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The idea behind Joe Beeverz Bar & Grill 
simmered for about 15 years as its 
founder/operator Chad Wallin learned 

the tricks of the larger foodservice franchise trade, 
which would prepare him to eventually launch 
this casual pub with its very own unique premise.

Since the pub’s ultimate goal is to have 
customers leave Joe Beeverz with a full belly 
and a smile, there are certain features the 
restaurant never skimps on, beginning with its 
ever-changing classic iconic Canadian food, 
top-notch service and its cozy yet fun and 
lively atmosphere.

With two locations in Brandon, Manitoba 
and Yorkton, Saskatchewan, the smallish pubs 
each operate with one kitchen and a staff of 
35 to 50 mainly part-time students in addition 
to a handful of full timers.

The menu is what sets Joe Beeverz apart 
from other big national brands, according to 
Wallin, a former franchisee with Kelsey’s and 
Montana’s Cookhouse. Take the Carnival 
Menu, for example, one of several feature 
menus on rotation with its unique offerings of 
Alligator Poutine, Red Velvet Cake Chicken 
Fingers and Fruit Loop Ice Cream Sandwich. 
Its poutine menu offers diners 14 selections 
including Hangover Poutine, which is topped 
with bacon and eggs, and Christmas Poutine 
with turkey, cranberry sauce and stuffing. 
Since the pub is not part of a large national 
brand, it’s much easier to effect change and 
adapt to regional preferences. Wallin is a big 
believer in taking risks because he knows if it 
doesn’t work, the menu can be changed again 
tomorrow. He is proud to operate a pub known 
for its distinctive menu and the courage to take 
bold culinary chances.

The pub’s environment encourages  
family-style socializing with mostly booth-style 
seating. Guests feel at home in its  
sports-focused atmosphere in which flat-screen 
TVs are within eye-shot at all times. There is 

a continually changing Canadian photo wall 
of fame that also includes jerseys that are 
relevant to some of the nation’s most iconic 
hockey moments. The tables are decked out 
with Trivial Pursuit cards and amusing menu 
descriptions keep guests entertained as well.

Because the restaurant has a sports-themed 
atmosphere, it is essential that the pubs are located 
in the main commercial hub. In Brandon, Joe 
Beeverz is situated directly across from the 
Keystone Centre, which houses three hockey 
arenas, a curling rink, and an agriculture and trade 
show space. In Yorkton, it is on the main 
commercial street among big hotels and national 
retail brands such as Tim Hortons and Giant Tiger. 

Joe Beeverz is open from 11 a.m. to 1 a.m., 
Monday to Saturday and on Sundays from 11 a.m. 
to 11 p.m. Catering and special events have evolved 
to meet demand outside of pub locations. From 
office lunches to formal weddings and whole pig 
roasts, the pub’s catering program covers it.  
Joe Beeverz recently purchased a large food trailer, 
aptly named the Patty Wagon, which allows them 
to take their mobile kitchen to small-town fairs 
and other off-premise catering events.

Chef Dave Yuel has been at Joe Beeverz 
since the beginning in 2011. With a strong 
passion for food, Yuel gets a kick out of seeing 
guests enjoy his creations, which inspire him to 
explore food trends and introduce new concepts 
while staying true to the Joe Beeverz brand.

Yuel is responsible for all aspects of kitchen 

management, including training, ordering, 
inventory, system implementation and 
monitoring. He also works with Wallin to 
develop and create new menus.

One of the pub’s more challenging, yet 
noteworthy events took place on July 1, 2014, 
when Joe Beeverz broke the world record for the 
largest poutine. Theirs clocked in at a whopping 
1,949 pounds. Earning a spot in the Guinness 
Book of World Records means no detail could 
be overlooked and Sysco played a big role in 
helping the pub work with the vendors that the 
pub relied on for product and logistics.

Sysco is the one-stop-shop for most of the 
pub’s supplies with the exception of fresh bread 
and buns which are sourced from local bakeries.  
Service levels provided by the Sysco Marketing 
Associate and District Manager are reliable and 
consistent, which is key. They have helped out 
on more than a few occasions where last minute 
catering jobs pop up or if there is an error on an 
order. They know how important the pub’s 
customers are and they will do everything 
possible not to disappoint them. 

Understanding the Joe Beeverz brand is at 
the heart of the great relationship the pub has 
with Sysco. The Sysco support team is on top 
of new products and trends and is constantly 
introducing the pub to new items that have 
become menu staples. The support is also 
quick to respond and is proactive.

The future for Joe Beeverz looks bright 
and the pub is poised for growth. The past five 
years have seen a lot of franchise inquiries. The 
pub is now working on a completely new menu 
and an updated look to coincide with its newly 
updated website launch. The new website will 
include a franchise tab which will answer 
questions prospective franchisees might have. 
In the meantime, the pub’s creative team will 
continue to dream up pages and pages of ideas 
to keep its brand fresh and its menu exciting 
for years to come.

Flavour of  Canada Profile:

Creative Ways to Build an Email List 
for Your Restaurant:

1. Your restaurant’s free Wi-Fi is your 
number one most powerful tool in building 
your email list. Thanks to companies such 
as Zenreach, when customers agree to 
the terms and conditions of logging onto 
your Wi-Fi, they also agree to hand over 
their contact info.

2. Build your email list by targeting 
visitors who are about to leave your site. 
Privy is a platform that has exit-detecting 
software, which lets you target these 
customers so that you can send them a 
compelling offer to join your email list in 
order to unlock a special.

3. Create an email list of upcoming 
events on your calendar. Some customers 
really like to be in the know when it comes 
to event planning.

4. Use technology to build your list 
while collecting feedback from customers.  
Humm and Elevate each offer this  
dual-purpose technology which lets you 
build your list while collecting feedback.

5. Let partners make your special offers 
available to their customers. So, for 
example, why  not entice the local 
community credit union to let their new 
members join your list instantly — right 
there at the credit union’s desk or counter? 
Mailchimp and Emma are standalone apps 
you can install and customize on an iPad. 
Leave the iPad at the credit union and new 
members will join your list automatically.

Top Proteins on Canadian sandwiches:
1. Chicken
2. Bacon
3. Ham
4. Turkey
5. Beef

The following results are from a survey 
conducted by Restaurants Canada, Terroir 
and the Canadian Culinary Federation.

Hot Dessert Trends 
% of chefs believe this is a hot trend

• Bite-Size/Mini Desserts – 41%
• Sweet and Salty Desserts – 38%
• Salted Caramel – 36%
• Deconstructed Classic Desserts – 33%
• Artisan/House-Made Ice Cream – 31%
 

Hot Produce Trends 
% of chefs believe this is a hot trend

• Dark Leafy Greens – 43%
• Root Vegetables – 40%
• Heirloom Fruit and Vegetables – 35%
• Micro-Vegetables/Micro-Greens – 34%
• Organic Produce – 32%

Talk About Minimum
The American federal government 

requires a wage of at least $2.13 per hour 
be paid to employees that receive at least 
$30 per month in tips. If wages and tips 
do not equal the federal minimum wage 
of $7.25 per hour during any week, the 
employer is required to increase cash 
wages to compensate.

By contrast, the minimum wage for 
liquor servers in Ontario goes to $10.10 
per hour in October. In Alberta, liquor 
servers will be paid $13.60 an hour as of 
October. B.C. and Quebec appear to be 
the lowest paying provinces with wages 
set at $9.60 and $9.45 per hour 
respectively.

What are the top food photos on Instagram?
 1. Pizza  
2. Sushi
3. Chicken
4. Salad
5. Pasta
6. Bacon
7. Burger
8. Eggs
9. Steak
10. Salmon

11. Avocado
12. Soup
13. Tacos
14. Sandwich
15. Chips
16. Ramen
17. Curry
18. Noodles
19. Lobster
20. Sausage

Sources: www.technomic.com, www.nextrestaurants.com, www.restaurantscanada.ca, www.wikipedia.org, www.sousvidetools.com, www.retailcouncil.org

Joe Beeverz Bar & Grill Brandon, Manitoba and 
Yorkton, Saskatchewan



6  ::  Fall 2017  ::  the main ingredient the main ingredient  ::  Fall 2017  ::  7

Street cuisine offers a diverse sampling of ethnic flavours and ingredients. 
Here’s a small taste of our globally inspired food streetscape.

C anadians are showing a  strong appet i te  for 
ethnic  foods and nowhere i s  that  more 
apparent  than with the assorted eats  that 

emanate f rom our streets .
Whether i t ’ s  a  food truck,  portable  food booth,  or 
cart ,  there i s  something decidedly Canadian about 
noshing on the f lavours  of  the world in  a  manner 
that  i s  portable,  af fordable,  quick,  ready-to -eat 
and,  most  important  of  a l l ,  d ist inct ly f lavourful , 
bold and adventurous.
Canadians aren’t the only fans of street food. According 
to a study from the Food and Agriculture Organization, 

2.5 billion people eat street food everyday. 
Whether customers  are  grabbing a  quick bite, 
connect ing with f r iends for a  socia l  vis i t  that 
doesn’t  break the bank,  or craving a  nosta lg ic  taste 
of  yesteryear,  there are a  handful  of  reasons 
consumers  enjoy purchas ing meals  f rom a street 
vendor.  One other b ig  reason centres  on our r i s ing 
enthusiasm for f lavours  and ingredients  f rom al l 
corners  of  the g lobe.
With that  in  mind,  let ’s  take a  tour of  s treet- food 
favour i tes  and look at  ways you can incorporate 
some of  these dishes  onto your menu.

by Kelly Putter
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Schnitzel – This oldie but goodie is so 
entrenched in our culinary memory that 
some might think it’s been on the shelf 
since the beginning. Well, it hasn’t.  
The dish was introduced years ago but 
really grew in popularity after World War 
II. Typically made of pork, though veal 
and turkey is used also, the meat is 
usually pounded into thin cutlets, then 
dipped in flour, eggs and bread crumbs 
before being fried. There are many 
variations of this dish internationally.

Oktoberfest celebrations might be a 
good time to try schnitzel on your 
customers. Think about offering this as a 
special to mark this worldwide celebration 
of beer, bratwurst and all things German. 
Or perhaps you could imprint your own 
personal spin on the dish?

Dosa  –  These crepe-like discs are made 
from a fermented batter of powdered rice 
and beans. This south Indian dish is 
typically filled with a bean stew and 
potatoes or paneer and chutney. The 
batter is ladled onto a hot griddle and 
cooked with ghee until it forms a solid 
shape. Served hot, dosas are either folded 
over or rolled up like a wrap. There are 
many variations and names for this dish.
Consider introducing guests to this 
tasty morsel during Diwali, the Hindu 
festival of lights that begins this year on 
October 19th.

Po’ Boy, Gumbo & Jambalaya – Nothing 
beats the Creole and Cajun flavours of 
Louisiana like andouille sausage, 
blackened catfish or grilled shrimp. 
Gumbo is a stew of meat or shellfish, 
okra, veggies and strongly flavoured 
stock, while jambalaya shares many of 
the same ingredients but with the 
addition of rice and a few other variations. 
Served on a crusty sub-shaped bun,  
a Po’ Boy is often filled with hot roast 
beef drenched in gravy or fried seafood 
such as shrimp or crawfish.

Invite customers to help you 
celebrate Mardi Gras this February by 
offering them a taste of these 
New Orleans classics.

Kimchi Dumplings aka Kimchi Mandu – 
Napa cabbage, onions, minced pork, and 
tofu go into these doughy pockets that are 
pan fried till crisp and served with a sweet 
and spicy sauce for dipping. A New Year’s 
Day tradition, Mandu is also typically 
eaten in soup with rice cakes.
Buddha’s birthday – May 3rd – might be 
a good time to introduce guests to this 
dish or several other Korean food 
specialties such as spicy rice cakes,bulgogi 
(marinated beef barbecue) and red 
bean waffles. 

Choripan – The chorizo sausage in this 
Argentinean sandwich is usually cut 
lengthwise and served on a bun, often 
topped with chimichurri sauce.  
The sandwich is also popular in Uruguay, 
Chile and southern Brazil. It gets its 
name from the combination of chorizo 
and pan (crusty bread).

Thai Boat Noodle Soup – Three cuts of 
beef plus anise, cinnamon and a splash 
of crimson pig or beef blood are blended 
to make this spicy soup. The dish gets 
its name thanks to the fact that the soup 
was originally sold from boats that cruised 
the canals of Bangkok.

Boat noodle soup is one in a long list 
of noodle dishes in Thai cooking that 
also includes pad thai, khao soi and rat 
na. Introduce customers to the wonders 
of Thai cuisine by marking National 
Noodle Day on October 6th.

Corn & Fish Tacos – Corn on the cob like 
you’ve never tried: drenched in cream, 
chili and cheese. Use any mild fish to 
create your fish taco, which generally 
comes heaped with tangy cabbage slaw, 
avocado and fresh salsa.

Cinco de Mayo is about more than 
margaritas and cerveza. This annual 
celebration of Mexican culture on May 5th 
is a perfect day to introduce patrons to 
your take on Mexican fare.

Sources: www.nowtoronto.com, www.streetfoodapp.com/toronto, www.theloop.ca, www.foodincanada.ca, www.foodnetwork.ca, www.cbc.ca, www.wikipedia, www.yelp.ca, www.thestar.com, www.foodabletv.
com, www.theglobeandmail.com, www.nextstopcanada.ca, www.foodserviceandhospitality.com, www.huffingtonpost.ca, www.torontofoodtrucks.ca, www.streetfoodinstitute.org, www.kitchenproject.com, www.
indianhealthyrecipes.com, www.frenchquarter.com, www.myneworleans.com, www.therealargentina.com, www.saveur.com, www.mykoreankitchen.com

Fun Fusion Flavours – As diners grow 
more adventurous, so do chefs. What 
you end up with are tasty marriages of 
international cuisines. Think rice balls 
with bulgogi beef and kimchi, tacos 
loaded with Malaysian chicken and 
Peking duck poutine. Or how about 
sushi burgers, masala-spiced fries and 
jerk chicken chow mein? The 
possibilities are endless.
Canada’s ethnic street-food scene is 
exploding with bold and new flavours 
and ingredients. As diners become more 
creative and adventurous, the nation’s 
street vendors are clearly stepping up to 
feed their appetites. 

...continued
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The restaurant and foodservice industry is undergoing a 
revolution of sorts as a smorgasbord of restaurants begin to offer 
customizable meals, riding largely on the huge success of 
Chipotle’s assembly-line-style,  burrito-ordering business.

From pizza and pasta to roti, salads, sushi rolls and milkshakes, 
the world of foodservice has become a blur of customization, 
aka build-your-own, and that trend is spilling north of the border 
thanks in large part to the millennial consumers who are driving 
this development.

Having food their way makes millennials feel special and 
doing so reflects a certain identity of who they think they 
are, says Culinary Institute of America director Sophie Egan 
in her book Devoured.

“It’s a desire within our hyper-industrialized food system 
to have something that feels like it meets my personal taste 
profile,” Egan told The Atlantic in 2016. “We have access to 
customized and personalized food experiences at the restaurant 
level, at the fast casual level, and at the packaged food level 
and it has only increased.” 

The millennial demographic covers those in their late teens 
to mid-30s. According to market research firm Mintel, their 
attraction to customization stems from their culturally diverse 
make-up and their desire to personalize the dining out experience, 
to make it their own, so that they feel catered to and unique. 
Also, this age group tends to snack more often than others so 
variety is key in keeping things new, fresh and interesting. 

Guests want a say in how their food orders are made.
Learn why the trend toward customization is the next big thing.

by Kelly Putter
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Millennials tend to enthusiastically experiment with different 
flavours, seeking out ethnic cuisines such as Korean or 
Argentinean in addition to bold and spicy flavours such as 
jalapeños and chile de arbol.  They are also drawn to food that 
is healthy and socially responsible.

The build-to-order trend satisfies a number of less obvious 
cravings. Freshness is a big factor as ingredients are typically 
laid out and presented in all their fresh and colourful glory for 
the customer to see and select. Transparency is another feature 
as there’s no guessing who put your meal together since it’s 
prepared in plain view by a counterperson who can answer your 
questions and concerns on the spot. Finally, those who are 
watching their weight or who have other health concerns can 
interact with the counter to help determine how much mayo 
they mean by a “smidgen.”

Witnessing how food is prepared may be about more than 
just checks and balances. Pieology Pizza founder Carl Chang 
told Ad Week that in an era of Iron Chef, consumers have come 
to see food preparation as a form of performance.

“Many people like me are Food Network fans, and they love being 
exposed to how our food is prepared and our technique,” he said.

No matter how you slice it, it goes without question that 

customization is an important factor for millennials when 
selecting a restaurant with 30% opting for those that offer a 
build-your-own component, according to research conducted 
by Mintel.  Research and consulting firm Technomic pegs it 
even higher, noting that 46% of operators say consumers want 
to customize their menu selections.

You don’t need to completely overhaul your menu to begin 
incorporating a build-your-own option onto your menu. Consider 
items that are more easily customizable such as milkshakes, rice 
bowls, pizzas and burgers. Remember that millennials like 
customization beyond ingredients. Offer these items in multiple 
sizes as well.

Restaurants have been leaning toward customization for 
years, offering various meal combos on a mix-and-match menu, 
smaller portion sizes to satisfy smaller appetites and fight rising 
food prices, shared plates and all-day breakfast.

Customization is a trend that’s growing beyond foodservice 
and making its way into other industries such as cosmetics. 
Consider adding a made-to-order component to your menu 
and know that sandwiches, sundaes, pizzas and noodles can 
be offered pretty easily to customers in a fashion that lets guests 
have it their way.

...continued

Taste, service and ambiance is the 
philosophy and driving force behind 
The Phoenix Steakhouse and Bar, 

a fine-dining restaurant that’s housed in a 
historic building in downtown Vernon, B.C.

Managed by owners Charles Bonsan and 
his wife Megan Frankiw, the Phoenix team 
comprises a passionate group of 19 staffers who 
all pride themselves on the restaurant’s three 
pillars: taste, service, and ambiance.

With more than a decade of culinary 
experience, Bonsan constantly strives to find 
new ideas and first-rate ingredients while 
Frankiw is busy overseeing front-of-house staff 
and operations. The pair has owned the 
Phoenix since 2015.

Situated in a 1902 former CIBC building 
on 30th Avenue, the Phoenix is housed in 
one of the most recognizable and prominent 
buildings on the street. The two-level 
restaurant features traditional white linens, 
dim lighting on the main floor and a separate 
Private Room and Wine Cellar. The second 
floor has modern décor and design with a 
covered rooftop patio and an illuminated 
full-service bar.

As executive chef, Bonsan oversees 

apprentice Red Seal chefs, line cooks and 
dishwashers. Staff is the cornerstone of the 
business, so Bonsan and Frankiw ensure they 
hire and train apprentice chefs, are active in 
the culinary arts program of the local school 
and make sure employees are taken care of. 
The Red Seal chef is passionate about food 
and people and enjoys helping individuals 
develop, learn, and grow.

With ample foot traffic and parking, the 
Phoenix has customers from all walks of life, 
with lunch service comprising of mainly 
business professionals while dinner includes a 
mix of people.

The steakhouse naturally features plenty 
of beef cuts, but offers a wide variety of food, 
from pasta to seafood and salads, that could 
satisfy all palates. Some of Bonsan’s favourites 
include his signature crab cakes, Korean fried 
cauliflower, hand-pressed Angus reserve steak 
burgers, New Zealand white-tail lamb and 
oven-baked escargot. He is especially proud 
of the angus reserve ribeye with blue cheese 
demi glace. 

As a Red Seal chef, Bonsan has spent the 
past 15 years working in a corporate kitchen 
environment across British Columbia, working 

on restaurant openings in several locations and 
travelling to cooking schools in Vietnam, 
Belgium and New York City.

Responsible for menu development, cost 
maintaining, employee morale, training and 
development, Bonsan always challenges 
himself and his staff to achieve greater personal 
and professional goals.

Bonsan typically orders his produce, 
meats, dairy, dry goods, consumables and 
beverage from Sysco, sometimes ordering 
online, and enjoys the twice-weekly meetings 
with his “fantastic” Sysco Marketing Associate.  
He also likes the quality-sourced ingredients 
from Sysco’s Angus Reserve Beef Program, 
which, he says, keeps his steaks packed with 
flavour and perfectly aged. 

Sysco is an ideal partner thanks to its 
product availability, menu options, menu 
development and STIR kitchen events, local 
vendor tours, and the ease of doing business, 
says Bonsan.

The husband-and-wife team will continue 
to elevate and grow their restaurant and bar 
by keeping up with current trends and styles 
and sharing their hospitality with guests at the 
most competitive prices possible.

Flavour of  Canada Profile:

The Phoenix Steakhouse and Bar Veron, B.C.

Owners Megan Frankiw and Charles Bonsan
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Get a handle on Pizza
The versatility of pizza lends itself to multiple dayparts, 
menuparts and allows for personal customization

Pizza is one of the most profitable items on 
restaurant menus with food costs between 20-25%

Pizza dough and crusts come in a range of formats to 
suit  all skill levels and operational needs

1.

2.

3.

We have all the formats 
to meet your Pizza needs!

Dough Balls Sheeted Dough Oven Rising Sheeted 
Dough Parbaked Crusts Flatbreads Gluten Free Crusts

LESS LABOUR REQUIRED

MORE VERSATILITY

INGREDIENTS INGREDIENTS 

CARROT AND PARSNIP
STREET FRIES TOPPED
WITH KIMCHI

SPICY KOREAN 
QUINOA BOWL

RECIPE RECIPE

Place cabbage squares into a stainless steel bowl and mix with 1 T 
sea salt, let sit for 1 hour. After 1 hour, rinse the cabbage, then pat 
dry with a towel. In a stainless steel bowl mix the cabbage, radishes, 
jalapeños, carrots and scallions.
For the kimchi paste:
Blend garlic, ginger, fish sauce, Sriracha, brown sugar and rice 
vinegar in a stainless steel bowl to make the kimchi paste. Toss all 
items with the kimchi paste. Pack into a large jar, seal and let ferment 
overnight at room temperature, then refrigerate. Good for two weeks, 
improves with age.

Heat the oil in a large skillet, add ginger and garlic, and quickly toss.
Add the Korean BBQ Quinoa and heat thoroughly. Stir in kimchi  
juice and tamari.
In a separate skillet, cook the eggs sunny side up.
Steam kale until soft, season with salt and pepper. Assemble the 
bowls, dividing the quinoa, kimchi and kale evenly.

6 oz  Carrot and Parsnip Fries 
1 ea  Napa cabbage, cut into 1" squares 
1 T  Sysco Imperial McCormick Sea Salt 
8 ea  radishes, grated 
1 ea  green jalapeño, sliced 
1 ea  red jalapeño, sliced 
2 ea  Sysco Imperial Carrots, 1" square and 1/8" thick to match cabbage
4 ea    Sysco Imperial Scallions, shredded Kimchi paste
3 ea  Sysco Imperial Garlic Cloves, minced 
2 T  fresh ginger, grated 
2 T  Fish Sauce 
2 T  Sriracha 
1 t  Baker’s Source Classic Brown sugar 
3 T  Rice Vinegar 

2 t  Sysco Supreme Toasted Sesame Oil 
½ t  freshly grated ginger
1 t  Sysco Imperial Minced Garlic 
2 c  Korean BBQ Quinoa 
1 c  kimchi, chopped
2 t  kimchi juice
2 t  tamari 
2 c  Sysco Imperial Kale, finely chopped 
2  Wholesome Farms Eggs 
¼ c  sliced green onions for garnish (optional)
 fresh ground pepper for garnish (optional)

PREPARATION PREPARATION

Lantic & Rogers Organic Cane Sugar 

is not only great for the environment, 

it helps farmers purchase water 

purification systems, hire better teachers 

and even aids in buying donkeys–essential 

in carrying cut cane up hillsides!
SUPC code 970558
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Millennials are placing their thumbprint on a host of 
cultural and consumer touchstones and foodservice is certainly 
no exception.

Born between the 1980s and early 2000s, this generation, 
also known as Gen Y, is the first to grow up under the 
influence of digital technology. A fastidious demographic 
with a strong buying clout thanks to their large numbers, 
these late teens to mid 30-year-olds are said to be more 
internationally savvy, socially minded and naturally 
comfortable with social media. As a group, they are known 
to be confident and self-aware and want food products that 
reflect their individuality and taste for adventure. Let’s look 
at how they’re influencing the food you serve:

Bowls – These have gained in popularity because they 
hit on three big factors in the millennials’ quest to satisfy 
food cravings and their preferences around eating out. 
Bowls are more portable than plates, which is important 
for this on-the-go generation that eats in front of their 
screens. They’re typically loaded with healthy choices, 
and finally, you can customize bowls to your heart’s 
content, an important option that speaks to the cohort’s 
need for individuality and creativity.

Whether for breakfast, lunch or dinner, bowls offer 
plenty of room for a host of tasty and healthy ingredients. 
Smoothie bowls are typically eaten for breakfast and 
comprise a thick smoothie base topped with your choice of 
different fruits, granola, coconut, peanut butter or perhaps 
for a sugar kick, Nutella. Sometimes called Acai bowls, 
which began popping up everywhere last summer, these are 
named after acai berries, a delicious tropical fruit from Brazil 
that is being hailed as a super-food.

Emerging from smoothie bowls are Buddha bowls, which 
are more suited for lunch and dinner as they typically contain 
a nutritious combination of grains, veggies and protein. 

Millennials are a powerful group driven by technology,  
clean eating and customization. Let’s look at trends they’ve inspired. by Kelly Putter
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Try a rice bowl with ginger, chicken 
and avocado or Thai noodles with 
cinnamon and prawns or perhaps quinoa 
with… you name it. The sky truly is the 
limit with bowls.

Veggies are sometimes roasted, 
sometimes raw. Many are vegetarian, 
maybe even vegan, but meat is allowed. 
Typically served on a bed of whole grains, 
bowls are appealing thanks to their 
healthy ingredients and because they are 
highly customizable. Here’s a rough 
guideline on how to break down the 
ingredients: 15% lean protein, 25% whole 
grains, 35% vegetables, 10% sauce, and 
30% extras, like nuts, seeds, or sprouts.

Avocado Toast  – Surely by now you’ve 
heard the controversy about the Australian 
billionaire who criticized millennials for 
spending too much on avocado toast and 
lattes instead of saving their money to buy 
a house. Credit Gen Y with popularizing 
this simple but sometimes pricey dish.

Avocado toast is generally served as 
an open-faced sandwich topped with 
mashed avocado or avocado slices and 
lime (or other citrus) juice, salt and 
pepper. Sometimes it’s combined with 
poached eggs or salmon, strawberries, 
tomatoes, hot and sweet peppers, onions, 
garlic and feta cheese.

You can’t deny the popularity of this 
dish. A sole proprietor, avocado-on-toast 
pop-up operation is appearing this 
summer in Los Angeles at coffee shops 
and farmer’s markets. The female owner 
is a millennial, no less. She charges 
between $10 to $14 for her version of the 
healthy dish.

Build Your Own – Whether it’s burgers, 
bowls, salads or burritos, millennials love 
creating their own specialized versions of 
dishes. If you offer customization, you’re 
sure to arouse the interest of this 
generation, who will also want to share it 
on Instagram with their friends. The 
demographic’s definition of customized, 
personalized, made-to-order food goes 
way beyond sunny side up or scrambled. 
Since more than one third of millennials 
order something different each time they 
visit a restaurant, customization is 

especially inviting. What menu item do 
you think customers might enjoy building 
from scratch each time they visit?

Got the munchies – If you’re looking 
to attract more millennial guests to your 
restaurant, especially during off hours, 
begin by offering snacks. This generation 
likes to nibble on snacks or small meals, 
often replacing three squares for several 
smaller bites throughout the day. As 
Baum + Whiteman food consultants 
predicts, “The ground is shifting away 
from sweet to savoury and from high carb 
to nutrient-dense and high-protein 
indulgent snacks.” Make your munchies 
healthful, portable and tasty and you’ve 
got fans for life. 

Shrubs and digestives – Credit the 
rise of the craft cocktail movement for 
growing millennial interest in vinegar-
based beverages, artisanal tonics, 
kombucha and other digestives. Shrubs, 
which combine vinegar, fruit and sugar 
with herbs or spices, and digestives, are 
more popularly used in beverages, mixers 
and as flavouring agents.

Mash-ups – These sometimes  
“out there” food combos appeal to the 
thrill-seeking side of this generation. 
Cronuts and sushi burgers are just a few 
of the many odd mash-ups designed to 
appeal to millennials’ sense of adventure 
and taste for creativity.

Freakshakes (aka Milkshakes Gone 
Mad) – These decadent, over-the-top 
mash-ups attempt to combine traditional 
milkshakes with a baked dessert so you 
end up with a massive sugar hit that is 
both eye-popping and Instagram worthy. 
Doughnuts, pie and cake slices or cookies 
are used to top the shakes, often served 
in large mason jars, which are then 
crowned with cream, syrups and fruit 
sauces and other sweets.

This picture-perfect dessert speaks 
volumes about the influence of social 
media on our culture.

The baby boomers may still have a 
bigger share of buying power, but 
Canada’s 9.6 million millennials aren’t far 
behind. This is definitely a group worth 
looking at. 

...continued

Sources: www.foodandwine.com, eurmscfood.nl, www.forbes.
com, www.cstoredecisions.com, www.thebalance.com, www.

millenialmarketing.com, www.kalsec.com, www.bbcgoodfood.com, 
www.triplepundit.com, www.parade.com, www.earth2017.com, www.

restaurant.org, www.vitamix.com, www.thestar.com
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Restaurant Review
None of us enjoy criticism, but as 

foodservice operators open to 
the public, we’re easy targets for 

disparaging comments from unsatisfied 
customers. So expect to hear some.

Whether or not the review is fair and 
reasonable is really a question for another 
day. Here’s what you need to know in 
order to turn a negative review into a 
positive opportunity for your restaurant:

Respond ASAP 
Believe it or not, but how you handle 

your response may win you customers. 
By responding in a manner that is 
timely, kind and concerned, you show 
customers that you care about them and 
that you’re active in your business.  
If you attempt to remedy the customer’s 
grievance by offering a discount or  

a free dessert, even better. You’ve 
demonstrated very compassionately that 
your restaurant takes responsibility for 
its mistakes which should earn you 
brownie points in the eyes of current 
and potential customers.

Be A Diplomat
This is difficult to do. You’re feeling 

wounded, hurt and your pride may be 
damaged somewhat. The last thing you 
want to do is respond in a kindly fashion. 
But don’t let your sarcasm or anger get 
the better of you. Instead, be respectful 
and sympathetic to the complainant, no 
matter how off base they may be. This 
requires tact and diplomacy, to be sure. 
Even if you completely disagree with the 
customer, there really is no need to argue 
or rehash the experience.

Cool Down  
We’re only human and as such, a 

negative or unwarranted criticism can be 
hard to swallow. Never respond to a bad 
online review while you are annoyed or 
angry about the comments. Even though 
responding swiftly is important, take time 
to cool down if you feel upset. Writing 
while angry will likely show in your 
response and you will come off sounding 
sarcastic or retaliatory. So either wait 
until you can be more objective or ask 
another staff member to write it.

Listen  
This might be the most difficult part. 

Once you calm down, you need to really 
hear the complaint. Something obviously 
motivated the reviewer to write, so listen 
up because you could learn something 

Cyber reviews are the new word of mouth. See how to manage your restaurant’s online reputation.

How to Survive a Bad Online 

about your restaurant. Use the review 
to make improvements to your 
establishment. Is there a commonality 
between this review and others? Use the 
review to make your restaurant better. 
It’s clearly one of the most economical 
ways to obtain consumer research.

What to Say 
Be apologetic and thank the person 

for providing the feedback. Tell the 
reviewer you wish to address the concern 
and improve their experience for their 
next visit. Sometimes that kind of 
acknowledgement is enough to prompt 
the reviewer to update their online review 
more favourably. Consider offering 
incentives so the patron will be encourage 
to visit again.

Some suggest it’s wise to apologize 
publicly and address the issue privately. 
So in that case, you post an apology for 
the reviewer’s disappointment and state 
what you’re doing to make it right and 
then contact the reviewer privately to 
address individual concerns.

Address the Positive 
A good review deserves your 

attention as well. Thank the customer 
for their compliment and for taking the 
time to write the review.

Responding to online reviews takes 
time, no doubt. Don’t be tempted to 
slough off restaurant review sites as just 
another fad or a waste of your time. Like 
advertising and signage, these sites help 
brand your business. Word of mouth has 
long been considered the most effective 
form of business development and this is 
a fast, cheap and effective method so 
don’t overlook this very valuable way to 
enhance your brand.

Rating & 
Review Facts

• A Harvard Business School  
 study shows that a one-star Yelp  
 rating increase can lead to a 9%  
 increase in revenue.

• A half-star improvement on  
 Yelp’s five-star rating makes it  
 30% to 49% more likely that a  
 restaurant will sell out seats  
 during peak hours.

• 68% of restaurant owners in the  
 U.S. actively monitor and  
 manage reviews on multiple  
 review sites.

• 57% of consumers say they will  
 avoid a business that has  
 negative reviews and ratings.

• According to eMarketer, 88%  
 of Internet users read online  
 reviews in order to determine  
 the quality of a local business.

by Kelly Putter
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Order Code 4628830 4628509 4628715

Brand Block & Barrel Imperial Block & Barrel Imperial Mediterranean Kuzina Imperial

Product Description Original Goat Cheese Log Goat Cheese Crumbles Goat Milk Feta Crumbles

Pack Size 2 x 1 KG 6 x 454g 6 x 454g

AVAILABLE NOW!
For more information, contact your Sysco Marketing Associate

Explore Goat Cheese
Elevate everyday menu items with the simple addition of rich and creamy goat cheese!

Creamy Cauliflower &  
Roasted Red Pepper Soup

F18 Sysco Goat Cheese - FP4C Ad.indd   1 8/11/2017   10:34:06 AM

STIR it up!

caught 
in the act;

Sysco customers tapping 
into the culinary centRE 
action across Canada!

A mouthwatering selection of 
Canadian cheeses at this Summer 

Cheese event in Kelowna

Vince from Pure Basil Farms 
hosted Sysco Kelowna’s Culinary 

Lead Scot Adams and his team 
and customers for an interactive 

on site workshop!

Jaimie Walker from Chicken Chef 
Swan River and MA Ronnie 

Badger can’t be too serious at 
this Burger Road Trip event

Business Resources hams 
it up, sharing ideas with  
The Prospector Steak House 
in Thunder Bay, Ontario

Sunny Sysco Victoria 
customers experience 
Local Farms

Sysco Chef Brent Durec’s 
Wild Yukon Coho Salmon 
stretched and smoked 
over an open charcoal pit

Lamb Taco: Roasted 
spiced lamb leg sliced 
thin, with a tossed kale 
slaw and finished with 
chipotle mango seasoning

Produce Specialist Graham Rumley 
shows off Sysco fresh produce at 

our Mid Island Food Fest

Mexican fusion ideas galore 
as Winnipeg’s La Roca played 
with the culinary team in this 
interactive Business Builder!

To book a STIR session, email us at stir@corp.sysco.ca
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Finding a restaurateur who’s in favour of 
Ontario’s pending minimum wage hike is 
a very tall order.
In fact, the foodservice industry has been 
a fairly vocal critic of the looming wage 
increases, citing single-digit profit margins 
as one of the main reasons restaurants 
cannot afford to swallow higher 
labour costs. 
In July, Restaurants Canada released a 
survey of its members that found 95% of 
restaurateurs believe the wage hike will 
hurt them. The poll found 98% will raise 
menu prices; 97% will reduce labour hours; 
81% will lay off staff; 74% will embrace 
more automation, and 26% would close 
one or more locations.
Ron Csenar is upping the ante. After 20 
years as a chef and restaurant owner-
operator, he’s fed up with all of the 
bureaucratic red tape imposed on his 
Campbellford, Ontario restaurant. 
“I’m done, I’ve had it,” he says. “I’m 
selling. And they wonder why there is 

such an underground economy? I just 
don’t want to deal with the hassle 
anymore. I love cooking, but I can just go 
work for someone else.”
In late July, Ontario Premier Kathleen 
Wynne hinted at some kind of relief 
for restaurant operators worried about the 
wage hike. But Csenar thinks that 
plan is illogical.
“Why would they impose an increase in 
wages and then spend money to subsidize 
it?” he said. “They’re so out of touch. I 
can’t make any sense of it.”
The province is raising Ontario’s minimum 
wage from $11.40 an hour to $14 an hour 
in January and then to $15 in 2019. 
The restaurant industry is affected by the 
increase as those who serve liquor will see 
their hourly rate go from $9.90 to $12.20 
in January and then $13.05 the 
following year.
Many restaurants are bracing for price 
increases and cuts to staffing. James Rilett, 
a vice-president of Restaurants Canada, 

which represents 30,000 businesses across 
the country, told the Toronto Star that 
some restaurateurs are already slowly 
raising menu prices to soften the impact 
for customers over the coming year.
The wage hike will represent a 26% 
increase in labour costs for The Famous, 
a 24-hour diner-style restaurant located 
in the Fallsview Casino Resort in Niagara 
Falls. Chef-partner Lawrence Alexander 
is already anticipating price increases of 
approximately 10%.
“We will see an increase in pricing to offset 
this cost,” says Alexander. “Despite what 
people may think, we’re not making 
millions on the backs of our employees to 
offset this increase. We simply don’t make 
tons of profit to begin with.”
According to Rilett, the average pre-tax 
profit margin for restaurants is 3.4%.
As for what overall impact the increase 
will have, Alexander thinks all of the talk 
about providing a living wage will be for 
naught once prices rise across the board 

to offset the hike in wages. He cites a 
recent report on a 2014 wage hike in 
Seattle, which boosted minimum wage to 
$15 per hour. The study found the costs 
to low-wage workers outweighed the 
benefits by a ratio of three to one. The 
wage hike there actually resulted in the 
average low-wage worker earning $125 less 
per month.
“People there ended up cutting the hours 
of their employees,” says Alexander. “And 
here in Ontario, for a lot of restaurants, 
that’s a potential scenario.”

Ontario’s $32-billion restaurant 
industry directly employs nearly 473,000 
Ontarians, representing almost 7% of the 
province’s workforce. According to 
Statistics Canada, 9.2% of Ontario's 
workforce — about 540,000 people — earn 
minimum wage.

Aaron Walker expects the payroll at 
Mckecks, his seasonal Haliburton 
restaurant, to increase by at least several 
thousand dollars per week. The hike will 
translate to increased hands-on work for 
the chef-partner, higher prices and fewer 

staff hours. While he is in favour of a wage 
hike for low-income earners, Walker 
believes the increase should have been 
phased in over a longer period of time.

“That would allow consumers and 
businesses to adapt to the shifting price 
structure,” he said. “I don’t want to come 
across as a neocon. I couldn’t live on $11 
an hour. But if the province was truly 
concerned about those living below the 
poverty line, they shouldn’t tax them.”

Walker also anticipates issues regarding 
the large number of students his restaurant  
employs. With the student minimum wage 
going to over $14, he foresees the potential 
for conflict from adult workers. “We hire 
a huge number of students and have a lot 
of grade 10 students who have a poor work 
ethic,” he said. “Should they be making 
the same as an adult with a family?”

Melanie Pringle, owner of Whitby’s 
family-style diner, Melanie Pringle’s, 
doesn’t expect to lay off any of her staff of 
50. But she does plan to tighten controls 
at her 150-seat restaurant.

“I will have managers kick in and be 
cross trained as servers and bartenders,” 
said Pringle, adding that tips will likely 
drop below the customary 20% to 
compensate for higher menu prices.

Minimum wages across Canada have 
been slowly inching upward. In 2015, 
Alberta was the first province to 
announce plans to hike its minimum to 
$15. The increase will take place in 
October of 2018.

Offering low-income earners a living 
wage is a motherhood issue. Of course, 
it’s the right thing to do. But if small 
businesses cannot carry the added costs 
and as a result raise prices, cut staff 
hours and ultimately close down, then 
everybody suffers.

The Minimum Wage across Canada:

• Alberta - $12.20 an hour, rising to 
$13.60 this year and reaching $15 
an hour on Oct. 1, 2018

• British Columbia - $10.85. Expect-
ed to rise to at least $11.25 in 2017

• Manitoba - $11. The government 
plans to raise it every year along 
with the rate of inflation

• New Brunswick - $11. Adjusted an-
nually relative to the consumer 
price index

• Newfoundland & Labrador - 
$10.75 rising to $11 on Oct. 1, 2017

• Northwest Territories - $12.50

• Nova Scotia - $10.85. Adjusted an-
nually April 1 based on the con-
sumer price index

• Nunavut - $13. Adjusted annually 
April 1

• Ontario - $11.40

• Prince Edward Island - $11.25

• Quebec - $10.75, rising to $11.25 
per hour May 1

• Saskatchewan - $10.72. Adjusted 
annually Oct. 1 relative to the con-
sumer price index and average 
hourly wage

• Yukon - $11.32. Adjusted annually 
April 1 based on the consumer 
price index

Source: www.retailcouncil.org

“We will see an increase in 
pricing to offset this cost,” says 

Alexander. “Despite what people 
may think, we’re not making 
millions on the backs of our 

employees to offset this increase. 
We simply don’t make tons of 

profit to begin with.”

Restaurateurs predict price hikes and staffing cuts as a result 
of Ontario’s wage increase. What will you do? 

An Unappetizing

Wage Hike

by Kelly Putter
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SYSCO SUPC    4158073 SYSCO SUPC     4905420

GET
INSPIRED

WITH OUR
BAR MIX

LASSONDEFOODSERVICE.CA

Caesar Mix
• Ready to serve
• GLUTEN FREE

Tomato Cocktail
• Ready to serve
• 100% Vitamin C
• Less sodium than other
  popular brands

Q. Why do you like working for Sysco?   
A. Honestly, I love that I get to drive an 18-wheeler. 

Q. What is the most rewarding aspect of your job? 
A. One of my customers is a daycare, and when the big truck 
pulls into the parking lot, the children light up. Seeing the smiles 
on a bunch of toddlers when I deliver their yogurt and bananas 
makes my heart melt.

Q. Describe how you have helped customers solve problems.  
A. I have helped customers put freight away and I have shoveled 
my way into deliveries to help customers out.    
                                
Q. Describe the relationship you have with your customers. 
A. I try to have a good relationship with my customers. They can 
make or break your day. I try to keep them in the loop on my 
ETA delivery times, and I will rearrange my schedule to help 
accommodate their times if need be.  It’s nice to get along with 
your customers because it makes the day go by much smoother 
and stress free.

Q. What kind of obstacles do you encounter that affect your job 
during an average day? 
A. There are many obstacles that can make a day harder. No scanner, 
no pallet jack, no handcart, a trailer door that won't open properly, a 
trailer ramp that won't work properly, truck or trailer troubles,  the 
weather/road conditions,  traffic or construction. A lot of things can go 
wrong in the run of a day, but if learn your run, learn your customers 
and make the best of your day, things will go as smooth as possible.

Q. Tell us something fun, weird or funny that has happened to you 
while working as a driver. 
A. Every day is a new adventure when you’re a driver. You never 
know where you are going to go or what is going to be waiting for 
you when you reach your destination. I get to be a paid tourist.  
I have seen icebergs, have met a lot of new and interesting people 
along the way and I get to see some of the most beautiful scenery  
on my little island. I get to see and bring groceries to places I 
otherwise may have never seen.

Q. While driving in your truck, what radio station, music, podcast, 
person, etc. are you usually listening to and why?  
A. Either OZFM or KROCK are always playing in the truck when 
I'm hammering down on the highway.  

Q. What is your go-to meal or beverage when on the road?  
A. I will admit I’m not the healthiest eater because I have a major 
sweet tooth. But I always have a lot of water, chocolate milk and 
grapes on hand when I'm working. 

Q. Of the Sysco customers you deliver to, do you have a favourite 
dish or meal that they make? 
A. I have a lot of customers that make amazing dishes. There is a 
Pizza House in my hometown that makes the most incredible 
cherry cheesecake. I can’t deliver there without buying 2 pieces 
before I leave.

Q. What driver quirks do you possess? Are there certain roads you 
won’t drive on, for example? Do you have superstitions about 
driving or certain rituals you practice? 
A. Some of our roads are in rough shape. Potholes are a way of life 
unfortunately, and there is one road that I don’t like to travel on. 
The 56 km stretch from Roddickton to Plum Point on the Great 
Northern Peninsula is brutal. The entire road is covered with bumps 
and holes. Slow and steady is key. Before I leave the yard in the 
morning I always do a check list to make sure I have everything in 
order to succeed at my day. Without my check list, I’m bound to 
forget something. 

Q. Are Canadian drivers good drivers? 
A. I have not had the opportunity of driving anywhere else in Canada 
besides my own province of Newfoundland, but since becoming a 
professional driver I have encountered a lot of different types of 
drivers. For the most part, people are decent drivers, but some still 
think they can challenge the rules of the road and do unnecessary 
and unsafe things on the road.

Driver Profile
Crystal Ann Simon 
Sysco St. John’s
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The California Cling Peach Granola Power Bar

They’re the perfect choice for foodservice: delicious and decadent, sweet and succulent. Better still, 
canned California cling peaches are easy and inexpensive to work with. Canned at peak ripeness, all 
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found that canned often beats fresh in price, prep time and food waste.
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