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ST - What is your tenure with the Company?
I have been with Sysco for four and a half years.  I was a

Marketing Associate in downtown Calgary until recently, when I
moved to the Northwest segment of the city.

ST - Did you ever work in a restaurant or any place in
foodservice as a young person? If so, does that help
you understand their business needs more now?

Knowing the business has definitely helped me succeed. I
started as a baker in Ottawa at the tender age of 13. After 9 years, 
I pursued my degree in retail meat cutting, and subsequently 
an apprenticeship as a Chef in Banff.  I continued to develop as a
Chef while moving to Calgary where I held various Chef’s positions,
as well as conducting cooking classes. I was given the opportunity
to come to Sysco in April of 2006 - it has been a great opportunity
to receive a free pass into everyone’s kitchen while helping their
businesses succeed.

ST - Describe the account composition of your territory.
In my territories of Northeast and Northwest Calgary, I am lucky

to serve a great assortment of establishments including a fine
dining restaurant, hotels, pubs, diners, a dinner theatre and a café.

ST - How does this affect how you do your job?
It keeps me in touch with a variety of trends in each

establishment and continues to challenge me each and every day.

The diversity of my territory also allows me to take ideas from one
area and apply them to other areas without having to worry about
competition between my customers.

ST - What do you like best about Sysco Brand?
What I like best about Sysco Brand can be described in one

word: quality. If there is a product that I may not be familiar with, I
can still rest assured knowing that it is of the highest quality
because it is a Sysco Brand.

ST - What has operator response been to Sysco Brand? 
The response is always great.  Operators consistently tell me that

Sysco Brand products are reliable - products they can count on.

ST - Describe how you have helped customers solve
problems. 

I help customers solve problems by understanding the unique
aspects of their business.  This allows me to continuously provide
solutions geared to achieving their goals. Becoming a partner is
different than just being a sales rep – I pride myself on these
partnerships.  Furthermore, my customers know that I am not there
to fill their fridges but that I will sell them what they need. 

ST - What are the most challenging/rewarding aspects
of your job? 

Building new relationships with customers is always a challenge,

but it is very rewarding when I gain their business and become
their partner.

ST - What do you enjoy most about working for Sysco? 
Working for Sysco, I love that there are so many opportunities

and partnerships available.  I also enjoy teaching and watching
others succeed due to my assistance. Most of all, I enjoy watching
our competitors crumble!

ST - What foodservice trends do you see emerging? How
do you respond to them? 

I think “Back to Basics” food is a great emerging trend that
focuses on slow cooking and food that is cooked from scratch. I
respond by having these discussions with my customers in
advance and deriving proactive plans for what to do next. Let’s face
it, I would rather sell products to help customers make Caesar
dressing from scratch, than just selling them the dressing.

ST - What do you think is the biggest mistake that an
operator might make in today's market? 

I think a lot of operators are afraid of change.  I advise them to try
new things regularly to keep their customers guessing about
each day.  This adds an element of interest and excitement.  Given
that,  operators should always keep in mind that good food and
good service go a long way in today’s market.

ST - What do you think makes some operators
successful and others not so successful?

Some people forget that the restaurant business is risky. Having
said that, being risky is what makes operators successful. If
someone is afraid of taking risks, then they’ll never know what
potential gains they could make! 
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There’s a lot of excitement brewing in the world of
beer these days, and when it comes to microbreweries,
the enthusiasm is simply bubbling over. 

As a restaurateur or foodservice operator, there’s even
more to be eager about. Beer experts and foodies know
that a cold one pairs well with food for both cooking and
thirst. It may just be the new wine.

“Beer is a wonderful companion to food,” says Roger
Mittag, a Toronto beer appreciation teacher, blogger and
consultant, who bills himself as the ‘Professor of Beer’. “It’s
better, in some cases, than wine.”  

Canadians appear to be getting that message loud
and clear. The Liquor Control Board of Ontario reports
recent sales of Canadian “craft beer” (beer produced by
small, independent breweries) at $23 million or 4.7
million litres. This represents about 25 per cent growth in
sales over 2008-09. 

The LCBO says craft beers account for two per cent of

its total beer sales. Mittag believes that figure is

closer to five to seven per cent in Ontario and B.C.

since much of the micro beer volume is unrecorded. 

While Canada is home to dozens of craft brewers,

there are four hotspots in Canada where the

production of microbrews is really flourishing, says

Mittag. They are Vancouver and the Okanagan Valley

in British Columbia, Ontario, namely the GTA, Halifax

and Quebec. 

Last year, the microbrewery market share rose by

twelve per cent in Quebec, compared with six per

cent for imported beers. Microbreweries now hold

nearly seven per cent of the provincial beer market

there.

Still, despite its higher price point and miniscule

advertising and promotions budgets, consumers are

embracing its interesting flavours, unique packaging

and seasonal releases. Award-winning B.C. brewer

PAIRING BEER 
WITH FOOD

Matching beer with food is simple, says Roger
Mittag.
You must keep the Principle of 3 C’s in mind:

Complement, Cut and Contrast.
When complementing, he advises that you

match the flavours of the beer with the flavours of
the food.  Lighter beer goes with lighter fare and
full-flavoured beer with robust foods. With fish, for
instance, try light or wheat beers so that strong
flavours and dramatic aromas won’t overpower
the fish.

Pork is good with amber lagers or ales as they
have just the right amount of flavour to support
the meat.

Spicy food such as Thai or Indonesian should be
matched with a Belgian Wit or German Weiss Bier
because the spice notes and soft citric qualities are
good complements to the spice.

With some foods, you want the beer to cut
through the rich flavours in order to cleanse your
palate.

So with shellfish such as lobster, drink a lighter
flavoured beer with a proportion of bitterness in it.
A cream ale or India pale ale is perfect; the
bitterness cuts through the meat’s richness.

For Caesar salad or creamy pasta dishes, you
might want to consider dark lagers or ales because
the bitterness in them will cut through the
richness of these creamy dishes.

The goal of contrast is to provide an opportunity
for both the beer and the food to be presented
separately.

Oysters pair well with stouts and porters
because the briny character of the seafood is
sharply contrasted to the bitter and robust
characters of the stout.

For spicy Mexican food try light beer, which
manages to put out the food’s fiery heat, helping
cleanse the palate and thereby releasing the
actual flavours of the food.

Source: www.thirstforknowledge.ca
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Matt Phillips says it’s exactly those ingredients that are
seeing beer drinkers cross the floor from mass-market labels
to craft beers. He’s doubled his staff at the Phillips Brewing
Co. in the past year and is planning to export his product to
the U.S. 

“It’s not like beer was 20 years ago,” says Phillips. “Now

there’s a lot of depth, complexity … and so many styles.

Before people didn’t see a reason to be excited about it and

now that’s changed.”

The mid-sized Victoria brewery takes a playful approach

to its products and its marketing. It offers beers
with whimsical names such as Double-Barreled
Scotch Ale, Longboat Chocolate Porter, and 24, in
which all five ingredients in the beer come from
within 24 miles of the brewery. There’s also
Growhop, a play on the phrase “grow op”, which
uses hops harvested fresh off the vine.

In addition to the diversity of flavours and beer
styles, consumers are also drawn to the local or
regional aspect of microbrews, which is a big
driver in their growing popularity, says Brian Titus,
president of the Garrison Brewing Company in
Halifax. Garrison has been in business since 1997
and is experiencing huge growth in recent years
– a far cry from its early days when convincing
pub owners to take on a new brew was tough
slugging.

“We had to educate people and convince
forward-thinking bar owners to give us a try. The
public seemed complacent when we opened
but now, when you walk into a restaurant or bar,
there’s an interesting mix of local, imported and
micro beers. People no longer have undying
brand loyalty. They’re now interested in trying out
new things.”

Mittag is especially fond of the seasonal
selections on tap at such breweries as Etobicoke’s
Great Lakes Brewery, which offers an Orange Peel
Ale in summer, a Pumpkin Ale in fall, a darker,
heavily spiced brew in winter and a Green Tea Ale
with lemon zest in spring.

Melle Onyschuk of Great Lakes says consumers
are becoming more interested in creative beers
while making healthier choices on par with the
drive for organic and gluten-free food. 

“It lures in the occasional beer drinker,” she says
of their unique flavours. “They might say, ‘I don’t
really want a Coors Light but a Pumpkin Ale - I’ll
try that.’ People are more likely to be open with a
flavour that’s a little different than a generic mass-
produced beer.”

Mittag recommends introducing a craft beer
into your establishment one or two at a time. As
business grows and people become more
interested in the product, the volume goes up,
which drives profitability. While microbrews don’t
tend to be cheaper than imported beers, there’s a
little more flexibility in terms of price and
deliveries. The other advantage to having a craft
beer on tap, he says, is that your beer flavour can
change three or four times a year.  

With all this quality of flavour and diversity of
choice brewing up interest in the Canadian craft
beer scene, why not consider taking the plunge?
It’s sure to keep everyone in high spirits!

3

There are nine days in October when an area not far from Toronto shows the big city how to celebrate by rolling
out its barrels, stacking up its schnitzel and blasting out its oompahs for the biggest and brightest German-style
jubilation in Canada.

Oktoberfest in Kitchener-Waterloo is a community event that not only brings food, fun and about 750,000 people
to the city, but also raises more than $1.5 million for the not-for-profit organizations associated with this Bavarian-
based celebration.

“It’s a festival of great food, good beer and people having a great time,” says Sysco Toronto’s Dave Penrith, District
Sales Manager for the K-W area. “It’s a lot of fun. I take my kids every year.”

Food-wise, the event pumps out a lot of hearty fare such as grilled chicken (hendl), potato dumplings, sauerkraut,
cabbage rolls, sugar-glazed nuts, spicy sausage and pig tails – so much so that it’s akin to servicing the foodservice
needs of party-happy New Year’s Eve revelers, says Penrith.

Other traditional foods run to red cabbage and apple (blaukohl), grilled pork knuckles, pretzels, fish-on-a-stick
(steckerfisch), German potato salad and potato soup. Dessert dishes include steamed honey dumpling with vanilla
sauce (dampfnudel), apple strudel and sugared pancakes with raisins (kaiserschmarrn).

Whether you’re in Regina, Vancouver or Halifax, you may also want to consider a nod to German-style food during
the month of October. Penrith suggests any one of the above-mentioned dishes or perhaps a combo plate that
includes such items as sauerkraut, sausage and cabbage rolls.

But K-W is not the only place where lederhosen look stylish come October. Oktoberfest is celebrated in at least 12
countries, including China, Ireland, Brazil, and Mexico. In fact, Ho Chi Minh City in Vietnam is working this year on its
18th annual Oktoberfest, which draws about 9,000 people.

Germany, naturally, has the world’s two largest celebrations in Munich and Hannover, attracting about seven
million visitors each year. As the father of Oktoberfest, Munich excels in its beer consumption at six million litres by
the time the 16-day-long festival shuts down.

The U.S. also does a great job marking the event in about 35 cities. The largest American Oktoberfest takes place
in September in Cincinnati, Ohio.

So this October, amidst the Thanksgiving and Halloween festivities remember to raise a glass to toast our German
friends and say, “Prost!” or “Zum Wohl!”

Say 
‘Ein 
Prosit’ 
to
Oktoberfest!
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Alaska is home to an abundant supply of five species of
wild salmon that can help restaurants and foodservice
operators meet every price and performance need. In 
fact, Alaska supplies over 90 per cent of the wild salmon
harvested in North America. Wild Alaska salmon are
available fresh from May through October, with frozen
available year-round.  All Alaska salmon are wild-caught, as
salmon farming is illegal in the State of Alaska. 

SALMON AT FOODSERVICE
Today’s diner is becoming more interested in knowing

where their seafood comes from; in fact, consumers indicate
a stronger desire than in previous years to “know the type of
fish they’re consuming” and that it is “caught using
responsible fishing methods.”* Consumers enjoy the
majority of their seafood meals at foodservice
establishments, and salmon remains one of the most
popular seafood items ordered at restaurants. Consumer
perceptions of Alaska salmon in foodservice are favourable,
as 73% report that Alaska salmon tastes better because it
swims in the wild.**

NUTRITION
Alaska salmon provide high quality, easily digestible

protein containing all the essential amino acids. Salmon
contains generous amount of vitamin D – a vitamin seldom
found in food – and the B vitamins B6, B12, niacin and
riboflavin. Salmon is one of the richest sources of selenium,
an element with antioxidant properties. Best of all, salmon
are a premier source of the long-chain omega-3 fatty acids
(omega-3s), unique polyunsaturated fatty acids with an
array of health benefits. 

HABITAT & HARVESTING
Alaska is thousands of miles away from large sources of

pollution that can contaminate the human food supply in
other parts of the world. These distances, combined with
the earth’s circulation patterns of water and air, help to
ensure that Alaska’s own waters are among the cleanest in
the world. Alaska's pure waters and the abundance of
natural food give Alaska salmon unparalleled flavour.

Salmon have a complex life
cycle that spans a variety of freshwater and saltwater
habitats. They are hatched in inland streams and rivers,
migrate to coastal estuaries, and then disperse into ocean
waters to grow. Once mature, they reverse their course,
returning to freshwater to reproduce, often traveling up to
several thousands of miles. The flavour of Alaska salmon
depends upon fat content and the environment in which it
matured. 

Methods for harvesting wild Alaska salmon include: troll,
gillnet, and purse seine. Alaska salmon are caught only in
specific, tightly regulated areas within state waters. They are
harvested by thousands of Alaska fishermen and their

families. Most are owner/operators, meaning they are
independent businesses operating their own boats. 

SUSTAINABILITY
Effective, precise management assures Alaska’s fisheries

are productive, sustainable, clean, and healthy. Alaska is the
only state that has written conservation laws into its state
Constitution. Since 1959, the Alaska Constitution has
mandated that “fish...be utilized, developed and maintained
on the sustained yield principle.” Today, Alaska’s successful
management practices are considered a model of sustain-
ability for the entire world. 

Every aspect of Alaska’s salmon fisheries is strictly
regulated, closely monitored and rigidly enforced. The
Alaska Board of Fisheries sets harvest policies, regulations,
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Wild Alaska Salmon
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King (Chinook) Salmon
Oncorhynchus tshawytscha 

Coho (Silver Salmon)
Oncorhynchus kisutch 

Keta (Chum) Salmon
Oncorhynchus keta 

Pink Salmon
Oncorhynchus gorbuscha 

Sockeye (Red) Salmon
Oncorhynchus nerka 

ALASKA SALMON 
SPECIES:

Wild Alaska Salmon
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King (Chinook) Salmon / Oncorhynchus tshawytscha 
• King salmon is the largest of the five Alaska salmon species, and is priced for its high oil

content and succulent meat. 
• A high oil content makes king salmon a prime candidate for grilling, broiling, sautéing,

baking, poaching, steaming, and smoking.
Coho (Silver Salmon) / Oncorhynchus kisutch 
• The second largest of the Alaska salmon species, many consider coho the best salmon for

grilling. Alaska coho salmon should not be confused with a “Silver- Brite” keta, a grading term
used to describe the skin colour of Alaska keta salmon. 

• With its orange-red flesh, firm texture and delicate flavour, coho have gained wide consumer
acceptance. 

Keta (Chum) Salmon/Oncorhynchus keta 
• Popular in nearly every foodservice segment, Alaska keta salmon combine economy with

excellent texture, flavour and colour. It is the firmest of all five species of Alaska salmon. 
• Keta have a firm texture, tempting orange-pink colour and delicate flavour. Keta salmon are

very good for smoking. 
Pink Salmon / Oncorhynchus gorbuscha 
• An economical choice, pink salmon is the smallest and most abundant Alaska salmon species.
• Rosy pink-coloured, pink salmon have a soft to medium texture and mild delicate flavour. 
Sockeye (Red) Salmon / Oncorhynchus nerka 
• Sockeye salmon is known for its distinctive rich flavour, deep and lasting red colour and firm

texture, which brings a dramatic impact to any presentation. It is the second most abundant
species of Alaska salmon. 

• Sockeye salmon are suitable for grilling, broiling, sautéing, baking, poaching, steaming, 
and smoking. 

and allocations, and the Alaska Department of Fish and Game (ADFG) conducts biological
research, and enforces the board’s decisions. 

The salmon season coincides with the return of salmon to their spawning streams, but
before fishing is opened, state biologists make sure ample numbers have already passed
upstream to lay eggs. A variety of methods are used to ensure ample escapement, which
means sufficient numbers of adult spawning salmon escape capture in the fishery in the
ocean and are allowed to spawn in the rivers. This helps to maintain the long-term health of
the stocks. One of the methods used to track the escapement is stationing state fishery
workers in towers above the water to count individual salmon as they swim up current. 

By proactively ensuring a healthy, wild, and sustainable harvest, Alaska will continue to
provide superior seafood for generations to come. For more information on Alaska salmon
visit www.alaskaseafood.org.

To order the Alaska Salmon Buyer’s Guide call 1.800.806.2497. 
Content provided by the Alaska Seafood Marketing Institute.      *  ** (The Hale Group, 2008).
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By Michelle Ponto

For decades, processed foods have 
been making their way into the Canadian

foodservice industry. But that trend is 
slowly changing. Nowadays, many patrons 

are looking for restaurants that are 
serving more natural foods, rather 
than chemically enhanced cuisine.

“Research shows that 85 per cent of Canadians are looking for prepared
foods made with ingredients they recognize,” said Bettie Lye, Vice President of
Marketing Research for McCain Canada.

McCain did a Global Study in 2008, and learned many Canadians try to avoid
foods with excessive ingredients that look more like chemical names than real
food.  This is a trend that applies to the restaurant industry as well.  

“People are becoming more conscious of additives in their foods. After years
of eating refined and processed foods, it was just a matter of time before
people started to see its effects,” said Sarah Atcheson-Achter, who works as a
Registered Holistic Nutritionist in the Regina area.
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Why Go Green?
- Health and well being of employees and customers
- Provides for safer working environment
- Cost effective cleaning solutions
- Superior cleaning results
- All Sysco Green products are certifi ed by EcoLogoTM

Manual Manual 
Cleaning Cleaning 
SolutionsSolutions

yy pp yy gg

Description                                           Format           Ecologo                  SUPC
                                                                                   Certifed

Oven and Grill Cleaner 2x4L 6998332

Heavy Duty Cleaner Degreaser 2x4L 6997429

General Purpose Cleaner RTU 6x946mL 6997979

Glass and Multi Surface Cleaner 2x4L 6998084

Washroom Cleaner 8x946mL 6998296

Pot & Pan Detergent 2x4L 6998308

Microbial Floor Cleaner 2x4L 6998326

For more information or an on site demo, contact your Sysco Marketing Associate 
or Avmor Ltd. Tel: 1-800-387-8074, info@avmor.com, www.avmor.com

Manual 
Cleaning 
Solutions

Returning Food      Back to the Basics 
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“More than 
75 per cent of

foodservice
operators check the

ingredients of the
products they
serve in their
restaurant.”

“McCain Canada is on a journey to change its recipes so
they are made with ingredients you would use if you were
making it yourself from scratch,” said Lye. “We have currently
changed the ingredients in over 70 new products in the
retail channel and are working on plans to change our
foodservice recipes as well.”

Their goal is to add simple, wholesome ingredients that
are recognizable to the average consumer, while ensuring
the taste is the same or better than before. They are also
striving to nutritionally enhance products where possible.  

This means the food operator won’t need to hire more
kitchen staff to prepare items, nor will they need to spend
extra time in that preparation. With food manufacturers
altering their products to have less additives, the foodservice
industry will be able to serve less processed foods without it
costing them extra labour, time or money.  It will be a matter
of simply switching their current processed item for one that
has more natural ingredients.

Benefiting from Back-to-Basics Menu Options

Simpler eating doesn’t just mean using real ingredients.
In some cases, it also means healthy eating.  In response to
this, food manufacturers are offering more reduced sodium
and reduced fat options to meet the needs of customers.
Lye says operators can leverage the fact that consumers
really want “food that is made from food” by letting their
customers know what is in the food they are eating.  

“This can include sharing recipes with consumers or
explaining what ingredients are in the food they are eating.
For example, if the fries are made from 100 per cent real
potatoes, tell them that!” said Lye.

While you may not be able to have an entirely additive-
free menu, having a few back-to-basics offerings could give
you the competitive edge that keeps your customers
coming back.

Simple Ingredients 
to Balanced Menus and Profits

Atcheson-Achter says it’s not that refined or
processed foods are terrible. It’s more that the
processed food industry took off and people assumed
they could have these items all the time without
balancing the chemicals with nutritious food.

“For years it has been fine to do that, but any
substance in excess is not good.  People can’t live off of
one thing – even if it’s something as natural as bananas.
In that same way, they can’t live off of potato chips
alone,” said Atcheson-Achter. 

Restaurant patrons aren’t the only ones concerned
about ingredients.  Foodservice operators and chefs
across Canada also want to know what they are serving
their customers.  They want to know what chemicals
and additives are in the foods.

“More than 75 per cent of foodservice operators
check the ingredients of the products they serve in their
restaurant,” said Lye. “A McCain study completed in June
2010 revealed that almost 70 per cent of foodservice
operators try to avoid purchasing foods that have
chemical or unfamiliar ingredients.”

In today’s fast-paced world, making everything from
scratch may not be reasonable—or even economical.
But instead of giving up additives and refined foods
altogether, the secret is to have everything in
moderation: serve some processed foods, but balance
them out with less refined and additive-filled foods.  

Returning Food     Back to the Basics 

The good news is this may not be as difficult to do as 
you may think.  Options are available from distributors like
Sysco that provide ingredients like real vegetables, pre-sliced
and precut, ready to add into your recipes.  And food
manufacturers such as McCain Canada have also been
listening to the customers’ demands for simple, more natural
foods and have been making changes to both their retail and
commercial products.
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By Patricia Nicholson

As the air gets brisk and the days get shorter, menus make a shift toward autumn
flavours. For desserts, that means fall fruits and veggies, evoking fond memories of
seasonal treats.

The key to marketing and selling seasonal desserts, especially autumn desserts, is
in emphasizing the comfort they bring. With the cooler weather and families
gathering indoors, serving desserts that are bursting with the flavours of the fall
harvest and highlighting their ‘homemade’ taste is bound to excite the customers’
taste buds.

For many food service operators, the ultimate traditional autumn desserts are
pies. This time of year, customers are looking for desserts that will give them a warm
and cozy feeling, and apple pies are a prime example. Apple pies made with freshly
cut apples celebrate the fresh harvest. Fresh ingredients and homemade taste are
two things that keep customers coming back for more.

For those with a sweet tooth, the rich and crispy taste of pecans on a sweet
potato brownie or the savoury sweetness of a simple sugar pie can be the ultimate
autumn comfort desserts. 

Pumpkin pie is a seasonal menu item traditionally eaten during the autumn
season. Customers associate pumpkin pie with Halloween and Thanksgiving, when
spicy pumpkin is in season. But this flavour can also be incorporated with a twist:
instead of the usual pie, try pumpkin cheesecake or pudding.

The tart flavour and rich red of cranberries has long been associated with cooler
weather. They add a sophisticated twist to desserts such as crème brulee, and they
mix beautifully with crisp fall apples in home-style favourites such as crumbles and
cobblers. Served warm, with a scoop of just-melting ice cream, a cranberry-apple
crumble might be the perfect expression of kitchen-table comfort food. A recent
seasonal trend has been Cranberry Tiramisu.

Pomegranates are a fall fruit that has been riding a wave of popularity recently. It’s
a trendy flavour than can add perceived value, as well as seasonal flair and luscious
colour to desserts. Top plain cheesecake with a pomegranate compote, stud a
lemon tart with seeds or serve a pomegranate sorbet for seasonal updates of menu
favourites. Pomegranates are also exquisite with chocolate: sprinkle a white

chocolate mousse with bright red pomegranate seeds, or use a pomegranate
coulis with a rich, dark chocolate cake.

In autumn, tempting seasonal updates for dessert menus are as bountiful as the

fall harvest.
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HarvestingFall’s 
 Sweet Comforts

Put fall favourites on the dessert menu



S y s c o  T O D A Y -   J u l y  2 0 1 0

By Patricia Nicholson

The challenge was to create the last word in first courses. 

The second annual National Sysco Chef Challenge invited Sysco corporate chefs to come
up with inspired appetizers, using any Maple Leaf products the chefs chose.

The competing chefs each created eight recipes – two in each of the following appetizer
subcategories: platters, hot trends, ethnic inspired and regional. Four semifinalists were
invited to Toronto for a cook-off to decide the winner of the Chef Challenge. 

But tasty, innovative recipes are not enough to win the Chef Challenge. Contest recipes not
only have to tempt customers, but also win over operators with practicality and profitability.
They must be appealing to customers, simple to prepare, and have a maximum order-to-
table time of 15 minutes. They also have to be affordable and profitable: recommended
menu price is $15, with 25 per cent profit.

Sysco corporate chefs met these criteria with entries that ranged from souped-up soup to
a new interpretation of an old family recipe, all highlighting Maple Leaf products. Four semifi-
nalists gathered at Sysco corporate headquarters in Toronto for the cook-off, during which
each chef prepared two of his appetizer entries. For the second year in a row, corporate chef
Lorne Breckles of Sturgeon Falls, Ontario emerged the winner.  

“I did a prosciutto-wrapped pickerel cheek. It had a tarragon mayo and it was placed on
top of a garlic crostini,” Breckles said of his entry in the regional subcategory. “In northern

Ontario people think pickerel. So the pickerel cheeks gave
it a perceived higher value to the consumer, therefore
increasing profitability to the Sysco customers who use it.”

Breckles also entered Stampede Pork and Wild
Mushroom Soup in the competition. It uses Maple Leaf
pulled pork and is topped with the same sliced prosciutto
used for the pickerel cheeks, as well as wild mushrooms,
chicken stock, chick peas and Sysco’s Imperial Chipotle
Barbecue Sauce. 

“It’s different,” Breckles says of the soup. “It’s not your 
run-of-the-mill mushroom soup. It has more upscale
flavouring.”

Breckles notes that both of these recipes are practical
and feasible for operators, which is what really counts. “I
love meeting customers and helping them succeed,” he
says. “That’s what Sysco corporate chefs are all about.”  

Breckles had stiff competition from semifinalists

Christopher Sprentz from Calgary, James Keppy of Toronto and David Franklin of Sysco
Central.

Sprentz’s entry in the regional specialty subcategory – Pork Rib’It Lorenz, using Maple Leaf
Pork Rib’Its – was inspired by his Hungarian grandmother. His ethnic-inspired East Asian Trio
is a trio of chicken with Indian flavourings, featuring Maple Leaf Chicken Strips, Batons and
Breast Meat.

At the cook-off, Keppy made his Pork Wellington (a personal favourite of his) as well as 
Pork and Shrimp Spring Rolls –cold spring rolls with a rice paper wrap. Both recipes use
Maple Leaf’s off-cut pork tenderloin, which helps to keep the portion costs down. 

“The quality is as good as the pork tenderloin, but it’s just the tops and tails so it’s a less
expensive product,” he says. “I was able to do it with a significantly reduced cost.”

Franklin was also a semifinalist in last year’s competition. This year, he chose two “share
platters” to prepare at the cook-off: a Chicken Fried St. Louis Pork Rib Sampler, and his Big
Stromboli.

“The appetizer category is something that deserves some attention,” Franklin says. “The
chains are certainly incorporating more appetizers back onto their menus now, and I think it’s
something that the independents really need to focus on too. The need is to be more
inventive and innovative on their menus these days to keep people interested and keep
them coming back.”

This year’s Chef Challenge offered plenty of inspiring ideas for any type of menu.
Congratulations to all of the semifinalists!
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Hearthstone, Chef Micheal remembers how Sysco “always
came through” when the devastating forest fires kept most
away.  He affirms that he can rely on Sysco and that through
all of the years of working together, he asserts that Sysco has
“always taken care of me.” Overall, Chef Micheal appreciates
the solid relationship that Creations has with Sysco and
knows that he will always have “good support.”

Having been involved in the inception and branding of
Creations Dining Room & Lounge, Chef Micheal has been a
part of this culinary treasure since a year before its official
opening. With his twenty years of experience in the culinary
industry and array of honours, such as his four Alberta Hotel
& Lodging Association Menu Awards, Chef Micheal brings a
lot to the table. His inspiration comes from the broad range
of experiences that he has had in the industry, which have
granted him his passion for culinary “versatility.” Chef Micheal
remains humble when talking about how adaptable he has
become from working in so many different rural areas. “One
day you could be serving buffet-style to oil rig workers, and
the next day you’re serving the Governor General for a gala
dinner.” With all of his culinary success, Chef Micheal
emphasizes that it’s not about the chef but rather “the team.”
He affirms that to truly excel in the industry, you need to
have the “right people supporting you.”

Chef Micheal predicts an exciting future for Creations.
With plans for a seasonal menu in the works, he feels that it’s
all about “building on a great thing.” Creations stands out in
Edmonton as a truly distinct culinary treasure. With its
inspiring atmosphere, soothing music, beautiful décor, and
delectable fare guests are guaranteed a fresh experience
that is truly unlike any other. Chef Micheal sees this
 remarkable originality as a result of not having “the cookie-
cutter mentality” because he feels that this “takes away from
the creative.” As for future food trends, this memorable gem
dances to the beat of its own drum. Or as Chef Micheal puts
it, Creations is “not big into food fashion, because healthy
flavours are always in style.”

Enjoy fresh flavours and delicious delicacies that are
unique to Edmonton. Take a step into Creations Art Gallery
and revel in the tranquility while you admire some amazing
pieces of aboriginal and Albertan art. Or, spend a romantic
evening just enjoying the fascinating atmosphere. At
Creations Dining Room & Lounge guests are sure to enjoy
an experience that ignites and awakens all of their senses.

satirically stating “I’m supposed to say ‘I love it all!’” he
excitedly talks about one of the dishes that will be a part of
their summer menu. A succulent char suis style duck burger
that is paired perfectly with blueberries and rests atop a fried
onion cake. This distinct dish is sure to be a guest favourite.

Chef Micheal has worked at three of the five Sawridge Inn
locations and has partnered with Sysco for all of these
employments. During his tenure at Fort McMurray’s

“Creations stands
out in Edmonton
as a truly distinct
culinary treasure.”
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Written by Megan Faulkner, 
Sysco Marketing Coordinator

Hotel guests and locals alike will be more then pleasantly
surprised as they take a step into the new Sawridge Inn
Edmonton South, expecting the previous atrium-styled
lobby. The once empty white space is now home to an
intimate, art-infused, flavour-filled fine dining experience
that is perfectly named Creations Dining Room & Lounge.
When it officially opened its doors on September 22nd of
2009, this diverse culinary creation quickly found its place in
the fine dining world with its fresh flavours and Canadian-
styled fusion cuisine. Creations Dining Room & Lounge,
perched at the intersection of Gateway Boulevard and
Whitemud Drive, offers a stunning new addition to
Edmonton’s small array of fine dining spots. 

Creations was recently recognized as one of Canada’s Top
New Restaurants of 2009 by WHERE Magazine, and it’s not
hard to see why.  Almost immediately upon entering guests
are presented with a unique experience that is driven wholly
by the senses. Incredible aromas, calming music, and
remarkable aboriginal artistry welcome guests as they pass
beyond the sliding glass doors of the Sawridge Inn South
Edmonton. Overhead a whimsical dream catcher hangs
from the peaked frame of the lounge. Just below rests a
contemporary sculpture of Canadian hoodoos, which acts
as an inviting beacon for the guests coming through the
entrance. Large displays of fire and water act as walls,

separating the dining room, lounge, and the breathtaking
Creations Art Gallery. Lush green pines rest throughout as
the earthy accents of bark, wood, and stone set the tone
and intimate ambiance of this culinary treasure.

The fascinating décor and ambiance of Creations offers a
striking match to the fresh flavours of its fare. Executive Chef
Micheal Laird openly speaks of the First Nations influence
and how it adds a “unique edge” to the menu. The approach
of cooking with fruits and berries whenever possible
presents a new flavour experience for guests, while also
offering creative opportunities for the cooks. Following
perfectly in sync with the focus of Creations, Chef Micheal’s
culinary delights give guests an experience that satisfies all
of the senses while also “keeping it comfortable.” Seeing as
taste is at the center of this memorable experience, Chef
Micheal always puts emphasis on the details, presentation,
flavours, and quality of the food that comes out of the
kitchen. This is why the main hub of Creations, the state-of-
the-art kitchen, was designed by Chef Micheal himself. He
made sure that it was both highly functional and eco-
friendly. Low BTU broilers, UV hood fans, and an ergonomic
layout all support the productivity, efficiency, and overall
culinary skill of the kitchen staff. 

When it comes to the dynamic and versatile menu at
Creations, Chef Micheal emphasizes the importance of
“sincerely using other people’s ideas.”  All of the cooks are
involved in the decision-making and he makes sure that
each of them has the opportunity to “bring their ideas forth
and talk about the reasoning and philosophy behind each
dish.” This team spirit brings a broader and more creative
spin to the menu, since multiple voices are involved in
developing these delightful dishes. Whenever possible
these “made-from-scratch” culinary creations are cooked
using regional ingredients, with fruits and vegetables being
a staple on each plate. Chef Micheal hopes that this will
drive the focus more on the “healthy flavours, rather than
heavy meals.” This unique approach also offers more
opportunity for versatility when married perfectly with the
sophisticated wine selections at Creations.  Director of Food
& Beverage, and well-respected sommelier, Tim Goodison
brings a huge array of experience to his position. Chef
Micheal affirms that Goodison’s input “adds a nice edge” to
the whole culinary experience. With so much time, research,
and development going into each dish it’s no surprise that
Chef Micheal has a hard time selecting a favourite.  After
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Micheal Laird, Executive Chef 
Creations Dining Room & Lounge  

Edmonton, AB



Jan Wicha , Owner
Café Chianti 

Halifax, NS

“Café Chianti’s 
New Location Offers 

Old-World Ambience ”

Jan Wicha, 
Owner

Café Chianti 
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When a fire closed Halifax’s Café Chianti last January,
owner Jan Wicha surveyed the damage and made some
tough decisions. 

By June, Café Chianti had opened its doors in a new
location. But much of what made the restaurant so special
came with it: from the upscale Italian food and its
unmistakable ambience to most of its original staff, the new
Café Chianti echoes the 21 years it spent building a solid
business at its original location just around the corner.

Among the items salvaged from the fire-damaged

location were the painted plaster murals that adorned the
walls – carefully restored after smoke and fire damage. New
murals by the same artist were commissioned to add vistas
inspired by the Italian countryside.

“The ambiance and overall dining experience has always
played a key role in our success. Inspired by the Chianti
region of Tuscany, the décor is rich with lots of fresco and
vibrant colors, accented by two beautiful fireplaces,” says
Wicha. The result is a little bit of Italy in downtown Halifax.

Just as important as preserving the ambience was
maintaining the quality of the fine dining experience that
Café Chianti’s loyal customers had come to expect. But
continuity was not a problem: 24 out of the 25 staff
members from the original location joined the crew at the
new restaurant when it opened six months later.

This new location offers  a newer, more modern kitchen,
where Executive Chef Jeremy McLean presides over the
northern Italian and eastern European menu. Signature
dishes include Roasted Rack of Lamb, Fresh Atlantic Halibut,
and Linguini Pescatore.

“We take great pride that all our products are made from
scratch using the highest quality products available,” Wicha
says. “We also have two state-of-the-art wine cellars with
some of the finest wines available in the city today.”

Another element of Café Chianti’s success that came with
it to the new location is its supplier: Café Chianti has been a
Sysco client for 20 years.

“We like the personal contact of our Sysco Marketing
Associate. Sysco’s delivery schedule and fill rates are second
to none in the industry, and we also enjoy the quality of all
the products supplied by Sysco,” Wicha says. “We have also
taken full advantage of all the value added training sessions
available to us. For example, front-of-house training, back-
of-house training, and we are now starting an inventory
control program to enhance what we do.”

Café Chianti is currently in the midst of planning its
Christmas festivities. Its 40-seat private dining room hosts
events ranging from wedding and birthdays to board
meetings and corporate functions. Wicha has plenty of
experience with swift turnaround on events requiring
special attention. When the G7 summit was held in Halifax in
1995, Café Chianti hosted two different groups – the
Japanese delegation and the Russian delegation – on
different nights. 

“We had to adapt to the unique styles of each country
and how different they were,” Wicha says.

But guests need not be dignitaries to get the best
possible dining experience at Café Chianti.
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Linguini Pescatore
Favorite Dish

Serves 1
INGREDIENTS METRIC IMPERIAL
Extra virgin olive oil 30 ml 2 Tbsp
Shrimp, medium 4 4
Scallops, muscle removed 3 3
Mussels, cleaned 8 8
Lobster tail or claw 1 1
Garlic, minced 2 ml ½ tsp
Chilies, minced 1 ml ¼ tsp
Button mushrooms, sliced 3 3
Red pepper, diced 30 g ¼ cup 

White wine 
(Sainte Famille L’ Acadie Blanc) 50 ml 2 oz

Green onion, thinly sliced 1 1
Fresh parsley, chopped 30 ml 2 Tbsp
Cooked linguine 1 cup 8 oz
Sea salt and pepper, to taste 

Place a large pan over medium heat.
Add olive oil, shrimp, scallops, mussels and a lobster tail or
a claw.  Sear for 2-3 minutes.
Add minced garlic, chilies, mushrooms and sweet red
pepper, sea salt and pepper to taste; cover.
Let cook for 2 additional minutes, then add the white wine
and cooked linguine (preferably homemade).
Toss the pasta thoroughly with all the spices and the
seafood; then add the sliced green onion and chopped fresh
parsley.
Remove from the pan and serve.

Jan Wicha in his wine cellar

The murals were hand painted for the original restaurant. 
After the fire, they were restored by the painter for the new location. 

The one shown represent the Chianti region as if looking out a window. 

“We strive to provide the best service and quality of food,
and to always treat our customers like family,” Wicha says. 

As the new restaurant hits its stride, Wicha is already
contemplating opening a second location. 

“We have a lot of loyal customers, and are well known in
this area,” he says. “We feel there is great demand for the
brand we have built.”
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By Michelle Ponto

Quinoa, pronounced ‘keen wah’, 
is one of the newest superfoods 

to hit the mainstream market 
in Canada. Not only is it 

nutritionally complete, but it’s 
so versatile it can be used in
breakfast, lunch and dinner 

dishes. It’s great for restaurants,
cafeterias, hospitals, hotel buffets
and almost any other food service

venue as it is not only tasty, but
satisfying and good for you.

“There’s definitely a growing trend in quinoa. Three years
ago, no one talked about it. Now big manufacturers that
make breakfast bars and energy bars are adding it into their
formulas so it’s not just niche markets using it. It’s really
grown in popularity,” said Paul Suhre, Vice President of
Product Strategy at Woodland Foods.

The trend is also growing among food service operators
who are embracing quinoa as a way to enhance their menu
offerings.  “I have seen an increase in the number of food
operators using it. Over the past 12 months, we sold over
200,000 pounds across North America.  In 2009, we sold
15,000 pounds a month, but now it’s in the mid-20s,” 
said Suhre.

More Important 
Than Gold for the Incas
When people learn about quinoa, they often wonder why

they didn’t hear about it before.

“We really haven’t been socialized to eat it unless we
come from extremely healthy or vegetarian families,” said
Green.  “This lack of socialization in the Canadian culture has
to do with the history of the seed.” Quinoa is an ancient seed
that comes from the Incas. In fact, the Incas worshipped the
seed more than gold and it was considered very sacred. It
was first cultivated more than 5,000 years ago, but when the
Spanish attacked the Incas in 1532, they saw how
meaningful it was to them and burned their crops. 

“They were very intimidated by the power of the Incas
who were tremendous warriors with great endurance. They
were extremely healthy, had low infant mortality and low
disease,” Green said. “This may have had something to do
with eating quinoa and the healthy properties associated
with the seed.”

Even though the Spanish banned the Incas from planting
quinoa, historians say they worshipped it so much they kept
some seeds and grew it in little patches in the mountains.
This is why we have it today.

The Gluten-Free Superfood
Suhre says restaurants and businesses are looking for

products that are healthy to add to their list of offerings. This
is definitely the case when it comes to quinoa. Recent
research shows the seed is full of vitamins and minerals, and
according to the United Nations World Health Organization,
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Quinoa
The Superfood of the Incas 

Goes Mainstream

quinoa comes the closest to having an ideal protein balance
compared to any other grain.  

“It contains all eight essential amino acids making it a
complete protein,” said Carolyn Hemming, co-author of the
best-selling Canadian cookbook Quinoa 365. “Because it’s so
high in protein, it’s great for vegetarians and vegans who are
looking for a non-animal protein source.” 

Hemming wrote the cookbook with her sister Patricia
Green.  They say being high in protein is only the beginning
of the wonders of quinoa. The seed is gluten-free, making it
a good choice for chefs looking to create menu alternative
for people with food allergies and sensitivities. It is also full 
of vitamins and minerals such as iron, magnesium, zinc 
and potassium.

“It is not enriched like some other foods. They are all
naturally occurring vitamins and minerals. There really isn’t
any one food that can trump it nutritionally,” Green said. 

Super Menu Ideas for the Superfood
Quinoa is surprisingly versatile.  Food operators can buy

raw quinoa seeds in red, black, white or golden varieties. The
seeds cook up into fluffy rice-like kernels that can be eaten
either on their own or as part of a dish.  Quinoa has a slight
nutty flavor and because of its texture and appearance, it is
a good substitute for couscous or bulghur in many dishes.

Suhre says most of the food operators buying quinoa
purchase it in the raw form, but it is available sprouted,
puffed and flaked. It is also available in a flour form which is
great for pie crusts because it toasts beautifully.

As a food operator, you can use quinoa in everything from
breakfast items, to salads and entrees, to desserts, soups and
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stews. You can even use it in cookies and baked goods
because it can used to replace traditional flour. 

One dessert that Hemming recommends for those
wanting to serve quinoa outside of a side dish or main
course is chocolate cake. She says the cake is made with

cooked white quinoa seeds that are put in a blender with
the other wet ingredients.  They are then blended until
smooth and added to the dry ingredients.

“What makes it so fabulous is that the cooked quinoa
seeds hold the moisture,” Hemming said. “When baked, the
cake is moist, it is gluten-free, will have all the quinoa

minerals in it, and it is so tasty and rich
that you would never know it wasn’t
something grandma made.”

(Turn to our What’s Cooking? 
section for this delicious recipe!)

But the cake is just one recipe.
Quinoa can be used to make vitamin-
enriched pancakes and waffles. You can
also make pizza dough and quiche
crust with the flour. And all of the
products made from quinoa are gluten-
free and full of protein.

“Many restaurants start off by using it
as a side dish instead of rice. It doesn’t
need any special storage conditions
and can be kept just like rice,” said Suhre.
“It’s really popular for food operators
who use it to replace wheat to make
gluten-free recipes.”

Food operators can also throw the cooked seeds into
many of the foods that are already on the menu such as
scrambled eggs and quiche dishes, chili and meatloaf, and
pasta dishes. Quinoa can also be used as an alternative in
many rice salads, as a filler in hamburgers or to make vegan-
burgers and in ethnic-inspired dishes such as a curry or a
Peruvian stew. Other ideas include adding it to a fresh
cucumber and dill salad, into muffin batter and serving it as
an alternative to rice in Spanish-style seafood dishes.

Promoting Quinoa on Your Menu
Adding quinoa to the menu is just one part of making the

superfood work for your venue. You also have to let your
customers know that you have it.

One easy way is to add a “gluten-free” or “healthy choice”
icon beside the foods containing the seed.  Another
suggestion is to promote the healthy benefits of quinoa in
the menu item’s description. Instead of simply serving
quinoa pancakes, call the menu item the “Power Protein
Breakfast Platter.” 

Whether you are using quinoa for breakfast, lunch or
dinner you can’t go wrong.  With its extensive nutritional
benefits, it’s the superfood your patrons will thank you 
for serving.
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Wholesome Farms Frozen Desserts are made 
from a unique recipe that contains a dairy 

component but derives most of its industry leading
smooth texture from Coconut Oil. Wholesome Farms

offers 11 exciting flavours for the health 
and price conscious consumer.

35%
LESS SODIUM

40%
LESS FAT

45%
MORE PROTEIN

80%
LOWER

CHOLESTEROL

* One of the thinnest flute profiles on the market
• Full Insulating Properties
• Provides both stiffness and stacking strength

* Lightweight
• Meeting environmental goal for weight reduction in solid waste
• Sound alternative to Polystyrene – can be composted

200 Marien, Montréal, Québec H1B 4V2 - Phone (514) 645-4571 - Fax (514) 640-3050

120 Nugget Ave, Toronto, Ontario M1S 3A7 - Phone (416) 754-4633 - Fax (416) 291-7566
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is a great menu item. However, a hamburger made
with regular ground beef, served on a white bun with
processed cheese, would not meet the criteria. 

Many studies have found a strong relationship
between a healthy diet and academic performance.
Research has shown that some foods appear to help
– or hinder – memory and other cognitive functions.
Even in rats, researchers found that a diet of saturated
fats resulted in poor performance on rat memory
tests. So too with humans: a Canadian study
published in the Journal of School Health in 2008
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By Patricia Nicholson

The brain, like any other organ, needs nutrients to
function well. Somewhere in the background of every
feat of imagination or “Eureka!” moment, is a series of
chemical processes and impulses through the brain.
Those processes depend on raw materials taken from
nutrients. That’s why students need good nutrition in
order to learn well.

In Canada, guidelines governing food served and
sold in schools vary from province to province. Some
jurisdictions have implemented mandatory
guidelines, whereas others are still voluntary. But they
all reflect the important role of foodservice in schools
in helping to teach and reinforce healthy eating
habits, while assisting to reduce the risk of obesity and
chronic diseases. Most guidelines aim to limit fat,
sugar and sodium while providing a healthy balance 
of nutrients. 

Under Ontario’s guidelines, for example, a
hamburger made with extra-lean ground beef and
served on a whole grain bun with lettuce and tomato

FOOD FOR
THOUGHT:

Healthy Diets
Matter in
Schools
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showed a strong relationship between quality of diet and academic
performance in Nova Scotia schoolchildren. A study of Prince Edward
Island students found that those who had the best grades tended to
eat more fruit and vegetables than those with lower grades. 

Dietitians of Canada publications stress the importance of nutrition
in schools, as well as the role of schools in promoting healthy eating.
Foodservice in schools can help students get the most out of the
school day with a little good food for thought.

Balance
Proteins, complex carbs, good fats, and micronutrients all have a role

to play in keeping the brain healthy. Providing balanced meals, rather
than a-la-carte menu items, can help students maintain a more
complete diet.

Start the day right
Breakfast may be the most important meal of the day for students.

A 2008 study published in the medical journal Pediatrics found that
boarding school students who were served breakfast were more alert
and had better cognitive functioning than those who didn’t eat
breakfast. This is another area where foodservice providers can make a
meaningful impact by advocating and supporting School Breakfast
Programs.

Order Code Product Description Portion Size Pack Size

7224462 Sysco Classic Fresh Boneless 8.5 - 9.5 oz  55 pieces/case
Breast Drumette Attached

7227176 Sysco Imperial IQF Boneless 7.5 - 8.5 oz  4 kg 
Breast Drumette Attached

SUPREME 
CHICKEN 
BREAST

(Boneless Breast, Skin On, Drumette Attached)

Try a Supreme Chicken Breast for a great centre of the plate presentation.
This boneless breast comes with the skin on for extra flavour.  

The wing bone (drumette) still attached adds eye appeal and dimension 
to the plate. Great for banquets and other high end entrées.

• Sized For Controlled Food Cost and Consistent Portion Control
• Excellent Plate Presentation

The right fats
The brain may not be the first organ we think of when we think of

fat, but that’s what a lot of the brain is made of. But it’s specialized fat,
doing specialized jobs like protecting brain cells. Omega-3 fatty acids
– found in fish and fish oils – help the brain do its job. Flax, canola, 
olive and nut oils are good choices.  In contrast, trans-fatty acids may
actually hinder brain function!

Antioxidants
Foods that are high in antioxidants – such as berries, spinach,

broccoli and avocados – can fight the cell damage done by 
chemicals called free radicals. Memory problems linked to free radical
damage are usually associated with age, but it’s never too early to
protect the brain.

By incorporating brain-boosting foods onto breakfast, lunch and
snack menus, foodservice operators can help give students
the raw materials they need to perform
at their best in the classroom
throughout the day, 
and throughout the
school year.



Citrus Goat 
Cheesecake  

WITH STRAWBERRY SAUCE

Recipe courtesy of Woolwich Dairy
Serves 14-16 

INGREDIENTS METRIC IMPERIAL

Butter or margarine 45 ml 3 Tbsp
Graham cracker crumbs 150 g 1 1/3 cups
Cream cheese 675 g 1 ½ lbs
Block & Barrel goat cheese 300 g 10.5 oz
Sour cream 500 ml 2 cups
Sugar 300 g 1 ½ cups
Eggs 3 3
Vanilla extract 5 ml 1 tsp
Lemon juice, fresh 15 ml 1 Tbsp
Orange zest, 

finely grated or chopped 5 ml 1 tsp
Grand Marnier liqueur 15 ml 1 Tbsp
Strawberry jam 250 ml 1 cup

METHOD 
• Bring goat and cream cheeses to room

temperature. Preheat oven to 350oF  / 180oC. 
• Grease a 9 or 10 inch spring form cake pan with

butter or cooking spray.
• In a small bowl, blend graham cracker crumbs

and butter and press into cake pan. Bake for 7-8
minutes to lightly brown crust. 

• In a mixer or with an electric hand-held mixer,
blend cream cheese only for 5 minutes. Add 1
cup of sour cream, goat cheese and sugar and
continue beating for 5 minutes. Add eggs one at
a time, lemon juice, vanilla and orange zest and
continue beating for 1 minute.

• Pour cheesecake batter into cake pan and bake
for 45 minutes.

• Reduce heat to 300oF / 150oC and continue
baking for 30 minutes or until the cake is set.
Remove and allow to totally cool before the 
next step.

• Mix Grand Marnier with 1 cup of sour cream and
spread evenly on top of the cake. Mix strawberry
jam with some water to the desired consistency
for the sauce.

• Cut cake into 14-16 slices and pour sauce over
the centre of each slice. Serve.

Take comfort in 
these fabulous fall recipes.
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Bombay 
Butter Chicken

Recipe courtesy of Gay Lea
Serves 20

INGREDIENTS METRIC IMPERIAL

Wholesome Farms butter 500 g 1 lb
Onions, peeled and sliced 750 g 1 1/2 lb
Cloves garlic, minced 12 12
Boneless chicken breasts 

or thighs, cubed, skinless 5 kg 10 lb
Salt (approx.) 10 mL 2 tsp
Pepper (approx.) 10 mL 2 tsp
Indian curry paste, mild 75 mL 1/3 cup
Gingerroot, minced 75 mL 1/3 cup
Cinnamon, grounds 20 mL 4 tsp
Canned diced tomatoes 

(with juices) 3 L 12 cups
Wholesome Farms sour cream 250 mL 1 cup
Fresh coriander, chopped 250 mL 1 cup
Steamed rice or naan bread (optional)
Lime wedges (optional)

METHOD 
• Season chicken with salt and pepper. 

• Melt half of the butter in a stockpot set to
medium-high. 

• Brown the chicken in small batches; remove with
a slotted spoon and reserve.  

• Reduce the heat and add the onions and garlic;
sweat until translucent.

• Stir the curry paste, gingerroot and cinnamon
into the onion mixture. 

• Cook while stirring, until fragrant.

• Add browned chicken, tomatoes with juices and
remaining butter; bring to a boil.

• Let simmer while covered for 30 minutes, or until
chicken is cooked through. 

• Season to taste.

• Transfer to a steam table tray to hold for service. 

• Just before serving, stir in sour cream and
coriander and gently heat through. 

• Serve with steamed basmati rice or naan bread. 

• Garnish with lime wedges. 

Moist Quinoa 
Chocolate Cake

Recipe courtesy Patricia Green and Carolyn Hemming
Reprinted courtesy of Whitecap Books

Serves 8-16 
INGREDIENTS METRIC IMPERIAL
Quinoa, white or golden 150 ml 2/3 cup
Water 330 ml 1 1/3 cup
Milk 80 ml 1/3 cup
Eggs, large 4 4
Pure vanilla extract 5 ml 1 tsp
Butter, melted and cooled 170 g ¾ cup
Sugar, white or cane 375 ml 1 ½ cup
Cocoa powder, unsweetened 250 ml 1 cup
Baking powder 7.5 ml 1 ½ tsp
Baking soda 2.5 ml ½ tsp
Salt 2.5 ml ½ tsp
METHOD 
• Bring the quinoa and water to a boil in a 

medium saucepan. Cover, reduce to a simmer
and cook for 10 minutes. 

• Turn off the heat and leave the covered saucepan
on the burner for another 10 minutes. Fluff with 
a fork and allow the quinoa to cool. 

• Preheat the oven to 350oF (180oC). Lightly grease
two 8-inch (20-cm) round or square cake pans.
Line the bottoms with parchment paper. 

• Combine the milk, eggs and vanilla in a blender
or food processor. Add 2 cups (500 ml) of cooked
quinoa and the butter and blend until smooth. 

• Whisk together the sugar, cocoa, baking powder,
baking soda and salt in a medium bowl. Add the
contents of the blender and mix well. 

• Divide the batter evenly between the 2 pans 
and bake on the centre oven rack for 40 to 45
minutes or until a knife inserted in the centre
comes out clean. 

• Remove the cake from the oven and cool in the
pan before serving. Frost if desired. 

Store in a sealed container in the refrigerator 
for up to 1 week or freeze up to 1 month.





Distributed by Sysco Corporation, Toronto, Ontario   M9B 6J8    ©2010

Muffin batter and cookie dough is available in a variety 
of flavours and pack sizes, including Trans Fat Free varieties.


