pun, but spicy is hot. Anything spicy is really on trend,” she says.
“Another growing trend is regionality.”
She says that data from Technomics
shows that regional style pizzas like
Montreal, California, Detroit, etc. have
grown since 2018. Other trends in tastes
she notes include Mexican street food,
Mediterranean flavours and different
types of pasta like gemelli and cavatappi.
“Consumers are not shying away from
unique tastes and combinations,” she says.
“And words like handcrafted, handstretch, wood fired. These things are
more frequently on menus.”

Faema Canada notes that pizza ovens
are versatile and can help with
other menu items.
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It’s possible to meet these kinds of
needs with unique, yet universal
equipment like pizza ovens from Faema
Canada and Euro-Milan. Joe Di Donato,
vice-president of operations with the
company notes that while ovens may be
designed for pizza, they are far from being
one-trick ponies.
“Versatility. It’s not just a pizza oven.
You can do other stuff in the oven as well,”
he says. “You can cook your potatoes, you
can cook your chicken in there. Pulled
pork. Whatever you want.”
He recommends that restaurateurs
consider their menus when looking at new
ovens and keep in mind the numerous
functions they require as well as budget.
With the ability to have multiple decks,
it’s possible to dedicate one oven to
specific dietary needs — such as glutenfree cooking — without concern of crosscontamination.
“These can stack anywhere from a single deck up to a triple deck. Deck ovens
are ideal, in reality there’s more capacity,”
he explains of the efficient electric
models. “Some also have economy
modes. Some have power booster in the
very, very peak times.”

Dairy Farmers of Canada notes that
their blue cow logo encourages the
consumption of Canadian-source goods.

Meeting the needs of individuals with
dietary restrictions has become part of
offering traditional foods like pizza and
pasta. While dedicated oven space is one
solution, so is making use of alternative
ingredients like Good Stock Foods’s
Prairie Melt Plant-Based Cheese Product.
“While the plant-based drivers are still
important, the fact that it’s dairy free –
also gluten-free, nut-free and soy-free – is
just as important because dairy allergies
affect a significant percentage of the
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population,” says Brian Robinson, coowner of Good Stock Foods. “We’ve had
people tell us it’s the first time they’ve
been able to enjoy ‘cheese’ on a pizza.”
He says restaurants can offer these
types of substitutions on their pizza and
pasta dishes for those who are vegan or
have other dietary demands. Alternatively, specific pizza and pasta options can be
created that are just as flavourful, but
plant-based.
“Customers often recognize the addedvalue of plant-based options, so they are
often willing to pay more for these
options,” he says.
If customers are leaning towards terms
like authentic and traditional, O’Doherty
says ancient and heirloom grains fit well
into the profile.
“Quinoa can really provide that texture,”
she says. “Whether it’s in the crust as that
flour or on the crust as seeds for texture,
it really gives that authenticity.”
While Ardent provides its own version
of the traditional 00 style flour, it is also
coming out with a gluten-free pizza flour
and keto-friendly pizza mix to meet the
changing demands.
Selections that fulfil everyone’s needs
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Prairie Melt Plant-Based Cheese Product
from Good Stock Foods is a great dairy
free alternative to cheese.

is an important way to be
the restaurant of choice when
consumers are still limiting
their outings. Some may want
alternative ingredients while
others demand the traditional
offerings like real cheese and cream-based
sauces.
Pamela Nalewajek, vice-president
marketing, Dairy Farmers of Canada
says the blue cow logo is recognized
by nine out of 10 consumers and can be
used on menus by partnering with the
organization.
“Restaurants will not only be promoting
their own dairy-based dishes, but encouraging the consumption of Canadiansourced goods in general,” she says.

“Beyond the iconic glass of milk or the
wedge of cheese, dairy is a part of many
dishes. Menu items that feature the blue
cow are chosen more often.”
While it may be true that a single dish
won’t appeal to every customer all
the time, a few modifications to menus,
ingredients and tools can make classics
accessible to a broad range of patrons.
Consider flavour trends as well as dietary
needs in pizza and pasta offerings for the
best menu traction. WRN
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CHEF OF THE WEST

WORDS: NICOLE SHERWOOD
PHOTO: KEVIN TOANG

FROM SCRATCH: DUO OF DUCK WITH WILD
MUSHROOMS AND GREEN PEA RISOTTO

LETTING THEIR OWN FLAVOURS SHINE
C

hef Paul Shufelt has spent over 25
years in the kitchen, and he shows
no signs of leaving any time soon.
The 43-year-old owner of Robert Spencer
Hospitality was going to school to pursue
engineering and working part time in a
kitchen to pay his bills.
“I fell in love with the business — the
rush of a dinner service, the gratification
of a plate licked clean. I finally gave in and
dove in headfirst,” Shufelt says.
For Shufelt, cooking is a passion.
“Nobody does this for the salary or the
glory. It’s because it’s in you. Those without
passion won’t thrive in our business.”
Early in his career he drew inspiration
from the chefs around him, the ingredients he was blessed to work with and
the mentors who gave him their time
and knowledge. Shufelt particularly
admires Chef Thomas Keller of The
French Laundry fame.
“Today I would say my style is much
more approachable, simple food. But I
still aspire to give the ingredients I work
with the care they deserve and let their
flavours shine.”
This inspiration and style are reflected in
Shufelt’s restaurants — Workshop Eatery,
Woodshed Burgers and The Greenhouse.
Workshop Eatery opened in November
of 2015. It is a reflection of the chef he had
become, the style of food he likes to serve
in the setting he wanted to create. The
restaurant focuses on seasonal cooking,
supporting local purveyors and even growing their own food in the garden beds that
line the patio. They aim to offer guests
creative dishes in an approachable manner.
“The Workshop Eatery menu is a reflection of the food I like to cook. Simple,
wholesome food using seasonally available
ingredients — locally sources whenever
possible. While the dishes we cook require
skill and care I like our dishes to feel
approachable for our guests. Our menu has
become a blend of staples, dishes our guests
can’t seem to do without, and our more
seasonal items that change five-six times a
year to reflect what is seasonally available.”
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INGREDIENTS FOR 2 PEOPLE
1/2 cup Confit duck
1 Duck breast or
250ml Clarified butter
4 Garlic
11/4 cup Ariborio rice
2 Bayleaf
1000ml Duck/Veg Stock
30g Salt
40g Pecorino - grated
1 tsp Lemon juice
1 cup Wild mushroom
1/2 cup Peas
To garnish Sour Cherries & pecorino piece
Halve all measurements for single portion

2 Portobello Mushrooms
1 piece Shallot
60g White wine
20g Pepper
1/2 cup Butter
4 Thyme

METHOD OF PREPARATION:
1. Preheat oven to 400˚
2. Place the duck onto a cutting board fat side up.
3. Begin scoring the duck by gently running a sharp knife along the fat in a diagonal
direction, cut through the top half of the fat leaving the meat intact.
4. Once the first cut is made move your knife down a 1/2 of an inch and make another
cut running parallel to the first cut. Continue until there are scores down the entire breast.
5. Turn the duck breast 90°and repeat the process creating a diamond shape.
6. Place a frying pan on low heat. Season duck breast on both sides with salt
and pepper. Once the pan is hot gently lay breast into pan and begin to render.
7. When fat is rendered flip the duck over and allow to sear for 2-3 min.
8. Return Duck to the fat side, and place into the oven for 8-12 minutes. Pull
from the oven, place the duck in a warm place, cover, and allow to rest.
9. Slice duck when you are ready to plate.

STEP BY STEP

1

Score the duck

2

Once duck is rendered on one side
flip to the other side.

MUSHROOMS METHOD OF PREPARATION:
1. Preheat oven to 400˚
2. Place mushroom onto a parchment lined baking sheet.
3. Sprinkle mushroom with salt and pepper.
4. Place in the oven for 15-20 minutes or until the mushroom is soft when pushed
in the middle.

CHEF PAUL SHUFELT GIVES THE INGREDIENTS
HE WORKS WITH THE CARE THEY DESERVE
Woodshed Burgers opened in the
summer of 2019. They wanted to create
a concept that shared Workshop’s
philosophies of handcrafted cuisine and
genuine hospitality but was a little more
fun and playful. They also wanted to
work more responsibly with their farmers.
Workshop was able to work directly with
their beef producer and their abattoir to
purchase whole animals, dry-aging and
using ‘nice’ cuts, and the rest of the
animal including the bones and fat. This
has allowed them to provide a better beef
experience for their guests while helping
the farmer use the whole animal.
In spring 2020 Shufelt and team were
awarded the bid for the food & beverage
offerings for the City of Edmonton’s
publicly owned golf courses. The Greenhouse was an opportunity to bring a better
dining experience to the golf course
community. They aimed to offer many of
the golf course classics but using their

locally sourced ingredients and handcrafted.
They also aimed to extend offerings —
including weekend brunch, evening dining,
firepits and outdoor dining options throughout the winter. The spaces also allowed
them the opportunity to offer guests great,
centrally located, catered events.
In spring 2020 the Workshop Eatery
was converted into a takeout-only Woodshed Burgers. In the summer it went to
back to being Workshop Eatery as things
slowly opened up. However, in the fall
2020 as a second lockdown was looming
they had to rebrand again, but as they had
just opened a Woodshed Burgers in the
area they couldn’t revert to that plan.
Instead they built a brand (recipes and
all) in about 11 days and became The
HenHouse to fulfil the needs of its patrons.
With all his success it is no surprise
that Shufelt is proud of the company
that has been built. To him it is more
than just restaurants.
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RISOTTO METHOD OF PREPARATION:
1. In a small pot heat stock until steam begins to form.
2. Cut butter into small cubes, slice mushrooms and pick/chop thyme.
3. Place a frying pan on low to medium heat, add approximately 2-3 tbsp of clarified butter,
allowing it to melt.
Add garlic and shallots, sweat until translucent and soft. No colour.
4. Add Arborio rice and bay leaf into the frying pan, toast in oil until the edges of the
arborio are slightly clear but there is still a white core.
5. Deglaze the pan with about 80% of the white wine.
6. Ladle by ladle, add the stock. Let simmer and absorb, adding more stock as needed.
Cook until it reaches al dente.
7. When risotto is close to your desired doneness, place a frying pan on high heat.
8. When the pan is hot add 3-4 tbsp of clarified butter and allow it to melt.
9. Place mushrooms in the pan. Saute mushroom until soft and there is some
browning. Deglaze with the reminder of the white wine.
10. Remove bayleaf from risotto, and add risotto to the mushroom pan.
11. Add your grated pecorino, lemon juice and butter, season to taste.
12. Once your risotto is seasoned to desired flavour, fold in your peas and duck confit.
13. Place in your dinner bowl, lay sliced duck or mushroom on top, grate or peel pecorino,
and garnish with sour cherries. ENJOY!

“More than all of that though I am most
proud of our people. I have seen so many
of them grow up, go out and open their
own restaurant or thrive in another career.
It makes me smile to see them doing well
in life and knowing that their restaurant
was a part of their journey along the way.”
Looking to the future, Shufelt reflects that
his goals are tough to answer right now.
“Two years ago, it would have been
easier. Grow and grow some more.
Build an Edmonton restaurant empire for
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another decade and then plan my eventual
exit. Now I am not so sure. The last two
years have rocked our industry to its core.
I would say our priority right now is find
our footing, make sure our people are ok
(because this has been exceptionally hard
on them) and when or if our people and
our pocketbooks are ready, we will consider
further growth.”
Whatever happens one thing is for sure
— Shufelt has done well in an industry that
he started in just to pay his bills. WRN
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Letting risotto cool

4

Folding peas and duck confit into
the risotto

FINAL PLATING
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FOR THE PROFESSIONAL

new PRODUCTS
Swell Catch Innovative Plant-based Crab Cakes
Introduced at Copper Branch Restaurants
Gathered Foods, makers of Swell
Catch plant-based seafood, has partnered
with Copper Branch, the renowned
plant-based Canadian restaurant chain.
For a limited time, Copper Branch will
be adding two new plant-based seafood
items to the menu featuring Swell
Catch Plant-Based New England Style
Crab Cakes.
The Crab Cake Burger features a Swell
Catch Plant-Based New England Style
Crab Cake patty with lettuce, tomato and
a creamy aioli sauce. The Crab Cake Appetizer includes four Plant-Based New England
Style Crab Cakes served on a bed of greens with garlic aioli sauce.
The partnership with Copper Branch is the first restaurant partnership for Swell
Catch in Canada. Swell Catch Plant-Based New England Style Crab Cakes have
a remarkable crabmeat-like texture and sweet crab flavour complemented with bell
peppers, green onions, parsley, and a hint of spice.
“As we execute our mission to offer delicious plant-based food while making a difference
in the world, we are constantly seeking partners who align to this mission. Swell Catch
and Copper Branch share similar values and we are thrilled to launch our gourmet crab
cake burger with them. Together, we collaborated on the perfect recipe and can’t wait to
introduce it to our customers,” said Trish Paterson, CEO of Copper Branch.
Swell Catch is a chef-driven, innovative food company that makes delicious plantbased seafood while offering a plant-based solution to concerns about bycatch,
microplastics, mercury contamination and overfishing. The Swell Catch proprietary
blend of peas, chickpeas, lentils, soy, fava beans and navy beans perfectly deliver the
rich flavour and delicate texture of seafood.

A New Name in Commission-Free Online
Ordering Platforms
Taliup Express is the new name in commission-free
online ordering platforms for dine-in, takeout, room
service and curbside pickup — with a difference. Taliup
Express is the POS solution focused exclusively on
foodservice and hospitality businesses looking for an
affordable and competitive option to hefty commission
third-party apps. The topline customized self-branding
platform and merchant-centric mobile app (IOS and Android)
redefines SMEs’ online presence, maximizes customer
engagement and caters to the dining public’s preference
to order directly from their establishment-of-choice.
Co-Founder and CEO, Adam Mouyal has merged his
passion to improve small business success with a payment technology solution
designed to streamline and optimize business growth for Canadian SMEs.
Jeff Szenes is co-founder of Taliup Express and CEO of Unity Payments, a leading
pay-tech disruptor operating in the Canadian SME retail sector. He is the driving force
behind the company’s partnership with multiple processing brands to form the largest
independent payment processing conglomerate in Canada.

NSF EyeSucceed’s
Augmented Reality
(AR) is Transforming
the Food Industry
NSF EyeSucceed is a transformational training
modality that uses Augmented Reality (AR)
paired with wearable smartglasses to improve
both virtual and in-person training, consistency,
and operational efficiency, contributing to better
experiences for employees and consumers.
NSF EyeSucceed co-founders Tom Chestnut and
Jennifer Tong applied their more than 40 years
of collective foodservice experience to develop a
solution that addresses the growing demand for
AR capabilities in the restaurant industry.
“The need for smart solutions that are costeffective has been growing for years. Following
the pandemic, the food industry is seeking even
more ways to leverage new technologies to
improve training and efficiency while maintaining
quality and consistency,” said Tom Chestnut,
co-founder of NSF EyeSucceed. NSF EyeSucceed provides foodservice businesses with a
customized suite of applications, helping to
keep pace with the rapid hiring and increased
consumer demand that has resulted from the
COVID-19 pandemic.”
Another finding from the survey revealed that
51 per cent of quick service restaurant (QSR)
brands say AR could make training faster and
40 per cent say AR could reduce human error.
“Our proof-of-concept testing and implementation in five global markets has proven
that NSF EyeSucceed delivers transformational
solutions,” said Jennifer Tong, co-founder of
NSF EyeSucceed. “We are encouraged by the
wide use of applications for this technology
to truly transform the foodservice industry
—from decreasing the need for in-person visits
to vastly improving employee training. For
foodservice managers, this means reduced
costs while also enhancing food quality and
safety for both employees and consumers.”
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