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CANADA'S 
BURGER PREFERENCE 

188SPECIALTY
BURGERS 
98 HAMBURGERS

90 BACON CHEESEBURGERS

69 CHEESEBURGERS

56 CHICKEN BURGERS aaaaae=l����..................................................................................................
43 BURGER VALUE MEALS aaaa ..................................................................................................
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l7 MUSHROOM & SWISS BURGERS 
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15 FISH BURGERS

4 STEAK BURGERS ••••••••••••••••••••••••••••••••••••••••••••••••••••••••••••••••••••••••••••••••••••••••••••••••••
1 TURKEY BURGER

BASE: 650 lnc1dinces in the fop 250 Canadian chains 

SOURCE: Jan -Jun 2009 Menu Monitor. 

Te<hnomic Information S.r1= 

a= 10 PEOPLE

WENDY SPENCE 

TOP 10 BURGER CHAINS 
IN ONTARIO 

1 l McDonalds Restaurants of Canada Ltd. ................................................................................................................................................... 
2 2 Wendy's Restaurants of Canada Inc. 

................................................................................................................................................... 

3 3 A&W Food Services of Canada Inc.
4 4 Harvey's (Cara) ................................................................................................................................................... 
5 5 Burger King Restaurants of Canada Inc. ................................................................................................................................................... 
6 6 The Works Gourmet Burger Bistro ................................................................................................................................................... 
7 7 Hero Certified Burgers ·························································--·····················--····························· .. ·····················--······ .. •

··

......... � .................. � ............ south .st. .Burger Co •.......................................................................

........ 9 .............. }.� ......... Five.Guys. Burgers.and .Fries ........................................................ ..
10 10 The Burger Priest 

MIKE DUROCHER

QUEEN POUTINE (Senior Director of Marketing) 
SMOKEY MOUNTAIN (Brand Lead)

Andrew is on a mission to "Save the World from Bad Burgers". And. 
he is just the 

I d ·1 w·11n many many years of multi-unit leadership experience with top 
Wendy, otherwise known as "Queen Poutine" is a raving burger fanatic who's 
favourite burger is the Son of a Beech, partly due to her love of Beechhouse 
sauce and the other part because she loves to say "Son of a Beech". 

BIG RED (Director of Operations)
Ra ised in the outskirts of Ottawa M'k D 
industry for the last 25 years th�ug�o

e
ut 

r�her �as been working in the restaurant
travels Mike was intrigued by this littl h.

d�
s em ntario and Western Quebec. In his 

the WORKS. He decided that no matt 
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n gem of a local burger chain known as man 001. , 'fr 

Canadian restaurant brands across the country, he definitely has the quail tea 10ns

to make this mission successful.

As a long-time fan of The WORKS Craft Burgers & Beer (and more specifically the

Sexy Burger). Andrew has taken the reigns leading all fa�ts. of the busmessfrom

Operations to Development to Franchising (and h is lop pnonly .... BurgerTaslings).

Wendy spent 12 years on the advertising agency side driving sales for top retail, 
food-service and hospitality clients. Following the ad gig, Wendy spent five years 
leading the marketing initiatives of a national quick-service restaurant before 
joining The WORKS. Now Wendy is the "crayons" behind the Marketing efforts 
at The WORKS, primarily focusing on the Marketing Communications plans, LTO's, 
Menu Development, PR, and Social Media initiatives. When she puts the cra�ns 
at work away, she pulls them out again at home, where she enj(Tjs conducting 

J.!=::::':�=====�� impromptu focus groups with her family including her three burger-loving children.
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town that he had called home for most f: ��:\�ut that It would be in an area of ------.-.::::::==:.J through the chain lo be an Area Ma 

o I
� 

I • ince then, Mike has moved on nager an most recently the Director of Operations.

HOW OFTEN DO YOU 
EAT BURGERS? 

Once a week 
or more 

Once every 
2-Jweeks

Once a 
month 

Once every longer than 
1-3 months every 1 months

•
f 80% 75%

BASE, 751 Consuml!IS Aged 18+ 
SOURCE, Technom� Information Servl<ES. 
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