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Spring is Calling
and so is Dessert!

Let’s
connect
Find us online for the Dark Chocolate Chunk
Espresso Cheesecake with Salted Caramel Drizzle Recipe
and More Mouthwatering Inspiration!

www.lactalisfoodservice.ca
@lactaliscanadafoodservice
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It is hard not to notice that restaurants are once again full of patrons tired of the
long hiatus in dining out. Canada, in fact, has experienced double-digit growth since
re-openings have begun.
Restaurants Canada recently conducted some research to find that the latest trends
in Canada are driven by increases in both traffic (+6 per cent) and check value
(+11 per cent). Though the industry is still in need of both consumer and government
support to recoup pandemic losses, all key provinces saw strong daily trends on
Valentine’s Day. Trends remain strong compared to previous years, with Canada up
+58 per cent versus last year in the latest week. Venues now see value velocity like
pre-pandemic levels, with British Columbia (+7 per cent) & Quebec (+3 per cent)
positive and Alberta (-3 per cent) & Ontario (-15 per cent) slightly negative.
While some Canadians are still visiting restaurants less often than usual, it amounts
to a robust return, and we still have the balance of spring and summer ahead of us.
In this issue we feature our annual Franchise Directory. What is interesting is how
many companies continued to expand during the pandemic with new openings,
mergers and acquisitions and menu reformulations.
We also feature our Summer Menu Planning guide with lots of suggestions on how
to balance offering new and exciting menu options with the type of cost control that
is now more important than ever with inflation raging throughout the economy. One
of the categories most restaurants must now consider for their menus is incorporating
plant-based options. This can be difficult for those chefs not familiar with how to use
the ingredients to maintain the flavours and textures patrons are looking for.
This may be a very busy summer so now is the time to start thinking about how
to change things up.
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FOR THE PROFESSIONAL

THE news
Quesada Burritos & Tacos Kicks off #GreenEveryday
Campaign this Earth Month

New Alberta Provincial
Director of Provincial Affairs

Sabroso Foods is Now Delivering to Ontario
Foodservice Establishments

Quesada has launched #GreenEveryday, a national campaign that kicks off this
Earth Month starting April 1-30, in support of the David Suzuki Foundation and a more
sustainable Canada. “Being an
outdoor enthusiast, I’m passionate
about the environment and
how we can all work together to
leave a better Canada for future
generations,” said Steve Gill,
founder of Quesada Burritos &
Tacos. “Encouraging Canadians to
do what they can for the planet is
all part of our journey toward
sustainability as a company.” This
year marks Quesada’s second
consecutive year it will donate proceeds from the sale of select menu items sold from
March 1 - April 30 to the David Suzuki Foundation, a national non-for-profit organization
that conserves and protects the natural environment to help create a sustainable Canada.

Restaurants Canada has hired a new director of
provincial affairs for Alberta.
Jennifer Henshaw comes
from the Alberta Government
where she most recently
served as press secretary
for Energy Minister Sonya
Savage. Before working with
the Alberta government
Henshaw worked with CFIB in
Saskatchewan for a number
of years and is very familiar
with politics, government,
media, and being part of a
membership-based advocacy Jennifer Henshaw
organization.
In her role as the director of provincial government
relations in Alberta, Henshaw will be a strong and
effective advocate for the restaurant industry. She
will focus on a number of important policy issues
at both the municipal and provincial government
level including single-use items, extended producer
responsibility programs (EPR), liquor policies, labour
rules and regulations including the critical labour
shortage challenge.

Despite the challenges brought by
the pandemic, Sabroso Foods continues
to strengthen its presence in cities
across Canada. Sabroso products are
now available for delivery to customers
in Ontario.
Sabroso Foods is currently established
in Edmonton, Calgary, and Vancouver,
with regular deliveries through its online
store and retailer partners. During
the fall and winter of 2021, Sabroso
delivered to customers in Toronto and
London, Ontario, on a seasonal basis
as part of their expansion strategy to
reach customers in the East.
Starting on March 2022, Sabroso is delivering online orders to customers in
more than 20 cities in Ontario on a regular basis. These cities include Toronto
& GTA, Brampton, Burlington, Cambridge, Hamilton, Kitchener, London, Milton,
Mississauga, Oshawa, Vaughan, Waterloo, and more.
This expansion is possible due to the strategic collaboration between Sabroso
Foods and Lola’s Food Inc., Canada’s largest Venezuelan food factory from
Mississauga, ON. They are joining forces in distributing and delivering Sabroso’s
products in Ontario. “We are excited and eager to continue growing. The support
we received in Toronto and London indicates that we are on the right track,” said
Patricia Salazar, Sabroso’s CEO & founder.

Restaurants Canada Launches #DineInDoOver
Restaurants Canada is asking businesses and
consumers to participate in a #DineInDoOver.
Serving as an industry revival effort, the campaign
encourages consumers and businesses across
Canada to come together at their favourite local
restaurant, and ‘redo’ the moments, milestones, and
special events they’ve missed over the last two
years. #DineInDoOver is a nationwide movement
that not only addresses the need to redo, or even do
for the first time, the moments missed due to pandemic, but also supports the foodservice
industry on its road to revival. By dining in to celebrate missed birthdays, team building
events, promotions, engagements, anniversaries, holidays and more, Canadians can get
back to benefiting from in-person communication and connection, while supporting the
revival of an industry that has been devastated.

Donnelly Group
Hospitality Venues
Become Freehouse
Collective
Twenty-three years after its launch in
1999, Donnelly Group’s hospitality venues are
undergoing a re-founding and reorganization with an eye firmly aimed toward the
future. Having grown from a single Vancouver
pub, Donnelly Group is now a national
business which includes cannabis stores
and a brewery, barber shops, public houses,
nightlife, and events under its umbrella.
Surviving the pandemic was the
biggest challenge the business has ever
faced, but the lessons learned over the
past two years have been funnelled into
building new foundations intended to
carry it forward through another 23 years.
The re-founding comes with the launch
of Freehouse Collective, a new name to
house the hospitality businesses previously
existing under “Donnelly Group”. The
identity fuses two ideas, the “Free House”
as a nod to pub history when publicans
staked independence from brewery

influence, free to focus on personalized
guest experiences, and “Collective”, to
reflect the diverse and independent
hospitality brands energized by a team of
passionate, service-driven people.
More than simply a change of name,
this evolution is the culmination of a
period of reflection which has been used
to gather what has been learned over
the past two decades. The mission,
philosophies, and values now crystalized
and expressed for the first time will
underpin its operations and commitment
to renewed growth.
The “Donnelly Group” name will no longer
be customer-facing and it will be attached to
the management company which oversees
all businesses in its hospitality, retail, and
service brands.
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our summer menu needs refreshment. While it is
important to always keep key profit makers like burgers
and pizza or basics such as bacon and eggs for the
morning day part, changing up ingredients or using the same to
create exciting new variations, can only help to engage your
patrons and keep them coming back.
Indeed, the menu is the single most important focus of
any restaurant —- it sets out the costs that will be incurred, the
inventory, the prep time and labour involved and whether you
are going to appeal to patrons at all.
Your patrons’ palates, after all, are ever-changing. And if you
are not willing to adapt and listen to what they want, they might
find another restaurant.
In this current environment of rising prices moreover, it
becomes essential to adjust pricing as needed to remain profitable.
Menu change is one way to help deal with price fluctuations.

SUMMER MENU
WORDS: FRANK YEO

Summer Winds
are Blowing

START WITH BREAKFAST
Of course, not all restaurants are open for breakfast because
they have calculated the additional costs vs the potential revenue
and find it not worth their effort. Others specialize in breakfast
such as Cora’s and OEB while some will offer a brunch program on
weekends. Whatever your market position, breakfast can be very
profitable. With labour shortages, it may be wise to incorporate
more prepared products that drive down labour costs.

Finding the right balance
between cost control and menu
innovation can be tricky

Cora’s uses a lot of fruit presented in a very artistic fashion.

Burnbrae Farms is at the forefront of this with a wide range of
prepared and semi-prepared egg products. Katherine Berenhaut,
marketing manager, foodservice and industrial sales says “with
foodservice struggling to fill labour needs, operators are looking
for more finished or easy to prepare products, including our thaw
and serve line of products. Our main focus is on delivering our
ready to eat scrambled eggs, omelettes and patties.”
New spins on egg dishes can align well with the hotter months.
For example, Burnbrae chefs created the Keto Egg Wrap to offer
an easy to prepare dish that will resonate with gluten free and keto
diets yet is light enough to not weigh patrons down on a hot day.
To prepare this dish uses 4 tsp/20 ml avocado oil, divided in
the pan and 1 cup/250 ml of Burnbrae’s EGG Creations! Whole
Egg Original, divided.
Heat 1 tsp/5 ml avocado oil in large nonstick skillet set over
medium heat; pour in 1/4 cup/60 ml liquid eggs, swirling pan to
allow egg to cover bottom of pan.

photo courtesy shutterstock.com
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The Keto Egg Wrap (created by Burnbrae chefs) is an easy to prepare
dish that will resonate with gluten free and keto diets.

Cook for two to three minutes or until firm. Flip over;
cook for one to two minutes. Turn out onto plate.
Repeat with remaining liquid eggs and avocado oil. Let
cool before using.
These can then be filled with a variety of fillings such
as chicken, beef, seafood, vegetables and/or cheese and
make for a beautiful presentation on the plate.
Burnbrae has dozens of recipe ideas such as Florentine
Baked Egg Casserole or Oven Baked Omelette Cups that
incorporate their labour-saving products.
With summer, fresh fruits are always a winner for
breakfast as well, if only as a garnish. Indeed, this is one
of the key reasons for the success of the Cora’s restaurant
chain. The chain uses a lot of fruit presented in a very
artistic fashion, so breakfast is colourful and attractive.
As a result, it is now one of the go-to breakfast eateries
in the country.

“Less expensive beef cuts deliver big on beefy flavour as
they are typically sourced from the working muscle group.
Whether they are lean cuts from the round (hip) or more
marbled from the chuck (shoulder), both will benefit from
classic combinations of garlic, peppercorns, fennel, celery
seed and sweet pepper. Less familiar but equally delicious
additions of orange zest, smoked chipotle or mint can
create a surprising signature style,” says Paré.
Mechanical tenderization by pounding, cutting
(jaccard), or thin slicing of less tender cuts will reduce
muscle fibre length and increase tenderness, surface area
and char-ability while also reducing cooking times.
Operators can get inspiration from Japanese and Korean
barbecue with marinated thin sliced cuts for grilling.
“Carne Asada, Arachera and Churasco are accessible
Latin-American preparations that prize underutilized cuts.
Middle Eastern and North African flavour inspirations will
be hot this year and they make great flavour profiles for
slow cooked options and spit-roasted carveries. Served
thinly carved or pulled, these showstoppers stuff sandwiches, top flatbreads or create new, protein-forward
salad options for a health-conscious clientele who know
the great nutritional value that beef brings to the table.”
Brisket is a big favourite of patrons, but traditional
smokers can be a substantial investment. Fortunately,
there are less classic methods of working with beef
brisket that are well suited to summer dining, patio

TIME TO

BEEF
IT UP!

Our line of premium quality, fully
cooked grass fed* beef products
are made using lean cuts of beef
resulting in ﬂavourful and tender
beef that is versatile and convenient.
Reuven’s fully cooked beef products
consistently deliver the taste, texture and
appearance your customers expect.
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CENTRE OF THE PLATE
Summertime means more outdoor activity and barbecue,
especially in western Canada is a big winner with its
charred flavours. Few proteins meet that better than beef.
Mathieu Paré, executive director,
Canadian Beef Centre of Excellence, says
“There is a cut of beef for every budget.
Food service operators can explore a vast
“terroir” of Canadian beef carcass cuts that
offer varying levels of natural tenderness,
marbling and beneficial connective tissues,
fat and lean. Understanding less utilized
cuts can be an advantage to chefs and
restaurateurs looking to differentiate themselves and their offerings while offering
affordable options to beef lovers.”
Premium Canadian Beef, done right, he says, boosts
restaurant revenues with sales of accompanying sauces,
side dishes, salads, and desserts plus top-shelf beverage
pairings.
But with the need to balance costs, many chefs use
marinades with less expensive cuts to still provide a
flavourful, top quality offering.
12

Mathieu Paré, executive
director, Canadian Beef
Centre of Excellence

season without use of traditional smoker.
“Traditional southern-style smoking is not the only
option for brisket and may not be feasible for some
kitchens. Using steam, low temperature and a long
cooking time, a combi-oven can very nearly replicate the
traditional method. A touch of liquid smoke or use of
smoke-infused salt helps replicate the flavour and aroma
of the classic brisket experience,” says Paré.
wrn

Contact your Reuven sales rep for a sample.
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Reuven
International
lineup of
value-added
beef products
includes fullycooked items.

“Cold trimmed then sliced or cut into
cubes, warmed brisket takes sauce or seasoning
beautifully. This versatile mise-en-place is easily re-heated
for plated options, hot sandwiches, melts, paninis, flat
bread or barbecue pizza concepts. The natural tenderness
and juiciness of cooked brisket withstands re-therm well
holding its tenderness and moisture for take away success.
Cold sliced brisket can be breaded, then fried to create a
beefy Nashville style sandwich concept. Cubes can
be roasted or dusted and deep-fried making bite-sized
shareable fun for patio dipping or as an elegant one-bite
hors d’oeuvre for cocktail hour.”
Operators may want to consider Reuven International’s
new lineup of value-added beef products.
Reuven Corporate Chef David Corker, a regular
contributor to Western Restaurant News, says the lineup
has been recently launched across Canada and includes
fully-cooked, halal certified, grass fed beef products in
shredded, fajita, dice, and lean ground.
“This offers the market a product that is ready to eat
and has minimal retherming yield. This means more of
the product you buy makes it onto your customer’s plate.
For instance, a raw lean ground can lose upwards of
38 per cent cook yield loss in weight. Opposed to the
minimal less than five per cent yield loss with our valueadded, single ingredient, fully-cooked lean ground beef.”
The shredded beef is sous vide style slow cooked
skirt steak where Reuven has already done the labourintensive part of cooking. “You can add
your own flair and flavours to this to
make it your own. It is great in soups,
tacos, burritos, and pastas,” says Corker.
“Reuven’s value-added beef products
are a great and valuable addition to any
restaurants menu!”

GET CREATIVE WITH
SEAFOOD
Seafood too is a great option to refresh
your summer menu. It is not only nutritious,
but very light which bodes well for the
hotter months. It can serve as a centre of
the plate item or as appetisers.
14

Tony Vartivarian of Lagoon Seafood says they offer a
range of prepared products that can help reduce labour
costs while maintain top quality. “Seafood,” he says, “helps
create a balance in any restaurant menu. Not only are some
seafood items very well paired with none-seafood items,
but also, for chefs, seafood is one of the most flexible
items to create new recipes with. It opens a lot of
possibilities for any creative chef.
Seafood is one of the most flexible
menu items, to create flexible,
delicious, fast and easy recipes with.”
The company has just introduced
a new lineup that includes baconwrapped scallops, salmon wellington,
seasoned salmon tartare, sashimi
Salmon slice and marinated salmon
skewers which are very versatile in
terms of usage.
“The good thing about our
products is that they are only one
piece of a culinary experience. Each
item can be paired with various
layers. It opens a wide array of
Bacon-wrapped scallops
possibilities for chefs to let their
and seasoned salmon
creative genius take over by adding a tartare are part of
sauce to a wellington or by creating Lagoon Seafood’s
a flavourful salad to accompany the new lineup.
salmon skewer,” says Vartivarian.

Chef Port makes a renowned Tea Smoked Duck with
duck from King Cole Ducks that can be thin sliced for
use in salads and other preparations. You can use
lapsang souchong tea and uncooked rice to make the
smoky, crispy crust for the duck breast, which is then
pan-fried in its own fat.
King Cole makes a wide range of prepared products
to minimise labour costs. Their fully cooked Duck
Wings have taken the culinary world by storm. They
also make Duck Spring Rolls and Pulled Duck. The lean,
tender meat that makes up this product is pulled from
slowly roasted whole duck then shredded to a versatile
working size. This product is unflavoured so you
can spice anyway you like and use in tacos, salads,
sandwiches, wraps and even poutine.

MAKE SURE TO GET THE
PIZZA RIGHT
Pizza is a perennial favourite that can find a place
on any menu in any season. But summer offers a lot of
possibilities especially for operators who take the time
to come up with interesting toppings not typically
found elsewhere. A good example is using truffle oil
as a base pared with figs, pears, and feta and a bit of
basil. Thin crusts are very much trending now and
fit well into a summer menu. The combinations can
be endless and will be appreciated by those looking
for something different.

But making pizza is not as straight forward
as it may seem. Having the right equipment
makes all the difference, says Joe Di Donato
from Faema. Donato recommends the Moretti
Forni iDeck Digital: a range of integrated
and intelligent products but easy to use and
with an excellent quality/price ratio and low
consumptions.
Donato says one of the big advantages of
the iDeck is that an operator can buy a single
or double deck and even add a third as
business scales up. These are highly efficient
units that will stand up to even the most
expensive wood burning ovens which are not only costly
but require a more complicated installation process.
Because the best temperature to cook pizza is 430°F
(220°C) and even hotter for Neapolitan-style and New
York-style pizza, the iDeck fits the bill with a maximum
operating temperature of 450° C, a characteristic that
makes iDeck ovens unique in their category. The
temperature is adjusted by efficient electronics with
exclusive and revolutionary Dual-Temp Technology:
inside the baking chamber two thermocouples control
and instantly adjust temperatures of ceiling and bedplate,
which are separately settable by the operator. All models
are made of stainless steel and are equipped with a door
with a single handrail for easy grip.
Happy menu planning! WRN

Moretti Forni
iDeck Digital
are highly
efficient units
that will stand
up to even
the most
expensive
wood burning
ovens.

EXPANDING PROTEIN OPTIONS
WITH DUCK
Unique flavour experiences are a must for your summer
menu and expanding the range of protein options is one
way to vary things up. Operators can consider incorporating
more duck offerings as an example because of its delicate
flavour and texture. Duck can be marinated to taste and
sliced very thin for use on pizzas or in salads for incredible
results. Rich and gamey, duck is a great ingredient to use in
a salad, where it can be balanced by softer flavours and
enhanced by a well-chosen dressing. Duck salads can be
simple or innovative dependent on your needs.
For a simple duck breast salad use a smoked duck
breast sliced thinly with curly endive, Belgian endive and
baby spinach. Add some tangerines, pomegranate, and
slivered almonds. For the dressing
use olive oil with soy sauce and add
some fresh fruit juice for sweetening.
While simple, your customers will
rave about it.
A big enthusiast of duck, Chef
Terry Port, now executive chef at 19
Okanagan Grill and Bar, says in a recent
interview with Western Restaurant
News that “Duck is something that
has become synonymous with my
career. I have always had duck as part
of my menu wherever I go.”
Executive Chef Terry Port
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PLANT-BASED FOODS
WORDS: CAROLYN CAMILLERI

Flexing
your Menu
photo courtesy shutterstock.com

Plant-based foods have become very popular
and not just with vegetarians and vegans

A

recent study commissioned by
Danone Canada found that
34 per cent of Canadians rely on
plant-based alternatives such as dairy-free
milk, yogurt, cheese, and meat alternatives for their diet.
It isn’t a case of a third of the country
suddenly becoming vegan or vegetarian.
According to a report published by
Statistica in December 2020, there are
2.3 million vegetarians and 850,000 vegans
in Canada, with the majority located in
British Columbia.1
That’s nowhere near 34 per cent.
However, what has become very apparent
is that people — even committed carnivores
— are incorporating more plant-based
foods into their diets for reasons ranging
from wanting to try new food to health,
animal welfare, and the environment.
And these so-called “flexitarians” are
liking what they find and coming back for
more, nudging restaurateurs to seriously
look at upping their plant-based game.
wrn

LEARNING FROM THE PROS
Copper Branch is a 100 per cent plantbased quick-serve restaurant established
in Montreal with franchise locations
across Canada. The all-vegan menu
offers a colourful, creative choice of
power bowls, burgers and sandwiches,
flatbreads, soup and chilli, smoothies, and
desserts. Trish Paterson brought Copper
Branch to Ontario in 2015 and became
CEO in 2020. Over the past five years,
Paterson has watched as plant-based
products have boomed.
“The last five years have been absolutely
explosive in terms of innovation, more
than anything,” she says. “In the past, there
was a selection of maybe two or three
cheeses and a couple of milks. Now you’ve
got explosive categories in alternative
proteins, all this work around cell-based
meat structures that are now really getting
to the root of the texture of the protein.”
Copper Branch has found amazing
ways to work with partners and up-

and-coming innovators. For example, a
partnership with Just Egg led to a tempeh
bacon and Just Egg sandwich on a glutenfree pumpernickel bagel.
“Last year, we launched a competition
for our menu for female founders in the
plant-based space, and they could pitch
their products to the Copper Branch
menu,” she says.
The winner, Atlas Monroe, created a
vegan Nashville chicken sandwich, which
was featured for a limited time.
“We’re having so much fun with this, so
we’re doing it again this year, and we’ll
launch it at the Vegan Women’s Summit
in California in April,” says Paterson.
“We’re hoping to get submissions from all
over the world.”
The competitive edge is innovation.
“You’ve got to be doing super creative
things,” says Paterson. “It’s not enough to
just put a black bean burger on a bun.
You’ve got to have a lot more than that
going on now.”
“Think, eat, change.” is more than a motto
at Copper Branch, where the ingredients
are non-GMO, as organic as possible, and
baked — there are no deep fryers at all.
17
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BABz Products started with flatbread,
and now includes seasonings and five
plant-based meat-alternative mixes.

“It’s really about getting people to
make the connection of how important
food is, not just to your health, but to so
many things,” say Paterson.
Menu planning for Copper Branch
means watching trends and making
seasonal changes.
“It’s a matter of balancing nutrition,
excitement, innovation, but as much as
possible, staying true to non-GMO and
organic,” she says.
A tip for other restaurants: use your
executive chefs to create and stay away
from the processed foods.
“Use your chef ’s talents and let them
play around with jack fruit, play around

with mushrooms, all these things that
create meaty textures that aren’t
processed,” she says. “One of the things
I’ve learned is that these culinary chefs,
they’re brilliant people. And food science
is food science, whether you’re working
with meat and vegetables, or whether
you’re working with pure plants. It’s
about getting texture and flavour right.
Whether they’re vegan chefs or not, they
love the idea of trying to create a texture
that customers will love.”

CANADIAN INNOVATION
Canada stands out for innovation in the
plant-based category — and BABz Productz
is a fine example. BABz Productz started
with a flatbread idea two years ago, then to
grew to seasonings and five plant-based
meat-alternative mixes. These low-salt
products have no MSG, additives, or fillers,
and you can read the labels and understand
everything on the ingredient lists.
Instructions are simple.
“Just add water,” says Martin McDermott, COO for BABz Productz, explaining how to use both the flatbread and
meat-alternative mixes. “When you add
water to the burger mix, we found it’s best
just to let it sit overnight so the flavours
come out and it firms up.”

The cost is as impressive as everything
else about the meat-alternative mixes,
which come in classic burger, Italian,
taco, smoky BBQ, and breakfast sausage.
“The price point per patty or per
serving of our products comes out to
somewhere like $2.50 per serving,” he
says. “For restaurants, it’s great margins,
and after all they’ve gone through, they
need some margins.”
BABz mixes are shelf stable and highly
versatile.
“Chefs can make meatloaf from those
mixes, sliders, burgers, shepherd’s pie,
lasagne, sloppy joes, there’s just a whole
whack of different recipes they can be
used in,” he says. “Chefs these days are
very creative, and they’ll come up with
funky ideas.”
Like the micro-brewery restaurants that
use beer with BABz mixes instead of water.
McDermott introduced the burger
mixes at some select restaurants in
Kelowna with great success. Orders have
been coming in regularly ever since.
“The big reason they came on board
with us is the clean ingredients, and the
nutritionals are fabulous and the taste
profile is dead on,” he says.
And BABz burgers don’t fall apart.

More taste!
Less work!

Simplify
your operations.
Spring is right around the corner. We can help
you delight your customers while saving you
time-consuming preparation steps. Our quality
vegetables are tasty, pre-washed, and pre-cut
which will help increase your efﬁciency when it
comes to labour.
They are versatile and you can make delicious
recipes like this Asparagus, peas and goat
cheese crustless mini quiches.

More inspiration on our website

Copper Branch is a 100 per cent
plant-based quick-serve restaurant with
franchise locations across Canada.

Fast facts provided by Bonduelle*
•
•
•
•
•
•
•
•

Plant-based popularity grew during the pandemic (sales up 27 per cent in 2020) due to weight issues people had during lockdown.
Plant-based popularity has spilled to fast-food chains
Retailers are launching their own plant-based lines following consumer shifts.
Plant-based foods are linked to gut health and increased immunity; this could explain increasing popularity
in dairy alternative options.
Plant-based dairy alternatives offer a variety of benefits; they are lower in saturated fats, dense in the vitamins and minerals
found in the plants, and oat-based products are high in fibre.
Plant-based options are also popular not only because they are healthier for humans, but also better for the environment.
Plant-based diets traditionally were only popular among vegans and vegetarians but are now gaining traction among a
wider segment of consumers.
There are still some barriers preventing widespread adoption of dairy and meat alternatives, including perceptions about the taste
and texture of plant-based foods as well as the idea that they are over-processed.

*Information provided by and gathered by Bonduelle from a variety of sources.
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Arctic Gardens
Diced Onions
6 x 2 kg

The vegetables we love.

Arctic Gardens
Cut Asparagus
1 x 10 kg

Bonduelle
Petite Peas
4 x 2 kg

arcticgardensfoodservice.ca

restaurants, and I’ve even talked to a couple
guys on food trucks that are interested.”
Busy as it is, BABz Products is onto
something good.
“Myrna [Selzler] and I are very proud
to put out such a nutritionally dense
product in the market for people who are
looking for it,” says McDermott. “And it
doesn’t have to be just vegans or vegetarians because this is for everybody. If you
want to lower your sodium in your diet, if
you want higher fibre, you need more
protein, we cater to everybody.”

The benefits to using Bonduelle’s frozen
and canned products are substantial.

“There’s a pub here that picked up the
burger mix, funked it up with a few more
ingredients and instead of using a bun,
they’re putting it on a portobello mushroom,” says McDermott. “I’m also working
with an Italian restaurant in Vancouver, and
when I was there last week, I gave them the
samples of the Italian mix, and they were just
blown away by the taste profile. It’s a familyowned operation. They are pretty picky
about their flavourings, and they love it.”
For chefs introducing BABz meat-alternative products, McDermott suggests
starting with a slider and getting staff to
promote it. Or plate single meatballs with
sauce and a spring of parsley and serve
one to every customer, along with a special price for a full order.
“We launched these burger mixes only
five months ago, and we’re getting traction like crazy,” he says. “We’re just trying
to pull it all together right now.”
Pulling it all together includes getting
their West Kelowna blending facility
HACCP certified.
“This is very important for any food
service business to know that we have
HACCP, so everything’s accounted for,
traceability is there, and that’s a real feather
in our cap,” says McDermott. “And the
ingredients I source from suppliers — one
is in Vancouver and one is in Armstrong,
BC — a majority of the ingredients comes
from Canada and North America.”
The end game is to land distribution.
“My fingers are in so many pies right
now with retail and distribution and foodservice at different degrees, different levels,
because we have the institutions then

THE ORIGINAL
PLANT-BASED FOODS:
VEGETABLES & LEGUMES
Before all the new plant-based products started appearing on the market,
there were vegetable and legumes: clean,
simple, healthy, and cost-effective.
“Bonduelle has been in the vegetable
business since the 1850s. So, plant-based is
not new for us — this is our livelihood, this
is what we do,” says Pascal Coutant, director of foodservice sales, Western Canada,
for Bonduelle. “Obviously the added traction is giving us some momentum.”
In fact, things have really changed.
“The positioning we’ve taken is we are
moving from telling people that we provide a side vegetable to telling people that
we provide an ingredient,” he says. “So, if
you look at our website, we have hundreds of recipes that are very ingredient
driven. We provide solutions, not using
fresh ingredients, but using frozen or
canned ingredients.”
Coutant says frozen and canned products have always had a bad reputation,
but that is changing — finally — for some
very good reasons. Consider the Bonduelle process. Vegetables are prepared and
frozen within hours of picking at facilities
located near the fields.
“Produce is frozen at the peak of its
maturity, so we basically seal in everything, the goodness that you get out of
mother earth during the growing season,”
he says. “We buy own seeds. We control
everything, and transportation is limited.”
By the time products are transported,
they are frozen and ready for use. Compare that to products picked in other
countries and shipped by truck over several days.
“We are not going to knock fresh —

fresh is the king of the house and the big
focus — but how much is left in it when
it’s travelled for three days on a truck?”
For 30 years, Coutant has been guiding
people in how to use frozen vegetables to
best advantage.
“Here’s the thing, because the preconceived idea is for fresh to be better than
frozen, we really emphasize with restaurant operators to treat frozen veg not like
fresh. Because we’ve already partially
prepared the product. It’s partially
cooked, it’s already blanched. It’s been
processed differently than a fresh green
bean, but you need to understand how
you are going to get the best out of it
and the key factor is education.”
Once use is understood, the benefits to
using Bonduelle’s frozen and canned
products are substantial. They save labour
and prep time, something most restaurants are very short on these days. There
is no waste — you use what you need and
store the rest. There is also no waste from
trimming, a significant benefit in cities
where composting comes with a cost.
And the ingredients labels — they are as
clean as they come, even on seasoned and
specialty items.
“Rice cauliflower is rice cauliflower,
there’s nothing else added, and our
vegetable pasta is pea flour and cauliflower – two ingredients,” he says.
Then there is the cost saving.
“Vegetables are cheaper than other
plant-based products because they’re
simple, because they are commodity
driven. Even though there is inflation on
them, the cost per serving is still well
below the cost of traditional protein or
protein alternatives.”
If you want inspiration, scroll through
Bonduelle’s massive recipe collection:
salads, stews, soups, stir-fries, bowls,
wraps and burritos, pasta dishes. The
options are endless — far beyond a scoop
of peas and carrots on the side of a plate.
“We have to remind ourselves that
plant-based opportunities from canned
legumes, frozen vegetables, frozen legumes
have always been there, or they’ve been
there for a long time, and the portfolio
is expanding,” says Coutant. “We’re not
reinventing the wheel. We’ve been selling
canned chickpeas and frozen vegetables
for many decades into this market. We’re
just more on trend now.” WRN

COMMENTARY

WORDS: VINCE SGABELLONE

The COVID Lifestyle
Takes Hold

W

ith almost two years of restrictions behind
us, Canadians have developed many new
habits in how they go about their daily

lives, access their food, and interact with restaurants.
Amid this environment of uncertainty, the questions
from the industry continue as they have since this
pandemic began. When will we recover, and what
will the industry look like when we do?

Looking ahead here is an outlook of
how 2022 may unfold:
1. Digital Engagement
Digital growth has accelerated during the pandemic, and
this trend will endure after COVID. Going beyond the apps
on our phone, digital has also been a catalyst for the gig
economy, enabled operators to offer loyalty programs, and
helped restaurant owners make up for labour shortages.

2. Closer to Home, not the Hubs
Our stay-at-home lifestyles these past two years have
impacted restaurants that rely on a transient flow of
potential customers – workers, shoppers, students, travellers.
Even as the economy reopens, some of these activities will
continue in the home, causing a shift in where, when, and
how restaurant consumers access their next meals.

3. The Lines are Blurring
Restaurants experimented with new business models
during the early days of the pandemic to survive, providing
offerings like meal kits, groceries, and bottle shops. Now,
as this trend endures, grocery stores, meal kit companies,
manufacturers, and third-party delivery providers have
jumped on board, offering new options for consumers to
access the food they want, when they want it.

4. From Functional to Experiential
As our stay-at-home lifestyles endured and restaurant
visits diminished during COVID, Canadians moved away
from routine/functional visits. They began seeking more
indulgent meals when they accessed a meal outside their
home. Restaurants will need to consider how to satisfy this
demand for “something special” as we move through 2022.

5. Shifting Demographics
As younger consumers see their spending power grow
and older consumers age out of the workforce, how these
cohorts spend in restaurants will likely cause a dramatic
shift in the market. Consumers’ demands for brand loyalty,
social consciousness, and food exploration will impact
how restaurants engage with their customers. WRN

Vince Sgabellone is a foodservice industry analyst, The NPD Group
References 1 Vegetarianism and veganism in Canada - statistics and facts, by Nils-Gerrit Wunsch. Retrieved March 27, 2022, from:
https://www.statista.com/topics/3262/vegan-vegetarian-diets-in-canada/#topicHeader__wrapper)
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For more info, visit www.npdgroup.ca
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COMPANY PROFILE
WORDS: ROBIN BRUNET

Celebrating
its 50th
Anniversary

Intercity
Packers
continues to
expand its
services – with
an unwavering
commitment
to quality
photo courtesy Phillip Chin

GROW, BABY, GROW
F

or Intercity Packers Meat & Seafood Ltd. and its
locations in British Columbia, Alberta, Ontario, and
Quebec, 2022 is noteworthy on several counts — not the
least of which is the recent lifting of COVID-19 restrictions.
Intercity Packers’ General Manager in B.C. Danny Ransom
explains, “It’s great news for the restaurateurs we serve who
had to pivot to survive over these past two years. Some
owners tell me they’ve already returned to 2019 volumes,
which is fantastic.”
As a leading national supplier of premium quality meat and
seafood for the foodservice industry, 2022 is also a milestone
for Intercity. “This is our 50th anniversary, and we credit our
people and our leaders for our longevity,” says Rob Robinson,
vice-president of the Gordon Food Service Canadian protein

Group picture – Front row: (left to right) Brock Farrall, director of marketing and procurement, Novia Tantra, production manager,
Jun Lum, processing manager Back row: (Left to right) Jean Feng, finance manager, Ming Jung, director of sales, Danny Ransom,
general manager, Danny Markowicz, RSE, research & development chef, Cary Lee, operations manager
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specialty companies.
He elaborates, “Our employees live and breathe the values
that create a cohesive team focused on common goals: to
serve customers to the best of our ability and help them shine
for the guests they prepare meals for daily.
As for our leaders, without the involvement and support
from Gordon Food Service, we would not have been able to
achieve our growth and the value we provide as fully as we
did when we were operating independently.”
Still, elements such as customer commitment and a
focus on quality in terms of order preparation and on-time
departures helped establish Intercity’s reputation after the
company was founded in Vancouver, B.C. by Gary Mathies
and Azim Sarangi in 1972.
23

TO BE THE BEST,
YOU HAVE TO WORK
WITH THE BEST.
Ransom, who joined Intercity in 1983, says Mathies
and Sarangi (now retired) were great leaders. “They had
honed their skills at Bradley’s Meat Company,” he
recalls. “Azim had very high expectations of
his team, but communicated in a calm,
positive way, and Gary was the kind of
person who, if you went into his office to
confess that you made a screw-up, made you
come out feeling wonderful and valuable.”
Intercity became increasingly successful
in B.C., but it wasn’t until 1985 that it got a
chance to truly break out. Ransom explains,
“We felt that we weren’t growing enough,
and then a wonderful thing happened:
Canada Packers, the dominant foodservice
Danny Ransom,
meat company at the time, went on strike
general manager,
for three months. That enabled us to show
Intercity Packers
everyone our portion cutting capabilities
and how nimble we were in procuring all sorts of
different supplies. The result was tremendous growth.”
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In 1990, Intercity expanded to the prairies with a new
production and distribution centre in Edmonton. Then
the biggest turning point of all came the following
decade when Intercity Packers became part of the
Gordon Food Service family of companies, allowing for
increased distribution of its meat products and exposure
to a much larger customer base. Ransom says of the two
forces uniting, “Gordon’s values were the same as our
values, and from the outset they treated us like part of
their family. The outcome speaks for itself.”
More partnerships followed. “In 2011 we partnered with and rebranded
Montcalm Meats in Montreal,” Ransom says. “Then,
in 2019, we amalgamated
with Albion Farms and
Fisheries, Western Canada’s
largest seafood distributor
with over 3,500 products
sourced from around the
world.”
“All this to say we’re a Steve Davidson, director of
national multi-unit sales,
company that never stands Intercity Packers
still, to say the least.”
Today, Intercity caters to thousands of restaurants across
Canada, as well as hundreds of independent retailers.
During the pandemic Intercity’s existing business with a
unique type of client grew exponentially: home meal kit
providers. “I think this speaks to the flexibility, versatility
and expertise that we have across the country in all four
of our facilities,” says Steve Davidson, director of national
multi-unit sales. “Retail style packaging was fairly new to
us, however, now it represents a significant part of our
business and we are able to use our expertise to help
grow this customer segment.”
As restaurants head into the busy summer season,
Intercity expects to capitalize on several other emerging
trends. “Fully-cooked will be a significant addition to the
recovering restaurant industry moving forward,” Davidson
says. “For example, our two development chefs are
wrn

For 25 years, Intercity Packers has provided restaurants with
the very best beef: the Certi昀ed Angus Beef ® brand.
Learn more at IntercityPackers.ca.

creating pre-sous vide products for restaurants, and we
expect this service to grow in the near future.”
Also expected to flourish is what Davidson describes
as “Intercity’s role as the restaurant’s prep partner in the
back of the house. We portion cut steak and other proteins
in order to facilitate ready to go from fridge to grill to
plate. In 2019 this was a hard sell, but now, considering
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the huge debt loads of many
restaurants and the ongoing
manpower shortage, owners
can’t afford not to take advantage of this option.”
Intercity is one of a few
selected partners in foodservice distributors licensed
to represent Certified Angus
Beef ® in Canada, and Martin
Lemoyne, the brand’s director,
Canadian business development, says, “While we’re a household name in the U.S.
our presence in Canada is relatively significant. We work
with five packing plants that support our program
including Cargill in Highriver
and Cargill Guelph, JBS in
Brooks, AB, Harmony Beef
in Balzac, AB and St-Helens
in Toronto, ON. Intercity is
a great partner in that
their expertise and strong
consumer focus will help us
to strengthen our presence.”
Another partner is the
Canadian Roundtable for
Sustainable Beef (CRSB).
“Our commitment to sus- Martin Lemoyne,
director, Canadian
tainability is growing, so
business development,
when the chance came last Certied Angus Beef
year to partner with the
CRSB, we lost no time doing so,” Robinson says.
For restaurants, menuing CRSB items will help
meet increased consumer demand for sustainable products: according to CRSB’s
research, 42 per cent of
those surveyed are willing
to pay 10 per cent more for
dishes with CRSB certification on the menu.
Robinson echoes the
sentiments of his colleagues
when he says of the future,
“Certified Angus Beef ® represents an amazing experience for the guests our
Rob Robinson,
customers are serving. We
vice-president, Gordon
will also grow our Intercity
Food Service Canadian
Packers Meat & Seafood
Specialty Companies
brand, reaching new audiences that may not be aware of the premium quality this
brand provides.” Plus, more investments will be made in
research and development.
But as Ransom stresses, everything moving forward
will continue to be to the benefit of Intercity’s customers.
“We have and always will take care of them first,” he
says. “It’s tough enough to run a restaurant under the
best circumstances, and today more than ever they need
a reliable supplier. We are indeed that.” WRN
wrn

WORKPLACE SAFETY
WORDS: RONDA PAYNE

F

or decades, bullying and harassment
were dismissed as commonplace.
Normal. Toughen-up was the term
of the century. Stop being so sensitive was
the solution.
Fortunately, that all changed. Parents
grew concerned about their children, and
that concern spread. Now, it’s unacceptable
for anyone to face bullying or harassment.
Unfortunately, pink shirts on anti-bullying
day aren’t enough to protect those in the
hospitality industry.
Barry Nakahara, senior manager, prevention field services with WorkSafeBC says

BULLYING AND HARASSMENT
WHETHER FROM CUSTOMERS, MANAGEMENT OR STAFF THIS IS AN ONGOING ISSUE IN RESTAURANTS.

WHAT MATTERS MOST IS HOW EMPLOYERS AND MANAGERS HANDLE IT
the key is to understand what
bullying and harassment look
like — and where it may occur
in the restaurant industry.
“Employers must have
policies and protocols in
place about how these issues
are managed in the workplace,” he says. “They also
are responsible for creating
an open environment when
people feel safe to bring
issues forward.”

Healthcare is the only sector
with more complaints.
“One of the trends we’re
seeing — particularly in the
restaurant and services industry — is that it when bullying
and harassment occur it’s
not just worker to worker, it
also means customer to
worker,” she explains. “We’re
Barry Nakahara,
seeing increased concerns
senior manager,
around that.”
prevention field services,
“Employers should give
WorkSafeBC
their workers de-escalation
INFORMATION IS POWER
training, including empowering them
WorkSafeBC has produced a number
with the skills to disengage and say, ‘I’m
of materials around bullying and
going to walk away and get my manager.”
harassment. Type “bullying” into the
“Build this into the policies and procesearch bar at worksafebc.com to find a
dures specific to your workplace,”
surprising volume of tools. These are
Berntson says. “We are experiencing
important resources according to
customers and clients calling us saying
Kira Berntson, manager, prevention
‘I witnessed this bullying or
field services with WorkSafeBC.
harassment.’ Make sure your
“The accommodation, food, and leisure
customers know they can
services sector — which includes restauhelp by reporting bullying and
rants — has the second highest number
harassment when they see it.”
of bullying and harassment complaints of
Fortunately, society is
the industries,” she says.
increasingly aware of what is
A complaint is when an employee has
acceptable behaviour and what
reported an incident to their employer
is not, leading to the increase in
but feels that it has not been dealt with.
customer calls.
wrn

WHEN THE CUSTOMER
IS NOT ALWAYS RIGHT
Bernston says customer bullying is
similar to co-worker bullying. It’s still a
matter of making it clear from the outset
that abuse of workers will not be tolerated.
Nakahara says setting expectations
with customers can include posting sigs
in a highly visible area that explains
that certain behaviours toward staff are
unacceptable. Some restaurants even use
a recorded on-hold phone message that
communicates the same.
Managers need to move servers from
problematic tables says Hassel Aviles,
executive director of Not 9 to 5, a nonprofit focused on supports for mental
health issues in hospitality. If customers
don’t comply, managers need to take the
steps of asking the customer to leave and
ensuring tips are dealt with appropriately
when tables are shuffled.
Nakahara agrees, stating
those on the front lines
in restaurants are often
entry-level individuals who
need more support.
Kira Berntson, manager,
prevention field services,
WorkSafeBC
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The key is to recognize it can be an
issue, and provide training and skills to
support staff in preventing bullying and
harassment, or if it does occur, prevent it
from escalating,” Nakahara says.

MENTAL HEALTH
CHALLENGES IN THE
INDUSTRY REMAIN HIGH

“In 2021, we asked our community
again about their mental health challenges
and the data shows us the rates remain
high,” she says.
Symptoms of anxiety were experienced
by 83 per cent of respondents, burnout
was an issue for 86 per cent and depression for 76 per cent. It’s not the glowing
picture those passionate about the industry want to see.

For those who still think restaurant bullying and harassment are the exception
rather than the rule, Aviles explains it’s
PREVENTION BEGINS
very common.
AT THE TOP
“The industry has traditionally been led
Berntson says leaders need to walk
with fear and authority… leaving folks
the restaurant, consider situations and
working in environments that lack physithink about what can be done to prevent
cal and psychological safeworkplace issues, or mitigate
ty,” she says. “The bullying
them quickly if they arise.
can be done by co-workers
“I think a lot of restaurant
or worse, by leaders.”
managers think they have to
She points to the normaldo this alone and they don’t.
ization of personalities like
They have a team,” she says.
Gordon Ramsay and his
Part of that team is Worktrauma tactics. Even preSafeBC. Dialing 1-888-621pandemic, a survey from
7233 will start access to the
Not 9 to 5 found 90 per cent
support team.
of respondents lived with Hassel Aviles,
Aviles adds that employers
mental health and substance executive director,
need to validate any experiNot 9 to 5
abuse challenges.
ence workers have.

“Owners can’t gaslight employee emotions,” she says. “Invest in a workplace
culture that fosters psychological safety
and the elimination of the unspoken culture of racism, homophobia, xenophobia,
sexism and general bigotry in restaurants,
bars and kitchens. It does no good for
anyone’s mental well-being.”
While excuses of not enough time, not
enough training and ‘it’s just a joke’ are
normalized, Aviles says management
needs to make it a priority to gain skills
and training to manage bullying and
harassment. She adds that employees are
more likely to engage in these behaviours
when they perceive the company accepts,
ignores or doesn’t care about it.
“Restaurants need to make clear to all
employees and managers that harassment
will not be tolerated,” notes Aviles.
Unfortunately, because management
can be a perpetrator, there needs to be a
reporting mechanism that takes that into
account; like the phone number for
WorkSafe.
It’s time to shine the light on bullying and
harassment. Everyone can play a part in
changing this destructive, common issue and
the time to make the change is now. WRN
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The 2022 Franchise Directory
A&W FOOD SERVICES OF CANADA INC.

BROWNS RESTAURANT GROUP

History & Plans: Established in 1957 with 807 properties in Canada;
Recent additions: 45 properties in 2020; Expansion Plans: Expected
to add 200 properties from now until 2020 in Vancouver, Calgary,
all of Ontario & Quebec; Franchise Costs: Initial Franchise Fee:
$55,000; Royalty Fee: 2.5%; Advertising Fee: 2.5%; Total Average
Investment: $900,000 - $1.3 million; Minimum Cash Required:
$350,000; Services:
Advertising/Marketing; Architectural/
Design; Architectural Assistance; Complete Turnkey Packages;
Field Support; Financial Assistance; Internet; Lease Negotiation;
Inspection System; Development & Design; Quality Assurance
Audits; Staff Training; Technical Services; Quality Control

History & Plans: Established in 2004 with 78 properties in Canada;
Recent additions: 5 properties in 2021; Expansion Plans: Expected
to add 4 properties in Saskatoon, Vernon, Lower Mainland of BC in
2022; Franchise Costs: Initial Franchise Fee: $50,000; Royalty
Fee: 6%; Advertising Fee: Zero; Total Average Investment:
$2,500,000 +/-; Minimum Cash Required: N/A; Services: Advertising/
Marketing; Architectural/Design; Architectural Assistance; Field Support;
Internet; Lease Negotiation; Inspection System; Development &
Design; Quality Assurance Audits; Group Savings; Staff Training;
Technical Services; Purchasing; Quality Control

171 W Esplanade #300, North Vancouver, BC V7M 3K9
Phone: (604) 988-2141, Fax: (604) 988-5531
www.awfranchise.ca
Contact: Andrés de Zulueta

BLANCO CANTINA

CAFÉ FRESH FRANCHISING CORP.

History & Plans: Established in 2015 with 5 properties in Canada;
Expansion Plans: Expected to add 1 - 5 properties in 2022 – 2026 in
ON & AB; Franchise Costs: Initial Franchise Fee: $60,000; Royalty Fee:
5%; Advertising Fee: 1%; Total Average Investment: $1M - $1.4M;
Minimum Cash Required: $400,000 - $580,000; Services: Advertising/
Marketing; Architectural/Design; Field Support; Lease Negotiation;
Central Purchasing; Development & Design; Quality Assurance
Audits; Staff Training; Technical Services; Purchasing; Quality Control

History & Plans: Established in 2008 with 7 properties in Canada; Recent
additions: 9 properties in 2021 and 2022; Expansion Plans: Expected to
add 12 properties per year in all provinces; Franchise Costs: Initial
Franchise Fee: $30,000; Royalty Fee: 6%; Advertising Fee: 1%; Total
Average Investment: $300,000; Minimum Cash Required: $150,000;
Services: Advertising/Marketing; Architectural/Design; Architectural
Assistance; Complete Turnkey Packages; Field Support; Financial
Assistance; Internet; Lease Negotiation; Central Purchasing; Inspection
System; Development & Design; Quality Assurance Audits; Group
Savings; Staff Training; Technical Services; Purchasing; Quality Control

199 Four Valley Drive, Vaughan, ON L4K 0B8
Phone: (905) 760-2244
franchising@recipeunlimited.com; www.recipefranchising.com
Contact: Laura Galle

BOOSTER JUICE (AW HOLDINGS CORP. FRANCHISOR)
#205, 8915-51 Ave., Edmonton, AB T6E 5J3
Phone: (780) 440-6770, Fax: (780) 699-7975
thengel@boosterjuice.com; www.boosterjuice.com
Contact: Tim Hengel, Director of Business Development

History & Plans: Established in 1999 with 328 properties in Canada;
Recent additions: in 2017 over 40 domestic locations to be added;
Expansion Plans: Expected to add 40-43 properties across Canada,
plus opening 5 International locations; Franchise Costs: Initial
Franchise Fee: $30,000; Royalty Fee: 6%; Advertising Fee: 3.5%; Total
Average Investment: 274,500 plus lease deposit; Minimum Cash
Required: $110,000 plus working capital and a net worth over
$400,000; Services: Advertising/Marketing; Architectural/Design;
Complete Turnkey Packages; Field Support; Financial Assistance;
Management; Internet; Lease Negotiation; Central Purchasing; Inspection System; Development & Design; Quality Assurance Audits; Group
Savings; Staff Training; Technical Services; Purchasing; Quality Control
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Crest Center, 8697 10th Ave., PO Box 51071, Burnaby, BC V3N 4A2
Phone: (604) 219-3325
jparker@freshrestaurants.com; www.freshrestaurants.com
Contact: Jeff Parker

CHICKEN DELIGHT OF CANADA LTD.

395 Berry Street, Winnipeg, MB R3J 1N6
Phone: (204) 885-7570
franchising@chickendelight.com; www.chickendelight.com
Contact: Nadine Cartman
History & Plans:Established in 1952 with 20 properties in Canada;
Recent additions: Minnedosa, MB in 2021; Expansion Plans: Expected
to add 1 property in 2022 in Manitoba; Franchise Costs: Initial
Franchise Fee: $20,000; Royalty Fee: 5%; Advertising Fee: 3% + 1%;
Total Average Investment: $430,000+; Minimum Cash Required:
$240,000+; Services:
Advertising/Marketing; Architectural/
Design; Architectural Assistance; Complete Turnkey Packages; Field
Support; Lease Negotiation; Central Purchasing; Inspection System;
Development & Design; Quality Assurance Audits; Group Savings;
Staff Training; Purchasing; Quality Control

BOSTON PIZZA INTERNATIONAL

CORA BREAKFAST AND LUNCH

History & Plans: Established in 1964 with 383 properties in Canada;
Recent additions: 2 properties in 2020; Franchise Costs: Initial
Franchise Fee: $60,000; Royalty Fee: 7%; Advertising Fee: 3%;
Total Average Investment: $1,500,000 - $2,700,000; Minimum
Cash Required: 35% of investment; Services: Advertising/Marketing;
Architectural/Design; Complete Turnkey Packages; Management; Lease
Negotiation; Central Purchasing; Inspection System; Development &
Design; Staff Training; Technical Services; Purchasing; Quality Control

History & Plans: Established in 1987 with 130 properties in Canada;
Recent additions: 2 properties in 2020, and 6 properties in 2019; Expansion
Plans: Expected to add properties throughout Canada; Franchise
Costs: Initial Franchise Fee: $45,000; Royalty Fee: 6%; Advertising Fee:
3%; Total Average Investment: $750,000; Minimum Cash Required:
$300,000; Services: Advertising/Marketing; Architectural/Design;
Architectural/Assistance; Field Support; Lease Negotiation; Development
& Design; Staff Training; Purchasing; Quality Control

100 – 10760 Shellbridge Way, Richmond, BC V6X 3H1
Phone: (604) 369-7677, Fax: N/A
gvozdanovicha@bostonpizza.com; www.bostonpizzafranchise.com
Contact: Andrea Gvozdanovich
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207A – 3540 West 41st Avenue, Vancouver, BC
Phone: (778) 980-2440
bfox@brownsrestaurantgroup.com;
www.brownsrestaurantgroup.com
Contact: Bruce Fox, EVP – Business Development

wrn

16 Sicard Street, Office 50, Sainte-Thérèse, Québec
Phone: 888-435-2426
lnormandin@chezcora.com
Contact: Lucie Normandin
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DAIRY QUEEN CANADA INC.

1111 International Blvd., 6th Floor, Burlington, ON L7L 6W1
Phone: (905) 637-4741, Fax: (905) 681-3623
tammie.verna@ldq.com; www.dq.ca
Contact: Tammie Verna
History & Plans: Established in 1940 with 675 properties in Canada;
Recent additions: 21 properties in 2016; Expansion Plans: Expected
to add 21 properties in 2017 all over Canada. Franchise Costs: Initial
Franchise Fee: $45,000; Royalty Fee: 4%; Advertising Fee: 5%; Total
Average Investment: $850,000 to $1,300,000; Minimum Cash
Required: $400,000; Services: Advertising/Marketing; Field Support;
Lease Negotiation; Development & Design; Staff Training; Purchasing

DON CHERRY’S SPORTS GRILL INC.

72 James Street, Parry Sound, ON P2A 1T5
Phone: (866) 821-0468, Fax: (705) 746-9587
chris@doncherrysportsgrill.com; www.doncherryssportsgrill.com
Contact: Chris Painter
History & Plans: Established in 2007 with 15 properties in Canada;
Recent additions: 3 properties in 2013; Expansion Plans: Expected to
add 7 properties in Kelowna, North Battleford, Paradise, Conception
Bay South. Franchise Costs: Initial Franchise Fee: Annual Membership
Fee; Royalty Fee: 0%; Advertising Fee: 0%; Total Average Investment:
$50,000 to $75,000; Minimum Cash Required: $50,000 to $75,000;
Services: Advertising/Marketing; Architectural/Design; Central
Purchasing; Group Savings; Staff Training; Purchasing

EAST SIDE MARIO’S

199 Four Valley Drive, Vaughan ON L4K 0B8
Phone: (905) 760-2244
franchising@recipeunlimited.com; www.recipefranchising.com
Contact: Laura Galle
History & Plans: Established in 1987 with 69 properties in Canada;
Recent additions: 1 property in 2020; Expansion Plans: Expected to
add 1-5 properties from 2022-2026 in AB, MB, ON,PEI; Franchise
Costs: Initial Franchise Fee: $60,000; Royalty Fee: 5%; Advertising Fee:
3%; Total Average Investment: $1,300,000 - $1,600,000; Minimum
Cash Required: $600,000 - $700,000; Services: Advertising/Marketing;
Architectural/Design; Field Support; Lease Negotiation; Central
Purchasing; Development & Design; Quality Assurance Audits; Staff
Training; Technical Services; Purchasing; Quality Control

EDO JAPAN

Calgary Head Office
Phone: (403) 215-8822
terry@edojapan.com; www.edojapan.com
Contact: Terry Foster
History & Plans: Established in 1979 with 159 properties in Canada;
Recent additions: 14 properties in 2021; Expansion Plans: Expected to add 25 properties in 2022 in AB, BC, SK, ON; Franchise Costs:
Initial Franchise Fee: $35,000; Royalty Fee: 6%; Advertising Fee: 3%;
Total Average Investment: $575,000; Minimum Cash Required:
$240,000; Services: Advertising/Marketing; Architectural/Design;
Complete Turnkey Packages; Field Support; Lease Negotiation;
Central Purchasing; Development & Design; Quality Assurance
Audits; Staff Training; Purchasing; Quality Control

FAMOSO ITALIAN PIZZERIA + BAR

401 – 1901 Rosser Ave.
Phone: (604) 637-7272, Fax: (604) 637-8874
partner@famoso.ca; www.famoso.ca
Contact: Famoso Franchising Dept.
History & Plans: Established in 2007 with 33 properties in Canada;
Recent additions: Mississauga, Abbotsford, Camrose in 2021 &
2022; Expansion Plans: Expected to add 8+ properties in 2022 in
Guelph, Oakville, Ladner, Mission, M. Ridge, Sechelt, Courtenay;
Franchise Costs: Initial Franchise Fee: $45,000; Royalty Fee: 6%;
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Advertising Fee: 3%;
Total Average Investment: $400,000 $700,000; Minimum Cash Required: $200,000 - $350,000; Services:
Advertising/Marketing; Architectural/Design; Complete Turnkey
Packages; Field Support; Lease Negotiation; Central Purchasing;
Inspection System; Development & Design; Quality Assurance
Audits; Staff Training; Technical Services; Purchasing; Quality Control

FATBURGER CANADA

401 – 1901 Rosser Avenue, Burnaby BC V5C 6R6
Phone: (604) 637-7272, Fax: (604) 637-8874
franchise@fatburgercanada.com; www.fatburgercanada.com
History & Plans: Established in 1952 with 61 properties in Canada;
Recent additions: 9 properties in 2019/2020; Expansion Plans:
Expected to add 6 properties in 2020 throughout Western Canada;
Franchise Costs: Franchise Costs: Initial Franchise Fee: $50,000;
Royalty Fee: 6%; Advertising Fee: 3%; Total Average Investment:
$425,000 - $525,000; Minimum Cash Required: $250,000; Services:
Advertising/Marketing; Architectural/Design; Complete Turnkey
Packages; Field Support; Lease Negotiation; Central Purchasing;
Development & Design; Quality Assurance Audits; Group Savings;
Staff Training; Purchasing; Quality Control

FIRECRUST CUSTOMS SALADS + PIZZA

106-19353 22nd Ave., Surrey, BC V3Z 3S6
Phone: (778) 545-0233
franchising@firecrustpizzeria.com; www.firecrustpizzeria.com
Contact: Carmen Vogel - Marketing Brand Manager
History & Plans: Established in 2014 with 4 properties in Canada;
Recent additions: Langley in 2018; Expansion Plans: Expected to add
2 properties in 2022 in Surrey, Abbotsford; Franchise Costs: Initial
Franchise Fee: $30,000; Royalty Fee: 6%; Advertising Fee: 3%; Total
Average Investment: $324,000 - $594,000; Minimum Cash Required:
$100,000; Services: Advertising/Marketing; Architectural/Design;
Field Support; Central Purchasing; Development & Design; Quality
Assurance Audits; Staff Training; Purchasing; Quality Control

GOOD EARTH COFFEEHOUSE

4020 7TH Street SE, Calgary AB
Phone: (403) 294-9330
franchise@goodearthcoffeehouse.com; www.goodearthcoffeehouse.com
Contact: Nan Eskenazi
History & Plans: Established in 1991 with 50 properties in Canada;
Recent additions: 3 properties in 2022; Expansion Plans: Expected
to add 10-12 properties in 2022-2024 in Toronto and GTA, Victoria,
Calgary, Winnipeg; Franchise Costs: Initial Franchise Fee: $35,000;
Royalty Fee: 7%; Advertising Fee: 3%; Total Average Investment:
$395,000 - $595,000; Minimum Cash Required: 50% of total investment; Services: Advertising/Marketing; Architectural/Design;
Field Support; Lease Negotiation; Development & Design; Quality
Assurance Audits; Group Savings; Staff Training; Technical Services;
Purchasing; Quality Control

HARVEY’S

199 Four Valley Drive, Vaughan ON L4K 0B8
Phone: (905) 760-2244
franchising@recipeunlimited.com; www.recipefranchising.com
Contact: Laura Galle
History & Plans: Established in 1959 with 289 properties in Canada;
Recent additions: 4 properties in 2021; Expansion Plans: Expected
to add 5-10 properties from 2022-2026 in ON, AB, BC, SK, MB, QC,
NB, NS, PEI, NL; Franchise Costs: Initial Franchise Fee: $25,000;
Royalty Fee: 5%; Advertising Fee: 4%; Total Average Investment:
$500,000 - $1,000,000; Minimum Cash Required: $200,000
- $400,000; Services: Advertising/Marketing; Architectural/
Design; Field Support; Lease Negotiation; Central Purchasing;
Development & Design; Quality Assurance Audits; Staff Training;
Technical Services; Purchasing; Quality Control
wrn

JOEY’S FISH SHACK

MCDONALD’S RESTAURANTS OF CANADA

History & Plans: Established in 2020 with 8 properties in Canada;
Recent additions: 4 properties in 2020 & 2021; Expansion Plans:
Expected to add 8 properties in 2022 in Calgary, Thunder Bay,
Prince George, Edmonton, Regina, Fort MacLeod, Lloydminster,
Brantford; Franchise Costs: Initial Franchise Fee: $25,000; Royalty
Fee: 3%; Advertising Fee: 3%; Total Average Investment:
$350,000; Minimum Cash Required: N/A; Services: Advertising/
Marketing; Architectural/Design; Architectural
Assistance;
Complete Turnkey Packages; Field Support; Management;
Internet; Lease Negotiation; Central Purchasing; Inspection System;
Development & Design; Quality Assurance Audits; Group Savings;
Staff Training; Technical Services; Purchasing; Quality Control

History & Plans: Established in 1967 with 1450 properties in Canada;
Franchise Costs: Initial Franchise Fee: $45,000; Royalty Fee: No;
Advertising Fee: 4% of gross sales; Total Average Investment:
varies; Minimum Cash Required: $800,000; Services: Advertising/
Marketing; Field Support; Central Purchasing; Development & Design

3048 9th Street SE Calgary, AB
Phone: (250) 862-6283, Fax: (403) 243-8989
dave@joeys.ca; www.joeysfishshack.ca/
Contact: Dave Mossey

JUGO JUICE

A4 – 416 Meridian Road SE, Calgary, AB T2A 1X2
Phone: (403) 542-6328, Fax: (403) 207-5857
ross@mtygroup.com; www.jugojuice.com
Contact: Ross Winter
History & Plans: Established in 1998 with 135 properties in Canada;
Recent additions: 6 properties in 2018; Expansion Plans: Expected
to add 12 properties in 2019 in ON/SK/AB/BC; Franchise Costs:
Initial Franchise Fee: $25,000; Royalty Fee: 6%; Advertising Fee:
4%; Total Average Investment: $300,000-$340,000; Minimum
Cash Required: 50% of the franchise cost; Services: Advertising/
Marketing; Architectural/Design; Architectural
Assistance;
Complete Turnkey Package; Field Support; Management: Internet;
Lease Negotiation; Central Purchasing; Inspection System;
Development & Design; Quality Assurance Audits; Group Savings;
Staff Training; Technical Services; Purchasing; Quality Control

KELSEY’S

199 Four Valley Drive, Vaughan ON L4K 0B8
Phone: (905) 760-2244
franchising@recipeunlimited.com; www.recipefranchising.com
Contact: Laura Galle
History & Plans: Established in 1978 with 67 properties in Canada;
Recent additions: 1 property in 2021; Expansion Plans: Expected
to add 1-5 properties from 2022-2026 in NB, ON, NS, PEI; Franchise
Costs: Initial Franchise Fee: $60,000; Royalty Fee: 5%; Advertising
Fee: 3%; Total Average Investment: $1,300,000 - $1,600,000;
Minimum Cash Required: $600,000 - $700,000; Services:
Advertising/ Marketing; Architectural/Design; Field Support;
Lease Negotiation; Central Purchasing; Development & Design;
Quality Assurance Audits; Staff Training; Technical Services;
Purchasing; Quality Control

LOADED PIEROGI FRANCHISING INC.

4400 Still Creek Drive, Burnaby, BC
Phone: (604) 293-4881
erinn.toomer@ca.mcd.com; www.mcdonalds.ca
Contact: Erinn Toomer

MELTWICH FOOD CO.
franchise@meltwich.com
Contact: Ryan Hillis

Since opening in 2015, Meltwich Food Co has turned into
the fastest growing grilled cheese chain in the world! Our
franchise partners benefit from a proven business model,
comprehensive marketing and training support. Meltwich
Food Co offers a 100% Halal model, as well as our traditional
layouts for our franchise partners. Come and join the fastest
growing grilled cheese chain in the world!
History & Plans: Established in 2015 with 135 locations in
Canada. Franchise Costs: Initial Franchise Fees $30,000 Royalty
Fee: 6% Advertising Fee 2% Total Average Investment:
$325,000-350,000 Minimum Cash Required: $75,000-$90,000;
Services: Architectural/Design, Complete Turnkey Packages,
Lease Negotiation, Exclusive AAA Real Estate Available, Comprehensive Marketing/Advertising, Complete Training Program,
Ongoing Support, Negotiated Rates for Third Party Platforms

MONTANA’S

199 Four Valley Drive, Vaughan ON L4K 0B8
Phone: (905) 760-2244
franchising@recipeunlimited.com; www.recipefranchising.com
Contact: Laura Galle
History & Plans: Established in 1995 with 99 properties in Canada;
Expansion Plans: Expected to add 1-5 properties from 2022-2026
in BC, SK, YT, ON, AB, NWT, MB; Franchise Costs: Initial Franchise
Fee: $60,000; Royalty Fee: 5%; Advertising Fee: 3%; Total Average
Investment: $1,400,000 - $1,800,000; Minimum Cash Required:
$500,000 - $700,000; Services: Advertising/Marketing; Architectural/
Design; Field Support; Lease Negotiation; Central Purchasing;
Development & Design; Quality Assurance Audits; Staff Training;
Technical Services; Purchasing; Quality Control

1058 Gerrard Street East
Phone: (416) 528 0452
franchise@loadedpierogi.com;
www.loadedpierogi.com
Contact: Bryan Burke

MR. MIKES STEAKHOUSECASUAL

History & Plans: Established in 2014 with 9 properties in Canada;
Recent additions: 2 properties in 2021; Expansion Expected to add
2 more units in 2021 in Charlottetown, Edmonton; Franchise Costs:
Initial Franchise Fee: $25,000; Royalty Fee: 5%; Advertising Fee:
2%; Total Average Investment: $275,000 - $300,000; Minimum
Cash Required: less than $25,000; Services: Advertising/Marketing;
Architectural/Design; Architectural Assistance; Complete Turnkey
Packages; Field Support; Financial Assistance; Management; Lease
Negotiation; Central Purchasing; Inspection System; Development
& Design; Quality Assurance Audits; Group Savings; Staff Training;
Technical Services; Purchasing; Quality Control

History & Plans: Established in 1960 with 47 properties in Canada;
Recent additions: 5 properties in 2019; Expansion Plans: Expected
to add 10 properties in 2020 in Alberta, Saskatchewan, Manitoba,
Ontario; Franchise Costs: Initial Franchise Fee: $50,000; Royalty
Fee: 6%; Advertising Fee: 2%; Total Average Investment: $1,600,000
to $1,800,000; Minimum Cash Required: $600,000-$750,000;
Services: Advertising/Marketing; Architectural/Design; Architectural
Assistance; Field Support; Financial Assistance; Management; Internet;
Lease Negotiation; Central Purchasing; Inspection System; Development & Design; Quality Assurance Audits; Staff Training; Group
Savings; Technical Services; Purchasing; Quality Control
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#100 – 3700 North Fraser Way, Burnaby, BC V5J 5H4
Phone: (604) 536-4111, Fax: (604) 439-7367
rvillalpando@rammp.net; www.mrmikes.ca or www.rammp.net
Contact: Rick Villalpando, SVP Business Development
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199 Four Valley Drive, Vaughan ON L4K 0B8
Contact: Laura Galle — Phone: (905) 760-2244
franchising@recipeunlimited.com;
www.recipefranchising.com
History & Plans: Established in 1983 with 128 properties in Canada;
Recent additions: 2 properties in 2021; Expansion Plans: Expected to
add 1-5 properties from 2022-2026 in ON, AB, SK, MB, NB, NS, PEI,
NL; Franchise Costs: Initial Franchise Fee: $30,000; Royalty Fee: 6%;
Advertising Fee: 2%; Total Average Investment: $230,000 - $350,000;
Minimum Cash Required: $100,000 - $140,000; Services: Advertising/
Marketing; Architectural/Design; Field Support; Lease Negotiation;
Central Purchasing; Development & Design; Quality Assurance
Audits; Staff Training; Technical Services; Purchasing; Quality Control

OEB BREAKFAST CO.

PUR & SIMPLE

ORIGINAL JOE’S

199 Four Valley Drive, Vaughan ON L4K 0B8
Phone: (905) 760-2244
franchising@recipeunlimited.com;
www.recipefranchising.com
Contact: Laura Galle
History & Plans: Established in 1997 with 57 properties in Canada;
Expansion Plans: Expected to add 1-5 properties from 2022-2026
in AB, BC, MB, SK, NWT; Franchise Costs: Initial Franchise Fee:
$60,000; Royalty Fee: 5%; Advertising Fee: 2%; Total Average
Investment: $1,400,000 - $1,700,000; Minimum Cash Required:
$550,000 - $700,000; Services: Advertising/Marketing; Architectural/
Design; Field Support; Lease Negotiation; Central Purchasing;
Development & Design; Quality Assurance Audits; Staff Training;
Technical Services; Purchasing; Quality Control

PITA PIT CANADA

History & Plans: Established in 2009 with 11 properties in Canada;
Recent additions: 3 properties in 2021-2022; Expansion Plans:
Expected to add 5 properties from 2022 in New Port Beach, CA,
Toronto, West Vancouver, Winnipeg, & Edmonton; Franchise
Costs: Initial Franchise Fee: N/A; Royalty Fee: N/A; Advertising
Fee: N/A; Total Average Investment: N/A; Minimum Cash
Required: N/A; Services: Advertising/Marketing; Architectural/
Design; Architectural Assistance; Lease Negotiation; Development
& Design; Staff Training; Technical Services; Purchasing; Quality
Control

History & Plans: Established in 1995 with 223 properties in Canada;
Expansion Plans: Expected to add in Alberta, British Columbia,
Manitoba, New Brunswick, Newfoundland/Labrador, Northwest
Territory, Nova Scotia, Nunavut, Ontario, Prince Edward Island,
Quebec, Saskatchewan, Yukon Territory; Franchise Costs: Initial
Franchise Fee: $20,000 plus tax; Royalty Fee: 5%; Advertising Fee:
1%; Total Average Investment: $350,000 approx; Minimum Cash
Required: $115,000; Services: Advertising/Marketing; Architectural/
Design; Architectural Assistance; Field Support; Lease Negotiation;
Development & Design; Quality Assurance Audits; Group Savings;
Staff Training; Technical Services; Quality Control

11 Princess Street, Kingston, ON K7L 1B9
Phone: (613) 546-4494 ext.0134
development@pitapit.com; franchise.pitapit.ca
Contact: Melanie D’Aloisio

Embracing its Canadian roots alongside its Greek heritage
has been the catalyst for OPA!’s expansion and continued
growth with restaurants from Vancouver Island to Ontario,
OPA!’s tried-and-true Greek concept has empowered countless
entrepreneurs who share the brand’s passion for fresh, quality
food and an exceptional customer experience.
History & Plans: Established in 1998 with 102 properties in
Canada; Expansion Plans: Expected to add 12 properties in
2022 Canada Nationwide; Franchise Costs: Initial Franchise
Fee: $25,000; Royalty Fee: 6%; Advertising Fee: 3%; Total
Average Investment: $460,000 to $570,000; Minimum
Cash Required: $180,000; Services: Advertising/Marketing;
Architectural/Design; Complete Turnkey Packages; Field
Support; Lease Negotiation; Central Purchasing; Inspection
System; Development & Design; Quality Assurance
Audits; Group Savings; Staff Training; Technical Services;
Purchasing; Quality Control
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RICKY’S ALL DAY GRILL

History & Plans: Established in 1962 with 68 properties in Canada;
Recent Additions: Brooks, Edmonton, Abbotsford & Cochrane in
2021 & 2022; Expansion Plans: Expected to add 5+ properties in
2022 in Terrace, Osoyoos, Dawson Creek, Fort St. John, Whitecourt;
Franchise Costs: Initial Franchise Fee: $45,000; Royalty Fee: 5%;
Advertising Fee: 3%;
Total Average Investment: $650,000$900,000; Minimum Cash Required: $250,000; Services: Advertising/
Marketing; Architectural/Design; Complete Turnkey Packages;
Field Support; Lease Negotiation; Central Purchasing; Inspection
System; Development & Design; Quality Assurance Audits; Staff
Training; Technical Services; Purchasing; Quality Control

ROCK CREEK FRANCHISING INC.

PIZZA HOTLINE

7235 Flint Road SE, Calgary, AB T2H 1G2
Phone: (403) 984-9745, Fax: (403) 271-4236
sterrazas@opasouvlaki.ca;
www.opasouvlaki.ca
Contact: Sergio Terrazas

History & Plans: Established in 2016 with 35 properties in Canada;
Recent Additions: 15 properties in 2021; Expansion Plans: Expected
to add 50 properties in 2025 Canada wide; Franchise Costs: Initial
Franchise Fee: $35,000; Royalty Fee: 5%; Advertising Fee: 3%;
Total Average Investment: $850,000; Minimum Cash Required:
$350,000 - $400,000; Services: Complete Turnkey Packages

401 – 1901 Rosser Avenue
Phone: (604) 637-7272, Fax: (604) 637-8874
franchising@rickysr.com;
www.rickysfranchise.com
Contact: Ricky’s Franchising Department

Suite 200 10646 – 178th St., Edmonton, AB T5S 1H4
Phone: (306) 527-6629
teale@eatoeb.com or aprilmarie@eatoeb.com;
www.eatoeb.com
Contact: Teale Orban & April-Marie McHardy

OPA! SOUVLAKI FRANCHISE GROUP INC.
O/A OPA! OF GREECE

2035 Côte-de-Liesse, Suite 207,
Saint-Laurent QC H4N 2M5
Phone: (416) 931-8090
sean@eatitbrands.com;
www.pursimple.com
Contact: Sean Sarrami

5-823 Corydon Ave.
Phone: (204) 582-0124
franchise@pizzahotline.ca; www.pizzahotline.ca
Contact: Antonio Cianflone

3438 Rideout Bay
Phone: (306) 581-9319
str@accesscomm.ca;
www.rockcreekgrill.com or www.rocktavern.ca
Contact: Stu Rathwell

History & Plans:Established in 1986 with 24 properties in Canada;
Recent Additions: 2 properties in 2022; Expansion Plans: Expected
to 50+ in 2024 in Western Canada; Franchise Costs: Initial
Franchise Fee: $30,000; Royalty Fee: 6%; Advertising Fee: 6%; Total
Average Investment: $350,000 - $450,000; Minimum Cash
Required: $60,000; Services: Advertising/Marketing; Architectural/
Design; Architectural Assistance; Complete Turnkey Packages;
Field Support; Internet; Lease Negotiation; Central Purchasing;
Inspection System; Development & Design; Quality Assurance
Audits; Group Savings; Staff Training; Technical Services; Purchasing;
Quality Control

History & Plans: Established in 2006 with 5 properties in Canada;
Recent additions: 1 property in 2021; Expansion Plans: Expected
to add 3 properties in 2024, All of SK, AB, MB, BC, ON; Franchise
Costs: Initial Franchise Fee: $30,000; Royalty Fee: 3%; Advertising
Fee: 5%; Total Average Investment: $250,000 - $500,000;
Minimum Cash Required: $100,000; Services: Advertising/
Marketing; Architectural/Design; Architectural Assistance; Field
Support; Internet; Lease Negotiation; Central Purchasing;
Development & Design; Quality Assurance Audits; Group Savings; Staff Training; Purchasing; Quality Control

SAWMILL PRIME RIB & STEAK HOUSE /
THE MILL CRAFT BAR & KITCHEN

PIZZA PIZZA LIMITED

500 Kipling Avenue, Toronto, ON M8Z 5E5
Phone: (416) 917-8646
gmandaliya@pizzapizza.ca; www.pizzapizza.ca/franchising
Contact: Gwenlyn Mandaliya
History & Plans: Established in 1967 with 439 Trad properties in
Canada; Recent Additions: 23 properties in 2021; Expansion
Plans: Expected to add 36 properties in 2022 in BC, NFL, NB &
QC; Franchise Costs: Initial Franchise Fee: $30,000; Royalty Fee:
6%; Advertising Fee: 6%; Total Average Investment: $400,000;
Minimum Cash Required: $150,000 - $200,000; Services: Advertising/
Marketing; Architectural/Design; Architectural Assistance; Complete
Turnkey Packages; Field Support; Financial Assistance; Management; Lease Negotiation; Central Purchasing; Inspection System;
Development & Design; Quality Assurance Audits; Group Savings;
Staff Training; Purchasing; Quality Control
wrn

4810 Calgary Trail South,
Edmonton, AB T6H 5H5
Phone: (780) 463-4499 ext.246, Fax: (780) 463-4240
lmccullough@sawmill.ca;
wwwsawmill.ca
Contact: Len McCullough, Director of Operations
History & Plans: Established in 1976 with 8 properties in Canada;
Recent additions: 3 properties in 2021: Expansion Plans: Expected
to add 2 properties in 2022/2023 in AB, BC, SK; Franchise Costs:
Initial Franchise Fee: $50,000; Royalty Fee: 5%; Advertising Fee: 2%;
Total Average Investment: $500,000; Minimum Cash Required:
N/A; Services: Advertising/Marketing; Architectural/Design; Field
Support; Lease Negotiation; Central Purchasing; Development &
Design; Quality Assurance Audits; Group Savings; Staff Training;
Technical Services; Purchasing; Quality Control
wrn

SMITTY’S CANADA INC.
500, 501 – 18th Avenue SW,
Calgary, AB T2S 0C7
Phone: (905) 441-2055
www.smittys.ca
Contact: Roger Aube

History & Plans: Established in 1960 with 82 properties in
Canada; Recent additions: Kelowna in 2020: Expansion
Plans: Expected to add 3 properties in 2020 in Alberta &
Manitoba; Franchise Costs: Initial Franchise Fee: $40,000;
Royalty Fee: 5%; Advertising Fee: 3%; Total Average
Investment: $350,000 - $1,100,00: Minimum Cash Required:
$250,000 - $400,000; Services: Advertising/Marketing;
Architectural/Design; Architectural Assistance; Field Support;
Lease Negotiation; Central Purchasing; Development &
Design; Quality Assurance Audits; Group Savings; Staff
Training; Purchasing; Quality Control

ST. LOUIS BAR AND GRILL
2040 Yonge Street
Phone: (416) 485-1094 ext.241
shweta@stlouisfranchise.com;
www.stlouiswings.com/
Contact: Shweta Tiwarri

History & Plans: Established in 1992 with 75 properties in Canada;
Recent additions: 5 properties in 2020-2021: Expansion Plans:
Expected to add 30 properties in 2023 in Winnipeg, Edmonton,
Calgary, Saint John (NB), St. John’s (NL), PEI, Abbotsford, Langley;
Franchise Costs: Initial Franchise Fee: $45,000; Royalty Fee: 6%;
Advertising Fee: 2%; Total Average Investment: $500,000
- $1,000,000; Minimum Cash Required: $350,000 - $400,000;
Services: Advertising/Marketing; Architectural/Design; Architectural
Assistance; Complete Turnkey Packages; Field Support; Financial
Assistance; Management; Internet; Lease Negotiation; Central
Purchasing; Inspection System; Development & Design; Quality
Assurance Audits; Group Savings; Staff Training; Technical Services;
Purchasing; Quality Control

STATE & MAIN

199 Four Valley Drive,
Vaughan ON L4K 0B8
Phone: (905) 760-2244
franchising@recipeunlimited.com;
www.recipefranchising.com
Contact: Laura Galle
History & Plans: Established in 2012 with 25 properties in Canada;
Expansion Plans: Expected to add 1-5 properties from 2022-2026
in ON, AB, NB, NS, PEI, NL; Franchise Costs: Initial Franchise Fee:
$60,000; Royalty Fee: 5%; Advertising Fee: 2%; Total Average
Investment: $1,400,000 - $1,700,000; Minimum Cash Required:
$550,000 - $700,000; Services: Advertising/Marketing; Architectural/
Design; Field Support; Lease Negotiation; Central Purchasing;
Development & Design; Quality Assurance Audits; Staff Training;
Technical Services; Purchasing; Quality Control
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STREATS KITCHEN

3048 9th Street SE Calgary, AB
Phone: (250) 862-6283, Fax: (403) 243-8989
dave@joeys.ca;
www.streats.ca/
Contact: Dave Mossey
History & Plans:: Established in 2017 with 6 properties in Canada;
Recent additions: 5 properties in 2020 & 2021; Expansion Plans:
Expected to add 8 properties in 2022 in Calgary, Thunder Bay,
Prince George, Edmonton, Regina, Brantford, Hamilton & St.
Catharines; Franchise Costs: Initial Franchise Fee: $25,000; Royalty
Fee: 3%; Advertising Fee: 3%; Total Average Investment:
$350,000; Minimum Cash Required: N/A; Services: Advertising/
Marketing; Architectural/Design; Architectural Assistance; Complete
Turnkey Packages; Field Support; Management; Internet; Lease
Negotiation; Central Purchasing; Inspection System; Development
& Design; Quality Assurance Audits; Group Savings; Staff Training;
Technical Services; Purchasing; Quality Control

SWISS CHALET

199 Four Valley Drive, Vaughan ON L4K 0B8
Phone: (905) 760-2244
franchising@recipeunlimited.com;
www.recipefranchising.com
Contact: Laura Galle
History & Plans: Established in 1954 with 193 properties in Canada;
Recent additions: 2 properties in 2021; Expansion Plans: Expected
to add 1-5 properties from 2022-2026 in ON, AB, NB, NS, PEI, NL;
Franchise Costs: Initial Franchise Fee: $60,000; Royalty Fee: 5%;
Advertising Fee: 4%;
Total Average Investment: $1,100,000 $1,400,000; Minimum Cash Required: $600,000 - $750,000;
Services: Advertising/Marketing; Architectural/Design; Field
Support; Lease Negotiation; Central Purchasing; Development
& Design; Quality Assurance Audits; Staff Training; Technical
Services; Purchasing; Quality Control

THE BURGER’S PRIEST

199 Four Valley Drive, Vaughan ON L4K 0B8
Phone: (905) 760-2244
franchising@recipeunlimited.com;
www.recipefranchising.com
Contact: Laura Galle
History & Plans: Established in 2010 with 27 properties in Canada;
Recent additions: 1 property in 2021; Expansion Plans: Expected
to add 1-5 properties from 2022-2026 in ON, BC, AB, NB, NS, PEI,
NL; Franchise Costs: Initial Franchise Fee: $25,000; Royalty
Fee: 5%; Advertising Fee: 2%; Total Average Investment: $365,000
- $665,000; Minimum Cash Required: $146,000 - $266,000;
Services: Advertising/Marketing; Architectural/Design; Field
Support; Lease Negotiation; Central Purchasing; Development
& Design; Quality Assurance Audits; Staff Training; Technical
Services; Purchasing; Quality Control

THE GREAT CANADIAN BAGEL, LTD.

Pizza Pizza Continues Strong
Growth in the West

THE WENDY’S COMPANY

One Dave Thomas Blvd,
P.O. Box 256, Dublin OH 43017 USA
Phone: (416) 571-7207,
Fax: (614) 764-6894
steven_mcanulty@wendys.com;
www.wendys.com/franchising
Contact: Steven McAnulty
Wendy’s is seeking experienced multi-unit operators and
people who are passionate about serving fresh, craveable
food, while providing an exceptional customer experience.
History & Plans: Established in 1969 with 400+ properties in
Canada; Recent additions: 16 restaurants in 2021; Expansion
plans: Expected to add properties in BC, AB, SK, MB, ON, QC,
NB, NS, NL; Franchise Costs: Initial franchise fee $50,000;
Royalty Fee: 4%; Advertising Fee: 4%; Total Average Investment: $546,100 - $2,000,000; Minimum Cash Required:
$500,000; Services: Advertising/Marketing; Architectural/
Design; Field Support; Lease Negotiation; Central Purchasing;
Development & Design; Quality Assurance Audits; Staff
Training; Technical Services; Purchasing; Quality Control.

TRIPLE O’S

200 – 8223 Sherbrooke Street, Vancouver BC V5X 4E2
Phone: (604) 326-6701 Contact: Karen Dosen
franchise-info@tripleos.com; www.tripleos.com
History & Plans: Established in 1997 with 70 properties in Canada;
Expansion Plans: Expected to add properties in BC, Alberta, Ontario;
Franchise Costs: Initial Franchise Fee: $40,000; Royalty Fee: 6%;
Advertising Fee: 2%; Total Average Investment: $900,000; Minimum
Cash Required: 40% of initial investment unencumbered; Services:
Advertising/Marketing; Architectural/Design; Field Support; Lease
Negotiation; Central Purchasing; Inspection System; Quality Assurance
Audits; Group Savings; Staff Training; Purchasing; Quality Control

WOK BOX

106-19353 22nd Ave., Surrey, BC V3Z 3S6
Phone: (778) 545-0233
franchising@wokbox.ca www.wokbox.ca
Contact: Carmen Vogel - Marketing Brand Manager
History & Plans: Established in 2004 with 55 properties in Canada;
Recent additions: 4 properties in 2021; Expansion Plans: Expected
to add 6-8 properties in 2022 in Fort St. John, Winnipeg, Waterloo,
Dawson Creek, Hamilton, Prince George; Franchise Costs: Initial
Franchise Fee: $30,000; Royalty Fee: 6%; Advertising Fee: 3%; Total
Average Investment: $324,000 - $594,000; Minimum Cash Required:
$120,000; Services: Advertising/Marketing; Architectural/Design;
Field Support; Central Purchasing; Development & Design; Quality
Assurance Audits; Staff Training; Purchasing; Quality Control

YOGEN FRUZ CANADA INC.

P.O. Box 12053 Creditview
Phone: (905) 566-1903 ext.4, Fax: (905) 566-1402
edk@greatcanadianbagel.com; www.greatcanadianbagel.com
Contact: Ed Kwiatkowski, President

210 Shields Court, Markham
Phone: (905) 479-8762 x358, Fax: (905) 479-5235
irena@yogenfruz.com; www.yogenfruz.com
Contact: Irena Rakhamimov

History & Plans: Established in 1993 with 20 properties in Canada;
Expansion Plans: Expected to add 5 properties next 1-2 years in
Saskatoon/Regina; Franchise Costs: Initial Franchise Fee: $30,000;
Royalty Fee: 6%; Advertising Fee: 1.5%; Total Average Investment:
$250,000 - $300,000; Minimum Cash Required: $150,000 $200,000; Services: Advertising/Marketing; Architectural/Design;
Internet; Lease Negotiation; Central Purchasing; Inspection
System; Development & Design; Quality Assurance Audits; Group
Savings; Staff Training; Purchasing; Quality Control

History & Plans: Established in 1986 with 1,450 properties in Canada/
Worldwide; Recent additions: 2019; Expansion Plans: Expected to
add many in 2020 throughout Canada & worldwide; Franchise Costs:
Initial Franchise Fee: $25,000; Royalty Fee: 6%; Advertising Fee: 3%;
Total Average Investment: $150,000 - $300,000; Minimum Cash
Required: $75,000 - $150,000; Services: Advertising/Marketing;
Architectural/Design; Architectural Assistance; Complete Turnkey
Packages; Field Support; Internet; Lease Negotiation; Central Purchasing;
Inspection System; Development & Design; Quality Assurance Audits;
Staff Training; Technical Services; Purchasing; Quality Control
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or more than 50 years, Pizza Pizza Limited has been guided
by a vision of “Always the best food, made especially for
you”, with a focus on quality ingredients, customer service,
continuous innovation, and community involvement.
The first Pizza Pizza opened in 1967 as a small takeout and
delivery restaurant. With more than 730 locations across Canada,
the company is Canada’s pizza pioneer and a quick-service
restaurant leader, operating two banners — Pizza Pizza and
Pizza 73 – that deliver quality food choices, diverse menus and
exciting promotions for all tastes, lifestyles, and budgets.
For Agum Bhagria, who opened a Pizza Pizza outlet in
Winnipeg in 2009, the franchisor’s aggressive marketing
strategy gave him the assurance he needed to get started.
Pizza Pizza, as it does any time it enters a market, mounted a
marketing blitz, including direct mail, TV and radio, to build
brand awareness quickly.
“It’s incredible,” says Bhagria, who also has been a franchisee
for other food brands. “I’ve never had ad support like
this before.” He says his store has been far busier than his
past franchises, which he attributes to Pizza Pizza’s aggressive
and innovative marketing. For instance, his regional operations
manager helped Bhagria break into a lucrative nearby market
at the University of Manitoba by partnering with the student
council and residences.
Pizza Pizza has a community-focused marketing strategy
that leverages local events and sponsorships to raise brand
awareness and ingratiate itself with the community: there are
now 12 locations in the Winnipeg market, a sure testament to
the success of this strategy.
Pizza Pizza offers franchisees with the support needed to
succeed. There is comprehensive training, a huge support team,
and a beloved brand with a recipe for success.
The Pizza Pizza marketing team takes care of brand and
promotional advertising for digital/social media, print, mail, out of
home, and more. The franchise development team includes real
estate professionals, data analysts, design, and construction experts
and more, who work together to select an ideal site, negotiate
leases and get locations ready for business. The company’s training
team fully prepares franchisees on the business and operational
details with a nine weeks training program so they can open their
restaurant on day one feeling confident and in control.
Support for franchisees goes further with a central commissary
where only the freshest and finest ingredients are cut, measured,
and packed in a variety of serving sizes to your location. Supply
needs are automatically calculated through the company’s
online system based on a location’s usage to make filling out
orders easy. Pre-portioned, high-quality ingredients are then
delivered as needed multiple times each week.
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Agum Bhagaria
Store - 450
Winnipeg, MB

Menu innovation is a big part of Pizza Pizza’s success. The
diverse menu includes alternative crusts, plant-based options,
salads, chicken, and panzerottis. There is even an exclusive loyalty
program to keep customers coming back. The company operates
the Slices for Smiles Foundation and has a strong corporate
commitment to sustainability and the environment. WRN

If you’re looking at starting a Pizza Pizza
franchise, here’s a preliminary checklist to get
an idea of what you’ll need:
Minimum $150,000 for the initial investment
Minimum $250,000 net worth
Intention to be involved in full-time operations
Strong communication skills in English or French
Visit www.pizzapizza.ca and www.pizza73.com
for more information.
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FROM SCRATCH: KALE CABBAGE, KOHLRABI
SALAD WITH TOASTED YEAST VINAIGRETTE
This recipe is one that has been on the menu since almost day one at the
restaurant. The vinaigrette really makes this dish, the toasted nutritional
yeast gives a lovely rich umami flavour that is very unique. Be sure to use
tuscan kale, or if you really need to use regular kale be sure to massage some
oil and lemon into it beforehand. Also be sure to slice all the brassicas as
thinly as possible.

STEP BY STEP

1

INGREDIENTS:
2 bunches tuscan kale, about 12 leaves, thinly sliced
1/2 head savoy cabbage, thinly sliced
1/2 bulb kohlrabi, thinly sliced salt
Yeast vinaigrette
Will make extra but you’ll want this in your fridge for future salads
Ingredients
2 cups nutritional yeast, toasted in the oven at 350F until dark brown
1/4 cup water
3/4 cup apple cider vinegar
1 tablespoon dijon
1/2 T garlic powder
1 tablespoon salt
2 cups pomace oil
2 cups canola oil

Thinly slicing 1/2 head of
savoy cabbage.

2

Thinly slicing 1/2 bulb of kohlrabi.

METHOD OF PREPARATION:
1. Combine all ingredients except oil in a blender and mix until emulsified.
2. Slowly add oil, if too thick add more water.
3. Check for seasoning.

3

Combine all sliced vegetables in a large bowl with a small amount of vinaigrette
in the bottom of the bowl. Add enough vinaigrette to cover the vegetables and
season. Taste to ensure proper seasoning and vinaigrette coverage.
Mixing the salad.

SEASONAL SHARE PLATES
CHEF RYAN HOTCHKISS LIKES TO GET CREATIVE IN THE KITCHEN

I

f you had asked a 19-year-old Ryan Hotchkiss if he thought
he would be spending his life in the kitchen his answer
would have been no. However, the chef and owner of
Bündok has spent the last 14 years cooking professionally.
His first job in the kitchen was at 19 when he washed
dishes in an Indian restaurant. He didn’t like it at all and
thought he would never work in a kitchen again.
When he was 20 he began working in restaurants while
living in a mountain town, and realized that cooking
was a very rewarding career if you had the passion and
commitment for it.
“I decided to become a chef, because I wanted a challenging,
rewarding career and I enjoyed the fast-paced environment
of the restaurant world. My parents definitely knew I
enjoyed cooking at home and encouraged me in any way
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possible. Their garden was certainly an inspiration in my
younger years,” shares the 35-year-old.
It has become a passion for Hotchkiss and he is inspired
by what other chefs are doing and the seasons.
“It’s always amazing to see how many talented chefs
there are out there in the world.”
These inspirations help him with the menu at Bündok
in Edmonton.
“We call our food ‘seasonal shared plates’. A lot of the
bases of dishes stay the same and the flavours change
around them. For instance, the gnocchi will go from peas
and mushrooms in the summer to squash and brussels in
the fall. We have full creative control over the menu, as I
am the only director of the company. Something that is
very liberating for sure.”
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Hotchkiss has not done a lot of competitions as he prefers to get creative with
his small team at the restaurant. He did have a residency at the National Arts
Centre in 2020.
“I was approached by Kenton and Nelson from the NAC to do a residency and I was
very flattered. It really made me go through my creative process and convey my
message clearly about what I am truly trying to do with my food. Sometimes we don’t
get to stop and think about why we are actually doing things. It certainly helped me
grow as a chef and a leader.”
There have been many amazing achievements that the team at Bündok have accomplished over the years. The most notable would be cracking Canada’s Top 100 list, En
Route Best New Restaurants in 2018 and being welcomed to the NAC for the residency.
“But truly the most rewarding feeling is the sustained consistency, success and
happiness that we bring to our guest,” notes Hotchkiss.
Looking to the future Hotchkiss hopes to continue and grow Bündok’s relationships
with their suppliers and producers.
“I believe this fuels the creative process so well at the restaurant that it pushes us in
the right direction almost 100 per cent of the time. We are always trying to be as
resourceful as possible to ensure there is no wastage. This also helps to drive the
restaurant creatively.”
While it may not have been his original path it is clear that Hotchkiss has found the
right path and will continue to fuel his creative process for decades to come. WRN
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Drizzling dressing on top
of the salad.

FINAL PLATING
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new PRODUCTS
Odd Burger Launches Preposterous Foods:
New Brand for Vegan Meats, Sauces, Dressings
in Exclusive Partnership with Sysco

Odd Burger Corporation is launching and marketing a line of vegan products under
the brand Preposterous Foods.
Preposterous Foods offers a minimal-ingredient, minimally processed line featuring
whole foods like chickpeas, oats, and wheat gluten. The initial launch will feature 10
products including a crispy “chickUN” burger, meatless wings, beefy ground meat,
gyro meat, breakfast sausage, dairy-free ranch dressing, ‘honey’ mustard sauce,
tzatziki sauce, eggless mayo, and dairy-free cheese sauce.
The line of plant-based proteins and sauces is distributed exclusively through
Sysco,the world’s largest foodservices company with more than 600,000 clients in
restaurants, healthcare and educational facilities, lodging/hospitality and other institutional customers. This provides Preposterous with more than 330 distribution facilities worldwide.
“It may seem preposterous, but indulgent food can be healthy, and healthy food can
be indulgent,” said Odd Burger Co-Founder and CEO James McInnes. “Thanks to new
innovations and upgrades in our manufacturing facility, we’re now able to produce
plant-based proteins and other treats at scale for broader distribution and bring
utterly Preposterous Foods to a bigger market.”
The Preposterous Foods manufacturing facility is a subsidiary division of Odd Burger Corporation. It is CFIA-registered and HACCP-certified to meet international food
safety regulations.
For more information: https://preposterousfoods.com.

Tim Hortons Introduces New White
Hot Beverage Lids
As the next step in its Tims For Good sustainability platform and embracing the philosophy of continuously seeking small changes that can add up to a larger impact, Tim
Hortons is introducing new white hot beverage lids at select restaurants across Canada.
By changing the colour of the lids from brown to white, Tim Hortons is aiming to
improve the value of these materials to recyclers. Based on industry
consultations about the future of recycling in Canada, we believe that white recyclable materials have better potential to be reused and repurposed into more new
products, helping us close the loop on recycling more of our packaging.
Tim Hortons has also been testing a new plastic-free fibre lid and is expanding
those tests to more locations this year.

Samsung Canada
Brings Innovation to
Foodservice Industry
with Unique Touchless
Display Solution
Samsung Electronics Canada and iNUI
Studio have launched of the AIRxTOUCH
KIOSK Series 3, a touchless interactive
kiosk solution designed with convenience
and flexibility in mind. While ensuring the
safety of staff and customers alike, the
new kiosk helps speed up transactions and
improve order accuracy — all from a touchless interactive screen.
To design the kiosk solution, iNUI Studio
leveraged a Samsung QMR Series 55” Display, bringing together excellent digital
signage with innovative AIR TOUCH® optical sensors and a powerful processor.
Available in a variety of colours, the touchless kiosk can be customized for different
high-traffic environments, including quickservice restaurants, hotels, retail shops
and transport hubs.

St-Hubert, a Canadian casual dining
restaurant chain, recently rolled out several kiosks at locations in Montreal and Laval,
Quebec. With the kiosk’s AIR TOUCH technology, customers can order their meals on
a touchless display without the need to
physically touch the surface of the screen.
Based on powerful proprietary imageprocessing algorithms, the patented AIR
TOUCH technology delivers exceptional
mid-air interaction (5 cm from the screen)
and an intuitive user experience. Allowing
click, double-click, drag and drop, slide,
and zoom interactions — all with a precision of three mm — AIR TOUCH is as easy
to use as a conventional touch device.
For more information: airxtouch.com.
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