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Flavours of Ramadan
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Each day throughout the holy month of Ramadan, fasting is concluded 
at sunset, unveiling a rich tapestry of dishes that characterize this 
sacred period for South Asian communities in Canada and worldwide. 
These flavors mirror regional diversity and family customs, fostering a 
feeling of togetherness, celebration, and community. Beyond mere 
nourishment, the cuisine of Ramadan feeds the soul, forging 
connections that transcend generations and cultures.

Proposed topic highlights:
TRADITIONS — Exploring the customs and significance of iftar and 
suhoor during Ramadan.
CULINARY HERITAGE — Celebrating the culinary heritage and its role 
in preserving cultural traditions.
CULINARY INNOVATION — Showcasing innovative recipes and 
modern twists on traditional dishes in Ramadan's evolving culinary 
landscape.
COMMUNITY — Spotlighting the spirit of generosity and charity during 
Ramadan, often involving sharing meals with those in need.

INTEGRATED CONTENT FEATURES: Turnkey solutions in which 
participating advertisers can be mentioned or quoted in at least one story. 
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Since the first wave of lockdowns
ended last year, eight out of 10 oper-
ations have either been consistently
losing money or scraping by with a
profit margin of 2 per cent or less.
“Support from the federal govern-

ment and provincial governments
has helped to keep the lights on, but
the programs are now going to be
much more restrictive,” says Mr. Bar-
clay. “As we move into what is typi-
cally the toughest time of year for
restaurants, we’re really concerned
that many will meet their demise.”
Restaurants Canada data shows

that 90 per cent of foodservice busi-
nesses have relied on federal rent
and wage subsidies to help them
survive the pandemic, but only 20
per cent qualify for the new Tourism
and Hospitality Recovery Program.
Restaurants have to show a loss of
40 per cent to qualify – an unrealistic
threshold for an industry where even
a single-digit loss can present signifi-

cant challenges, he explains.
“Federal support programs need

to be more inclusive to drive the
results the government is looking
for, such as businesses staying open
and people staying employed,” says
Mr. Barclay. “When the programs are
too restrictive, they will leave far too
many hardworking restaurant opera-
tors out in the cold.”
Recovery remains out of sight for

many, including Ms. O’Reilly. “New-
foundland and Labrador bounced
back faster than other regions in
Canada due to closed borders and
geographical isolation. But while
we were able to reopen [all our
venues] with limited capacities and
public health protocols, revenues are
severely decimated.”
One of the restaurants, for

example, is located in the departure
lounge of the airport at St. John’s. “It
went from being my most successful
business to the most stressful one,”

says Ms. O’Reilly. At first, suspended
flights meant zero customers. And
although travel volumes have crept
up since restrictions were eased,
they are nowhere near pre-pandem-
ic levels. The result? The 170-seat
restaurant still operates at about a
quarter of its capacity.
“The sales of our group of

companies were down $7-million
in 2020, and that’s before tax,” she
says. “We collectively lost about half
a million dollars that we aren’t able
to recoup, and this keeps me awake
at night.”
At the same time, overhead has

gone up, including food costs,
wages and insurance, and there are
no breaks on taxes or credit card
processing fees.
Investments were also required

for adapting to new conditions.
The Irish Newfoundland Pub held
virtual events, for example, and Ms.
O’Reilly’s gastropub and brewery
developed take-out and delivery
services to stay relevant, she says.
“As entrepreneurs, we used to focus
on growth. Now, we’re just trying to
keep costs down and revenues up.”
Despite the challenges, Ms.

O’Reilly declares herself a “glass
half-full kind of girl.”
And decked out with holiday dec-

orations, all four businesses exude
a cheery and hopeful atmosphere.
“If there’s a good thing coming out
of this, it’s that people really want to
support us,” says Ms. O’Reilly. “Our
staff and our customers love being
back, and they appreciate our efforts
to provide a comfortable and safe
environment.
“I’ve been in the industry all my

life, and I love what I do,” she adds.
“I’ve worked too hard to just let it
fade away.”

world, bringing their culture, tradi-
tions and food. And a considerable
number of these newcomers got
their start in the food and restaurant
industry. They’ve helped to shape
a vibrant and diverse food scene,
but often don’t get the credit they
deserve.
Many Canadians enjoy culinary

offerings that originate elsewhere.
People in Toronto likely grew up
eating Jamaican beef patties, while
sushi would have been a staple
for residents of Vancouver. I grew
up in a North American Chinese
restaurant, where working with my
family inspired a deep appreciation
of Chinese food.
Food is essential – it is also known

to create community. Yet we often
stay away from topics like equity,
inclusion or food sovereignty. Quell
is hoping to change this.
The goal is to shift the focus from

appropriation to appreciation, and
leveraging this change for creat-
ing more favourable conditions for
diverse voices. Quell, which I co-
founded with Stephanie Lui-Valentim
one year ago, is turning the spotlight
on under-represented leaders in our
industry and working with govern-
ments and brands on strategies
for becoming more relevant and
inclusive.
One example is our work with

Health Canada, where we brought
the expertise of subject matter
experts who have traditionally been
under-represented – including Indig-
enous, African and Asian chefs – to
bear on the new food guide.
In order to advance education and

activism as well as help our clients
achieve sustainable change, two
elements need to be in place. One:
it’s important to acknowledge that
there are gaps and barriers that need
to be addressed. Two: there needs
to be a genuine willingness to follow
through and take action.
We need to be committed to do-

ing better. Just consider the impor-

tance of new Canadians who are the
backbone of the restaurant industry
and often work as first cooks, dish-
washers, barbacks and bussers.
Those who aspire to become chefs

or restaurant owners need to see
others who look like them in these
positions. We need to create path-
ways to success for diverse voices,
because representation matters.

MARK AMBLER,
INFECTION PREVENTION SPECIALIST
AT DIVERSEY
While cleanliness has always been an
important component of running a
restaurant, the pandemic has helped
to bring such efforts into the spot-
light. Customers are now demanding
an explicit and visible demonstration
that businesses are prioritizing their
health and safety.
We’re all familiar with the term

“dive bar,” where clientele may
have overlooked dingy facilities or
smudged surfaces in favour of a
certain atmosphere or great deals
on food or drinks, but standards
for cleanliness are much higher
today – and this means that even
such venues will have to meet new
expectations.
Since the onset of the pandemic,

the foodservice industry in Canada
has reviewed – and thoroughly en-
hanced – surface cleaning, sanitizing
and disinfection efforts as part of a
three-pronged approach to enhanc-
ing comfort and safety.
Canadians are now accustomed

to sweeping public health measures
for gathering in indoor spaces. They
include: one, verifying that custom-
ers (and staff) are vaccinated or have
recovered; two, that spaces are well
ventilated (since COVID-19 is an air-
borne virus); and three, that surface
and facility cleaning contribute to
infection prevention and control.
Taken together, these three key com-
ponents are inspiring customers to
come out and frequent foodservice
businesses again.
At Diversey, our primary concern is

with the third component. Advancing
health and safety through cleanli-
ness has always been a central pillar
of foodservice operations – and
we welcome the recognition of its
crucial role in protecting staff, guests
and the brand. We’ve also seen and
welcomed the opportunity to sup-
port heightened commitment to staff
training and education.
When you’re walking into a

foodservice facility today, you’re
much more likely to notice efforts
to present a cleaner venue. You will
also encounter staff members who
are familiar with what we call a more
holistic approach to better foodser-
vice operations – through cleaning,
sanitizing and disinfection.
This is a legacy we hope will

continue: that organizations prioritize
staff training and education as well as
recognize the important contribu-
tions of team members who have
historically been undervalued.
The pandemic represents a turning

point for the cleaning industry. We
welcome the heightened attention
on infection prevention and control
and believe the direct correlation –
between visible cleanliness and con-
sumer confidence – is here to stay.

Access industry-specific insights,
solutions and content from over
150 foodservice and hospitality
experts at the 2022 RC Show
(rcshow.com).

JENNIFER MÉNARD-SHAND,
FOUNDER & CEO, DIRECTOR, CLIENT
HAPPINESS, STAFF SHOP INC.
There is a monumental societal and
workforce reset happening right
now. We are listening to our front-
line workers and making adjust-
ments one day at a time rather than
trailblazing without a clear sense of
direction – since we’ve seen com-
panies and leaders act hastily and
need to backtrack, creating doubt
and mistrust among their teams.
Yet despite the current uncer-

tainty, there are some important
steps we need to take to enhance
outcomes for businesses, employ-
ees and society at large.
As a First Nations Ojibwe and

French Canadian female entrepre-
neur, I am committed to advancing
equity, diversity and inclusion. This
includes reducing barriers to entry
as well as improving retention for
Indigenous talent. Since this is a
priority for us, we are supporting
organizations with a dedicated In-
digenous Retention Representative,
who helps to ensure alignment
between businesses and Indig-
enous staff during their probation-
ary period.
At Staff Shop, we recruit and

deploy thousands of people across
Canada (with additional clients in
the U.S. and the Caribbean). Our
goal is to attract and retain the right
talent, and that’s not just a question
of skills but requires core value
alignment. We use a custom core
values assessment that helps us
place people in the right roles.

Purpose-driven talent is key to
the success of any business, which
makes finding – and investing
in – team members whose values
are aligned all the more critical. It
is also important to paint a clear
picture of an employee’s future in
the organization that goes beyond a
short-sighted materialistic vision (like
salary or job title).
Shared value, a meaningful mis-

sion and remote work are at the
top of job seekers’ lists these days.
I strongly recommend creating safe
spaces where employees can share
experiences, offer suggestions
and bring forward concerns. Other
impactful tools are mentorship
programs and resources for personal
development.
It’s our belief that if you have B

or C players on your team, they are
in the wrong roles, since everyone
has the potential to be an A player.
Join us in our mission to showcase
the value in people and help them
achieve their full potential.

TREVOR LUI,
CO-FOUNDER OF QUELL AND
AUTHOR OF THE DOUBLE
HAPPINESS COOKBOOK
Are you curious about the food you
eat? Are you interested in digging
a little deeper, beyond nutritional
information, to find out where your
favourite dish comes from and
how it came to be part of Canadian
cuisine?
The past decades saw an influx

of people from different parts of the

IN THEIRWORDS
Participants of the upcoming RC Show 2022 hospitality trade event share their views on emerging challenges and opportunities.

wo years ago, Brenda
O’Reilly’s four restaurants in

St. John’s, Newfoundland, were on a
growth trajectory – until the corona-
virus pandemic brought everything
to a hard stop. The closing date,
March 16, 2020, is especially memo-
rable since it was the day before St.
Patrick’s Day, which is traditionally
one of the busiest days for O’Reilly’s
Irish Newfoundland Pub.
“Suddenly, everything was

shuttered due to a situation totally
beyond our control,” recalls Ms.
O’Reilly. “We were going from
restaurant to restaurant, and had to
lay off about 200 people in one day.
Not knowing how our staff would
manage, this was very traumatic.”
Even Ms. O’Reilly, who says she

doesn’t cry easily, couldn’t hold back
tears. Yet she also resolved to do
everything in her power to keep her
community together.
“I found it helpful to focus on

something constructive rather than
dwell on this negative situation,” she
says. It started with staying abreast of
public health protocols and govern-
ment measures in order to keep
everyone informed, and soon went
beyond advocating for her own busi-
nesses to supporting the restaurant
and hospitality industry in general.
Like Ms. O’Reilly, Todd Barclay,

president and CEO of Restaurants
Canada, followed the unfolding
situation closely. “The 90,000+
small and medium-sized businesses
that make up our critically impor-
tant foodservice sector have been
fighting to keep their doors open,”
he says. “Restaurants are key to
reviving main streets across Canada
and feeding our country’s economic
recovery, but first, they need to
survive.”

T

Restaurants are key to feeding Canada’s
recovery, but first they need to survive

The90,000+
small and medium-sized
businesses that make up
the Canadian foodservice
industry provide our country’s
fourth-largest source of
private-sector jobs.

9 out of 10 restaurants have relied on
federal rent and wage subsidies to help them
survive the pandemic, yet

only20 per cent
QUALIFY FOR THE NEW TOURISM AND
HOSPITALITY RECOVERY PROGRAM.

RESTAURANTS CANADA
Part 1 of a 3-part series about the impact of the foodservice industry
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CELEBRATING
DIVERSE VOICES

BUILDING A
WINNING TEAM

CLEANLINESS
AND CONSUMER
CONFIDENCE

Christmas decorations are up and spirits are high at O’Reilly’s Irish Newfoundland Pub (left), yet proprietor Brenda O’Reilly (right)
says revenue losses due to the coronavirus pandemic keep her up at night. SUPPLIED

Federal support
programs need to
be more inclusive
to drive the results
the government is
looking for, such as

businesses staying open
and people staying

employed.

Todd Barclay
President and CEO, Restaurants

Canada

Restaurants Canada is preparing for the RC SHOW 2022, the hospitality trade event of the year, held February 27 to March 1. Visit rcshow.com.
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