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“Pleasant Surprise” 
At the age of 27 while doing a major in marketing and minor in entrepreneurship at Ryerson University, Stephen Gill longed for his own sports bar idea that he could take back to his homeland. By coincidence he took an entrepreneurship course that required his group to plan on how to take a business to the next level. Stephen suggested a sports bar located in Markham, Ontario, that he had become fascinated with due to its unique competitive edge. It served chicken wings and ribs in over 90 different flavours. Stephen worked diligently in forming a relationship with the owner through numerous visits trying to find out as much as possible about the business in hopes that he could copy the idea for himself. If he had paid any attention at all to the statistics of restaurant’s failure rates he might not have bothered. To add to the drawback he had no experience in running a restaurant besides having worked at McDonalds and didn’t have much capital. On the plus side he was energetic, enthusiastic, confident, eager to learn, and, most importantly, persistent. He said if you are going to succeed in business you need to “put fear behind you, it consumes vital energy and clouds your imagination.” You have to be willing to take a chance.

Stephen’s opportunity came when the owner expressed an interest in establishing a franchise in the West Indies to target the tourists. He was thinking one location; Stephen was thinking throughout the Caribbean. An agreement was made that gave Stephen the rights to open any amount of locations within the Caribbean. Stephen decided to start off in Trinidad and Tobago, his homeland, because the economy was prospering from the oil natural gas prices and the strength of the tourism industry. He conducted his market research through numerous trips to Trinidad and Tobago distributing surveys and through the help of the Canadian consulate. He structured his 500 surveys to not only try and get a pulse on what the market liked and disliked about the available restaurant/bar selections available to them; but also as a contact form to start building a database of potential customers. He said this would allow him to “target the profitable customers and ignore the non-profitable ones” before the doors opened for business. His goal was to have these customers advertise his business for him through word of mouth so he could save on advertising costs. As of February 2004, the location had been picked, financing was being pooled from other business ventures that he was involved in, and construction was scheduled to begin in November. Stephen expects to be open by January in time for the build up to Carnival in February/March. 

Source: Interview with Stephen Gill. 

