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foodservice
    facts

Here’s what they answered: 
28.57 per cent said YES   

28.57 per cent said NO

42.86 per cent said we’re working on it!  

Smartphone Marketing 
Customers might be bothered by smartphone usage in restaurants but 

they are a fast-growing tool when it comes to marketing your restaurant. 

Restaurants Canada asked restaurants if they had a smartphone 

marketing strategy in place. 

Get Thee 
to a Food Truck

In September, 32 per cent of consumers said 

they’ve purchased a meal or snack from a food 

truck within the last three months.

Turn Your 
Phones Off , 

Please!
A 2014 survey of British Columbians shows 

restaurant patrons are still annoyed when 

people use their smartphone while dining 

out with others. Eighty-fi ve per cent of those 

polled said they frown upon people using 

their smartphones while in restaurants, 

regardless of whether it’s for taking or making 

calls, texting or photographing their food. 

Special
Sampling 
Menus
More than half of consumers say they 

have ordered from a prix-fi xe or tasting 

menu while 61 per cent say they are 

interested in doing so.

Dining Out 
Dollars
In Canada, the average 

household spends $2,413 per 

year at restaurants.

Albertans spend the most with 

an average annual restaurant 

spending of $2,784.

Newfoundland and Labrador 
spend the least of all the 

provinces at $1,905 per year.

Let’s Talk Turkey
We sure like our big birds especially during the holidays. Four million whole turkeys 

were purchased by Canadians during the holidays last year. That number accounts for 

48 per cent of all whole turkey sales for 2013. About 5.6 million Canadian households 

purchased turkey and turkey products for Christmas in 2013.

Sources: Statistics Canada, TransUnion, Harris/Decima, TD Economics, Technomic Inc., Restaurants Canada, Turkey Farmers of Canada, Insights West
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them in to a better product at a lower price point. If 
a customer has been swayed by brand-commercials 
and is convinced that other brands must be superior, 
it just takes a little bit longer to show them the way.  
Otherwise, the response is generally positive about 

switching to Sysco Brand.

ST - Describe how you have helped customers 
solve problems 

Defi nitely having my experience as an operator helps 
on a daily basis. Every day and every meeting presents 
new opportunities to help, whether it’s with Sysco or 
other resources. That is what takes you from being a 

Marketing Associate to a Marketing Consultant. 

ST - What is the most challenging 
aspect of your job?

When you help a customer out once then they are 
always looking for more.  Sometimes it’s a challenge 
to fi nd the next opportunity. This brings me to my next 
challenging aspect, loyalty. The industry is becoming 

harder and harder for operators to make a profi t so I’m 
constantly working on keeping that partnership strong 
in hopes that it will maintain loyalty. Sometimes, no 

matter what you do, it’s just not there.

ST - What is the most rewarding 
aspect of your job?  

Helping a customer out; whether it’s a small thing 
or you really have done something big.  

Knowing the competition doesn’t operate 
at that level is always rewarding.

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

The people, the food, and the stress that comes with 
this business. I can’t help but love it a bit.

ST - What are your goals for the future? 

Future plans with any particular accounts. I have a few 
accounts that are poised to expand and it’s a great 

opportunity to be a part of that growth.  It’s also a large 

part of my business to seek out the next cool trends 
in food.  This is done through research and travel and 

being able to bring these ideas to my accounts to offer 
them a bit of inspiration.   

ST - What do you enjoy most about 
working for Sysco?

In any job there are good and bad aspects to it 
but I love what I do and the good far outweighs any bad. 

The people in our OpCo are good people 
who all work hard towards a common goal.

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

In my opinion, Vancouver is still a few years behind 
compared to other bigger cities but we are growing and 
catching up! There are some amazing chefs and owners 

coming in and giving us an opportunity to show the 
people what’s out there in the world. I watch countries 

like Spain and France to see what is trending there 
and eventually we will see it.  As mentioned before, 

research and travel allows me to stay current. 

ST - What do you think is the biggest 
mistake that an operator might make 

in today’s market?

Thinking that he/she has it fi gured out. You can’t 
possibly “know it all” in this industry. You have to keep 
what’s working and change what’s not and be open to 

hearing new ideas that will help keep you relevant 
and profi table. If you built your business on using top 

quality then stay true and reach out to others who 
can help fi nd the profi t elsewhere.

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

The people that get the previous answer are the 
ones that will be successful. Use good-quality 

ingredients, treat customers like they are coming 
into your home, and be open to ideas that will 

take you to the next level.

ST - Your tenure with the Company 

12 years as a Marketing Consultant, trainer, 
and serving on multiple committees.

ST - Did you ever work in a restaurant, 
if so does that help you understand 

their business needs more now.

Yes, my fi rst restaurant job was when I was 18 
in San Diego and I have never looked back. 

Having experience in all levels of food service and 
hotels has defi nitely given me the benefi t of a 

deeper ability to relate to my customers.

ST - Your Geographic territory, and where do your 
Accounts fall in relation to your territory - 
do you have to visit several communities?

South Surrey, White Rock, and Vancouver. 
Yes, as you grow with your customers it naturally 

takes you to different communities, but that 
tends to keep things exciting.

ST - Describe the account composition 
of your territory and how does this affect 

how you do your job?

A little bit of everything from fi ne dining, bistro’s, 
pubs and even some food trucks, which still seems to 
be an increasing trend.  It keeps me on my toes and 
encourages me to use that exposure to help keep 

all my accounts informed.

ST - What do you like best about Sysco Brand? 

At the risk of sounding like a broken record from past 
issues, it really is an easy sell. The product is of the 

highest quality and it’s a guaranteed sell. Rarely are my 
customers not impressed with a Sysco-Branded item.

ST - Do many of your accounts use 
Sysco Brand and what has operator 

response been to Sysco Brand?

The majority of my accounts use Sysco-Brand 
products.  If they don’t, it’s a great opportunity to move 

We Turn the 

Spotlight on...

Jay Martel  
Marketing Consultant, Sysco Vancouver 
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We are 15 years into the millennium and there is absolutely no 

slowing our almost feverish focus on every facet of food. Thanks 

to an economic recovery, technological innovations and palates 

defi ned by curiosity, adventure and health, 2015 is expected to 

usher in some interesting, if not eye-popping trends.

We spoke with trend trackers and food consultants to gauge 

predictions. Here’s what they told us:

The Biz is Back -- For starters, everyone will 

be happy to hear that 2015 is expected to be a 

banner year for the foodservice industry. Expect 

restaurants to witness a bounce back in business 

to pre-recessionary levels. In 2008 Canadians 

spent about 38 per cent of their food budget or 

$7,600 per year on restaurant meals and this is 

the fi rst year since then that they’re expected to 

spend that much again.

“It’s been hard out there for those poor 

restaurateurs,” says Dana McCauley, food trend 

tracker, Chef and Marketing Vice President at Plats 

Du Chef. “I’m hearing a lot of people say we’re 

really busy so who knows, maybe they’ll break 

that number.”

Foodservice customers are turning away slightly 

from small plates and meal-sharing trends and 

returning somewhat to fi ne dining, she says.  This 

could be a product of the millennial generation 

growing up and people tiring of pinching their 

pennies and eating in no-frills settings. Customers 

are looking for a return to white tablecloths and 

the more pampered settings one fi nds in fi ne 

dining.

Retailers Want a Share – Check out 

supermarkets and convenience stores as the next 

leading edge in foodservice, say consultants. As 

restaurants regain a piece of the pie, supermarkets

and convenience stores are jonesing to get apiece of the action. They’re 

ramping up their fresh prepared foods and restaurants need only look at the 

corner store or neighborhood supermarket to see the emergence of a new 

competitive threat.

Say Cheese – There is currently a lot of innovation taking place among 

Canadian cheese makers, many of whom are no longer relying on classic or 

European styles of cheese when creating their own customized wheels and 

wedges. The result, says McCauley, are cheese makers in Ontario, 
Quebec, British Columbia and the Atlantic provinces who 
are pioneering unique and inventive cheese fl avours and 

prompting chefs to do the same in their kitchens.  According to the Canadian 

Dairy Commission, we’re eating it up. In 2010 Canadians ate 12.66 kilograms 

per person per year of fromage.

Retro Spuds – These fl uffy gluten-free vegetables could be making a 

comeback thanks to our neighbours south of the border, says McCauley. An 

American casual-dining burger chain recently launched a decadent burger 

topped with garlic mashed potatoes, brown gravy, and crispy onion straws. 

Meanwhile, a potato concept restaurant opened in Dallas where they take 

regular or sweet potatoes and top it with everything from Thanksgiving dinner 

and creamed beef to chili cheese and Italian sausage. “We don’t think of them 

as modern and interesting,” McCauley says of the spud. “I can’t imagine a 

country like Canada, where we grow so many potatoes and love our poutine, 

that that stuff isn’t going to come here.”

Get your food trends 
while they’re hot. Take a 
peek into our crystal ball 

for the upcoming year.
By Kelly Putter

1748.10 - Sysco Today Holiday2014.indd   8 03/12/2014   9:14:59 AM



 7 Sysco Today  -  Holiday 2014

Ethnic foods – Indian food is taking root in foodservice. Look for 

more fast-food type Indian eateries. According to research from 

food industry consultant Technomic, 91 per cent of those polled 

say Indian is either mainstream or emerging. Expect Peruvian and 

Filipino cuisines to trend upwards in 2015, says Technomic.

Tying in with the trend in multi-cultural cuisines 
is the growing popularity of kimchi, says Christine 

Couvelier of Culinary Concierge, a Victoria-based food trends 

expert. She says this fermented Korean side veggie dish connects 

with consumers’ desire for bold fl avours and healthy food.

Veggies Rule -- In restaurants, in cookbooks, in cooking courses 
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it’s all about the vegetable, this year, says Couvelier. Look for caulifl ower to replace kale as 

the hot new veggie trend.

Dining a la Publique -- Communal dining will grow in popularity this year, says Couvelier. 

Look for chef’s tables, where a number of people all sit together with the chef, harvest tables 

in the centre of restaurants and chef’s counters where you get to sit up with other diners to 

watch, learn and taste.

Craft Cocktails – Move over gin and tonic. Bartenders and mixologists will create lip-

smackingly great syrups and housemade fl avours to add to booze, a trend that will begin 

to fl ow into people’s homes. Couvelier says instead of whiskey and soda think 
jalapeno tequila fl avoured ice cubes in a lemongrass syrup.
Tea for More than Two – This mild-mannered beverage is taking off in unbelievable ways 

this year, says Couvelier. See tea not just as a drink but also as a cooking liquid, a marinade 

and as a rub in dishes that are both sweet and savoury.

Waiter: There’s a Fly in My Soup – Don’t laugh. It’s not exactly a joke anymore. Expect 
to see more crawling critters ground up in fl our products such as 
tortilla chips made with cricket fl our. McCauley says the push for adding 

protein-rich insects to dishes comes from sustainable eating lobbyists. They get points as 

well for being of high nutrition value.

Technology Uptick – More and more patrons will call in orders thanks to tablets as well as 

play games and other digital forms of entertainment. You will see more ordering and paying 

thanks to smart phones, says food and restaurant consulting fi rm Baum + Whiteman.

New fl avours, innovative ingredients, more technology, nostalgia and new ways 
of feeding the public should combine to make 2015 a very fascinating year.
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1.  Menu Boards Slim Down: 
While consumers want variety and customization, there’s a sepa-
rate and developing movement towards simple, hassle-free dining. 
And a growing crop of restaurants with minimalist menu listings 
will sprout up to service those occasions. Expect more restau-
rants to streamline overloaded assembly lines and de-bloat their 
menu boards to focus in on just a few easy-to-order, well-executed 
dishes. 

2.  Generation Appreciation: 
Many operators fi nd themselves challenged by the distinct prefer-
ences of Millennials and Baby Boomers. To simultaneously delight 
both age demographics, restaurants will address the health and 
wellness needs of Boomers while ramping up social responsibility 
practices to attract Millennials. Balancing a strong value proposi-
tion for Boomers with authenticity and customizability for Millenni-
als will also help operators be more inclusive of all ages.

3.  Retail Cooks up Competition: 
Modern dining halls, pop-ups, food trucks—consumers have ex-
plored them all as part of a larger shift away from traditional, fi xed 
restaurant formats. Now, supermarkets and convenience stores 

are the next foodservice frontier. As today’s retailers up the ante 
on fresh prepared foods, restaurants face a new competitive threat 
from an emerging segment that is ripe for growth.

4.  Tea Culture Grows Up: 
Tea is having its coffee moment as concepts create more unique, 
epicurean tea-drinking experiences. Consumers thirsty for an 
education in tea will be pleased to see concepts spotlighting teas 
in new and interesting ways through precise tea-brewing practices, 
tea-and-food pairings and handcrafted tea assortments. Look for 
menus steeped in a variety of specialty, premium tea blends.

5.  Beer Beyond Boundaries: 
Think less about the ambiguous term “craft beer” and more about 
emerging craft styles, serving ideas and kitchen uses. Hoppy 
brews will continue to dominate, but expect more sours, saisons, 
spiced-up stouts and lower-alcohol “session” beers. Tap takeovers, 
creative beer fl ights and cask events will create excitement at bars 
and restaurants. And beer’s budding culinary infl uence will result in 
more sudsy desserts, infused sauces and pairing suggestions.
Source: Technomic

Distinctly Canadian Trends for 2015:
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 1.  Think about launching email marketing campaigns in January and 

February when seats tend to be empty. Use fun subject lines and 

provide a creative off er or time-sensitive discount.

 2.  Invite decision makers at nearby businesses, institutions and 

organizations to dine, on-the-house naturally, with you or one of your 

personable staff ers. If the experience goes well, there’s a good chance 

they’ll return with their own clients or employees.

 3.  If a local school is hosting a parent-teacher night or an area theatre 

group is premiering a production of Grease off er to provide hors 

d’oeuvres in exchange for a mention in the program.

 4.  Participate in amateur sporting events by contributing the chicken 

wings for a wing-eating contest.  Know that TV stations will cover 

the event, which will get its share of buzz on social media sites. Your 

restaurant gets its name out there for the cost of a few dozen wings.

 5.  To focus on upping your repeat business, consider POS software 

receipts in your marketing arsenal. The receipts include coupons and 

tips based on what the customer purchased so the promos are tailor-

made. Relatively inexpensive, this tool draws customers into your 

restaurant sooner than expected.

 6.   If you are not on Facebook, use January’s quieter time to acquaint 

yourself with this powerful social media tool. Then take the plunge.

 7.   If you don’t have a website, get one. Be sure to post fresh content and 

photos and to use it to engage customers and potential customers in a 

two-way conversation about your business. You may want to consider 

investing in mobile-friendly websites, which have mobile ordering 

capabilities.

 8.   If you haven’t updated your menu in a while, this is something you 

should consider this year. What are the winners? How about the losers? 

Revamp your menu with an eye to luring in new customers. Be sure 

to publicize your menu changes. That gives news customers reason to 

check you out and may prompt existing customers to visit sooner.

 9.   Try email marketing. Inexpensive and simple, email marketing can be 

very eff ective if done right. Try to avoid sending emails when everyone 

else is such as during the holidays. You may get lost in the shuffl  e. Use 

creative and funny subject lines. But don’t overdo it as you will irritate 

customers who will end up unsubscribing you.

 10.  Off er bounce-back promotions, which give customers discounts or 

freebies at your restaurant during quieter times such as in January.

Sources: www.fsrmagazine.com and fsSTRATEGY 
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By Kelly Putter

Sysco is confi dent enough to know that the products it offers 

are fi rst rate. As the world’s largest foodservice distributor, 

Sysco also knows that running a restaurant is about so 

much more than products and that’s why it initiated a new 

business review platform called STIR.

STIR stands for Success Through Innovative Resources and it 

lets you be the driver in seeking tailor-made solutions for your 

unique struggle or concern. Think you need help with menu 

development? Check out STIR. Want to fi nd out what other 

chefs are buzzing about in terms of the latest food trends? 

See STIR. Need help with profi t-and-loss statements? STIR 

is for you.

STIR is a web-based customer-driven business review 

Sysco Today  -  Holiday 2014  10 

platform that gives you complete control over what information you choose to 

share and what information you choose to seek out. Allowing you to control the 

process was a deliberate move on the part of Sysco because the company knows 

that being self-directed fosters even more entrepreneurial success. As a Sysco 

customer, you’re in the driver’s seat as you choose innovative topics to enhance 

your business and learn about current industry trends.

Think of STIR as your very own complimentary foodservice consultant.

“In a nutshell, it’s a big consulting service that allows our customer to drive 

the process themselves,” explains Jay Ashton, National Customer Business 

Resources Lead for Sysco Canada.  “Even though STIR has been in place for two 

years some customers are uncertain or a little leery about letting a supplier help 

them with marketing or menus or simply having us do the footwork for them. But 

that’s the beauty of STIR – it lets us do the heavy lifting and research to fi nd the 

best business solutions, new recipes and marketing plans.”

STIR offers Sysco customers a vast array of topics that include information on all 

areas of menu-related areas, culinary trends, complete marketing programs for 

foodservice establishments and materials and business solutions and systems. 

Looking for mouth-watering descriptions for your new menu or how to calculate 

the cost of a new dish? Wondering what to serve your vegetarian customers or 

Think of STIR 
as your very own 
complimentary 
foodservice 
consultant.

STIR Up 
Your Profi ts with New Program

Turn to Sysco’s new business review program for assistance 
with culinary and business conundrums. It’s like having your 

very own in-house foodservice consultant.

Sysco Kelowna - Culinary Centre
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Sysco Customer Testimonial: 

I love visiting the Sysco STIR kitchen for many reasons. Sysco’s STIR Team 

shows me a lot of new ideas that help my business be more profi table; 

such as showing me new products and recipe concepts, helping with labour 

and cost saving techniques, and creating menu and marketing materials 

for my business. I have used Sysco as my supplier for 6/7 years now, and 

they simply off er me the best service. If ever I need help all I do is call, and 

they are quick to help as best as they can. Sysco and the Sysco STIR Team 

truly focus on the success of the small independent owner and try to 

help make me successful.

Sushil from MD Foods

  11 Sysco Today  -  Holiday 2014

how to jazz up poutine? Need help with a new marketing campaign or 

trying to engage customers on social media platforms? Want help with 

server training and up selling? Get your answers thanks to STIR.

Customers are also invited to attend live local STIR workshops and 

seminars on a wide range of topics at 14 Sysco locations across 

Canada. Some of these include themed workshops around such items 

as winter menu trends as well as monthly culinary events that include 

gluten-free dining and food-cost killers. 

The recession of 2009 prompted a big shift in how operators run their 

Sysco Vancouver - Culinary Centre

Sysco Edmonton - Culinary Centre
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Please contact your Sysco Marketing 

Associate for more information.

Take Out 

“Th e Way Good Food Gets Home”

Home Meal Replacement

restaurants with many more 

aggressively enacting business 

strategies and seeking help. 

Ashton says the recession and 

ensuing competition within the 

foodservice sector taught all 

of us to teach our Marketing 

Associates to be better 

consultants.

“Twelve years ago we reviewed 

customers’ businesses and we 

would go over the numbers and 

shoot them an idea or two and 

now we’re a full consultative 

service,” he says. “We train 

our teams to know that 

they’re holding our customers’ 

livelihoods and mortgages in their hands. As a result, we need to provide 

them with the best knowledge and the best resources because if we’re just 

doing this for the sake of doing this, then we’re putting much more than we 

realize in jeopardy.”

Jay is confi dent that STIR can provide Sysco customers with solutions 

to everyday business 

predicaments or queries.  

The fact that Sysco offers 

the program as a value 

added service is just one 

more way customers can 

know that Sysco is looking 

out for their best interests. 

The new catalogue of STIR 

topics has been gathered 

after years of research by 

Sysco sales staff, which 

has crossed the country 

conducting thousands of 

business reviews in all 

kinds of restaurants. Team 

members have shared this 

insider knowledge, extrapolating leading trends and ideas that will make you 

successful and drive your business forward. 

If you have further questions about STIR or want to set up an appointment to 

learn more about this unique educational business tool, don’t hesitate to ask 

your Marketing Associate.
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Please scan to view a video 
on the benefi ts of using 
Wholesome Farms Euro Style 
Buttery Flavoured Margarine

1748.10 - Sysco Today Holiday2014.indd   17 03/12/2014   9:15:28 AM



Sysco Today  -  Holiday 2014  16 

Mahony & Sons  -  Vancouver, BC
Chris, Peter, Mike, Gerard and Paddy Mahony

At each of its three locations, 
you sense traditional and 

contemporary Irish infl uence

A strong helping of Irish hospitality, a wee bit of Irish luck and lots of hard 

Irish work combined to help the Mahony clan carry on its family tradition of 

offering exceptional dining in a warm and welcoming atmosphere with all the 

hallmarks of a traditional Irish public house.

The management team of Mahony & Sons comprises of fi ve brothers – Chris, 

Peter, Mike, Gerard and Paddy Mahony. They are fi ve of 11 children of Peter 

and Leonie Mahony, who moved to Vancouver in the early 1970s, bringing with 

them a predilection for the hospitality business thanks to great great great 

grandfather Barney. Banished to Australia in 1832 for pick-pocketing, Barney 

delved into the pub business while down under, a move that would infl uence 

his offspring many generations later.

Mahony & Sons offers three restaurants in Vancouver, one at Stamps Landing, 

Burrard Landing and at the University of British Columbia. Characterized for 

its high-quality comfort food, its varied menu compliments the beauty of 

its surroundings, from gorgeous views of Coal Harbour looking onto North 

Vancouver and False Creek peering over the downtown core, BC Place and 

Rogers Arena. The U.B.C. location is in the heart of UTown@UBC and has 

grown to be a signifi cant part of the community. 

Key clientele come from the surrounding neighborhoods and Vancouver’s 

fl ourishing tourism industry.  Mahony & Sons also 

hosts business meetings, private dining functions 

and enjoys having die-hard soccer fans watch the 

game while enjoying a pint.

At Mahony & Sons, patrons see the attention 

to detail in everything from the design of its 

buildings, to the care and attention each plate 

receives before it leaves the kitchen.

At each of the three locations, you sense 

traditional and contemporary Irish infl uence. This 

is seen in the carefully selected materials inspired 

by age-old taverns in Ireland. The restaurants 

feature embellished hardwood mouldings, inlaid 

stone, Celtic artwork, and genuine bric-a-brac. The 

ceilings are unique, incorporating striking Celtic 
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artwork painted by Irish artists, and the traditional warm Irish feel is reinforced by 

double-sided fi replaces that face into the restaurants and out onto the large patios.

Favorite menu items include Traditional Irish Stew that features lamb shank braised 

in red wine, Pacifi c Coast Chowder with fresh, local and sustainable seafood and 

Thai Panang Curry with authentic ingredients.

Mahony & Sons is a proud supporter and sponsor of the Davis Cup.  Since the mid 

1980s all the boys in the Mahony family have competed in all of the major junior 

level competitions so they make sure they give something back to their favourite 

tennis tournament.  Being a sponsor is the family’s way of helping the community and 

enhancing the Open experience for all its visitors.

Regional Chef Paul Nguyen takes pride in operating kitchens that are open, fun, 

friendly and safe.  In the eight years Nguyen has been with Mahony & Sons he 

enjoys being a role model for sous chefs, maintaining an incredibly organized and 

clean kitchen, keeping excellent routines and schedules as well as food and labour 

costs with low stable inventory. What inspires him is transforming local and seasonal 

ingredients into something new, warm and inviting.

Nguyen, who trained at the Pacifi c Institute of Culinary Arts, became a chef in large 

part due to his father’s infl uence. His parents immigrated to Vancouver from Vietnam 

not knowing a word of English. Since his father came from a military background, he 

decided to go into the culinary program, which resembled his military brigade back 

home. Nguyen was inspired by his father’s work ethic and his passion for food.

One of Nguyen’s more challenging events was the Davis Cup, a global event in which 

professional tennis players represent their respective countries in competition. 

Vancouver (U.B.C.) has hosted three teams and each time Tennis Canada has chosen 

Mahony & Sons to be the main caterer to the event, which means it is responsible for 

player, coach, referee, VIP, media and volunteer meals.  Each group 

has different budgets, different dietary requests and different meal 

times.  What made this incredibly challenging, though, was the fact 

that Mahony & Sons was not cooking out of its own kitchen at UBC, 

but was limited to a small, on-premise kitchen.  Sysco was incredibly 

helpful by lending one of their reefer trailers for additional cold 

storage, chefs from the Business Resources team to help with the 

execution, special deliveries and general assistance from Marketing 

Associates and District Sales Managers. Nguyen says Mahony & 

Sons could not have executed such a complicated event without the 

assistance of the Sysco team.

The relationship Mahony & Sons has with Sysco runs deeper than 

just a business relationship. The two have become friends and 

partners over the years.  Sysco Marketing Associates feel like they 

are a part of the Mahony & Sons team.  It’s good to know that as 

Mahony & Sons grow and evolve that Sysco Vancouver will grow 

and evolve right alongside them.

From Left to right, Paul Nguyen, Regional Chef Jayson Martel, 

Marketing Associate, Chris Mahony, Owner
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Legros & Motti Classic European Kitchen  
St. John’s, NF

We cater to a wide range of customers, 

from business, families and tourists to 

hosting different group events and parties Located in St. John’s, Newfoundland, L & M is situated on the city’s stunning 

waterfront, a premiere location with the best views of the harbour. 

As the largest premium dining restaurant in eastern Canada, Legros & Motti 

is a private establishment that employs 120 staff and operates seven days a 

week with one production kitchen and one line kitchen spread out over two 

different fl oors. L & M has the capacity to seat 370 guests plus a 60-seat roof-

top patio with an extraordinary view of St. John’s Narrows, a narrow channel 

that provides the only entrance to St. John’s Harbour.

The menu offers fl avour profi les from French and Italian specialties with some 

American favourites as well. Every item is prepared fresh-to-order from L & 

M’s second level exhibition open- style kitchen. A large fl oor-to-ceiling window 

allows customers to see pasta being made and the food preparation area. 

The restaurant is known for its fresh pasta, pizza and sauces. It also has an 

on-site bakery from which delicious artisanal breads and European style 

desserts are baked.

The restaurant, located at 127 Harbour Drive, is open seven days a week 

for lunch and dinner. It caters to a wide range of customers, from business, 

families and tourists to hosting different group events and parties.

Corporate Chef Maurizio Modica brings with him 26 years’ experience in the 

foodservice industry, working on all sides from fi ve-star hotels and fi ne dining 

to trattoria-style restaurants and world-renowned resorts.

Maurizio’s passion for food is what inspires him to create L & M’s dishes. That 

and his love of fresh ingredients and Mediterranean fl avours. One of Maurizio’s 

favourite dishes is his Lobster and Shrimp Fettuccine, a blend of fresh lobster 

Legros & Motti Classic European Kitchen is the perfect 

combination of contemporary urban with classic 

European comfort. As a premium casual restaurant in 

operation since March 2014, Legros & Motti is a French-

Italian fusion restaurant and bar whose name refers to 

the operators’ grandmothers. Legros represents the 

French maternal side while Motti comes from the Italian 

paternal line. Together, this establishment manages to 

blend the old-world feel and fl avours of a French bistro 

with an Italian trattoria.

Maurizio Modica, Corporate Chef 
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and shrimp lightly sautéed with asparagus and sun-dried cherry tomatoes tossed in 

creamy lobster butter sauce. 

When Maurizio isn’t dreaming up delicious dishes or attending to the duties 

associated with running such a large foodservice establishment, he enjoys spending 

his spare time with his wife and children and riding motorcycles.

Maurizio recalls a large function at the restaurant that was especially interesting 

thanks to its size, status and serving format. The 600-plus person event was for the 

NOIA, the largest offshore oil and gas industry association in Canada. The reception 

was stand-up style with multiple action stations that included carved prosciutto, 

seafood and barbecue stations.

A Sysco customer since 2001, Maurizio is in the process of transitioning L & M’s 

kitchen staff to online ordering. The establishment’s bar currently orders online.

Maurizio enjoys the convenience of getting all of the restaurant’s products from 

one supplier along with the added value services that Sysco offers. Besides the 

one-stop shop benefi ts, he enjoys the one-on-one customer service with his MA 

Jayme Penney, who offers excellent service that is delivered the same day Maurizio 

requests it. In addition, he likes how his MA makes suggestions on features and on 

cost saving options for the restaurant.

The future looks bright for St. John’s and L & M is hoping to play a pivotal role in the 

market share of the city’s food and beverage industry.

1 oz. Semi sundried tomatoes

1 oz. chopped asparagus

1/4 oz. shallots

3 tiger shrimp

3 oz. cook lobster meat

1 fl  oz. lobster butter

4 fl  oz. spicy lobster cream

6 oz. fettuccini noodles

1 tsp butter

Salt and Pepper to taste

    Sautee the sundried tomatoes, asparagus shallots and 
shrimp in a shallow sauce pan with butter for 5 minutes

    Add lobster meat and lobster cream sauce and all the 
sauce to reduce slightly allowing the lobster meat to 
heat up and absorb the fl avours of the sauce.

    Add 6 oz. of cook fettuccini pasta to the sauce and fi nish 
with lobster butter.

     Finally add salt and pepper to taste.

     Toss the pasta and sauce together being careful not to 
break the delicate pasta noodles.

     Portion the pasta onto a plate attempting to achieve 
maximum height on the plate and showcase the 
lobster and vegetables on the top of the pasta!

Lobster Pasta 
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This Price is Right. 15% Meat Protein
TOP CHOICE BRAND

SEASONED, SKINLESS, BONELESS

CHICKEN BREAST

The Breast of Chicken.
 
Quality Chicken Breast Individually Quick Frozen to 
guarantee flavour retention. A proven, value-priced 
Centre-of-the-Plate solution. 

Available in 4, 5, 6-ounce and Random portions.
 

For Additional Recipe Ideas to Complement Your Own
Contact Your Sysco Representative
for a File of Selected Online Resources

8276043 4oz B/S Breast 4kg Iqf Top Choice
 

8141663 5oz B/S Breast 4kg Iqf Top Choice 
8141620 6oz B/S Breast 4kg Iqf Top Choice 
4614707 Random B/S Breast 4kg Iqf Top Choice 

Preparation, Handling & Storage 

Oven-Roast, Charbroil,  
Barbeque or Grill

Cook until the internal 
temperature reaches 165˚ F
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Sprinkle a 

little sugar on 

your holiday season 

with festive 

baked desserts. 

Holiday-hungry 

customers will 

say yum.

 Nothing quite goes with Christmas shopping like a baked treat and a soothing warm beverage. 

When your feet ache and your wallet groans from overspending it’s reassuring to know that 

sweet comfort awaits you at your favourite eatery.

Tempt customers’ holiday spirit this year by offering delicious baked goods that 

refl ect the festive season. Your bottom line will be glad you did. According to 

Technomic, a research and consulting fi rm specializing in the foodservice sector, 

78 per cent of restaurant guests will indulge in a dessert when they want to reward 

themselves and 60 per cent will order a sweet treat when they’re feeling happy.

“Christmas desserts for me are always about the Christmas pudding,” says David 

Franklin, a Corporate Chef with Sysco Southwestern Ontario. “When I was little, I really 

began to appreciate the infused dried fruits, fi gs and dates with all of that candied 

citrus peel bound together in a rich molasses sugar cake. For me now, a great steamed 

pudding brings me back to our big family dinner and makes my holidays.”

We all know there is nothing like a baked dessert to get our festive juices fl owing. 

Undoubtedly one of the top feel-good dessert choices by far, cakes, pies and their 

ilk invite patrons to celebrate the holidays, to comfort themselves from cold winter 

weather, to feel nostalgic for certain holiday fl avours and to simply, and perhaps 

most importantly, enjoy.

According to Technomic, the most popular baked goods on Canadian 
dessert menus is chocolate cake followed by fruit pies and crisps, 
cookies, tarts, brownies and speciality cheesecakes.

The important thing to keep in mind when whipping up desserts for the 

holidays is to give them a festive fl air in fl avour or appearance or both. While 

chocolate cake is an old standard, you could decorate it to refl ect the holidays 

by stenciling powdered-sugar snowfl akes over dark brown chocolate frosting 

or arranging fondant stars on the cake.  Think about changing the taste of 
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the frosting to a mint chocolate fl avour and calling it Peppermint 

Patty Chocolate Cake.

“I always think of well made chocolates at Christmastime,” says 

Franklin. “Something with a little fl air to take our mind off the 

cooler weather.  Chocolate and different chili peppers such as 

poblano, jalapeno, habanero are great combinations as are salted 

caramel and smoke.”

Try to incorporate festive fl avours into your baking. Make 

an eggnog-fl avoured bread pudding, gingerbread cupcakes 

that feature a spiced-pumpkin buttercream frosting or a Red 

Velvet cake decked out in holly made from red and green 

candied fruit.

Take holiday classics and add your creative touches 

to make the dish your own. Add mint fl avour or use 

white chocolate on a  Buche de Noel or Yule Log, spice 

up panettone with cardamom or drizzle an orange-ginger 

glaze over Sticky Toffee Pudding, one of Franklin’s favourite 

holiday desserts.

Cookies, cupcakes and other mini desserts are the 

perfect sweet ending for calorie- and budget-

conscious diners. Offer a sampling of sugar 

cookies, apricot and pecan shortbread, sparkly 

vanilla-bean macarons or cranberry-pistachio 

biscotti. Decorate them will silver balls, edible red 

bows, candied poinsettias, or mini candy canes. Sprinkle 

with powdered sugar to add a festive touch.

Consider mini portions of mixed-berry or pumpkin trifl e, mini 

mincemeat tarts, warm mini cinnamon rolls, mini donuts with red 

and white sprinkles, a mini pumpkin tiramisu or miniature eggnog 

infused panettone.

Try to have a gluten-free selection on hand. Rice pudding with 

cranberries, almond meringue cookies and chocolate macaroons. 

Or keep an assortment of gluten-free sugar cookies, baked instead 

with rice fl our, on hand.

The holidays are the perfect time to show off your 
baking skills. Indulge in the festive mood and 
create desserts that are sure to leave your 

customers with a lasting and favourable impression.
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Engage in social media 
during the holidays. 
There’s no better time 

to let your business shine.

Just as Santa tends to dominate the festive season as a leading 
icon of the ho-ho-holidays, Facebook rules the ether when it 
comes to social media.

And that’s precisely why your restaurant should have a solid 
presence on Facebook. When you compare Facebook to other 
social media platforms, it’s by far and away the big kahuna.  So 
don’t listen to cousin Timmy or that cute dishwasher you just 
hired who say Vine and Instagram are where it’s at. With a 
saturation rate of 90 to 95 per cent, Facebook is where you need 
to focus your energies right now.

The holidays are a good time to cozy up to social media. It’s one 
of the seasons when your restaurant looks its best, when it is 
offering guests a variety of festive foods, seasonal drinks and 
cocktails or when you may be catering offi ce and other holiday-
related functions to new customers, who could potentially 
become long-lasting ones. You’ll want to look and be your best.

Do Your Homework
Before jumping in do your research. Bone up on what your competitors are doing 
on Facebook. Pinpoint what you love and what you hate to help guide you. How 
often does your competition submit Facebook posts, when and what reaction 
do they get? You can hire analytics companies to do a more sophisticated 
breakdown, but monitoring rival businesses can help steer you as well.

Content is King
Your content is you so don’t slap down clichéd descriptions and tired phrases 
just for the sake of fi lling space. You want to engage the public not bore them. 
Questions to ask before hitting send include is your text entertaining, provocative 
and concise? Will your audience be interested in what you’re writing? Is your 
logo visible? 

Gastronomic Lust
Offering a signature holiday dish or cocktail this season? Use a high-quality 
photo of that to market your business online. Consider using your scrumptiously 
decorated festive hot chocolate or candlelit table centrepieces to tell customers 
you’re fully engaged in the best the holiday season has to offer.

Don’t be afraid to overdo photos of your festive desserts, cocktails or dishes. 
Food is a highly visual and sensory product so bring it on. Did you know that on 
Facebook images are the most shared items? While we’re on the subject don’t 
forget to post video images as well especially if they are of something uniquely 
interesting to your establishment such as a video of your chef creating his special 
creamy potato gratin or a table full of fun and enthusiastic customers.

Incentives that Truly Tempt
Use Facebook to post special offers and deals. Offer enticements such as two-
for-one deals or free desserts during your quiet time in January and February for 
patrons who “like” your page on Facebook in December. Freebies or discounts 
for patrons who write positive restaurant reviews on Yelp or Urban Spoon could 
also be offered.

Show Generosity of Spirit
Be smart and use social media in a way that shows you care about the world 
around you. We all know the holidays are an incredibly stressful time, especially 
in the restaurant sector where hospitality is tested to the limit thanks to it being 
the busiest time of the year. Think about how you can benefi t your audience. 
Maybe your chef can provide festive recipes for desserts, main courses and 
appetizers. While you may prefer that your customers patronize you every time, 
they won’t always so help make their entertaining easier by posting favourite 
recipes. Share pointers on how to cook for a crowd or for roasting the perfect 
holiday bird.

Since the holidays are the season of giving, run a food drive or fundraiser for 
a cause that’s near and dear to you. Post your campaign on Facebook and ask 
followers to share your campaign on their respective social-media sites. If 
your cause is noteworthy it could go viral. This kind of marketing has a double-
whammy effect, which means you’re efforts benefi t a good cause while your 
customers see you as a business with a strong social conscience.

Don’t let another year pass before you get on the social-media bandwagon. 
Take it slow, keep it simple and concentrate your efforts on Facebook for now. 

If you accomplish that, you’ll have all of 2015 to tackle the rest.

By Kelly Putter
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•   Of fi ve minutes spent online, 
one minute is devoted to Facebook

•   19 million Canadians access 
Facebook at least once per month

•   14 million Canadians log in every 
single day

•   93 per cent of Canadian moms are active 
Facebook users, spending on average 
nearly 11 hours per month

•   20 times per day is how often users check 
status updates and news feed posts

•   15 million Canadians access Facebook 
thanks to apps on their mobile phones 
and tablets

Facebook 
Stats

Source: The 2013 Canada Social Mom Report; www.comscore.com;Facebook Canada
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Chef 
  du Jour
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your staff interested, but more importantly 
your customers interested. Every menu should have 

its’ staples/signature items but the rest you 
can have some fun with. 

What cooking techniques and/or 
chefs have inspired your work? 

I’m a fi rm believer in there is always something 
to learn in the kitchen. I’ve always been 
inspired by the people I’ve worked with. 

Do you have a guilty pleasure 
when it comes to food? 

Charcuterie. I love a board of well cured meats and 
cheese. It goes great with everything. Good bread, a 
group of friends but most importantly a good bottle 

of wine. I also can’t resist a vanilla cupcake. 

What’s your favourite culinary trend, 
past or present? 

I like what restaurants are doing now with the small 
plates movement. It’s what dining is all about. It gives 

you the ability to try different things, share 
with friends and making a meal an experience. 

You are seeing a lot of menus becoming 
top heavy rather than entrée driven. 

Tell us about your favourite all-time dish.   

I love making pasta. It can be anything you want it 
to be. Nothing beats a well made pasta. 

How and when did you know that 
working in a kitchen was for you?  

The one thing I always loved about working in a 
kitchen was the comradery. There is nothing like 
rocking a 600-700 cover service with your team 

and then having beer together afterwards. You can 
also get pretty beat up through a service like that 

and you have your team to pull you out of it. 
You become a family. 

What’s your favourite cookbook?  

I kind of have a problem when it comes to cook books. 
I want them all! I could spend hours 

looking through cookbooks at the book store. 
But if I had to choose one, I always fi nd 

myself turning to my CIA text. 

What’s your best cooking tip? 

Your food can only be as good as your ingredients. 

Do you have a favourite 
kitchen disaster story to share? 

At the beginning of my career I worked in a kitchen 
with pretty tight quarters. The grease trap was on 

the fl oor right at the back door. It backed up one night 
during service and the poor dish kid had to hand bomb 
buckets of sludge out to the grease bin. During all of 

this one of the cooks was coming in from 
his break and fell right into the trap. He was alright 

but was waist deep in the sludge. We fi nished service 
that night short a cook. 

Your last meal would be...what? 

A group of friends, meat, cheese, bread and wine.

What is your favourite kitchen item 
and why do you like it so much? 

A good chef’s knife is essential. As a cook on the 
line, you learn pretty quickly that something you 

can’t go without is a pair of tongs and a good kitchen 
towel. During a busy kitchen service they pretty much 

become an extension of your body.

What’s the best tip 
you offer foodservice operators?  

You are only as good as your team. You get out of 
your staff, what you put into them. Creating a good 

working culture is critical to any successful business. 
You need your team to buy into your vision.

What is one of the easiest things an operator 
can do to improve his or her establishment? 

One of the things I see a lot of is an operator not being 
able to let go of menu items. A small concise menu 
gives you the ability to control costs and inventory, 
keep waste minimal and most importantly STAY 

CONSISTENT. Consistency is single handedly the most 
important aspect of any restaurant. The customer 
needs to be able to trust you. Some of the most 

successful/largest restaurants in the world 
have built their brands around consistency. 

How important is service and ambience 
in the overall standing of a restaurant?  

Service is the most critical part of any restaurant. It 
doesn’t matter how good a dish or a meal is, if the 

service is bad that’s what will be remembered. Good 
service can also save a bad meal, set the tone of a 

dinner and even raise the average check. 

Finish this sentence. When running a 
restaurant, operators should always....

Evolve. This industry is always evolving. It’s very easy 
to become uninspired. You need to evolve to keep 

Eric Smith 
Corporate Chef - Sysco Central Ontario
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Courtesy of Ventura Foods 

Makes 1 cup

INGREDIENTS METRIC IMPERIAL
Sysco Imperial 

     Flavoured Cooking Oil ZTF 177 ml 6 oz.

Egg Yolks 3 ea. 3 ea.

Lemon Juice, fresh 30 ml 2 tbsp.

Frank’s® Red Hot® Sauce, Tabasco®, 

     or favourite hot sauce 5 ml 1 tsp.

Method
• Add the eggs, lemon juice, and hot sauce to a blender.

•  With the blender on, slowly add the Imperial Flavoured 
Cooking Oil ZTF.

•  Blend well.

This is a wonderful, very simple recipe for fresh Hollandaise 
Sauce using just four ingredients including Sysco Imperial 

Flavoured Cooking Oil ZTF (6640388). Try it on Eggs Benedict, 
fresh vegetables or on top of a steak.

Quick & Easy
Hollandaise Sauce

Courtesy of Kraft Canada Foodservice  

Serves 24, 1 trifl e (392 G)

INGREDIENTS METRIC IMPERIAL
Poached Pears  
Dry white wine 2.25 L 2-1/4 qt.

Water 2.25 L 2-1/4 qt.

Sugar 750 mL 3 cups

Cinnamon sticks 6 each 6 each

Bosc pears, peeled 12 each 12 each

Pudding  
Cold milk 3 L 3 qt.

Jell-O Vanilla Instant Pudding 750 mL 3 cups

Gingersnaps,  405 mL 1-1/2 cups 

    crushed  + 2 Tbsp.

Prepared Dream Whip Dessert Topping Mix 375 ml 1-1/2 cups

Method
•  Poached Pears: Simmer fi rst 4 ingredients in saucepan small enough 

to cover pears in liquid. Add pears; poach 45 min. or until tender, 
stirring occasionally. Cool quickly to avoid overcooking. 

•  Cut each pear lengthwise in half. Cut off curved piece from side of 
each pear half; cut into thin slices and fan out. Set aside. Discard 
pear cores and stems; dice remaining pears. 

PUDDING: 

•  Pour milk into mixer bowl fi tted with whip attachment. Add pudding; 
beat on low speed 15 sec. Scrape bowl; beat on medium speed 2 
min. Let stand or refrigerate at least 15 min. 

•  For each serving: Spoon 1/4 cup (50 mL) pudding into bottom of par-
fait glass; sprinkle with 1 Tbsp. (15 mL) crushed cookies. Cover with 
layers of 1/4 cup (50 mL) each diced pears and pudding. Garnish with 
1 Tbsp. (15 mL) whipped topping and 1/4 tsp. (1 mL) crushed cookies. 
Top with 1 fanned-out pear piece. 

Note: Firm Bosc pears are best for poaching.

Gingersnap-Pear 
Mini Trifl es 
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Courtesy of Turkey Farmers of Ontario  

Serves 12

INGREDIENTS METRIC IMPERIAL
Texas toast 

    or other thick cut soft bread 12 12  

Garlic butter orspread 80 mL 1/3 cup  

Olive oil 25 mL 2 tbsp  

Onions, diced 250 mL 1 cup  

Celery, thinly sliced 500 mL 2 cups  

Fresh rosemary, chopped* 45 mL 3 tbsp  

Stuffi ng mix 2 lbs 910g  

Water or broth 1.30L 5 1/2 cups  

Cooked turkey breast, warm  3lbs   

Hot turkey gravy 750 mL 3 cups  

Cranberry salsa 750 mL  3 cups  

Method
•  Spread each slice of Texas toast with garlic butter and toast well. 

Set aside. 

•  In a large pot, heat olive oil and sauté onions and celery until tender. 
Add rosemary and stuffi ng mix and sauté for a few minutes more, 
stirring to combine. Add hot water all at once stirring to combine 
until mix is reconstituted and warm. 

•  To assemble the sandwich, layer ½ cup of stuffi ng on each slice of 
toast. Top with 4 oz of warm turkey and then top with ¼ cup hot 
turkey gravy. Serve with Cranberry salsa.

For variation: try melting a slice of cheddar or mozzarella cheese on top! 

* Dried rosemary can be used but reduce the amount to 3 tsp. 

Hot Turkey 
Knife & Fork Sandwich

Courtesy of Turkey Farmers of Ontario 

Serves 12

INGREDIENTS METRIC IMPERIAL
Butter 60 ml ¼ cup

Slice red onion 168 ml 2/3 cup

Sliced mushrooms 250 ml 1 cup

Salt 5 ml 1 tsp

Ground pepper 1.25 ml ¼ tsp

Ground mustard 1.25 ml ¼ tsp

Fresh thyme leaves 25 ml 2 tbsp

All-purpose fl our 60 ml ¼ cup

Milk 500 ml 2 cups

White wine 250 ml 1 cup

Parsley – coarsely chopped 60 ml ¼ cup

Parmesan cheese 250 ml 1 cup

Cooked Ontario turkey, sliced 454 g 1 lb

Angel hair pasta 454 g 1 lb

Method
•  Bring a large pot of water to a boil. In a large saucepan over medium 

heat, melt the butter. Add the onions, mushrooms, salt, pepper, 
mustard and thyme, and cook until tender. Stir in the fl our until 
blended and cook for a minute on low heat.

•  Increase the heat to medium and gradually stir in the milk and white 
wine so that no lumps form. Cook over medium heat for a couple of 
minutes, stirring constantly until the mixture thickens. Remove from 
heat and add parsley, 1/2 cup Parmesan cheese, turkey and gently 
fold together.

•  Add the pasta to the boiling water and cook for 4 minutes, or until 
almost tender. Drain. Add the pasta to the sauce and toss until 
coated. Adjust seasoning. Portion the pasta onto plates and top 
with a sprinkle of the remaining Parmesan cheese.

Turkey 
Tetrazzini
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