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When it comes to foodservice programs, it’s not a ‘one-size fits 
all’ solution. Different programs require different foodservice 
equipment. And, just as in almost anything, the quality of 
the output is dependent upon the quality of the equipment 
used to create it. Whether it’s refrigerators, ovens (microwave 
or convection), roller grills or display cases, there is a direct 
correlation between the investment you make in foodservice 
equipment and the return you hope to achieve.

As part of our Blueprint to Foodservice series, Convenience 
and Carwash Canada spoke with a few foodservice equipment 
suppliers to gain an overall understanding on what’s working 
well in the C&G channel and how owners/operators can boost 
their foodservice profit through proper investments. We also 
gained some insight on current trends and what innovations 
the industry might expect going forward. 

Blueprint to Foodservice 
By Meline Beach

PUT YOUR MONEY WHERE 
YOUR MOUTH IS

– an investment in quality foodservice equipment pays dividends
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Frozen carbonated 
beverages have been a 
cultural staple in Western 
Canada for many years. 
According to 7-Eleven, 
Canadians purchase over 
30 million slurpees per 
year from 7-Eleven alone, 
almost five times more 
than what is purchased in 
Australia. 

In fact, Winnipeg, 
Manitoba has been 
named the “Slurpee 
Capital of the world” 
for over 15 consecutive 
years. It’s no secret that 
Canadians love their slush.

With over 72 per cent 
of convenience stores in 
North America offering 
a slushi program, the 
trick is to stand out 
and differentiate your 
foodservice program 
from competitors. One 
way to do that, and 
increase incremental sales 
at the same time, is to 
supplement your cold 
beverage program with a 
hot product offering. 

Brett Nestman, marketing 
coordinator at DSL Ltd.

Hussmann

Hussmann, a leading 
provider of display 
merchandisers, refrigeration 
systems, installation and 
services, has been providing 
self-contained equipment to 
the convenience and carwash 
channel since the 1980s, 
with its first stand-alone, 
self-contained display case 
for packaged grab-and-go 
products. 

One of the simplest pieces 
of foodservice equipment for 
small format food retailers 
is the self-contained display 
case that can be plugged into 
a wall outlet to run. Some 
units require a 208-volt 
outlet, while others need 
only a standard 115-volt 
outlet. Both low and medium 
temperature models are 
available and offer the abil-
ity to merchandise bottled 
drinks, specialty ice cream 
items, sandwiches, dairy 
products, prepared foods, 
salads and more. The units 
can be moved relatively easily, 
allowing quick changes to 
merchandising layouts with-
in your store. Self-contained 
cases are generally very easy 
to stock, clean, service and 
maintain.

Today’s consumers, who 
seek fresh, healthy snacks 
and mini-meals throughout 
the day, are intentionally fre-
quenting convenience stores 
as a foodservice retailer of 
choice, versus happenstance 
grab-and-go from days past. 

“We see a growing trend 
of convenience stores 
doing more of their own 
on-premise food prep so they 
are requiring more hot/cold 
service displays for cooked 
food and self-service displays 
for packaged food,” says 
Cheryl Beach, marketing 
communications manager 

at Hussmann, who adds 
that larger display cases 
accommodate more product 
selection and more product 
facings. “We are also seeing 
a greater commitment to 
square footage of the store 
dedicated to growing food 
sales in convenience stores.”

TFI Food Equipment

Taylor, a commercial 
foodservice equipment 
distributor, has been 
supplying the C&G channel 
for over 25 years with 
thousands of soft-serve 
ice cream, specialty coffee 
equipment and frozen 
carbonated beverage (FCB) 
and frozen uncarbonated 
beverage (FUB) dispensers 
in the field. 

When asked what 
one piece of foodservice 
equipment a C&G retailer 
couldn’t live without, TFI 
Food Equipment Senior 
Sales Executive Judi Saliba 
said it had to do with coffee, 
as it has the greatest profit 
potential. 

According to a report 
by the Coffee Association 
of Canada, there were 2.1 
billion out-of-home coffee 

servings in Canada in 2014. 
Of those, 14 per cent were 
specialty coffee (espresso, 
cappuccino, latte) occa-
sions. “Consumers insist 
on convenience and fresh, 
premium, customized 
products,” says Saliba. “A 
self-serve specialty coffee 
program with our Franke 
equipment is a platform 
that will resonate with 
consumers in all regions of 
Canada.”

Saliba adds, “An opera-
tor can launch a fully-au-
tomated specialty coffee 
program, including the 
equipment, millwork, cup 
and lid dispenser, for a 
profit centre footprint of 36 
inches. Modest sales of 15 
units per day would gener-
ate profit of $12,000 per 
year and pay for the equip-
ment in a year’s time.” 

An FCB unit requires 
more ‘real estate,’ at ap-
proximately 40 inches, 
with profit margins in the 
vicinity of 73 per cent. With 
a typical field life of more 
than 20 years, a retailer is 
sure to recuperate their 
cost of an FCB unit in no 
time.

“Our equipment is 
designed to accommodate 

FROZEN CARBONATED 
BEVERAGES
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expected volume levels,” says 
Saliba. “For example, an 
operator that expects that 
their sales volume will be 
modest in the specialty cof-
fee area would be counselled 
on a lower volume fully 
automatic machine in order 
to maximum their ROI. On 
the other hand, an operator 
with a location near a school, 
would be advised to install 
an FCB machine, rather than 
a FUB unit.” 

Western Refrigeration and 
Beverage Equipment Ltd.

Western Refrigeration has 
been distributing North 
America’s leading brands 
in food store equipment 
and fixtures across Canada 
since 1946. Twenty per 
cent of their business is 
with free-standing c-stores. 
Refrigeration products 
include walk-in coolers 
and freezers, glass door 
coolers and freezers, deli 
cases, ice cream freezers, 
safes, microwaves, slush 
machines (FCB) and hot 
food programs. 

The basic and most es-
sential equipment Western 
supplies to any c-store is 
a walk-in cooler with glass 
merchandising doors for 
beverage storage. After this, 
food service programs are 
considered. 

When asked about the 
perfect foodservice solution, 
Chris Midbo, who is in sales 
at Western Refrigeration, of-
fered a two-tiered response. 
The first of which, is a cold 
program that offers deli 
sandwiches, cold beverages 
(fountain pop), and slushies 
(Canadian style FCB) – all 
requiring cooling equip-
ment like beverage dispens-
ers, ice machines, glass door 
merchandisers, open faced 
coolers and walk-in coolers. 
These items require mini-
mum labour with a high 
profit return. 

“Every c-store should have 

some form of a sandwich 
program,” says Midbo. “A 
four foot case could cost 
anywhere between $6,000-
$10,000 and stocked with 
prepared sandwiches, would 
require very little labour on 
the retailer’s part.”

The second tier involves 
a more labour intensive 
program, but again, offers 
a high rate of return. It can 
be either a hot product of-
fering, including hot dogs, 
sausages, chicken, potato 
wedges, wings and pizza, 
involving roller grills, turbo 
and combi ovens. Midbo 
continues to add that an 

auxiliary foodservice offer-
ing could include a soup 
and chili – frozen from the 
cooler and heated in a kettle.

In terms of advice for 
retailers who may be consid-
ering establishing a foodser-
vice program, Midbo says, 

“Don’t be afraid. You can’t 
make the same money sell-
ing toilet paper. Foodservice 
is where the profit is. Start 
small and work your way up.”

DSL Inc.

Having the equipment 
is only half the equation 
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when it comes to running 
a successful foodservice 
program. Equally important 
is having access to readily 
available maintenance and 
service support. Regardless 
of the brand of equipment 
you place in your operation, 
having a strong service 
network to ensure your 
equipment is operational 
will be instrumental in 
delivering high-quality 
products to your customers 
on a consistent basis to 
build brand loyalty and 
repeat customers.

 “Like a vehicle, food-
service equipment can be 
an expensive investment. 
It’s crucial that the equip-
ment be well serviced and 
well maintained in order 
to reduce downtime and 
ensure consistent delivery 
of products at the quality 
level expected by custom-
ers,” says Brett Nestman, 
marketing coordinator at 
DSL. 

Before purchasing any 
foodservice equipment, re-
tailers should consider their 
location, expected volume/
traffic, and product/menu 

offering based on their 
customers’ needs. 

Unified Brands

As a leader in professional 
food equipment design, 
manufacturing and service, 
Unified Brands supports 
an extensive portfolio of 
foodservice products.

With over 30 years 
experience in the food-
service industry, Michael 
Williams, director of 
culinary marketing – retail 
at Unified Brands knows 
foodservice success is not 
one dimensional. With a 
focus on culinary expertise, 
Williams emphasizes food 
safety, in the sense of safe 
food handling and prepara-
tion: frozen foods need to 
be kept frozen, chilled foods 
need to be kept chilled 
and heated foods need to 
be kept warm, in order to 
maintain product integrity 
and consistency.

Precise temperature, 
rapid cook, clean merchan-
dising displays, proper 
ventilation and energy 

efficiency are key features 
of an effective foodservice 
program. Williams adds, 

“Equally important is the 
practice of wash, rinse and 
sanitize for all equipment, 
including workspaces, ovens 
and refrigerators. If people 
get sick from your products, 
it’ll cost you more than what 
you could have made.”

Their Randell FX series is 
their best seller. Ultra-effi-
ciency, precise temperature 
control, improved space and 
low maintenance costs are 
its key characteristics. 

Williams recommends a 
number of actions before 
making an equipment 
purchase, the first of which 
is identifying your desired 
foodservice offering. “Ask 
customers, do market re-
search, talk to local restau-
rant associations, consider 
culturally-diverse tastes and 
do a draw or giveaway for 
feedback on foodservice sug-
gestions.” User engagement, 
order interface, attractive 

Meline Beach is a Toronto-based freelance writer and 
frequent contributor to Convenience & Carwash Canada.

displays and convenient 
service counters are ad-
ditional key factors when 
deciding on what equipment 
to purchase. 

While there are definitely 
up front costs associ-
ated with any foodservice 
program, such as capital ex-
penses with equipment and 
labour-related costs, cheap 
equipment that is prone to 
repair, causing downtime, 
can impact your ability to 
make money – a primary 
function of any foodservice 
program, that is typically 
known to generate double-
digit profit. 

Randell FX series


