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ST - What is your tenure with the Company?
I started working at Sysco about 7 years ago.

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?

I started my foodservice path when I was 13 as a dessert cart
server/busser at La Pinara, a fine dining establishment in Ottawa,
Ontario.  At age 15, I was hired as a dishwasher at McGinnis Landing
Roadhouse and quickly moved on to Assistant Kitchen Manager. I
remember doing inventory calculations manually and having that
experience in my back pocket still helps me today.

ST - Where do your accounts fall in relation to your
territory ?

I primarily service the downtown core, where the majority of my
accounts are. In one particular area I have 8 accounts on the same
street and all within walking distance.

ST - Describe the account composition of your territory.
In 2004/05, the NHL hockey strike crippled pub business in this

area. It was at that point I realized it was a good idea to diversify my
client portfolio. I now service restaurants, pubs, nightclubs, coffee
bars, fine dining, caterers, quick service, event driven venues, private
clubs and hotels.

ST - How does this affect how you do your job?
A diverse customer base allows me to expand my knowledge on

not being calculated properly into his food cost. He was very grateful
when we discovered that!

ST - What is the most challenging aspect of your job? 
Off-day deliveries and trying to keep customers consistent are

tougher hurdles than I expected.  All aspects of this job can be
challenging, but that’s why I do it - you get back what you put in!

ST - What is the most rewarding aspect of your job? 
I love working with people and I truly enjoy getting involved in

Customer Business Reviews, especially when Chef Dom is able to
prepare a culinary session for my customers.  We sit down like a big
happy family and the food he creates is able to diversify their menu.
The customer is able to take these ideas back to their establishment
and successfully apply them right away.

ST - What are the good things about working with 
your accounts? 

Working with my accounts is like hanging out with my friends: 
we laugh, joke and get serious all in the same breath. 

ST - What are your goals for the future? 
As the city of Vancouver grows, I would like to work and change

with it.  It is a big city with a small town feel.  I especially look forward
to seeing the Donnelly Group expand internationally.  They started
with two pubs and grew to eleven - with more to come!

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

Becoming stagnant is a huge mistake. An operator needs to
change and reinvent everything they do and how they do it.  This
keeps it fresh and exciting.

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

An operator needs to be hands-on to be successful. I don’t have
one account where the owner is not directly involved in their 
day-to-day business.
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everyday products, as well as unique products for specialty needs.
I’ve learned that I need to treat the $1000 orders the same way I treat
the $5000 orders.

ST - What do you like best about Sysco Brand?
I like the fact that we have a very large roster of Sysco Brand

products, suitable for high-end establishments or budget conscious
operators. This diversity of products makes it easy for the consumer
to find the products that suit them best.  

ST - What has operator response been to Sysco Brand?
Operators like the fact that we formulate products specific to our

customers’ needs, and that Sysco brand is not available through
other distributors. This gives the operator an advantage over 
their competition.

ST - Do a lot of your accounts use Sysco Brand?
Almost all of my accounts use Sysco Brand.  They like the high

quality they get relative to the cost.

ST - Describe how you have helped customers solve
problems. 

Prior to working at Sysco, I was a software tester so I am often able
to use those skills in creative ways. One of my customers had recently
hired a new chef and his costs were just not coming into line. I
explained to him that his POS system was not allocating his
featured/discounted menu items at the correct pricing. Upon further
investigation, he realized that $14,000 a month in promotions was
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By Kelly Putter

If there’s a theme running through the list of forecasted
menu trends in Canadian restaurants this year, it has to be
that each of the top five trends points to an ever-growing
eco-friendly consciousness among chefs.

Local, sustainable and healthy options top the list of
menu trends in Canadian restaurants for 2011, based on a
survey commissioned by the Canadian Restaurant and
Foodservice Association (CRFA) of more than 500 profes-
sional chefs in Canada.

“The results speak to an overall awareness of green issues
and of people starting to care more where their food comes
from and placing demand on restaurants,” says Janine
Bolton, president of LEAF, a Calgary-based organization that
aims to reduce the environmental impact of the foodservice
industry across Canada. “And a lot of chefs and restaurateurs
are starting to care more. For restaurants that don’t care so
much it’s mainly a consumer trend that is forcing them to
move forward.”

2

According to a recent poll, 
the top 5 Canadian 

menu trends for 2011 are:

1 Locally produced food and
locally inspired dishes

2 Sustainability

3 Nutrition and health

4 Organics

5 Simplicity/back-to-basics

This is the second
annual Canadian chef survey
of hot menu items conducted for
the CRFA by independent market
research firm BrandSpark International. 

“Once again, the top menu trends are
showing an increasing focus on nutrition, as well as
a solid appreciation for local flavours,” says Garth Whyte,
president of the 33,000-member CRFA in Toronto. “Chefs are
constantly evolving their menu offerings to meet a wide
range of customer demands and dietary needs.”

What’s interesting this year is how nutrition and health
jumped up three spots from last year’s survey, where it
placed number six. 

While there will always be a place for food that’s generally
considered less healthy for a myriad of reasons, Whyte
believes Canadians are definitely craving options that are
more healthful.

“You’re still going to have your perennial favourites and
people will always want their shrimp and chicken and
burgers, but there are more and more people looking at
new things,” Whyte says.

Citing a recent survey on the attitude of Canadians about
restaurants, Whyte points out how of those polled, 29 per
cent indicated that, when eating out, making healthy
choices was important to them.

Andre LaRiviere agrees that a significant paradigm shift is
happening within the foodservice and hospitality industry.
But he cautions that the reality is quite different from what
chefs have forecasted in this year’s survey.

“The trends are ahead of the reality,” says LaRiviere, who 
as the executive director of Vancouver’s Green Table
Network pushes for restaurants to embrace greening 
and sustainability. 

The perception that going green costs operators a
fortune needs to be corrected, says Bolton, when, in fact, it

can positively affect your
bottom line. Because restaurants are

known to use five times the energy of
other commercial and retail spaces, some

operators would do well to start with smaller,
lower cost measures that reflect on their utility bills.

“I’m not advocating to rip out all of your equipment,” says
Bolton, whose organization also certifies green restaurants.
“But there are some things that are easy to do such as
installing low-flow faucet aerators that cost $3 a piece.”

LEAF estimates that a restaurant could save as much as
$550 per year by installing low-flow aerators. And the U.S.

Trends2011:
Seeing Green 

On Your Menu
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Environmental Protection Agency estimates that if a restaurant lowers its energy costs by
20 per cent, profits within that business have the potential to increase by 30 per cent.

As for how Canadian culinary trends stack up with chefs south of the border, their picks
are closely mirrored by the 380,000-member National Restaurant Association (NRA), which
represents the American restaurant industry. The NRA’s ‘What’s Hot in 2011’ survey reveals
that local and hyper-local sourcing, healthy children’s meals and sustainable seafood will
be among the hottest trends this year.

As for the top menu trends for 2011, the NRA’s picks centre on locally sourced meats
and seafood, locally grown produce, sustainability as a culinary theme, nutritious kids'
dishes, hyper-local items, children's nutrition as a culinary theme, sustainable seafood,
back-to-basics cuisine and farm-branded ingredients.

While we all know it's not easy being green, it’s obvious that environmental issues are
slowly but surely becoming indelibly etched on menus across North America.
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Sustaining 
Your Bottom 
Line During

the Green
Revolution

wasteful our industry has historically been. A lot of food and
many plastics and disposable items get thrown away. On a
personal level this is something that has always bothered
me,” Rutter said. “With all the options available, it is now
viable to be more environmentally conscious.”

The Many Shades of Green
Rutter says that in addition to having more items

available, many products are now more affordable.  He says
his biodegradable cutlery costs almost the same amount as
plastic, while other items are getting closer to the same
price as the non-environmentally friendly alternatives. 

“The overall cost to our clients is a very small percentage
of the total cost of their catering.  If we’re serving 100 people
at a barbeque that costs between $1000 to $2000, the
surcharge of using environmentally friendly products is
relatively small compared to the overall cost of the function,”
Rutter said.

Food operators aren’t the only ones taking the green
revolution seriously.  Companies like Kruger Products
Limited have incorporated “green thinking” into their
corporate philosophy. 

“We have a 2015 sustainability initiative. We have nine
strategic objectives to improve our environmental footprint.
One of these is to achieve the FSC Chain of Custody
Certification for our products,” said Steven Sage, the
company’s Corporate Director of Sustainability and
Innovation.

It took Kruger 15 months to get their certification and
they are the first Canadian tissue manufacturer to be
certified. Sage says it was important for them to provide
reassurance to their customers that their products are made
of materials that are part of responsible forestry. 

“FSC is the only certification program approved by
Greenpeace and the World Wildlife Foundation, so it gives
customers assurance that we are providing responsible
products,” Sage said.

Kruger didn’t just want to be environmentally conscious

By Michelle Ponto

Nowadays, "being green" is becoming easier than ever.  In
the last few years, the demand for environmentally
responsible products has grown in the foodservice industry
as more Canadians have become more globally conscious.
And the good news is that suppliers have taken on the
challenge by not only providing more green products, 
but they have also made them more affordable.

“In the early days, the general consensus was that ‘going
green’ cost a whole lot more.  However, the incremental 
cost today is actually minimal to non-existent because 
the products have advanced and there is more volume 
to offset the cost to consumers,” said Mel Harder, Senior
Merchandising Manager at Sysco Canada.

Sysco has been in the bio-degradable and compost
market for over six years with products on their “Earth Plus”
line and has continued to develop that area by partnering
with organizations such as FSC (The Forestry Stewardship
Council) and EcoLogo. 

“Operators are more environmentally conscious – partly
because they want to be, and partly because they

have to be. They have restrictions on their
garbage and many have recycling or

compost requirements as well,” Harder said. 

But tough restrictions alone are not
enough for operators to make the
switch.  The green products must 
also be comparable in price and
performance.  Todd Rutter, the owner
and founder of Cappella Catering in
Edmonton, says it’s getting easier.

Rutter has already switched out all of his
single-serve disposable items like cutlery, plates,

bowls, cups and glasses to non-plastic. He now has
wooden cutlery, paper plates, bowls and cups, and
many 100 per cent recycled products such as napkins
and towels.

“My main reason for going green was a reaction to how
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alone. They knew they also had to help their customers 
be responsible keeping in mind their bottom line.  Going
green had to be win/win for their customers.  

“A lot of our products are focused on systems rather than
individual sales.  The products work together to help their
bottom line, either in what they are or how they are

dispensed,” said Emile DeLazzer Meunier, Kruger’s Away-
from-Home Brand Manager.  “We can show the customer a
cost-per-use savings with the system.”

The Power of Cleaning Green
When you think of green you usually think about the

environment, but when it comes to green cleaning, the
biggest reason operators switch has to do with people.

“The ‘Sysco Green’ line of products are certainly environ-
mentally friendly as they contain none of the so-called
chemical ‘nasties’ - but the more relevant aspect by far, is 
the health and well being of the customers and the 
end-users of the products,” said Matt Delvecchio Jr., Vice
President of Sales for Avmor Group, a Canadian supplier of
professional cleaning products.

Delvecchio has already witnessed the conversion to
green cleaning in the education, government and health
sectors.  He says the foodservice industry is the next sector
steadily embracing green cleaning – especially now that
costs have come down and green cleaning performance
has gone up.  

“The product cannot be EcoLogo certified unless it meets
or exceeds cleaning performance standards. Some people
think because the product is green it won’t clean as well, but
now technology has advanced so much that green
products clean as good - or better!” Delvecchio said. 

The Future of Green
While there is a marketing component to going green

that appeals to some customers, Rutter believes that

5

shouldn’t be the main reason an operator embraces 
the initiative.

“They should want to be more socially conscious and act
responsibly as citizens of the globe. That should be anyone’s
motivation for going into these kinds of things,” said Rutter.

As an operator, going green now means you can be
environmentally responsible while keeping your bottom
line out of the red.  You don’t have to change everything, but
every change does makes a difference.

“It wouldn’t surprise me if 10 years from now 90 per cent
of what we sold had a better environmental record than
what we sell today,” Rutter said. ”I know it will change
someday, and we have to start somewhere.”

So the question that each and every one of us needs 
to ask ourselves is this: Why
not start our own green
revolution here
and now?
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Alaska Seafood: 
A Model of Sustainability

Sustainability has become one of the most prominent issues in our food systems today. In the
case of seafood, it means the fisheries can exist long-term without compromising the survival of
the species or the health of the surrounding ecosystem. 

With its remote location and small population, Alaska has one of the cleanest and most natural
marine environments on earth. All Alaska seafood is wild, and all of it is sustainable. Alaska’s
fisheries are managed for protection against overfishing, habitat damage, and pollution. By
proactively ensuring a healthy, wild and sustainable harvest, Alaska has helped to preserve and
protect its superior seafood for generations. 

Alaska Seafood Species:
Salmon (king, sockeye, coho, keta, and pink) Alaska Pollock Cod
Sole and Flounder Halibut Black cod
Crab (king, snow, Dungeness) Alaska Surimi Seafood
Weathervane Scallops Spot Prawns

Since 1959, when Alaska became a U.S. state and took over the management of its 
fisheries, the Constitution has mandated that “fish…be utilized, developed and maintained 
on the sustained yield principle.” Alaska is the only state in the U.S. to have written such 
language into its Constitution. 

With every aspect of its fisheries strictly regulated, closely monitored and rigidly enforced for
nearly five decades, Alaska’s successful management practices are considered a model of
sustainability for the entire world. 

In Alaska, protecting the future both of fish stocks and the environment takes priority over
opportunities for commercial harvest. The key is this: Alaska takes a precautionary approach to
ensure the needs of the stocks and ecosystem are met, first and foremost. In fact, no species of
Alaska seafood has ever been listed as endangered under the Endangered Species Act.
Testament to the state’s leadership in sustainable seafood is Alaska’s proven track record in
effective resource management, reliance upon the latest scientific research, and conformance to
relevant international standards, notably those of the Food & Agricultural Organization of the
United Nations (FAO). 

Alaska’s fisheries management is also characterized by a degree of collaboration among state,
federal, and international organizations that are charged with protecting the resource. This is
bolstered by strict laws and enforcement policies, and procedures that ensure public
participation and transparency, earning the state significant international recognition.
In fact, no Alaska salmon stocks and no Alaska groundfish stocks are classified as
overfished, subject to overfishng, or approaching overfishing, according to the most
recent “Report on the Status of the U.S. Fisheries,” which is published every year by the
National Marine Fisheries Service. 

Thousands of families in Alaska make their living from the resources of Alaska’s
rugged 34,000 miles of coastline. In fact, fishing and seafood processing employ more
people than any other industry in Alaska. The fisheries are not just a source of income;
they are a way of life, representing a relationship with the land and sea and the
connection with the fishing culture that defines the community. Members of the
communities know that they cannot continue to exist as fishermen without a
willingness to help enforce the sustainability practices mandated by the state. This
commitment ensures that Alaska seafood will continue to be provided as a responsible
seafood choice, and that Alaskans can continue a cherished lifestyle.

For more information on Alaska’s sustainability visit:
http://sustainability.alaskaseafood.org
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would eat there more at lunch time. Consumers also agree that if 
they had the option of choosing their side dishes with fish/seafood,
they would order more (65 per cent). Sixty per cent would order 
more seafood if casual restaurants offered them a choice of sauces 
for fish/seafood. 

CONSUMER PERCEPTIONS OF ALASKA
When asked to associate three descriptors to Alaska seafood,

respondents chose "Natural", "Wild" and "Ocean-Caught", as the their
top choices. 

Seventy-eight per cent agreed that Alaska salmon is a great source
for omega-3 fatty acids.

Alaska makes a powerful difference in influencing likelihood of
ordering. Seventy-six per cent reported that they would be more likely
to order Alaska salmon at a chain restaurant versus Atlantic salmon 
(24 per cent). The preference for Alaska was also reported when
respondents were asked about Alaska King crab. Eighty-two per cent
reported that they would be more likely to order “All you can eat Alaska
King Crab”, while 18 per cent prefer “All you can eat King Crab”. 

Seventy per cent reported that seeing the word “Alaska” on a menu
would positively affect their likelihood of ordering a dish using Alaska
fish/seafood. Sixty-eight per cent reported that seeing an Alaska
seafood logo on a menu would increase their likelihood of ordering an
Alaska fish/seafood item.

The key takeaways from the research show that there is a growing
interest in health, a demand for variety, and a definite preference 
for Alaska. 

The Alaska Seafood Marketing Institute provides a variety of
resources for operators. Materials range from buyer’s guides and health
white papers, to recipe books and menu ideas, back-of-the house
training guides, promotional support, front-of-the house selling tips,
and interactive training tools.

Please visit www.alaskaseafood.org/foodservice to 
learn more, or call 1.800.806.2497 for more information.

Consumer Attitudes 
Towards Seafood

Alaska Seafood Marketing Institute
Consumer Trends Report 2011

New research from the Alaska Seafood Marketing
Institute (ASMI) has revealed findings on consumer
attitudes towards fish and seafood at quick service
restaurants (QSRs) and casual chain restaurants, along with
perceptions of seafood from Alaska. 

This new research, completed in January of 2011, is an
initiative from ASMI to provide consumer-driven data,
information and insights to foodservice chain customers.

This is part of an ongoing effort to help drive volume through 
consultative menu support and operator guest knowledge.

The study drew from 1,200 consumers from across the country,
ranging in gender and ages (18-64). These consumers frequent QSRs 
or casual chain restaurants at least five times per month and eat
seafood there at least three times per month. 

KEY FINDINGS
CURRENT CONSUMPTION: 55 per cent of consumers eat fish and

seafood because they “like the way it tastes”. However, health reasons
are a close second, with 47 per cent reporting that they eat fish/seafood
because it’s “good for me”. Forty-three per cent of respondents reported 
that health is the main reason for eating more fish/seafood than two
years ago.

When asked what is important when selecting a type of fish or
seafood to eat at a chain restaurant, consumers’ top responses were:
“High Quality” and “Taste”. 

CONSUMERS WANT MORE
When it comes to consumer demand at QSRs, 73 per cent agreed

that they would like to see a greater variety of fish/seafood items on the
menus. Sixty per cent agreed that they would like QSRs to offer more
salads with fish/seafood, and 64 per cent agreed that if QSRs offered
more fish/seafood, they would eat less chicken or beef there. 

At casual restaurants, 64 per cent of consumers agreed that if offered
more grilled fish/seafood sandwiches at an establishment, that they

Photographs by: Steve Lee
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Foodservice operators who want to make the most of current
economic opportunities would do well to rise and shine. The old
saying that breakfast is the most important meal of the day is
proving true – at least in terms of growth. Breakfast has become the
fastest-growing daypart, and forecasts predict continued growth
for the early hours of the day.

According to market researchers The NPD Group, breakfast
accounts for almost 60 per cent of traffic growth in the U.S.
restaurant industry over the past five years. In that time, breakfast
sales have grown by $10 billion – outpacing all other dayparts.
Nearly one-quarter of restaurant occasions are now breakfast meals.

During the economic downturn, value pricing was one of the
keys to breakfast success. But as the economy picks up, foodservice
operators will need to look at other factors that motivate breakfast
customers, such as convenience, variety and the availability, quality
and value-bundling of an operator’s coffee. 

Quick service restaurants (QSRs) have the largest share of the
breakfast market, and breakfast sandwiches are the top menu item.
It’s been more than 25 years since the launch of the Egg McMuffin
marked a turning point for QSRs. In that time, mornings have
changed radically for foodservice, and the breakfast sandwich has
taken on dozens of different guises. But the notion of putting the

components of an old-fashioned breakfast – eggs, toast, and bacon
or sausage – into a handheld meal continues to be the cornerstone
of morning menus.

According to NPD, breakfast sandwiches are expected to be 
a growth area, outpacing overall industry growth. NPD predicts a
15-year increase of per capita sales of breakfast sandwiches from 
11 in 2004 to 19 in 2019.

Speed, convenience and value are some of the reasons cited for
the growing popularity of quick serve breakfasts. Although most
quick service restaurants already serve breakfast, the American Egg
Board suggests that future growth – especially in a recovering
economy – may be fuelled by innovation. That can mean
promotions (such as combo meals), new products, exotic or ethnic-
inspired flavours, or expanded breakfast hours – up to and
including all-day breakfast.

Breakfast also represents a vast untapped market: NPD’s report
found that two-thirds of restaurant-goers had not gone out for
breakfast in the previous month. The challenge now is to lure all
those potential customers through the door in the morning. 

When it comes to foodservice growth, the early bird may indeed
be getting the worm: making the most of the breakfast daypart can
help give foodservice operators a boost in traffic, sales and profit.

Breakfast 
of Champions

Tapping the Potential 
of the Morning Daypart

By Patricia Nicholson
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paper napkins or cloth. 

Once you have some smaller items under control, think about the
bigger picture, those concepts that have the greatest environmental
impacts and potential for cost savings. You might consider starting a
composting program or your own garden. How about participating in a
community cause that supports the environment? Consider replacing
older equipment with energy efficient options.
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practices because consumers and the media are quick to pick up on false claims. In the end, that kind of press will do much
more harm than good.

“It’s great if restaurants are doing things in terms of sustainability but there is a fine line between being proud and
communicating those efforts versus greenwashing. That’s why it’s good to have an independent third party come in and say
yes, you’ve met certain standards.”

While it’s a known fact that restaurants and foodservice operations burn through five times the amount of energy as other
retail and commercial operations, the notion of greening your restaurant might seem overwhelming. So 
do what the experts say and start small.

Begin by adding an item or two to your menu. Bump up your vegetarian offerings. Replace Styrofoam packaging 
and utensils with biodegradable ones. Introduce local and organic beers and wines. Use 100 per cent post-consumer waste

There are plenty of ways to advertise your green efforts. 
And one of the most effective is through newspapers 
and magazine articles. A news story generates more

credibility than paid advertising does. It generally 
also costs far less than advertising. Consider:

Industry and trade publications Business journals

Local newspapers Regional magazines

Local television stations Local radio stations

Internet blogs and web magazines

By Kelly Putter

Sustainability is taking up a bigger space on the dining
tables of Canada’s restaurants these days. But it’s not just
showing up in the filtered water and sustainable seafood
your customers demand. It’s also demonstrated in ways
your customers don’t readily see such as the energy-efficient
kitchen equipment you use and the amount of waste your
establishment generates.

In the green revolution that’s sweeping all consumer
business sectors, getting the word out about your
sustainable foodservice operation is undoubtedly good for
business. In fact, 62 per cent of American consumers told
the National Restaurant Association that they would prefer
to eat at eco-friendly restaurants.

The trick lies in how you tell others about your green
initiatives, says Janine Bolton, president of LEAF, a national
sustainability program for restaurants and foodservice that
helps facilities recognize environmental potential.

Bolton says it’s important to avoid greenwashing or
making false claims about the greening of your business
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Once you’ve targeted your media, think about
how or why you want to be noticed. Grand
openings are great news potential but their shelf life
from a media perspective is short lived.

Consider hosting events. By doing so, you’ll
probably get a mention in your local newspaper.
Good ideas for events include fundraisers, concerts,
appearances by celebrity chefs, tastings,
competitions, community or school events, parties
and classes.

A donation to a charity or hosting a fundraiser is a
surefire way to be noticed by your local media.
Donating a portion of your sales to a charity or
program that supports sustainable endeavours will
raise your green status within the business
community and among your customers. This is a
great way to advertise your business to people who
don’t know about you.

Capitalize on your eco-friendly ways. If you’re
introducing innovative and sustainable menu items,
get the local TV station or newspaper to cover that.
Or if you’ve hired a new chef, known for his green
culinary skills, get the word out. Publicity stunts are
also a great way to get noticed. Of course, make sure
there’s substance behind the gimmick.

Writing articles or a food column that focuses on
sustainable foodservice is another good way to get
noticed. The key is to sell your story without being
too heavy handed. You want to generate marketing
buzz, not lecture, bore or preach to people.

Impressing a food critic is a great way to market
your establishment. Bone up on who your local,
regional and national critics are. Be prepared if 
they arrive. Give them special treatment but don’t
overdo it. Give them a reason to give you a
favourable review.

Don’t forget to reward your customers for their
commitment to green. Consider discounts to those
who ride a bike, walk or take the bus to your
establishment. Alternatively, offer discounts or
incentives to customers who bring in recyclable
materials or those who bring in their own reusable
thermos or cup.

Telling others about your green initiatives is a
great way to boost your social, business and eco
capital. Businesses will emulate you, suppliers will
brag about you and your customers will love you 
for it.

BPI labeled products are intended to be composted in a 
municipal or commercial facility. Check with local officials 
to determine if a program exists in your community.

Sysco Earth Plus™ products provide more environmentally sensitive alternatives 
for traditional foodservice disposables incorporating sustainable and renewable

resources including Bio-Based technologies to help reduce environmental 
impact while providing all the functionality of conventional packaging.

Paper Hot Drink Cups
and Hot Soup Bowls 

* Biodegradable Inner Wall Coating * Combo Pack - Cups and Lids all in one case
* Contemporary Themed Designs * Meets ASTM Standards for Compostability
* CPLA Secure Fit Sip Lids * BPI Approved

ORDER CODE PRODUCT DESCRIPTION PACK SIZE
7892338 8 oz. Paper Hot Drink Cup and CPLA Lid – Combo Pack 300 Cups/Lids
7892286 12 oz. Paper Hot Drink Cup and CPLA Lid – Combo Pack 300 Cups/Lids
7892249 16 oz. Paper Hot Drink Cup and CPLA Lid – Combo Pack 300 Cups/Lids
7892074 20 oz. Paper Hot Drink Cup and CPLA Lid – Combo Pack 300 Cups/Lids
7036595 12 oz. Paper Hot Soup Bowls and CPLA Lid - Combo Pack 300 Cups/Lids
7036587 16 oz. Paper Hot Soup Bowls and CPLA Lid – Combo Pack 300 Cups/Lids
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By Kelly Putter

Food waste offers many operators 
a culinary conundrum.

That’s because customers often demand large portions and variety and those demands
are usually met by responsive business owners whose goal is to turn a profit.

“It’s a huge issue in the foodservice industry,” says Janine Bolton, president of the Calgary-
based LEAF, a national sustainability program for restaurants and foodservice that helps
facilities recognize environmental potential. “I think restaurants inherently try to be
responsible with food waste because ultimately they’re paying for it, but often something
falls by the wayside.”

The waste that’s falling through those culinary cracks is something Bruce McAdams is
currently researching for the University of Guelph. As assistant professor at the School of
Hospitality and Tourism Management, McAdams also knows restaurants, having worked as
Vice President of Operations at Oliver & Bonacini Restaurants.

His research has gathered some frightening facts. Of the more than 300 Ontario restaurant
employees polled, 70 per cent say that the restaurants they’ve worked in do not consider and
promote environmentally sustainable practices.

The main reasons, says McAdams, are that most small and medium sized restaurants are
run as individual profit centres, and given Ontario’s increase in minimum wage standards,
cost control has become paramount.

Studying restaurant and foodservice waste is a daunting task. As part of his work,
McAdams is currently researching the level of waste in bread making in restaurants. It’s
appallingly high, he says.

“What it means is we have to look at the way we serve food,” McAdams says. “The days of
serving sandwiches that automatically come with fries or a salad or soup are waning. 
We need to give more decision making power to the consumer as to the quantity of the 
food they want. But that’s a lot easier said than done.” 

In his research, McAdams has uncovered some interesting studies about food waste. A
1997 study attributed the 26 per cent of food loss in foodservice establishments to over
preparation and enlarged portion sizes. A 2004 study found a 20 per cent food loss could be
divvied up into three categories: 50 per cent went to plate waste, six per cent was serving
waste and discarded leftovers while four per cent was loss from storage and preparation.

A 2010 London-based study on food waste by the U.K.’s Sustainable Restaurant Association
found that 65 per cent comes from preparation, 30 per cent comes back on customers’ plates
and 5 per cent is classified as spoilage.

The study further found that if a restaurant reduces its food waste by 20 per cent, it could
generate annual savings of four tonnes of food waste, over $3,000 in food costs and as much
as nearly $2,700 in garbage collection costs.

“We have to change the way we prepare food,” says McAdams. “There’s a lot of innovation
coming from the nose-to-tail movement. French gastronomy at its roots is where everything
was used and we’ve come to this North American way of dining where waste is promoted,
where we take certain cuts and pieces and throw out perfectly usable food. What we need
to see is a return to our roots.  That’s where we have to change.”

Some businesses are turning waste retrieval into an art form. For example, ORMI (Organic
Resource Management Inc.), a leading Canadian grease trap provider converts 100 per cent
of the grease it gathers from commercial kitchens and other operations into renewable
energy. The grease is recycled and then shipped to anaerobic digesters, which reprocess the
waste material and then sell it back to Ontario Hydro as a power source.

Given that cities such as Toronto and Vancouver are expected to get tough on grease trap
maintenance in an effort to save their water and sewer systems, it’s expected they will begin
enforcing businesses to undergo regular grease trap cleanings, says ORMI President Ian
Kelland. Currently, the Canadian Standards Association (CSA) recommends grease traps be
cleaned approximately every four weeks.

“We’re pretty excited about what we’re doing,” says Kelland. “It’s cool stuff. There’s so much
‘green stuff’ that’s just smoke and mirrors, but this is real.”

ORMI is a Sysco iCare partner, which means it has joined a large networking base of
businesses that help each other do what they do best.  
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“The advantage of our relationship with Sysco is that
restaurateurs will get the knowledge they need.  At this
point, the operators have little understanding of the 
process but they are going to want to know how I dispose
of grease trap waste,” says Mike Tierney, the company’s 
Vice President of Sales. “Sysco will be our feet on the street 
to explain the changes.”

Here are some easy and low cost ways 
to reduce restaurant waste: 

• Donate surplus food items to food banks and food
recovery programs.

• Use biodegradable eating utensils that are made of 
100 per cent renewable sources, such as cornstarch 
and cottonseed (which are available from Sysco - 
see "Sustaining Your Bottom Line During the Green
Revolution" on page 4).

• Pack leftovers and takeout food in reusable containers
and ask customers to sign out the containers and 
return them for reuse.

• Ask patrons to donate mugs for takeout coffee. 

• Compost food scraps and convert them into 
animal feed that can be sold to another company 
that uses it to feed farm animals.

• Order corrugated boxes with a minimum of 
40 per cent recycled content. 

• Separate waste oil from frying into containers 
that can be used to make soaps and cosmetics. 

• Encourage diners to dispose of utensils in special
recycling containers when they are done eating. 

• Let staff take it home for their personal compost piles.

Of course, restaurants and foodservice establishments
can go the socially responsible route and  donate certain
leftover foods to food banks, shelters and non-profit food
recovery programs such as Second Harvest, which delivers
to over 200 social service agencies in Toronto.

It’s also important to pay attention to what you’re tossing
out. By doing a food waste audit, you’ll notice the types and
amounts of waste you’re discarding and hopefully be able to
figure out what foods you’re over ordering, over cooking or
over plating.
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While you’re at it, look at your non-food waste. Check to
see what can be replaced with recyclable, biodegradable or
reusable items.

Last and perhaps most important, educate your
customers. Some establishments are already asking their
customers at all-you-can-eat dining spots to cut waste by
taking only what they’re certain to consume.

Students at SAIT Polytechnic in Calgary pushed the
culinary program to establish a full recycling program two
years ago, thanks to the abundance of questions and
concerns raised by students about what the school was
doing with its leftover food. That kind of socially responsible
reaction speaks to the program’s emphasis on sustainability
and building a connection between our food and the
planet, says SAIT chef instructor Andrew Hewson.

“To me, it’s educating students about the food system
they’re getting into,” Hewson says. “It’s not just about braising

food, it’s about the social and economic issues
behind foods and that we have a huge

amount of influence on the food and
agriculture industries.”

When it comes to restaurants and
waste, there’s a smorgasbord of
choices in how to handle it. It’s time
to make your choices count – while
helping your bottom line.

.



Penny & Dale O’Grady, Owner/managers 
O’Grady’s Restaurant  

North Battleford, SK

“O’Grady’s brings 
great food and 

exceptional service 
to golf club location.”
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You don’t have to play golf to enjoy a great meal 
and exceptional service at O’Grady’s Restaurant in North
Battleford, Saskatchewan. The family-owned restaurant and
lounge is located at the North Battleford Golf and Country
Club, offering phenomenal views along with quality food
and outstanding service.

Owners and managers Penny and Dale O’Grady have
been in the foodservice business in North Battleford for
more than three decades, but opened in their current
location in 2010.

Located on the bank of the beautiful North Saskatchewan
River, O’Grady’s has the best view in the area, and makes the
most of it throughout the seasons. In summer, the
restaurant’s lounge and deck are its natural focal point, and
O’Grady’s adopts a seasonal décor and menu that highlights
the casual dining experience. In fall and winter, the action

moves indoors. The décor and menu become more 
sophisticated, offering a big city fine dining experience with
a breathtaking view. 

“Our busy season is naturally the spring and summer to
coincide with the golf season, and in the winter we are
generally busy in the evenings,” O’Grady says. “We have a lot
of members of the golf course that give us great support.
And so do the local residents of the community who may
not golf, but are still looking for a great dining experience.”

The larger summer menu offers quick-serve and casual
options during the day, catering to guests looking for a
quick bite before a round of golf and business people
coming in for a casual lunch. On summer evenings, guests
come to O’Grady’s looking for a fine dining experience. This
is also a great time for the restaurant as it entertains many
golf tournament events, men’s nights and ladies’ nights. 

The winter menu focuses more on fine dining, and is
aimed at people that want to come in after a busy day to
unwind, relax and enjoy a great meal with exceptional
service. In the late fall, O’Grady’s also hosts many Christmas
functions, when the focus shifts to evenings with a more
sophisticated feel.

Chef Norman Derosier has been working with Penny and
Dale O’Grady for 15 years. At O’Grady’s, Derosier supports
the creation of new dishes and menus, and is in charge of
portion control and food costs. “He has a great passion for
food and believes that cooking is a true art.”

Crowd favourites at O’Grady’s include the Chicken Tzatziki
wrap, and the pasta dishes topped with O’Grady’s own
homemade sauces which are always in demand.

The O’Gradys have worked with Sysco for many years, and
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have come to associate the Sysco name with quality
products and people.

“We are partnered with Sysco because we believe that
Sysco goes above and beyond to help their customers
succeed,” O’Grady says. “We find the business review 
process very helpful and supportive in terms of new menu
ideas, menu creations and to help make our business run
more profitably.” 

Those services help O’Grady’s remain a leader in the
region’s foodservice operations.

“We will strive to continue to offer the best dining
experience in the North Battleford area,” O’Grady says. “As
Saskatchewan continues to grow – especially in the
northwest part of the province – we have to continue to 
be innovative in terms of new menu ideas to keep up with
the culinary trends not only in Saskatchewan, but in Canada
as well.”

Lobster Ravioli

Serves 1
INGREDIENTS METRIC IMPERIAL
Stuffing:
Unsalted butter 50 g 2 oz
Garlic, chopped 1 clove 1 clove
Shallots, chopped 15 ml 1 Tbsp
Lobster meat, cooked 450 g 16 oz
Snowcrab meat, cooked 100 g 4 oz
Cognac 50 g 2 oz
Ricotta cheese 50 g 2 oz
Chives, chopped 15 ml 1 Tbsp
Salt and pepper, to taste

In a large sauté pan, melt butter, add garlic, shallots and sauté
till golden brown.
Add lobster, crab and chives and sauté for another 2 to 3 min.
Add cognac and reduce for 2 minutes.
Cool for 30 minutes.
Chop mixture into small chunks and combine with ricotta
cheese.
Mix well and season with salt and pepper.

Pasta Dough:
Durum flour 200 g 8 oz
Semolina flour 200 g 8 oz
Egg 1 1
Salt, pinch
Water, as needed to make dough come together

Mix all ingredients in a large bowl until blended. 
Knead until smooth and separate into 2 portions.
Flour each portion just enough to prevent sticking and roll 
out to 1/8 inch thickness.
Lay out first piece and place 1/4 oz mounds of stuffing, 
2 inches apart on dough.
Brush egg white around each bit of stuffing.
Cover with second piece of dough and press around each
mound to seal.
Cut out with a ravioli cutter and place on a sheet pan
sprinkled with semolina.
Gently place ravioli in boiling water and cook 8 to 10 min.
Repeat with any leftover dough.

Crabmeat Cream Sauce:
Unsalted butter 50 g 2 oz
Shallots, chopped 15 ml 1 Tbsp
Cooked crabmeat, chopped 100 g 4 oz
Cognac 50 ml 2 oz
Tomato sauce 150 ml 5 oz
Heavy cream 300 ml 10 oz
Salt, to taste

Put butter in a sauté pan and place over medium heat.
Add shallots and sauté until shallots are translucent.
Add crabmeat and sauté for 2 to 3 minutes.
Remove from heat and add cognac, then return to heat. 
(The cognac will flame!) Once the flame stops, add tomato
sauce, cream and salt.
Cook until mixture reduces halfway and becomes creamy.
Place ravioli in a plate and pour sauce on top. 
Garnish with chopped chives.

From Left to Right Norm Derosier, Penny O'Grady,
Dale O'Grady, Carol Makowichuk, Paul Pelletier



Shaun & Lilia Fraser, Owners 
Pump House Brewery  

Moncton, NB

“Pump House Brewery 
pairs award-winning beer 

with unique pub fare.”
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Since 1999, the Pump House Brewery has been the 
place to go for great beer and awesome food in Moncton,
New Brunswick.

The Pump House was the dream of Shaun and Lilia Fraser.
Their vision was to own a one-of-a-kind brew pub, and to
one day expand into a full-fledged brewing facility that
would serve all of Canada and beyond.

Located in downtown Moncton, the hub of the
Maritimes, the Pump House is a favourite of 
Monctonians, and a popular watering hole for many a thirsty
traveller looking for quality beer, unique pub food, and
friendly down-home service. The pub features live 
music every Saturday night, and hosts a very popular 
trivia night every Tuesday. 

Owner and president Shaun Fraser describes the menu as
“pub fare with flair.” The Pump House serves Moncton’s only
wood-fired pizzas made with handmade dough and fresh

local ingredients. With unique recipes and countless
topping combinations, it’s no wonder they’ve been voted
the city’s best pizza numerous times. The Pump House 
sells more than 50,000 pizzas a year, with the BBQ 
Chicken and Roasted Veggie leading the way as the most
popular varieties.  

Other menu favourites include the award-winning Buffalo
Burger.

“That’s right – real buffalo!” Fraser says. “We also offer
weekly specials that tantalize even the most sophisticated
palate.”

Head chef Kurt Wermelinger also prepares special dishes
for many occasions throughout the year, including Alligator
Tail and Crawfish Gumbo during Mardi Gras, authentic
German food for Oktoberfest, and haggis to help celebrate
Robbie Burns Day.

Wermelinger has been with the Pump House since it
opened 11 years ago, but was born and raised in
Switzerland, where he trained in classic European cooking.
Wanting to see the world, he made his way to Montreal and
continued his training at the Queen Elizabeth Hotel. Later 
he travelled west and worked in fine restaurants in 
Calgary. When he married his wife Linda, she convinced 
him that her hometown of Moncton would be a great 
place to settle down.

“Wermelinger's dedication to quality and consistency 
has been a driving force in establishing a new standard of
excellence in the pub/casual dining industry throughout
the Maritimes,” Fraser says. One of the challenging but very
interesting events the Pump House holds is its Brewer’s
Dinners, where the chef matches foods with some of the
brewery’s offerings. 

“This is an extremely well received and very educational
evening,” Fraser says.

The Pump House has used Sysco as a supplier since it
opened, using Sysco as a one-stop shop for almost all of its
foodservice needs.

“Sysco as a brand is awesome: always co-operative, 
great solution providers, and always listening to our needs,”
Fraser says.

The tremendous success of the Brew Pub has allowed
Shaun and Lilia to expand operations to include a state-of-
the-art brewery that supplies award-winning beer to nearly

every province in Canada. They hope to expand into the
New England states and perhaps Europe in the near future. 

Attached to the brewery, the Frasers also own and
operate The Barn Yard BBQ, which serves up authentic
southern BBQ, from cornbread to brisket to mouth-watering
ribs. Including the Pump House, the brewery and the Barn
Yard, the operation has a staff of about 50 people.

As Shaun and Lilia continue to grow their operations and
build on their strengths, their future plans include making
franchise opportunities available.
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Brew Pub Salmon Fillet

Serves 4

INGREDIENTS METRIC IMPERIAL

Salmon fillets (120g) 4 4

Hollandaise sauce 1 pkg 1 pkg

Pump House Brewery 
Scotch Ale 1 bottle 1 bottle

Butter 50 g 2 oz

Onion, finely chopped 50 g 2 oz

Fresh basil, coarsely chopped 1 bunch 1 bunch

Fresh basil 4 sprigs 4 sprigs

Salt and pepper, to taste

Directions
Season the salmon fillets with salt and pepper and place 
a sprig of basil on top. Butter an oven proof dish and
sprinkle with chopped onions. Place salmon fillets skin
down in the dish and add beer. Cover with a piece of
buttered foil.

Prepare your favorite commercial hollandaise sauce or
use your own secret recipe. Chop basil and add to
hollandaise. Put salmon in preheated oven (400ºF) 
for 7-10 minutes and poach gently. Remove from pan 
and keep warm.

Reduce the beer stock by half by boiling rapidly. 
Strain and stir in hollandaise sauce. Place salmon on 
pre-warmed plates and spoon sauce over it, or serve it 
on the side. Serve with steamed rice or barley pilaf. 



Farmer's Market 
Summer Vegetable 

Salad with 
Grilled Salmon 

Recipe courtesy of Kraft Foodservice
Yield : 24 servings,1 salad (620 g) each

INGREDIENTS METRIC IMPERIAL

Skinless salmon fillets, 
cut into 155 g portions 3.75 kg 8 lb

pure KRAFT Ranch Dressing 750 mL 3 cups
Potatoes, cut in half, steamed 1.4 kg 1 lb
Seedless cucumbers, diced 1.3 kg 2 lb
Fresh corn kernels, 

steamed, shocked 1.4 kg 3 lb
Fresh broccoli florets, 

steamed, shocked 510 g 1 lb
Fresh green beans, cut into 

thirds, steamed, shocked 850 g 1 lb
Fresh yellow beans, cut into 

thirds, steamed, shocked 850 g 1 lb
Fresh lima beans, 

steamed, shocked 1 kg 2 lb
Radishes, sliced 675 g 1 lb
Grape tomatoes, cut in half 2 kg 4 lb
Baby arugula 1 kg 2 lb

METHOD
• For each serving: Brush each salmon portion with

1 tsp (5 mL) dressing. Refrigerate 15 min. or up to
2 hours. Grill salmon until it flakes easily with
fork. 

• Combine 1/4 cup (50 mL) of each vegetable and
tomatoes in medium sauté pan. Stir in 1-1/2 Tbsp
(25 mL) dressing. Sauté on medium-high heat
until heated through. 

• Cover serving plate with 45 g arugula; top with
vegetables and 1 salmon piece. 

Variation 
Substitute any seasonal fresh vegetable for any of 

the suggested vegetables (example fava beans for the
lima beans and/or baby spinach for the arugula).

Fresh ideas 
for springtime menus.
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Grilled Wild Alaska
Halibut with Lemon 
& Thyme Dressing

Recipe courtesy of the 
Alaska Seafood Marketing Institute

Serves 4

INGREDIENTS METRIC IMPERIAL
Wild Alaska halibut fillets

4 pieces 100-150 g 4-6 oz
Butter 75 g 3 oz
Dijon mustard 10 mL 2 tsp
Lemon thyme 4 sprigs 4 sprigs
Olive oil 30 mL 2 Tbsp
Leeks, sliced 2 2
Zucchinis, sliced 2 2
Baby spinach leaves 225g 8oz
Dry white wine or 

vegetable stock 30 mL 2 Tbsp
Finely grated zest and juice of 1 large lemon
Salt and freshly ground black pepper, to taste

METHOD
• Preheat the grill. Arrange the halibut fillets on the

grill rack, placing a knob of butter on top of each
one. Sprinkle them with a few drops of lemon
juice, then season with a little salt and pepper.
Grill for 6 to 8 minutes, depending on the
thickness of the fillets.

• While the fish is cooking, put the rest of the
butter into a saucepan with the lemon zest,
remaining lemon juice and mustard. Heat gently,
whisking until melted, then add the thyme
sprigs. Keep warm over a low heat.

• Heat the olive oil in a wok or large frying pan and
sauté the leeks and zucchinis for 4 or 5 minutes.
Add the spinach and wine or stock, stirring until
the leaves have wilted – about 1 minute.

• Serve the fish and vegetables, pouring a little
warm lemon and thyme dressing over each one.

Image by Steve Lee

Curried Chicken 
& Mango Wraps

Recipe courtesy of Kraft Foodservice
Yield : 24 servings, 1 wrap (235 g) each

INGREDIENTS METRIC IMPERIAL
pure KRAFT Ranch Dressing 375 mL 1-1/2 cups
Curry powder 30 mL 2 Tbsp
Chicken breasts, 

boneless & skinless 12 12
Mango chutney, pureed 175 mL ¾ cup
Fresh mangos, peeled, 

thinly sliced 790 g 1 lb
Green onions, thinly sliced 750 mL 3 cups
Whole wheat tortillas, large 24 24
Baby spinach leaves 3 L 3 qt.

METHOD 
• Mix 3/4 cup (175 mL) dressing and curry powder.

Brush evenly onto chicken. Refrigerate at least 1
hour and up to 24 hours. Grill chicken at
170oF/77oC until done, then cool. Cut into thin
strips.

• Combine remaining dressing and chutney in
large bowl. Add chicken, fresh mangos and
onions; mix lightly.

• For each serving: Top 1 tortilla with 1/2 cup 
(125 mL) spinach and 55 g of the chicken
mixture. Roll up tortilla, tucking in both sides 
as you roll it to completely enclose filling. 
Cut diagonally in half.

Variation 
Substitute tandoori paste for the curry powder 

and/or mixed baby salad greens for the spinach.
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It takes
Sysco.

Getting more food to
more tables doesn’t necessarily

take more trucks.

At Sysco, running good operations and
doing good for the environment go hand 
in hand. We’ve fine-tuned our distribution
to reduce “food miles” by utilizing fewer and
fuller trucks driving optimal routes. Now
thousands of trucks will never hit the road,
and tonnes of carbon dioxide emissions 
will never exist. In the end, our food stays
much fresher. Not to mention our planet.

sysco.ca
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