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Situated midway between  
Winnipeg and Thunder Bay, 
the B&B Roadhouse Bar and 

Grill in Dryden has become a food-
service staple in this northern  
Ontario city known for its boreal  
forest, freshwater lakes and spell-
binding vistas.

Located in the BEST WESTERN 
PLUS which is just off the main  
highway, the doors to B&B were 
opened in 2009.

With a casual atmosphere and a touch 
of fine dining, B&B’s menu focuses  
on putting distinctive twists on contem-
porary dishes in an effort to elevate the 
overall dining experience.

Based on an American themed 
menu, the restaurant prides itself on 
its barbecue expertise especially with 
such items as ribs, pulled pork,  
in-house cut steaks, burgers and 
prime rib. B&B smokes all of its meat 
in house and has lately began branch-
ing out into baking by preparing 
house made pies, cakes and breads.

“Our philosophy has always been 
to please the customer,” says, Jerod 

Executive Chef of B&B Roadhouse 
Bar and Grill. “So if there is an item 
that we don’t offer on our menu or 
catering menu, we are always willing 
to work with the customer to ensure 
they have a memorable experience 
at B&B Roadhouse Bar and Grill.” 

With a dining room that is  
casually modern, B&B offers a cozy 
feel, whereas the Lounge offers a 
more laid-back environment. B&B’s 
also offers full catering services and 
offers seven banquet rooms and a 
freshly renovated hall. 

B&B attracts a variety of customers, 
ranging from local patrons, travelling 
business workers and larger organiza-
tions that require catering services.

What prompted Executive chef 
Jerod Gee to sharpen his culinary chops 
is a love and passion for food and the 

creative freedom one achieves from 
running your own kitchen. Next to his 
family, Gee enjoys playing guitar and 
recording his music, basketball, fishing,  
camping, cooking, and smoking meats.

At B&B’s, Gee is in charge of  
coordinating, supervising and directing 
all aspects of the kitchen operation, 
while maintaining high-quality menu 
options and service levels. Staff sched-
uling and maintaining appropriate 
inventory and supply levels is also the 
responsibility of the chef.

A one-stop Sysco customer since 
day one, Gee intends to continue 
pushing the bar in an effort to  
continually improve the kitchen and 
to please B&B’s many returning 
customers. He’s all about pushing 
himself and others to learn, to  
experience something new and to 
create a wonderful culinary experi-
ence for others to enjoy.

“You don’t need a silver fork to eat 
good food,”  Gee likes to remind 
people. “We strive to produce the 
highest quality food we can and  
provide it for an affordable price.”  

Tablet Ordering
Customers anxious to place their order are quickly satisfied 
and busy servers can take a breath thanks to tablet order-
ing, which does some of the work for them. This satisfies 
both customers and staff. With less time waiting to order, 
tables get turned quicker. What more could you ask for?

Pre-Ordering Online 
More restaurants are expected to develop apps that let cus-
tomers order before arriving at the restaurant. McDonald’s 
is said to be testing an order-ahead and mobile payment app.

Apple Pay
Paying your bill with your iPhone may sound futuristic but 
certain large chains are already using Apple Pay, which 
requires a tap on your iPhone. Is your restaurant next?

Foodservice Upswing?
Sales at foodservice and drinking places rose 0.2% to 
$4.9 billion in March. Prices for food purchased from 
restaurants were up 2.8% in the 12 months to March, but 
were unchanged from February.

The largest sales increases were in Ontario (+1.2%) 
and Saskatchewan (+1.9%), led by gains in limited-service 
restaurants. Sales were also up in Quebec (+0.2%), Nova 
Scotia (+0.6%), and Manitoba (+0.2%).

Sales were down in British Columbia (-1.3%) and  
Alberta (-1.2%) in March following gains the previous month.

Take-out, Drive Thru & Delivery
Nearly 57% of all meals and snacks ordered at restaurants 
in Canada are consumed off premise.

Hottest Dayparts
Breakfast sales outpace all other dayparts accounting for 
16.5% of all restaurant visits, while dinner visits have slipped 
between 2008 and 2014. Lunch managed to hold its own 
during this period, while snack sales rose during the recession 
but have fallen to 32% of all restaurant traffic. 

Looking for the Next Hot Trend?  
Canadian chefs cite these 10 items as up-and-coming 
contenders: 
• Ethnic/street food inspired appetizers
• Ancient grains
• Unusual/uncommon herbs
• Non-wheat noodles or pasta
• Fewer choices on the menu
• Natural ingredients/minimally processed foods
• Fermenting
• Natural sweeteners
• Family-style dining
• House-made and flavoured vinegar   

2015 Restaurant 

Tech 
Trends

Food Service Facts

“You don’t need a silver fork  
to eat good food,”

B&B Roadhouse Bar and Grill
Flavour of  Canada Profile: Dryden, Ontario

Kelly

BE TRUE TO YOUR SCHOOL
If you’re located near a high school, college or university,  
try on these marketing tips for the back-to-school season:
• Create an online back-to-school coupon
• Join a college coupon book promotion
• Distribute take-out menus to dorms and residences
• Offer a student lunch special during September
• Implement some kind of student discount

Executive Chef Jerod Gee, General Manager Mike Readman,  
Asst. Food & Beverage Manager Linda Squires and Sysco Rep. Jason Kirouac



6  ::  Early Fall 2015  ::  the main ingredient the main ingredient  ::  Early Fall 2015  ::  7

As the palate of Canadians 
grows more sophisticated and 
adventurous, kitchens from 

coast to coast are stepping up to the 
challenge of preparing food from  
far-flung places. From Southeast Asia 
to South America and all exotic 
points in between, restaurant patrons 
are increasingly becoming more and 
more interested in trying new  
flavours and ingredients.

“I believe customers are looking for 
these kinds of experiences, whether 
it’s authentic ethnic or two cultures 
combining flavours for something new,” 
says David Franklin, a CCC and  
Corporate Chef for Sysco Southwest-
ern Ontario. “Customers are giving the 
chef the latitude to try new things. Our 
chefs need to dare to take a risk. Just 
do it and don’t think about it.”

Here, according to the Nation’s 
Restaurant News, an American trade 

publication for the foodservice  
industry, are the top five ethnic 
trends to look out for:

Southeast Asian
This area, comprised of countries such 
as Thailand, Vietnam, Indonesia and 
Cambodia, offers Canadian restaurants 
a huge diversity of cuisines to draw on. 
For operators interested in introducing 
their customers to ethnic flavours but 

a little apprehensive 
about doing so, Franklin 
recommends they start 
small by easing their way 
into new flavours. He 
suggests something as 
simple as mixing curry 
paste with mayonnaise to 
intensify the “yum” factor 
in sandwiches. Or try 
sautéing shiitake mush-

rooms with five-spice powder and  
topping a burger with it. “This gives 
the customer a bit of background  
flavour without making the experience 
too uncomfortable or unfamiliar,” 
Franklin says.

The popularity of butter chicken 
poutine is another example of how res-
taurants can doctor their recipes to       
incorporate ethnic flavours. “Butter 
chicken poutine has gotten a big boost 
thanks to food trucks,” says Franklin. 

Strong Appetite for 

Ethnic Foods
Diversity in our population means 
diversity in our cuisine. Canadians 
are gaga for ethnic food.                     By Kelly Putter

“Customers are giving the chef the 
latitude to try new things.  

Our chefs need to dare to take a risk. 
Just do it and don’t think about it.”

– David Franklin, 
Corporate Chef for Sysco, Southwestern Ontario
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Ethnic Foods… continued.

Delivering a Solution
With the Complete™ suite of high capacity  
controlled dispensers not only will you reduce 
labour time and save money, you will also 
provide a superior end-user experience.

Sysco® offers Hygiene Solutions not just 
paper products!

Product Description Order code For use with  
    dispenser

Paper Towel Thru Air Dried Sysco® Imperial 9” White 5926918 / 0977423 5927381 / 8934182

Paper Towel Sysco® Classic  8” White 5759824 5927394

Bathroom Tissue Sysco® Classic 18 Rolls 5758164 5927378

“There’s no mistaking the impact they’ve had on the     
food industry, in general and Southeast Asian                           
cuisine, more specifically.

Peru
An amalgam of influences dating back to the Incas 
and including the cuisines of Asia, Europe and West  
Africa, Peruvian cuisine is on the rise. Popular items 
include ceviche or Peruvian chiles. Franklin believes 
this cuisine is gaining interest thanks to the more  
daring tastes of today’s culinary movers and shakers. 

“They’ve gone beyond Mexican and are exploring 
other Latin cultures,” he says. “That’s exciting for 
chefs. We’re definitely seeing a branching out from 
Mexican cuisine.”

Regional Ethnic Cuisine
Saying your food is Italian or Indian is not specific enough 
for adventurous diners hungry for something new.  
Customers’ thirst for knowledge means they want to 
know the specific region, town or city the dish  
originated in. If you can tell them the apiary, farmer or 
dairy, too, all the better. “That’s the influence of Food 
Network and food trucks and the availability of  
ingredients today,” says Franklin. “Fifteen years ago 
lemongrass was not an item we had available. More and 
more we’re getting asked for sumac and galangal and 
different items.”

Authentic Ethnic
Bona fide meals from exotic lands is what is considered 
an authentic dish. The real deal without any North 
Americanization of the dish. This is a great opportunity 
to showcase the home foods of immigrant restaurant 
staff. “They have the freedom more now than ever to 
put dishes from their culture on the menu,” Franklin says. 

“My family is from Scotland so I love Robbie Burns Day.”

Ethnic Fusion
These are mash-ups of different foods that include an 
ethnic component such as a cheeseburger burrito or butter 
chicken poutine or Korean tacos. In order to do these 
ethnic food combinations right, you need to be something 
of a risk taker, says Franklin. “A lot of this is about taking 
a gamble.” He suggests blending curry and guacamole 
together for a delicious and unique ethnic fusion spread.

Any which way you mix it, know that ethnic foods 
are definitely gaining ground as more and more  
restaurant patrons seek new and exciting flavour profiles 
from around the world. 
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with Peas and Bacon
Pasta

by David Franklin, Sysco Southwestern Ontario

1.    Heat oil and butter in a large pan and add 
chopped onion, sauté for 5 minutes then add  
bacon. When bacon is nearly cooked, add 
thawed peas. Reduce heat then season to 
taste and cook gently.

2.   Cook pasta to nearly al dente in lightly 
salted boiling water. Drain (do not discard 
pasta water!) and add to pea mixture with 
about ¼ cup of the pasta water. Cover and 
cook for another 5 minutes.

3.  To serve: Just before serving – toss the hot 
pasta with 1 tbsp butter, one cup of the  
Parmesan and one tbsp of the mint.  
Divide among four warm serving bowls and 
sprinkle with remaining cheese and mint.

by Chef Brent Durec, Sysco Kelowna

1.    Cook pasta as directed on box, pull from 
water, drain and cool on rack in the fridge.

2.  Heat Olive oil and sauté pepperoni until    
     crisp, remove and save for later.
3.   Add diced onion and chopped garlic to hot 

oil and cook until tender, add ground beef 
and sauté until brown and fully cooked.

4.  Deglaze with white wine  
     and reduce by half.
5.   Add Marinara sauce, pepperoni and  

meatballs and simmer. Add half of  
the Parmesan cheese.

6.  Add cooked pasta to the pan and reheat  
     to temperature. Season to taste.
7.  Plate and garnish with pancetta crisp  
     and rest of the Parmesan cheese.

Cavatappi Pasta Sysco  ::  the main ingredient
EXCLUSIVE RECIPE

Sysco  ::  the main ingredient
EXCLUSIVE RECIPE
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As business owners, restaura-
teurs often witness trends 
and fads that define changes 

in our society. Whether they choose 
to jump on or stay off the bandwagon 
is a personal preference. One  
development that is showing promise 
is the growing consumer interest in 
off-premise restaurant visits.

“This trend is gaining share regularly 
year after year,” says Emma  
Hyatt, a Foodservice Account  
Specialist with The NPD Group in  
Toronto. “There has been this big  
customer shift in behaviour happening 
over the past five years. Segments are 
looking for ways to compete with each 
other. Segments such as fast food, QSR 
(quick service restaurants) or FSR (full 
service restaurants) are all playing in 
each other’s sandbox.”

Canadians certainly do like their 
take-out. They make 3.6 billion  
off-premise visits to restaurants every 
year, which means over half of  
restaurant visits occur thanks to drive 
thrus, delivery and take out.

We often hear about convenience 
in our day-to-day lives, which  
increasingly is marked by busy,  
hectic schedules. In some households, 
meals and their associated chores – 
planning, shopping, storing,  
preparing, cooking and cleaning – get 
in the way of other plans so the  
expediency of meals “to go” can be a 
big plus.

While off-premise visits to res-
taurants have traditionally been dur-

ing dinner time, that is also now 
changing, says Hyatt, whose  
company tracks consumer based 
market information. Driving growth 
in off-premise visits are the younger 
adult customers or millennials and 
the lunch customer.

According to The NPD Group, 
FSR off-premise is a great way to  
appeal to millennial and even post-
millennial or teenage customers, who 
tend to frequent off-premise  
restaurants the most. Off-premise 
visits at FSR skew towards adults 
under 45 and kids, but double-digit 
growth is driven by ages 13-34. While 
traditional off-premise FSR visits are 
known for serving families, promo-
tions aimed at smaller groups or  
parties of friends and young families 
should be considered for expanding 
off-premise traffic. 

Perhaps surprisingly, the growth 
in delivery and carry-out is not  
driven by pizza consumption, which 
happens to be down. The growth is 
carried more by such menu items as 
chicken, beef and seafood entrees, 
which is supported by our love of 
Asian take-out. Sides such as fries, 
salads, vegetables and rice also do 
well. Beating out carbonated soft 
drinks in the beverage category are 
bottled water, juice and milk.

For FSRs interested in developing 
their off-premise menus, it’s important 
to implement strategies to encourage 
higher cheque sizes, says Hyatt,  
noting that off-premise customers are 

less inclined to order non-alcoholic  
beverages, appetizers, baked goods 
and desserts. She adds that they  
typically spend 60 to 70 per cent 
less than they would if eating in the 
restaurant.

“The opportunity lies around  
designing meal packages that encour-
age customers to indulge in  
everything they would when in the 
restaurant, and delivering them with 
the same standard of freshness and 
presentation,” Hyatt says. “Lost  
purchases for alcoholic beverages 
must be made up by putting more 
focus on non-alcoholic drinks.”

Operators would be wise to 
choose packaging that keeps food 
fresh, including packaging for  
non-alcoholic cocktails or other  
beverages customers can’t get at 
home. Hyatt says it’s important to 
make choices easy by presenting 
foods that can be prepared quickly 
and will stay appetizing during trans-
port. Present them with combo-type 
meals that make choosing appetizers, 
beverages, and desserts simple. All 
too-often, high-margin beverages are 
less than obvious in take-out and  
delivery menus.

Finally, don’t forget to market 
your off-premise menu. There are 
plenty of economical ways to do so, 
starting with social media and word 
of mouth. Instruct your staff to talk 
about your take-out and delivery 
services to guests. Tell them it’s good 
to go.  

Restaurant
Make Your

Looking for new ways to up your bottom line?  
By Kelly Putter                                              Consider expanding your takeout and delivery options

Tips for Off-Premise Foodservice
• Select menu items that suit portability
• Don’t skimp on packaging. Customers hate soggy food
• Consider shareable menu items that large groups and families enjoy eating
• Lunch menus should push more convenient and portable items
• Consider partnering with a third-party delivery supplier such 
  as Just-Eat.ca or Orderit.ca

‘To Go’
Good
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As the business resource teams 
across Canada roll through 
the summer months it is  

imperative that we work with our 
customers on strategies that will allow 
them to fight back against the  
inflationary cost of food.

The price on many centre of the 
plate items such as meat, namely beef, 
have caused it to increase by more than 
10%.  Weather droughts have caused 
the price of produce to increase, which 
in turn, prompts dramatic price hikes 
among a myriad of other food items.  
Since we can’t control Mother Nature 
that means that even with stable sales 
and customer counts, food and other 
cost increases are putting add- 
itional stress on already narrow  
restaurant profit margins.

Now might be a good time to step 
back and make sure you’re employing 
smart purchasing practices and doing 
everything possible to maximize the 
use of the products that come in your 
back door in an effort to minimize 
losses due to shrinkage, waste,  
spoilage and over portioning.

Here are five practices that most 
successful restaurants follow in order 
to stay profitable. If you aren’t  
following them, now may be the  
perfect time to re-think and improve 
your food-cost control systems.

Don’t Over Purchase 
Buy just what you think you’ll actually 
use. This will reduce waste and  
improve portioning, as employees 
won’t think they have an endless  
supply to use.

Check the Product Specifications 
On Each Product Used In Every 
Recipe.

Are you using the most appropriate 
grade or quality of product for the task? 
If the answer is no maybe it’s time to 
look for alternate products that will  
allow you to lower the overall price of 
the dish without sacrificing the quality.

Check Your Portion Size 
This can be tricky because you don’t 
want to lower customers’ perception 
of value. When faced with price  
increases look for ways to make the 

plates look full. Use more sides or 
purchase smaller plates.

Consolidate Purchases 
Could you get lower overall prices 
by buying more products from one 
supplier? If you are showing on com-
pany more volume a higher discount 
might be applied.

 
Calculate Your Food Cost Every Week, 
Not Just Once A Month 
Weekly food costing will make your 
kitchen staff more aware and  
accountable for food cost fluctua-
tions. You’ll be able to respond to 
problems quicker and it will change 
the culture in your kitchen with  
regard to food-cost control. 

For help with these and any other 
obstacles you might encounter, talk 
to your Sysco Marketing Associate 
about booking a STIR session with 
our team of restaurant chefs and  
professionals to help alleviate some 
of the price-pressure pain you may 
be experiencing.

By Business Resources, Sysco Toronto

Sysco Canada © 2015 | www.sysco.ca | www.syscostir.ca

Michael began his culinary journey in 1982, after completing 3 years at culinary school in 
England, where he obtained his culinary diploma. He then went on to work in various 
countries, including W. Germany, the Arabian Gulf, Switzerland, London and Canada, 
in 4 & 5 star hotels, including prestigious hotel groups “Leading hotels of the world”, 
Marriott, Sheraton, and Starwood spanning over a 30 year period including the last 
17 years as Executive Chef.
Michael is very proud to have achieved his Certi�ed Chef de Cuisine designation, his passion 
has always been with food, he loves cooking at work and at home, he enjoys creating new 
and innovative dishes and sharing his experience and knowledge, “It is very rewarding to 
see our customers excited and fully engaged in our Culinary solutions centre, sharing our 
passion for food, and knowing that our team are a resource that they can always reach out 
to for help and support”

Jacob began his culinary journey after high 
school in 2001, enrolling in the Culinary Arts Chef 
Training Program at the College of the Rockies, 
graduating at the top of his class. He then 
worked throughout Western Canada in various 
positions for the next 6 years, including a fusion 
tapas’ bar, several Delta/Fairmont properties in 
Western Canada, �shing resorts on the Queen 
Charlotte Islands, and �nally the Century 
hospitality group in Edmonton.
In 2009, Jacob joined Sysco Edmonton as a 
Marketing Associate, and in 2013 moved to the 
position of Culinary Business Review Specialist 

eventually being promoted to the Business Review Manager. Jacob is excited and 
passionate about food, and loves to consult with Sysco customers in the test 
kitchen �nding new ideas and solutions that are speci�c to their business needs. He 
looks forward to seeing you for your next STIR kitchen session!

Michael Brown CCC
Corporate Chef, Sysco Edmonton

Jacob Hummel
Business Review Manager, Sysco Edmonton

Spotlight on Sysco Edmonton’s Consulting Team

To book your session, please contact us at stir@corp.sysco.ca 

Rising Food Costs: 
How to prevent them from killing  
the margins in your restaurant.
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We’ve all heard the horror 
stories: the tales of  
cockroaches crawling in 

the crevices of microwave ovens or 
rodents feasting on crumbs and food 
scraps when the lights go out. While 
these tales are undoubtedly extreme, 
they do exist, though more likely to 
a much lesser, even inconspicuous 
degree. 

It’s easy to let the little things 
slide. The problem with that, though, 
is that soon you’re back to sloppy, 
unsafe habits that could compromise 
both your restaurant’s integrity and 
the safety of your customers. Don’t 
let that happen, warns Jane Ruddick, 

a Vancouver-based consultant who 
specializes in food safety.

“It is a huge challenge,” says the 
PhD in food science who has taken 
culinary teams on international  
competitions. “Given the pressure  
to produce meals quickly and  
efficiently, time is a challenge and 
sometimes there is a resistance to the 
notion of cleaning and sanitizing.”

Top-down Approach
In an effort for a food-safety program 
to have staying power, it must be put 
into practice from the person running 
the foodservice operation, whether 
that’s an executive chef, owner- 

operator or manager.
“There has to be a clearly defined 

food safety program, which they buy 
into and sell to the people who work 
below them,” says Ruddick. “I mean 
a comprehensive plan and not just 
measuring the temperature in the 
fridge every day or making sure  
employees know they need to wear 
clean uniforms and wash their hands 
regularly. I’m referring to leading by 
example and training.”

But changing behaviour and  
ingrained ways of conduct can be 
difficult, especially in the foodservice 
sector where there’s a constant push 
to produce tasty food fast. That’s 

Staying on top of

Given the daily pressures of running a restaurant, it’s easy to give 
food safety too little attention. Don’t let that happen.             By Kelly Putter

Food
Safety
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The register tape you need to 
keep business rolling.
Conveniently available from Sysco.

Contact your Sysco Marketing Associate for more information.

SY-RR-15-001 (07/15)

Add a case of Sysco register rolls to your next order.

POS KITCHEN PRINTER

7498660
1 Ply

7498694
2 Ply

4471223 
Thermal

POS RECEIPT PRINTER

CREDIT CARD TERMINAL

7143563
Thermal

EST. 1957EST. 1957EST. 1957EST. 1957EST. 1957EST. 1957EST. 1957EST. 1957EST. 1957
TM

Contact pmattera@freemancan.com 
or talk to your local Freeman Signature 
Account Manager today!

Trade up your profits 
with Olivieri® authentic 
Italian Pastas and Sauces

Trade up your profits 
with Olivieri® authentic 
Italian Pastas and Sauces

Olivieri 14-9418
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why it’s important that those in 
charge be fearless and not afraid to 
challenge staff members that ignore 
food safety initiatives.

“It’s very challenging to change  
behaviour,” says Ruddick. “It involves 
training and good supervision. If your 
executive chef sees something he 
knows is questionable he should  
enforce it at whatever cost, whether 
he has to yell or even fire someone.”

Education
Fortunately, media campaigns 
about shoddy restaurant cleanliness 
have brought the issue to the  
forefront in recent years. That, in 
combination with pressure from the 
growing numbers of  consumers 
who eat out and the growing  
number of foodservice operations 
popping up to serve them, means 

customers are probably more aware 
today than ever before. Many  
understand that a simple computer 
check is all that’s required to find 
out whether a restaurant has been 
cited or closed for not following 
food and safety regulations.

“There’s a lot more awareness 
among consumers,” says Ruddick. 

“They know they can go to their local 
health authority and find out if  
anything went wrong.”

Critical Eye
Given her role as a food-safety  
expert, Ruddick admits patronizing 
restaurants can be a challenge. She 
finds herself eyeballing glassware 
and cutlery for fingerprints, she 
checks to see if food handlers are 
wearing gloves in open kitchens and 
she watches for how a server  

delivers a glass of wine to the table.
“Does the staff hold the glass of 

wine by the rim or the base? A lot of 
people hold it by the rim. It’s little 
things like that serving staff don’t 
even think about it. Unless they’ve 
been trained, how do they know a 
huge amount of bacteria is carried on 
their hands?”

Food temperatures are of particular 
importance. Hot foods need to be kept 
at temperatures above 140 degrees 
fahrenheit, while cold foods should be 
below 40 degrees fahrenheit. The  
reason for those particular numbers, 
she adds, is that below 40 bacteria 
doesn’t grow very actively, while most 
have been destroyed above 140.

The storage of food is perhaps  
surprisingly important when it comes 
to food safety. Never store raw  
chicken, for example, on top of 

cooked food as juices from the raw 
food could drip into the cooked and 
thereby contaminate it. You will 
avoid cross-contamination by  
keeping an eye on storage. But  
handling food is also important. If 
you decide to cut up chicken using 
the same knife and cutting board 
you just sliced carrots on, you could 
be headed for trouble. The dirt the 
carrots grew in could carry food- 
poisoning bacteria.

Personal hygiene is another 
area in which management needs 
to set an example. Some impor-
tant hygiene rules to follow are 
no sneezing or coughing on food, 
always wash your hands after  
using the bathroom, remove  
jewelry before handling food and 
be sure to cover your head and 
facial hair.

Market Your Safety
While cases of food poisoning are 
fortunately uncommon, they do  
occur. That said, restaurants 
shouldn’t just breathe a sigh of relief 
every night knowing they’ve gotten 
through another day without getting 
a call from public health. Instead,  
play up your virtues.

“Your reputation is at stake, when 
it comes to food safety,” says  
Ruddick. “I certainly think it could 
eventually become a good marketing 
idea -- you have an excellent food 
safety program and have been  
inspected in the last three years and 
not had any issues. Tell people that.”

Embracing food safety is clearly 
the way to go. Once you do that and 
are vigilant about it, let the world 
know that your restaurant has a  
flawless track record.  

     The flatbreads you have to see to believe!

Sandwich-Flats

Available In:
Classic (SUPC# 3009598) 

Whole Wheat (SUPC #3009604)

CAll US TodAy 
AT 1-888-816-3836 
or vISIT www.richscanada.com

Food Safety… continued.
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If you’re thinking of prettying up 
your website by adding a few  
attractive photos of your  

restaurant’s interior, you may want 
to rethink that plan.

People are drawn to moving  
pictures and that means video content 
is the way to go when illustrating the 
story of your restaurant, advises 
Aman Madpuri of Social Latte, a 
marketer that specializes in the  
hospitality and foodservice industry.

“Video is the wave of the future for 

content,” says Madpuri. “Doing a 
video helps create brand recognition. 
You see the general manager of the 
restaurant in the video and it’s more 
personable and more relatable. It’s the 
closest to being there that you’re going 
to get without being there.”

Operators need to provide video 
that tells a story. Madpuri says that 
means your video should have a 
theme of some kind. Don’t look to 
cover every single detail or angle 
about your establishment in one short 

film. Focus on something unique 
about your restaurant. Such as:

• Does your chef whistle while he 
works? Catch him in action then.

• Is your hostess a hair-colour fiend, 
showing up each week with a  
different hue? Capture that.

• Does your cook create weird and 
wonderful culinary masterpieces? 
Show us how.

“Your audience is looking for 
you to differentiate yourself from 
your competition,” says Madpuri. 

Video is the way to go when telling your restaurant’s story. 

Put your

Video
forward.

best

By Kelly Putter
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“The one doing cooler things will 
probably get more customers  
coming in the door.”

Social Latte oversees the production 
of videos for clients in the foodservice 
and hospitality industry. They’ve  
supervised shoots of 15-second videos 
in which the narrative takes us on a  
step-by-step process of the chef grilling 
the perfect steak or another showing 
the start-to-finish process of how a cook 
makes naan bread. Another client’s 
15-second video included the owner 
talking about his restaurant’s cleanliness 
in the foreground with his employees 
mopping, wiping and washing dishes in 
the background. 

While his company charges about 
$300 to produce a finished 15-second 
video, Madpuri says there are much 
cheaper ways to create content. 
Thanks to technology, DIY content 

is just a click or two away. Two good 
free video editing apps are Pics to Mov 
and Video Editor.

Even if you’re producing your own 
content, it’s important that you follow 
a script, recommends Madpuri.

“Just having a shaky hand and 
walking through the restaurant is not 
that appealing,” he says. “Mix your 
video with static pictures and don’t 
forget to include contact information, 
your website and logo at the end of 
the video.”

Providing video footage truly is 
the next best thing to being there 
in person. Give potential and  
existing customers a taste of your 
establishment by providing unique 
glimpses into your business. Do it 
well and odds are they’ll be back 
for an encore.  

VIDEO DOS & DON’TS:
•  Do take video of your staff doing 

something interesting. Make it short, 
sweet and memorable.

•   Do consider making your own video 
with your smartphone.

•  Do be aware of copyrighted material 
such as music. You can’t lay down a 
Sam Smith track simply because you 
like it.

•  Don’t throw up pictures of customers 
on your website without getting their 
permission first.

•  Don’t produce a video without a theme 
and a script. Remember, its purpose is 
to tell a story about your business.

•  Don’t leave the audience confused 
about your brand. If you’re a Chinese 
restaurant or a hipster coffee shop, 
make sure you convey your image.

Video… continued.

Sysco Code Description Pack Brand
3557300 Drink Tea Pure Leaf Peach 12 x 547 mL Lipton
3557313 Drink Tea Pure Leaf Green Honey 12 x 547 mL Lipton
2771116 Drink Tea Pure Leaf Unsweetened 12 x 547 mL Lipton
2258871 Drink Tea Pure Leaf Lemon 12 x 547 mL Lipton
2771109 Drink Tea Pure Leaf Raspberry 12 x 547 mL Lipton

Contact your Sysco Marketing Associate
for more information.

Estevan is a small town of 13,000 
known for its coal mining, oil 
and motorsports. Located in 

the southeast corner of Saskatchewan 
about 12 miles from North Dakota,  
Estevan is also known for its lengthy 
history of delicious food, some of which 
hails from restaurants and catering  
operations located at the Days Inn.

The 75-room, three-storey hotel is 
the town’s only full-service hotel, 
which means the property includes  
meeting spaces, a lounge,  a beer and 
wine store, a family-style restaurant 
called Blackbeard’s and the Beefeater 
Catering Company, which offers  
in-house and off-premise catering.

 The restaurant was there long 
before the hotel. Opened in 1957 by 
George Symons, the restaurant was 
originally called Thieve’s Kitchen.  
The 80-seat restaurant went through 
a few name changes over its more 
than 50-year existence with Granby’s 
being the most recent one.  

The business is very much a  
family affair with Jeff Pierson, George 
Symons’ grandson, acting as  
General Manager. Pierson’s father 
still works at the hotel doing mainte-
nance while his mother works all 
aspects of foodservice. An aunt and 
two cousins also help out.

Blackbeard’s Restaurant is the 
cornerstone of the operation as it has 

the most street presence. Established 
by his grandfather in 1966, this  
American-style restaurant underwent 
a big renovation this year with walls 
torn down and a serious sprucing up.

“We refreshed the whole place,” 
says Pierson. “We ripped down to 
studs and started over. It has a new 
modern look to it. It was a bit dated 
before. Now, it’s a bright open space. 
It’s inviting, a real welcoming place. 
We didn’t change the menu though.”

With good reason. Its burgers and 
fries are legendary. Fries are made from 
scratch and put through a crusher, 
while hamburgers are handmade from 
fresh beef. The Chicago burger is a 
massive sandwich that’s topped with 
a secret sauce and an onion ring and 
wrapped and topped in bacon. Stuffed 
mushrooms are another crowd pleaser.

It stands to reason that Pierson 
would be a foodie given his pedigree. 
His grandfather, a baker by trade, 
was an enthusiastic entrepreneur. He 
had the first pizza oven in Estevan. 
His grandmother Dorothy, George’s 
wife, was British war bride. She was 

the one who named the restaurants.
“I love food and I love the business,” 

says Pierson. “I love the people and  
I love being a part of the community. 
You see a lot of people every day  
and a lot of good friendships come out 
of it.”

In addition to Blackbeard’s, the 
Days Inn is also home to Beefeater 
Catering Company, which caters all 
in-house food, including banquets 
and weddings, in addition to off-site 
premises. The hotel accommodates 
up to 350 guests for large functions.

The Days Inn is a big supporter 
of the community at all levels, from 
sponsoring hockey and baseball 
teams to supporting the United Way 
as well as other causes and events.

Kitchen manager Susan Macmillan 
has been with the hotel for ten years 
and the property has been a Sysco 
customer for 22 years. She enjoys  
ordering her supplies online and values 
the long relationship, top quality  
Sysco products and reliable service.

As for the future, Pierson’s vision is 
to continue to provide a place that cus-
tomers want to return to. He’s planning 
to expand and improve the hotel’s  
catering service and take-out foodser-
vice, an area that is certain to appeal to 
the busy folks of Estevan. 

“You see a lot of people 
every day and a lot of good 
friendships come out of it.”

Blackbeard’s Restaurant
Flavour of  Canada Profile:

Estevan, Saskatchewan

Ryan Barnes (MA) and James Longbottom
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The back-to-school season 
means different things to  
different people. If you’re a 

student, you’re hopefully glad to get 
back to a routine that involves friends, 
academics and extracurricular activi-
ties. If you’re a mom, you may be 
happy to again be getting a few hours 
of “me time.”  If you own a restaurant 
back to school is a great opportunity 
to market your establishment to  
families, students, staff and teachers.

Many operators know that  
September can be a tough month, 
sales-wise, as families are financially 
tapped out having spent their money 
on back-to-school clothing and  
supplies. And that’s why stepping up 
your marketing even more so  
in August and September is a good 
idea. Let’s look at some marketing 
ideas to help pick up September sales:

C-E-L-E-B-R-A-T-E — Whether 
you’re starting grade 1, grade 12 or 
your second year at university, each 
year marks a milestone for any  
student so encourage your customers 
to celebrate it. Persuade them to  

enjoy a celebratory end-of-summer-
start-of-school dinner with a discount 
or free appetizers.

Family Friendly Meals — Start  
advertising these in the summer so 
families will think of your restaurant 
when they’re tired and pressed for 
time. Make sure it’s a healthy, well-
rounded meal and that it is offered 
both on and off premise.

Feed Me Fund — Market this to 
parents. With proof of ten meals, you 
provide one free. Parents will sign on 
as they’ll rest assured their child is 
getting fed. Market this to moms and 
dads by purchasing a mailing list or 
contacting the college or university. 
There may be opportunities to  
advertise in outgoing materials or to 
sponsor certain events.

Kiddies Eat Free — This would  
definitely encourage parents to consider 
your restaurant in September. Make sure 
you specify that children eat free with 
the purchase of an adult meal.  
The beauty of this strategy is that no 
coupon is required. Who knows? Mom 
and dad may even spend more than 

The ABCs of

Marketing
Back TO School

School-focused families need to eat. 
Here are some ways to get them in the 
door during September.                 By Kelly Putter

TOP 10 LIST OF HOW TO MARKET TO SCHOOLS:
1. Locate the schools. Find all the schools 
within a three-mile radius of your restaurant 
and introduce yourself to the school Principal 
and offer to assist in fundraising activities for 
the school associations, parent-teacher coun-
cils, sports-related groups, music department, 
computer labs and more.

2. Free Coffee. If you're open during the 
mornings, offer free coffee to all teachers  
before they get to school.

3. Meeting Place. Offer your restaurant for 
teacher, parent meetings, and other staff 
events.

4. Kitchen Tours. Use the empty afternoon to 
invite classes to your restaurant for a kitchen/
cooking tour. Give each student a gift certificate 
for a return visit.

5. Help Wanted. Offer internships or training  
programs to those students interested in pursu-
ing a career in the restaurant/hospitality field.

6. Community Goodwill. Offer your restaurant 
as a staging medium for such fundraising efforts 
to support the athletic department, the music 
and drama departments and the library.

7. Fundraising. Implement a Fundraising Day, 
whereby students, parents, teachers are encour-
aged to dine at the restaurant, with a percentage 
of sales going back to the schools.

8. Enhancements to Fundraising. During the 
Fundraising Day, invite the cheerleaders to dance, 
the band to entertain, and the choir to sing.

9. Awards and Rewards. Give out gift certifi-
cates to students who excel in attendance.

10. Don't Forget The Teachers. Teachers are 
the most overlooked group when doing a school 
promotion. Get their names and put them into 
your database. Send them gift certificates as a 
way of thanking them for helping to shape the 
leaders of tomorrow.

Source: Joel Cohen at www.RestaurantMarketing.com   
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APPLE with SALTED CARAMEL.  
Sysco Code: 2318059.  6 pies/case, 8 slices/pie 

BLUEBERRY with LEMON MERINGUE.  
Sysco Code: 2318180.  4 pies/case, 10 slices/pie

 

CHOCOLATE MOUSSE with CARAMEL.
Sysco Code:  2318073.  4 pies/case, 10 slices/pie

CHERRY with CHOCOLATE GANACHE.
Sysco Code: 2318063.  4 pies/case, 8 slices/pie 

PRE-SLICED TO MAKE SERVING PIES MORE PROFITABLE

®

A layer of our �akiest pie crust 
between rich gourmet �llings.

Contact your Sysco Marketing Associate for more information.

usual, trying appetizers and desserts because they’ve 
saved on their kids’ meals.

Swap with Local Businesses — Advertise your 
restaurant by handing out coupons to your local 
hairdresser, insurance agent or car dealership. You’ll 
also have to give out coupons or discount cards to 
your customers for their products and services.

Student’s Lunch Special — Older students like 
to leave the school property and there’s no better 
time to do so than during lunchtime. Offer a lunch 
special and send out texts each morning advertising 
the special.

Aim for Parents — Because most schools have 
the online and street addresses of their students’ 
parents, you should try to find a way you can  
contribute to the communication between the 
school and the parents. Is the school sending home 
an information package with each student? That 
might be the perfect opportunity to include a  
coupon for a free dessert.

No doubt September can be a challenge for  
restaurants given the competition presented by the 
costs of heading back to school. Remember to target 
students, their parents and teachers in your marketing 
and don’t forget to put your thinking cap on.  

Back TO School… continued.

NAME: Michael Bruce
JOB TITLE: Marketing Associate
LENGTH OF TIME WITH SYSCO: 3 years
GEOGRAPHIC TERRITORY: Kitchener / Waterloo

Q: Describe the account composition of your territory  
(ie street, pub, fine dining etc..)   
A: Primarily I’ve been working with golf courses, chicken 
and rib smoke houses, casual fine dining, health care  
facilities, gastro pubs, pizzerias, hotels. As well as  
Mediterranean grill cuisine and cafés.

Q: Did you ever work in a restaurant? If so does that help 
you understand their business needs more?  
A: I worked in restaurants for roughly 20 years and have 
run kitchens as a red sealed chef for 14 of those years.  
I understand the high pressure and fast pace of restaurants 
as well as the demands that chefs and owners face that 
require them to stay on top of industry trends.

Q: Describe how you help customers solve problems?  
A: I do my best to listen to their challenges and I use my 
industry knowledge and Sysco training to help. If I can’t 
solve a problem myself, Sysco has many people to turn 
to for additional advice. 

Q: What is the most rewarding aspect of your job?  
A: I love cooking, talking about food and helping chefs 
and owners work toward success.  

Q: What are some of the good things about working with 
your accounts?  
A: Constantly learning culinary tricks to pass on as well as 
forging relationships with other foodies. I’ve met so many 
great people. Plus there’s a lot of breakfast and coffee! 

Q: What foodservice trends do you see emerging?  
How do you respond to them?  
A: Food-wise customers seem to be developing a taste for  
bitter flavours, deep chocolates, hoppier beer and rich dark 
coffee. Even our country’s most popular coffee has hit the 
dark roast market! Rich impactful food is “in”. I find the biggest 
challenge for everyone is trying to appeal to millennials.  
Grabbing attention with social media, high tech services, 
music and engaging visuals are all good places to start.

Q: What do you think is the biggest mistake that an  
operator might make in today’s market?  
A: Not utilizing social marketing and mobile friendly  
websites to help fill the seats.  

Q: What do you think makes some operators more  
successful than others? 
A: It’s a big list: concept definition, location, atmosphere, 
amazing food, quality service, menu engineering,  
customer experience, customer feedback, labour balance, 
financial plans, attention to detail, targeted marketing, 
empowered staff, participative management, and of 
course, a winning attitude. 

Q: What are your goals for the future? 
A: I would like to have my own district one day. How-
ever, first I want to learn as much as I can about the  
intricacies of my job before taking the plunge.  

Q: Is there anything else you’d like to add? 
A: So far this has been a great transition since my career 
as a chef. I have enjoyed my time with Sysco. Their 
constant drive for new ways to innovate in the world of 
food and selling, plus their development and training, have 
made me look forward to what the future holds. 

Sysco Marketing Associate Profile: 
Michael Bruce • Sysco Southwestern Ontario




