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There is no question that Beef is one of the key attractions of 
any menu – in fact customers often evaluate restaurants solely on the 
quality of their beef offerings. The fact that beef can also be one of 

the most profitable items on a restaurant’s menu makes this protein a
hands down winner.  So whether you are a fine dining restaurant,

casual style or a down-home family operation you need to 
ensure you are maximizing the beef offerings on your menu.   

Beef has a high perceived value, which makes merchandising the attributes 
of quality, aging, grades and taste of beef entrees on your menu a sure way 
to increase the overall profitability of your operation.  Not only will quality
based beef positioning contribute to your gross profit margin, a well-executed
beef program that ensures your guests enjoy a great beef experience every time 
will help to drive traffic to your restaurant, and generate increased sales. 

What does “perceived value” mean and how does it affect the menu price?
“Perceived value” pricing means setting the price of menu items at a level that
offers good return while allowing you to sell the item in reasonable quantities.
“The lowest prices in town” is never a good long-term success strategy. You need
to understand how much the customer is willing to pay for the quality and
service you provide.  The exact selling price you charge will depend on a 
number of factors including your concept, your customer demographics, your
competition, and the day-part in which the meal is being served. This varies 
for everyone but there are some specific opportunities that operators have in
common to maximize the “Perceived Value” pricing of beef on the menu.
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opportunities to create beef items that will have a
big impact on your bottom line.  The classic Steak
and Eggs option remains a strong breakfast option,
popular with customers and also allows you to use
smaller portions (for instance cut a 10-ounce strip
loin in half for two 5-ounce portions for steak and
eggs) or use cost effective cuts like cap steaks.

With its universal appeal, the burger is a staple
on most Canadian lunch menus along with steak
sandwiches and beef dips. These are very popular
with customers, but think beyond the traditional
preparation method and look at incorporating
artisan breads, interesting garnishes and bold
condiments to spice up these longtime favourites.

Salads are another surprising way that you can
get creative with beef on your lunch menu.  Look
for ways to incorporate trim from other offerings
into new menu items like hearty soups, stirfries
(both very popular with health conscious diners)
and pizza.   And don’t forget about beef as an
appetizer – ginger beef, beef rolls, mini-fajitas 
and other finger-foods can give your happy hour
special appeal.  For a tasty and popular bar item,
try dusted, fried beef strips, personalized with 
special flavours tailored to your customer base –
barbecue, spicy, Asian are just some options.   
Beef can play a role in every aspect of your menu
and with a little originality, you can add the sizzle 
of beef to every day-part.

Contributed by the 
Beef Information Centre

SYSCO has a Butcher’s Block Beef boxed beef program
to meet your operational needs and satisfy your

customer’s uncompromising expectations.
• Butcher’s Block Reserve, Top 2/3 • Butcher’s Block AAA
• Butcher’s Block Angus AAA • Butcher’s Block AA

Butcher’s Block Beef was designed so operators could offer 
their customers the best tasting, most tender and highest quality 

the Canadian beef industry can offer, as well as the flexibility 
to custom cut on site to meet all their menu needs.

Each of our premium and quality beef programs is exclusive and
guarantees beef that is hand selected, aged to perfection and trimmed to
exacting specifications, ensuring quality and consistency time after time.

Buy Quality – Understand the quality attributes that affect 
beef (grade, aging, cut etc.) and incorporate these into your
specifications.

Execute on Quality – Proper receiving, handling, storing 
and cooking procedures greatly influence the finished product,
so make sure you have these in place.

Communicate Quality – On your menu, in your restaurant
and through your staff - you need to communicate quality to
maximize beef’s perceived value proposition.

Train yourself – Your customers and your staff look to you for
the answers – use all available resources to become the expert.

Train your staff – Your front line salespeople represent the
biggest opportunity to get the quality message out and collect
very important feedback from your guests.

With the holiday season upon us, this is the very best
opportunity to offer and showcase your topshelf premium
beef items such as prime rib, tenderloin, or strip loin
for two and capture those incremental sales that
“special occasion” dining offers.   Don’t be afraid
to upsell your customers to a higher cut or a
more upscale beef item – it may be just what
they are looking for during the indulgent
holiday period.

And foodservice operators who limit their 
beef service to dinner features are missing out on 
a wonderful opportunity to expand their business 
by offering beef at non-traditional day-parts.

For instance, the breakfast daypart is one of the fastest-growing
segments in foodservice.  Until recently, beef hasn’t been
considered a “must-have” item on this menu, but there are many



DISTRIBUTED BY SYSCO CORPORATION,
TORONTO, ONTARIO  M9B 6J8    ©2005   

Distributed 
Exclusively by 

SYSCO



S Y S C O To d a y   -   N o v e m b e r  2 0 0 5 5  

Some of the recent trends include:
• Whole Grain Choices - Offer healthy, whole grain 

choices that are higher in fibre including whole wheat
pizza crusts, pasta, bread, rolls, pitas, and wraps as well 
as whole grain brown or wild rice.

• Trans Fat Free and Lower Fat - One of the biggest
consumer concerns in the media today is with trans 
fatty acids due to the association with an increased risk of
heart disease.  Trans fats are found in many commercial
shortenings, frying oils, margarines, snack foods, bakery
products and ready to serve foods.  Many manufacturers
have responded to these health concerns by making 
their products trans-fat free and many restaurants have
switched to preparing their food using trans-fat free
cooking oil.  Also, it is important to offer healthier fat
choices such as lower fat salad dressings, canola oil,
olive oil and non-hydrogenated margarine. In fact, by
December 12, 2005 all packaged products will be 
required to include trans fat on the nutritional facts label,
and small manufacturers have until December 12, 2007.

• Increased Consumption of Vegetables and Fruit - 
Fruits and veggies, especially those that are dark green 
and orange in colour are rich in vitamins, minerals,
antioxidants and fibre and help lower the risk of certain
cancers.  Be sure to offer a variety of high quality fresh
vegetables in salads and steamed or grilled vegetables to
accompany your main course.  Offer kids meals with a
choice of healthy sides other than fries that include baked
potato, mashed potato, fresh veggies and dip, steamed
vegetables, salad, or fresh fruit such as grapes, applesauce,
fruit cup or sliced apples.

• Vegetarian Choices - Interest in vegetarianism continues to
increase, with many restaurants and college food services
offering vegetarian meals routinely.  There are now soy
based or “non-meat” alternatives available to offer your
customers including meatless chicken and beef strips that
can be substituted for meat in almost any dish.  There are
many brands of meatless burgers and meatless chicken
nuggets available too.  Legumes such as beans and lentils
are inexpensive and excellent to include as a main entrée
or side dish.  

• Say Goodbye to Super Size - With the current level of
interest in nutrition and healthy eating “quantity” is
definitely out and “quality” is in and health conscious
customers will pay more to get the food choices they
want.  Reducing the portion size may allow you to offer
higher quality ingredients without additional increase 
to your food cost.

Today’s Health
Conscious
Consumers
Demand 
Healthier

Food Choices
By Kathleen Murdoch and Suzanne Berryman, R.D.

SYSCO Food Services of Atlantic Canada

As a result of increasing interest levels in nutrition
and healthy eating, customers both young and old are

demanding healthier choices more than ever before
when dining out.  Ensure that your restaurant is able to
keep pace with this trend by offering a wide variety of

healthy choices that customers are looking for.   

healthwise



Most of the myriad types of beer fall into two
basic categories: ale and lager. The difference lies
in the yeast.

“Ale yeast is sort of an older, more traditional
yeast. It likes to work at a warmer temperature,”
says Gerry Hieter, founder and chairman of The
Great Canadian Beer Festival in Victoria, which
now attracts more than 40 brewers and over
6,000 attendees. Ale yeasts are known as “top
brewing” yeasts because they rise to the surface.
The warmer temperature and faster fermentation
impart ales’ distinctive flavours. 

Lager is usually brewed at cooler temper-
atures with “bottom fermenting” yeast.

“The word lager is an old German word
meaning to store or to age,” Hieter says. “It
takes a lot longer to ferment, and it ferments
at colder temperatures.” That process results
in a crisp, refreshing taste.

Walter Cosman, Sales and Marketing
Director for Granville Island Brewery in
Vancouver, says beer preferences change 
with the seasons, and are also increasingly
changing based on food. Granville Island
Brewery’s two most popular products sell
about equally, but have different peak seasons:
its honey lager does very well in the summer,

and is the ideal accompaniment for warm
weather meals such as barbecued salmon. 
Sales of its richer-bodied pale ale – perfect 
with hearty stews or chilli – peak in the winter. 

Granville Island Brewery, which opened in
1984, was Canada’s first microbrewery. Cosman
says that although the big breweries still
command about 85% of market share in British
Columbia, microbreweries have a big following
in B.C. and have been gaining ground in recent
years in the rest of Canada.
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It has been on the menu for thousands of
years – enjoyed by ancient Babylonians,
Egyptians and Romans – and remains a
bar staple. It has been the beverage of
choice for Queen Elizabeth I, as well as
for Bob and Doug Mackenzie. In bottles
or kegs, beer is one of the most popular
drinks with Canadian customers.

THE 
PERFECT
PINT

By Patricia Nicholson



flat. Hieter and Cosman both recommend cleaning draft
lines weekly. They also emphasize the importance of 
clean glassware.

“There’s clean, and then there’s what we call ‘beer
clean,” Hieter says. Even glass washers can leave a residue
that the bubbles in beer can stick to, causing the head to
go down quicker and the beer to go flat sooner. 

Serving and storage temperatures are also crucial.

Beer is often served too cold, Hieter says. Ice-cold beer
can “freeze” the palate of the drinker, and the subtleties of
the beer will be lost. Also, ice cold beer served in frozen
mugs can cause bloat by allowing the CO2 in the beer to
enter the body in more of a liquid form, Hieter says. It
then warms up in the stomach, where it forms a gas and
causes bloat.

Kegs need to be kept in a cold room, ideally around 3
or 4 degrees Celsius. Properly stored, an untapped keg will
keep for three months. Once tapped, it should be used in
two to three weeks, Cosman says. But a poorly stored keg
will only stay fresh for a week once tapped, he adds.

Bars should only serve as many types of draft as they
can turn over often enough to ensure a fresh product,
Cosman says.

“You don’t need 30 to 35 draft lines,” he says. “You can
satisfy your customers’ needs with eight to 10 draft lines,
and give them quality fresh product every time they come
in,” he says. 

It also helps to know a bit about what comes out of
those taps. Wine seminars have become common in
Canadian restaurants, and Hieter says beer seminars
would be just as useful. 

“Beer is one of the most consumed beverages in Canada
and one of the least understood,” he says. “If the staff
don’t know what’s going on, it’s going to be very hard 
for the customer to figure it out.”

“Microbrewing uses the four core ingredients to brew
beer, and nothing else,” Cosman explains. “It’s called the
Bavarian purity law, and it was started in 1516 by the
German brewmasters.”

Those four core ingredients are water, barley (also called
malt, or malt barley), yeast and hops. 

To make brewers’ malt, barley is soaked and
germinated, and then dried or roasted. The malt is then
crushed and added to hot water for the mashing process.
In the large mashing tank, enzymes in the malt convert
starch to sugar under careful temperature and time
controls. The resulting mash is then lautered, or strained,
and the liquid — which is now a sugar solution called
wort — is drained into the brew kettle, where it is concen-
trated and sterilized by boiling. Hops are added and are
later removed once their job of bittering or flavouring is
complete. Once flavoured, the wort is cooled quickly, and
transferred to fermenting vessels. Yeast, which converts the
sugars in the wort to carbon dioxide (CO2) and alcohol,
is added. The fermentation process can take up to a week
or more. The yeast is then removed, and the beer is
cellared in cold storage for one to three weeks before
being bottled or placed in kegs.

“The real beauty of the art of brewing is that you can
literally have hundreds and hundreds of flavour profiles
from the same four ingredients,” Hieter says. Different
types of hops and yeast make a big difference to the final
product, and the degree to which the barley is roasted 
also influences flavour and astringency.

Aspects of the brewing process also affect flavour, he
says. The temperature of the mashing process, the refrig-
eration, the types of tanks and kettles used can all impart
different characteristics.

To ensure enjoyment of those characteristics, Cosman
stresses the importance of quality and freshness. Proper
handling, storage and pouring can make all the difference,
he says. That can mean everything from keeping the draft
lines clean to maintaining the proper storage temperature. 

If the lines aren’t kept clean, beer can taste skunky or
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Brad Strugnell, Chef de Cuisine

Shaw Café and Wine Bar, Niagara, ON

“The only 
pre-requisite 
is hunger!”

Brad Strugnell,
Chef de Cuisine

Shaw Café and Wine Bar

Even in picturesque Niagara-on-the-Lake, nicknamed “Canada’s
prettiest town,” the Shaw Café and Wine Bar stands out as an 
exceptional spot. 

Its unique architecture and sweeping patio make it a scenic destination
in its own right, and its prime location makes it an ideal spot to meet
friends or to watch the bustle of the town’s centre. The café’s dramatic
circular façade faces lush gardens, and the centrepiece of the patio is a
fountain with a statue of George Bernard Shaw, namesake of the town’s
renowned Shaw Festival.

In keeping with its airy setting, the café is known for its lighter fare.
Chef de Cuisine Brad Strugnell has designed a tempting menu that
showcases soups, salads and sandwiches as well as homemade entrees
and an irresistible selection of cakes and pastries. Enjoying a flavourful
bite accompanied by a glass of local wine on the patio at the Shaw 
Café and Wine Bar is a definitive Niagara-on-the-Lake experience.

Originally from St. John’s, Newfoundland, Strugnell has made 
himself at home in the Niagara region. He came to Ontario after
graduating from the Culinary Institute on Prince Edward Island, and
settled in the Niagara region in 1999. He joined the Shaw Café and 
Wine Bar kitchen in 2001 as sous chef, and has been Chef de Cuisine
since February 2004. His elegant and flavourful dishes, such as baked
goat cheese and portabella mushrooms (see right), are the hallmark 
of the Shaw’s menu.

Since becoming a SYSCO customer two and a half years ago, the 
staff at Shaw Café and Wine Bar have come to appreciate SYSCO’s
unsurpassed service and products.

Food and Beverage Supervisor Mike Wilson(Left),
SYSCO Toronto Marketing Associate Brad Phelan(Middle),

Chef de Cuisine Brad Strugnell(Right).
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Baked Goat Cheese and
Portabella Mushroom

For Sweet and Sour Red Onions· Thinly slice 4 red onions

· Bring to a boil 1 litre of rice wine vinegar, add 1 litre of sugar
and continue boiling until sugar in dissolved. Add onions.

For the mushrooms

· Remove stems and brush mushrooms clean. Drizzle with 
extra virgin olive oil and season with salt and pepper.

· Bake 15-20 minutes or until tender
1.  Sear potatoes in olive oil until crisp and place on a baking

sheet
2.  Place 2 mushrooms on top of the potato slice, gill side up 

and top with red peppers
3.  Place in oven until warm
4.  Place a slice of goat cheese on top of the red peppers and

place under the broiler until the cheese begins to brown
slightly.

5.  Top with sweet and sour red onions and drizzle with reduced
balsamic vinegar and Thyme oil.

Serves 4
INGREDIENTS METRIC IMPERIAL

Medium SYSCO Imperial 
portabella mushrooms 8 8

Sliced Imperial Idaho freshly 
baked potato, 1 cm thick 4 4

Roasted red peppers, cut in thin strips 4 4

Sliced goat cheese, 1-1.5cm thick 
(Paillot de Chevre) 4 4

Sweet and sour red onions (see below) 5 5

Thyme oil  (Imperial IQF Thyme and 
International Classic olive oil blitzed together and strained)

Balsamic Vinegar Glaze

“Always on time, excellent quality in all categories from
dairy to fresh seafood and all types of smallwares to
cleaning supplies,” Strugnell said. “They are always in
stock and ready to ship on my next order.”

The convenience of ordering such a broad range 
of products from a single supplier doesn’t end with 
the order. 

“It saves me a lot of time receiving tons of invoices,”
Strugnell says. “The more I can get from one supplier the
better. And I never
hesitate to try something
new from SYSCO
because of their 
Quality Guarantee.”

Strugnell’s own
dedication to quality
keeps him up to date with food styles and trends, helping
the Shaw Café and Wine Bar remain competitive.

In the same family of companies as Shaw Café and
Wine Bar, is the Oban Inn. Those who can’t bear to leave
this enchanting town can enjoy the hospitality at nearby
Oban Inn, a historic 23-room inn overlooking Lake
Ontario. An exact replica of a stately private home built in
1824 and destroyed by fire in 1992, the Oban Inn stands
on the foundations of the house built by Captain Duncan
Milloy of Oban, Scotland. The Oban’s dining room,
Kir, showcases fresh local ingredients and boasts an
award-winning wine cellar. The more casual Shaw’s
Corner Lounge offers light meals daily.

Perfectly situated for convenient access to golf, festivals,
winery tours, theatre and a host of other activities, the
Oban Inn offers amenities for all tastes. The addition of
the inn’s new O Spa, scheduled to open in the winter of
2005-2006, will provide further luxuries. O Spa will make
aesthetic treatments and spa experiences available to
guests in an opulent and relaxing environment.



Ric Allen, Owner
Mike Pitre, Executive Chef/Restaurant Manager

JBI Pub and Restaurant, Victoria, BC
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“It’s the consistency
and the quality 
of our food that 
sets us apart”

Ric Allen, Owner

Mike Pitre,
Executive Chef/Restaurant Manager

JBI Pub and Restaurant Executive Chef and Restaurant Manager, Mike Pitre 
and SYSCO Marketing Associate, Giuseppe Martino

By Sarah Phillips

The JBI Pub and Restaurant has been in business in Victoria BC for
almost 100 years. It is located in the heritage building that has housed
the James Bay Inn Hotel and Suites since 1911. The boutique style hotel
is in a residential district within walking distance to downtown and
many tourist attractions including Beacon Hill Park. The JBI features a
casual breakfast, lunch and dinner in a relaxed atmosphere. It boasts
many longtime customers and has an old world feel to it. The clientele at
this neighborhood institution are mostly hotel guests, businesspeople,
government employees and locals. 

“It’s the consistency and the quality of our food that sets us apart in
the pub/restaurant market” says Executive Chef, Mike Pitre. The JBI serves
homestyle food with a big emphasis on seafood. The menu evolves with
each season. The newest and most popular dish is the seared scallops
with cucumber relish, a beautifully presented dish for any seafood fan.
Other favourites include Curry Shrimp Potstickers, Queen Charlotte
Halibut Burgers as well as Bourbon Peppercorn Steak.

“SYSCO produce is the best by far”, says Mike who buys almost 100%
SYSCO. The SYSCO BIB program has worked especially well for Mike. 
“I really appreciate the great customer service especially with centre of 
the plate and on time deliveries. My MA is excellent too. The service 
level and quality of the products are just great”. 

Along with managing the pub and restaurant, Mike has also run the
Blackfish Café for the past 5 years. Managing these different locations
means Mike does not have time to waste. He appreciates North Douglas
SYSCO’s on time deliveries and excellent customer service. He has great
staff and an excellent Sous Chef at the Blackfish whom he can count on
to help with managing. 
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Seared Scallops with
Cucumber Relish

Serves 4
INGREDIENTS METRIC IMPERIAL
SYSCO Scallops 454 g 1 lb
Salt 5 mL 1 tsp
White pepper 5 mL 1 tsp
Olive oil 30 mL 2 tbsp

Relish:
Stalk of lemongrass 1 1
Rice wine vinegar 125 mL 1/2 cup
Sugar 50 mL 1/4 cup
Red pepper flakes 2 mL 1/2 tsp
Medium long English cucumber, 
skinned and seeded 1 1
Jalapeño pepper, deveined and minced 1 1
Serrano pepper, deveined and minced 1 1
Cilantro, minced 10 mL 2 tsp
Fresh mint, minced 10 mL 2 tsp
Fresh basil, minced 10 mL 2 tsp
Lemon juice 100 mL 1/3 cup
Salt 1 dash 1 dash
White pepper 1 dash 1 dash

Preparation· Slice lemongrass stalk thinly crosswise. Peel and halve
cucumbers lengthwise. Then seed and slice thinly crosswise.

· Relish: Bring lemongrass, vinegar, sugar, red pepper flakes and
1/2 cup water to a boil in a saucepan. Simmer until reduced 
to 1/2 cup. Strain mixture into a bowl and cool slightly. 
Discard solids. Stir in all other sauce ingredients.

· Sprinkle scallops with 1/2 tsp salt and 1/2 tsp white pepper. 
Heat 1 Tbsp of oil in non stick frypan. Toss in scallops and add
remaining oil as needed, sauté scallops until seared.

ALL PRODUCE AND SEASONINGS ARE SYSCO BRAND.

He has also served as the president of the Victoria
branch of the Canadian Culinary Federation for the last
two years. Mike’s dedication to the industry has shown
itself in the awards he has received. During his appren-
ticeship, he earned a First Year Apprenticeship Award 
and twice received the Karl Breitschmid Award for his
involvement in the Federation and the industry. Mike 
has also won the Chef of the Year Award for Victoria. 

He was inspired to be a chef during his apprenticeship
under award winning Chef Martin Wilkinson at the Hotel
Grand Pacific. Being a fan of food himself, he is inspired
for new menu ideas by eating out at some of his favourite
restaurants. “Right now I am finding ideas from Thai
food”, says Mike. 

The JBI caters events as well as their everyday
operations. One that presented a unique challenge was 
a convention of 300 people on the docks of the Inner
Harbour in Victoria. Not only did the docks begin to 
sink under the weight of all the people, but only small
Hibachis had been set up so Mike had to scramble to 
find full size BBQs. Luckily it went off without a hitch.

The JBI had their first Business Review with North
Douglas SYSCO last year and Mike is looking forward to
the next one coming up soon. “The review helped me
find new ways to save money”, says Mike. With North
Douglas SYSCO helping the business, Mike has more
energy to focus on future goals such as expanding into
more outside catering. He is also working on some food
manufacturing for the retail market. 



Ron Shrybman, Owner
Dave Rheault, Executive Chef 

The Elgin Street Diner, Ottawa, ON
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“The ambience is 
one of casual fun,

with comfortable and
relaxed seating.”

Ron Shrybman, Owner

The Elgin Street Diner

The Elgin Street Diner has become an institution in Ottawa with
everyone from students to shift workers. Twenty-four hours a day, 365
days a year – including all major holidays – the diner serves up a hearty
menu in the heart of the capital, including an all-day breakfast that has
become legendary with the locals.

“I opened the doors on November 11, 1993 and have never closed
since,” says owner Ron Shrybman.

Shrybman says the core of the menu – classic diner fare made from
fresh ingredients – has remained the same since the Elgin Street Diner
opened 12 years ago, with a few new items added and a few slow 
movers removed.

Its prime location on one of Ottawa’s liveliest thoroughfares means
the Elgin Street Diner attracts an eclectic clientele.

“We are located on a busy downtown street, surrounded by nightclubs
and other restaurants. We are also located between two universities. This
location ensures that we are busy at all hours of the day, including the
overnight shifts,” Shrybman says. 

The neighborhood is a mix of commercial and residential, and
includes office and blue-collar workers from all walks of life, as well as
retirees, students and families.

“We appeal to all these segments,” Shrybman says. “Weekend brunch is
made up of families, groups and students. Weekend overnights are bar
patrons, and bar and restaurant staff.  Weekday overnights are emergency
workers, cops, shift workers. Over the course of a week we see families,
single people, business people, blue-collar workers, students, high
income, low income.”

The ambience is one of casual fun, with comfortable and relaxed
seating and simple table settings. Because the restaurant never closes, it 
is designed to ensure easy cleaning and maintenance, since these tasks
must be done while customers are in the dining room.

Another challenge of 24-hour service is that executive chef Dave

S Y S C O To d a y   -   N o v e m b e r  2 0 0 5



S Y S C O To d a y   -   N o v e m b e r  2 0 0 5 1 3

Rheault, who is responsible for supervising and hiring the
kitchen staff, may not have much contact with some of those
staff members. Rheault – who is also in charge of inventory
control, cost management and most of the food ordering –
works the day shift, while some of his staffers start at midnight
and leave before he arrives in the morning.

Many of the Elgin Street Diner’s 50 or so staff members –
most of whom are full-time – have been with the diner for
more than 10 years.

“I rely heavily on my executive chef and managers, many 
of whom have worked for me since I opened,” Shrybman says.
“We have never underestimated the importance of our staff. A
customer can go anywhere for a club sandwich, but they come
to the Elgin Street Diner because of our servers.”

Shrybman works closely with Rheault on menu ideas.  

“Menu planning and special creation is a collaborative
process always involving both of us,” he says. 

Most menu items have always been created from scratch,
so they strive to buy the freshest, highest quality ingredients,

and work hard to ensure consistency 24 hours a day, week in
and week out.

The theme is casual diner food, but the Elgin Street Diner 
is best known for its 24-hour breakfast (including its famous
pancakes), award-winning poutine (French fries with gravy 
and cheese curds) and award-winning milkshakes made with
French vanilla ice cream and premium flavourings.  Fresh
salads and interesting brunch, lunch and dinner specials – 
such as eggs Benedict or fish and chips – are also a big draw,
along with customer favourites like the Buffalo chicken
sandwich, and the Philly steak sandwich.

Shrybman says the Elgin Street Diner relies heavily on
SYSCO’s produce to achieve its goal of serving food made
from the freshest, highest quality ingredients.

“We have found SYSCO’s produce to be the best available
and consistently of a high quality. Since moving to SYSCO
produce we have reduced our waste, streamlined operations 
by decreasing prep time, and increased our revenues stemming
from the sale of salads and other produce-based menu items,”
he said, adding that the consistently high quality of SYSCO
produce was a major factor in the expansion of the salad
section of the diner’s menu. The leaf crowns, washed and
trimmed romaine, and the 5/6 premium tomatoes have been
particularly strong menu performers, he says.  

“We also find it quite useful to meet with the produce
category managers on a regular basis to discuss new and
improved items. Most recently we tried the organic celery 
and the organic broccoli, both of which exceeded our
expectations,” Shrybman says. 

“My chef and I look forward to SYSCO’s upcoming annual
food show, where we are sure to find new and innovative  
produce items that will help us to further streamline our
kitchen operations and increase our bottom line.”



Distributed by SYSCO Corporation, Toronto, ON, M9B 6J8  ©2005



It’s a common misconception among
consumers that “fresh” means better
taste and higher quality.  In foodservice,
that’s not necessarily the case,
especially with potato products.
Mashed potatoes made from raw
potatoes require high labour and
preparation costs, and vary greatly in
colour, size, yield, texture and taste.

The SYSCO brand of frozen mashed
potato products is carefully processed
to provide exceptional quality,
unbeatable taste, superior yield and
consistent results.  Serving after serving,
they deliver the high performance
features that increase customer
satisfaction and operator profitability.
They’re an incredibly low cost addition
to any plate!

The perfect start to a 
signature menu item.

Because they’re completely prepared
and perfectly delicious from the start,
operators can put their efforts into
creating their own signature touch.
From traditional to trendy, they make
the perfect palette for culinary creations.
Mashed potatoes are so versatile, they
can be the base of a creation with
protein and vegetables stacked on top.
Mashed potatoes are great with
seafood, poultry, beef and pork.
Remember that they work well added

on top as well.  Top off a dish of your
favourite stew with mashed potatoes
and broil for a crispy topping.

Made from scratch so 
operators don’t have to.

There’s no mistaking the taste of
made from scratch mashed potatoes –
rich, creamy texture and full potato
flavour.  It’s a taste consumers know
and love.  

No washing. No peeling. 
No cooking.  No mixing.  

No mashing.  No Problem!

All the labour, trouble and time that
goes into preparing fresh “made from
scratch” mashed potatoes can be saved
by using frozen mashed potatoes.  The
process is identical: the best potatoes
are chosen, cooked just right and then
mashed to the ideal consistency.  With

no washing, no peeling, no mixing 
or mashing required, you will save
valuable time in the back of your
operation with every pouch of 
mashed potatoes you use!  The quick
preparation time is also a plus, when
preparing on demand for hungry
customers!

Fresh frozen for the freshest flavour.

They stay frozen until you’re ready to
use them, safely sealed in foodservice-
size, portion-controlled pouches, so
you just heat the pouch and serve.  
All the freshness and flavour that’s 
been frozen in time, with our quick
freezing process, is ready to serve
straight from the pouch. You get the
same consistently good flavour and
texture, pouch after pouch, serving 
after serving.  

Choose from a full line of 
different and distinctive varieties.

From the basics in our lightly
seasoned mashed potato goodness to
creamy enriched redskin and garlic
redskin varieties, there’s one right for
every operation, every menu.

So sell the faster and easier way for
your customers to whip up Mashed
Potato profits with the full line of
SYSCO brand Mashed Potatoes.

Contributed by Lamb Weston Inc.
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Take a Fresh Look at 
Frozen Mashed Potatoes

All the preparation, time and labour 
it takes to make mashed potatoes 

from scratch or dehydrated flakes is
already done. Your customer just
heats and serves real, homemade
mashed potato taste and texture – 

straight from the pouch.

You’ll find 
varieties to match 

every menu, from the 
basics in mashed 

potato goodness to 
creamy, enriched varieties, 

to the premium appeal 
of natural Redskin.



Ceramic tiles are a common flooring material found 
in a variety of settings and facilities, including hospitals,

food service operations and institutional buildings.

Ceramic tiles are generally divided into two types: unglazed and glazed
and exhibit the versatility of colours and sizes, ranging from the simplest
terra cotta tiles to individually decorated tiles and elaborately patterned
floor tiles.  Apart from being attractive in appearance and readily procurable,
their widespread use may be attributed to the fact that they are very durable,
long-lasting and essentially a practical, low-maintenance flooring material.  

Quarry tile is the most basic type of ceramic floor tile and is especially
well suited for use in such areas as entryways, bathrooms, kitchens,

hallways, and in environments where high traffic and exposure to water and
dirt might make other materials less practical.  For this reason, its presence
is apparent in over 85% of all commercial kitchens in the foodservice and
lodging industry today. It is the material of choice by most operators not

only for it’s durability
but also for it’s

resistance to food acids
and ability to retain

traction. At the same time
however, because of their

porous nature, they are more
likely to get dirty and stained in

such settings. Heavy traffic areas and
areas where oil, fat and grease stains
occur increase the probability of slippery
and damaged tiles and pose a greater risk
to slips and falls.  

Quarry tiles are made from a mixture
of clay and although they may be coated
with a sealer to make them less porous
and easier to clean, they are typically left
unglazed. Once all the appropriate
measures are taken and the foundation of
the floor has been placed, adhesives and
grouts are used to link each tile to one
another for the finished product. When
not cared for properly, it is often the
grout lines that pose the greatest threat to
work place safety and heavy repair costs.
Improper floor cleaning procedures may
allow grease and other kitchen floor soils
such as fats, proteins, and calcium to
build up over time and form grease banks
which then change the texture of the tiles
and the condition and colour of the
grout lines. The wetting and mopping of
the grease banks merely spreads grease
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Wash’n Walk 
no-rinse floor cleaning 
attacks the grease that 

causes slippery floors without
“etching” or damaging 
quarry tile and grout.

QuarryTile 
an old favourite 

that still 
needs care.
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Week 0 

Dark Grout
Lines

=
Grease 

Bank Full

Week 1-3 

Spotty Grout
Lines

=
Grease Bank
Half Empty

Week 3-6 

Original Grout
Colour

=
Grease 

Bank Empty

No Grease Banks  =  Safer Floors

Grease Banks
Packed-in grease and soil build up over time, creating “grease banks”

Wetting and squeegeeing grease banks spreads grease onto the tile - Creates slippery floors
Enzymes break down the grease bank - Attacks the deep-down cause of slipperiness

onto the tiles, creating slippery floors and causing a major 
work hazard.

Preserving quarry tiles requires careful day-to-day
maintenance. It is important to start out with using gentle,
non-abrasive methods and materials to clean them, and,
in some instances, using an appropriate coating or
impregnator to reduce the porosity or water absorption of
the tile surface, and provide some protection for the tile
(and the grout) against staining.  Abrasive cleaners can
wear away the protective surface and some acid-based
cleaners can damage the complex silicates in a glaze on
tiles. Wetting the ceramic tile prior to cleaning is a good
policy to observe with all cleaners.  The water saturates the
porous tile and prevents chemicals or other cleaning
agents from penetrating into the tile body.  

Many manufacturers have made several attempts to
provide quarry tile solutions that would remove grease
build-up. Today there are numerous solutions to masking
the grease problem for short periods of time.  Temporary
solutions such as floor etching roughen the surface of the
floor tiles and increases friction by essentially scrubbing a
layer off the floor’s surface. No one product has been
successful at attacking the root of the problem; grease.
Until now.

Operators finally have a solution that combats the main
cause of slippery floors in busy, high-traffic areas such as
restaurant kitchens; Keystone Wash ‘n Walk™ no-rinse
floor cleaner. Keystone Wash ‘n Walk™ is the newest
breakthrough in floor cleaning chemistry.  The product
reduces friction by attacking grease and not the tile which
eliminates the deep-down cause of slippery floors.  The
secret to this patent-pending, breakthrough technology is
that it uses enzymes along with traditional cleaning agents
to break down all types of soils without the need to rinse
off the product.  The key is to thoroughly wash the floor,
and then leave the cleaner on the floor to continue
working on the tiles and grout lines. By not rinsing the
product off, the enzymes continue working after each
application, breaking down the layers of grease which
have accumulated over time.  Let’s face it; cleaning the
floor is not the most desirable way for employees to 
spend their work day.  This product will reduce the time
spent cleaning and will make the entire process more
efficient and effective.

How No-Rinse formula works:
Enzymes work during and after each
application
Enzymes work extra in low areas where
needed, exactly where soil builds up
No-Rinse is a critical part of the product
performance

Grease Banks

Extra Wash ‘n Walk™ Cleaner

Grout Tile

Contributed by Ecolab Inc.

Extra Wash ‘n Walk™ Cleaner
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The event covered all aspects of foodservice, from
growing to marketing, and showcased the endless
opportunities available in farming, manufacturing,
distributing, operations and more. Held at the Toronto
Congress Centre, Field to Fork was presented by the
Toronto branch of the Canadian Association of
Foodservice Professionals (CAFP), the Canadian Meat
Council and the Greater Toronto Area School Boards.

Cathy Ralston, Assistant Professor at the University of

By Mary Gordon

Meeting that challenge is the goal of Field to Fork, a
project designed to teach students about career choices in
the foodservice sector. At an event in Toronto in October,
Field to Fork brought that message to 1,000 Toronto high
school students and faculty during day-long events that
included speakers, an overview of the industry, question
and answer sessions and presentations on different aspects
of foodservice. Students could also visit different career
booths and explore the trade show.

“There’s more to foodservice ...        

Even young people who are already considering 

a career in foodservice often lack information 

about industry opportunities. There is a popular

misconception that a career in foodservice means

waiting tables, or late shifts behind the bar. In order

to continue to bring bright young people into the

industry, it’s vital to educate them about the

wealth of fulfilling and interesting career options 

in foodservice. 



Guelph’s School of Hotel & Food Administration, is faculty advisor for
Guelph’s junior CAFP branch, which holds meetings about once a month
and organizes foodservice-related tours for student members.

“They’re as varied as you want them to be,” Ralston says of career
opportunities in foodservice. The students in the Guelph program tend to
be aware of what’s available in the industry, she says.

“Our program is bachelor of commerce in either hotel administration or
tourism management, so they know what they’re getting into,” she says.
But a lot of young people still don’t see foodservice as a career.

“A lot people don’t see anything past entry-level jobs,” Ralston says.
That, she says, is what the Field to Fork event was all about. “There’s more
to foodservice than flipping burgers and slinging hash and busing tables.”

Information about the scope of foodservice careers needs to be brought
to the broader public, but especially to young people who may already
have an interest in the sector.

Dan Reeves, coordinator of industry training at Humber College School
of Hospitality, Recreation & Tourism and faculty liaison for Humber’s
junior CAFP branch, says many students in the hospitality program
already have some industry experience, but may not be aware of broader
career options.

“A lot of our students will work in a restaurant, say for a summer, and
find out that they really enjoy it,” he says. “If they’ve already had service
experience, or if they’ve already had bartending experience, we certainly
hope that that’s not where they picture themselves for the rest of their

careers. We want them to look a little
bit higher than that.”

He also wants them to be aware 
of broader career options available
beyond the classic restaurant setting,
such as opportunities with suppliers,
distributors, institutions, hospitals,
dietary foodservice and other 
food-related businesses.

“The whole mandate of CAFP is
one of education,” Reeves says. “Most
of our students are drawn from first
year classes, so they haven’t got to
the point yet where they understand
the full dimensions of the industry.”

On challenge is dealing with
negative – and inaccurate – perceptions
about careers in foodservice.

“A lot of people think working at a
restaurant or working at a fast food chain
is a really demeaning experience. It can be
a very, very enjoyable and rewarding career 
if you want to pursue it,” Reeves says. “I
read a stat recently where one third of
Americans will work at McDonalds at
some point in their lives. McDonalds 
has one of the best training programs 
in the country. Sure there are the student
jobs, but there’s also managerial and
administration and so on. And those 
jobs are on par with other sector jobs.”

Independent and entrepreneurial people
can also thrive in foodservice.

“A lot of the operations are small, and
this is an industry that opens up a lot of
opportunities for setting up your own
business,” Reeves said. “For those entrepre-
neurial and free spirits, it’s probably one
of the easiest fields where they can set up a
bed and breakfast or some type of catering
company. I think there’s much more
opportunity than in other areas to start
something on your own.”
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          ...than flipping burgers and slinging hash and busing tables.”
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Contributed by Tepper Kalmar Associates, Operational
Consulting and Training for the Foodservice Industry,

Emeryville, CA. For further information,
call 510-655-0936 or visit us on the web 

at www.restaurantprofitmakers.com  

We welcome Canadian inquiries. Barry Tepper and Frank Kalmar

An average restaurant spends about
1% of its sales on small equipment 
and tabletop replacements every year.
As a rule of thumb it is a good idea to
maintain an inventory of about three
times the number of place settings in
the dining room. Most operators 
would like very much to reduce that
expense and the favourite technique 
is “procrastination”. By deferring the
purchases of needed tabletop
replacements while it appears that 
we are doing a better job of hanging 
on to our money and improving our
bottom lines – this is not the case.

There are at least three very good
reasons for building and maintaining
adequate inventories of high use
tabletop items:

1. We reduce the rates 
of loss and breakage

Low inventories of china, glassware
and flatware put pressure on service
personnel to hurry the recycling
process. This usually results in rough
handling of china and glassware and
loss of flatware to the garbage cans. In
addition to the rough handling of china
and glassware there is also the issue 
of thermal shock. When china and
glassware hot from the dishwasher 
are not given adequate cooling time,
contact with ice or cold food 
frequently causes cracking.

2. We can save on labour 
and energy costs

Dishwashing systems are intended to
run at high efficiency with full loads

and full crews. When there are not
enough dirty dishes to warrant a full
dish crew, which is fairly common
during breakfast, the dishwashing
process becomes very inefficient. With
adequate inventories, scraping, rinsing
and stacking or soaking is a better
alternative. It is more efficient to bring
the crew in later and wash the dishes
when there is enough work to justify 
a full crew.

3. We ensure safe and sanitary
food contact surfaces

By allowing time for careful
inspection and thorough sanitizing
which includes time for air drying we
do a better job of protecting our
customers and employees from the
hazards of food borne illness. Adequate
inventories make this possible.

A restaurant doing sales of
$1,000,000 per year typically spends
$10,000 on annual replacement costs.
Why not spend it up front, build the
inventories to adequate levels and
watch efficiency improve and
replacement, labour and energy 
costs decrease?

Adequate Serviceware
Inventories: 

The Key to Efficiency



With the holiday season 

fast approaching, these

delicious main course 

ideas will satisfy even the

fussiest of customers. 

Your patrons will surely

enjoy Asian Beef with

Capellini Pasta, Beef

Roulade with Fresh Herbs

on Greens, Macaroni and

Salmon Casserole and

Tilapia Parmesano.  Let

these great recipes be 

a part of an exciting 

festive menu.
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AsianBeef withCapellini Pasta
Recipe courtesy of the Beef Information Centre

Serves 10

INGREDIENTS METRIC IMPERIAL
Top Sirloin cut in strips across the grain 1.2 kg 2 lb 10 oz
Marinade:
Vegetable oil 45 mL 3 Tbsp
Crushed black peppercorns 15 g 1/2 oz
Mild chili powder 20 g 3/4 oz
Szechuan powder (optional) 15 g 1/2 oz
Dry sherry 45 mL 3 Tbsp
Each: chopped garlic, ginger, basil 10 g 1/4 oz
Cappelini pasta 900 g 2 lb 
Turmeric 5 mL 1 tsp
Salt and pepper, to taste
Vegetable oil, divided 20 mL 1 1/2 Tbsp
Julienned red pepper 200 g 7 oz
Julienned green pepper 100 g 3.5 oz
Julienned Bermuda onion 50 g 1.5 oz
Sliced mushrooms 50 g 1.5 oz
Toasted sesame seeds 10 g 1/4 oz
Garnish:
Sesame seeds 10 mL 2 tsp
Each: julienned red pepper and green onion 20 g 3/4 oz
Sun-dried tomatoes 20 g 3/4 oz
Bocconcini cheese (optional) 20 slices 20 slices
Basil 10 sprigs 10 sprigs

METHOD
• In a stainless steel bowl, combine the marinade ingredients and mix

thoroughly. Add the beef strips, tossing well to coat the meat. 
Marinate in the refrigerator for a minimum of 3 hours.

• Bring a large pot of water, with turmeric added, to a boil. 
Add the pasta and boil for 5 to 7 minutes or until done to your preference.

• Drain the pasta and season with salt and pepper.
• Heat a wok or large frying pan and add 15 mL of oil.
• Add the beef and sauté. Remove and hold.
• Heat 5 mL of oil in pan and add the peppers, onions, mushrooms and sesame

seeds. Stir fry and season to taste. Add beef back in and remove from heat.
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ASSEMBLY/
PRESENTATION

• Place pasta in a
serving bowl or
on individual
plates.

• Top with beef
mixture and
garnish each
plate with
some of 
the sesame
seeds, red
pepper, onion,
sun-dried
tomatoes, and
bocconcini
cheese.

• Garnish with
basil sprigs.



Beef Roulade
WITH FRESH HERBS ON GREENS

Recipe courtesy of the Beef Information Centre
Serves 10

INGREDIENTS METRIC IMPERIAL

2 cuts of inside round
(alternatives, sirloin tip or top sirloin) 900 g 2 lb
Garlic cloves 5 5
Medium onion 1 1
Chopped parsley 250 mL 1 cup
Fresh thyme 5 mL 1 tsp
Fresh basil 5 mL 1 tsp
French mustard 60 g 2 oz
Slices of white bread with crusts removed 6 6
Liquid seasoning 25 mL 2 Tbsp
Salt and pepper to taste
Butter or oil 60 mL 2 oz
Assorted salad greens and garnishes 900 g 2 lb
Favourite salad dressing 300 mL 10 oz

METHOD 
• Flatten beef to 1 cm (1/2”) thickness.
• Prepare a paste of the garlic, onion, herbs, mustard, bread, and liquid

seasonings in food processor.
• Place beef on saran wrap and spread with paste.
• Roll the beef in saran wrap and then wrap in tin foil.
• Place in 95OC (200OF) oven and cook until roulade reaches a temperature 

of 60OC (1400F).
• Let cooked beef rest, refrigerate, for 1 1/2 hours, remove wraps, grill in butter 

or oil and let rest again.
• Slice thinly and place on salad greens for presentation.
• Roulade can also be served hot with garnishes or cold on a buffet or sandwich.

S Y S C O To d a y   -   N o v e m b e r  2 0 0 5 2 3



Macaroni and SalmonCasserole
Recipe courtesy of High Liner Foods

Serves 12

INGREDIENTS METRIC IMPERIAL

Salmon fillets 15 - 85 g portions 15 - 3 oz portions
Butter 75 mL 1/3 cup
Onions, chopped 3 3
Sliced mushrooms (500 g/18 oz) 1.5 L 6 cups
Red peppers, cored and diced 2 2
All-purpose flour 75 mL 1/3 cup
Salt 15 mL 1 Tbsp
Freshly ground black pepper 5 mL 1 tsp
Milk 3 L 12 cups
Elbow macaroni, uncooked (675 g/24 oz) 1.5 L 6 cups
Prepared pesto 175 mL 3/4 cup
Grated parmesan cheese 375 mL 1 1/2 cups

METHOD
• Melt butter in large pot over medium heat. Add onions, mushrooms 

and peppers; cook, stirring frequently, about 8 minutes or until softened.

• Sprinkle in flour, salt and pepper; cook, stirring frequently for 1 minute.

• Stir in milk and bring to a boil.

• Add macaroni, bring to a boil, reduce heat and cover. Simmer, stirring
frequently for 10 minutes or until pasta is tender.

• Cut salmon into small cubes; add to pasta. Cook uncovered for 5
minutes or until salmon flakes easily with a fork.

• Stir in pesto; sprinkle with parmesan. Remove from heat and let stand 
5 minutes before serving.

Yield: 6 L (24 cups)
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Tilapia Parmesano
Recipe courtesy of High Liner Foods

Serves 12

INGREDIENTS METRIC IMPERIAL

Tilapia fillets, thawed  12 - 142 g portions 12 - 5 oz portions

Vegetable bouillon cubes, crumbled 2 2

Boiling water 250 mL 1 cup

Dry white wine 125 mL 1/2 cup

Italian-style dry bread crumbs 500 mL 2 cups

Melted butter 125 mL 1/2 cup

Egg yolks 4 4

Green onions, thinly sliced 2 2

Grated parmesan cheese 175 mL 3/4 cup

METHOD
• Place tilapia fillets in a single layer in a large shallow baking pan. 

• Dissolve vegetable bouillon cubes in boiling water; add wine. 
Pour mixture over fillets.

• Combine bread crumbs and butter. Add egg yolks and green onion,
stirring until well blended.

• Spread crumb mixture over fillets. Sprinkle evenly with parmesan
cheese.

• Bake uncovered at 190° C (375° F) for 20 minutes, or until topping 
is golden and fish flakes easily with a fork.
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By Patricia Nicholson

Restaurants, and the people who work in them, are
integral parts of the communities where they’re located,
so it’s only natural for them to want to give something
back to the neighbourhoods that support them. 

Everyone from the CEO to the busperson has a role 
to play in supporting the community – whether that
community is defined as the little league team down the
block, or as the thousands of people affected by a natural
disaster. Big companies are more likely to have the
resources to write big cheques, but staff members show
big hearts by organizing fundraisers, by volunteering to
coach local kids’ teams, or by donating their culinary or
service skills at a homeless shelter.

The devastation created by this years hurricane season
has brought out the giving spirit of people in foodservice.
More than 17,000 restaurants took part in the National
Restaurant Association’s Dine for America event on
October 5. By hosting events on this day, these businesses
not only participated in the huge fundraising effort, but
also gave their customers the opportunity to help merely
by dining out on that day. Foodservice businesses from
quickserve to white linen participated in the big day by
hosting events, or by donating all or a portion of the day’s
sales or profits. Individual employees pitched in, too,
either by volunteering to work on the big day, or by
donating a portion of their tips from that day.

Other foodservice businesses are also pitching in to

help. For example, Wing’s Food Products is donating $2
for every case of Grange and McCaul N’awlins Creole
Sauce the company sells from September through
November 2005. 

But it doesn’t take a disaster to convince people in
foodservice to pitch in. For the past 22 years, Canadian
foodservice and hospitality businesses have been raising
funds through the non-profit organization Friends of 
We Care.

“The sole focus is to generate funds to assist in sending
Easter Seals kids to their summer camping programs
across Canada,” said executive director Kevin Collins.

Friends of We Care’s logo is a child holding three heart-
shaped balloons.

“It’s probably the best representation of what we do,”
Collins said. “The three balloons represent the manufac-
turers of our industry, the distributors, and the operators
coming together as one to help the kids.”

The organization uses a number of avenues to generate
funds. 

“First and foremost we have what we call a major
sponsor,” Collins said. “They pay an annual fee to become
a member of Friends of We Care. That enables them to get
on our Web site, our letterhead, any promotional material
that we create. At any of our special events that we do, the
major sponsors are recognized. 
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Making 
a Difference
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Individual businesses also make great contributions to
their own local communities. The Courtyard Restaurant 
in Ottawa is locally owned and operated, and takes pride
in its role in the community. The restaurant not only
supports charities such as Boys and Girls Clubs, but is also
a keen participant in events, such as the annual Bon
Appetit fundraiser. Now in its 10th year, Bon Appetit raises
about $100,000 for charities every year. The funds usually
go to smaller charities that may not have the resources for
major fundraising efforts, and often targets poverty, food
relief and senior citizens. 

Although about 80 restaurants and wineries participate
in Bon Appetit, Courtyard Restaurant owner Phil
Waserman says the industry could be more active. It’s not
hard to get restaurants to provide a gift certificate or make
a donation, but it’s tougher to get people to get active in
the community.

“It’s good for the industry to be out there,” he said. 
“I don’t think enough restaurants participate.”

Those special events are the
other way Friends of We Care
generates funds. The organi-
zation administers about a
dozen such events, and
sponsors hold their own
third-party events as 

well, which range from
dress-down days to 
golf tournaments 
to walk-a-thons.

“There’s a number of
things they do internally to generate funds for Friends of
We Care,” Collins says. Many food service companies are
definitely huge supporters of us through food shows and
various events throughout the year.

He added that Friends of We Care is very aware that
there are a number of very worthy causes, but that 
the organization is has a special place in foodservice
philanthropy. “We target solely within the industry and
their partners, and focus on generating funds within.”

SYSCO Canada proudly launches Festive Season iCare-Safe Way HomeTM program, in partnership with TaxiMiles®,
the Canadian Foodservice and Hospitality industry’s most innovative responsible use program.

TaxiMiles® is Canada’s leading social responsibility company, whose original and unique currency 
promotes taxi use across the country to further reduce the opportunity for drinking and driving 

while increasing road safety. TaxiMiles® currency is accepted in most cities and towns across the country.

Save lives this holiday season.
For further information please visit our site at www.taximiles.com or ask your SYSCO representative.



Canada’s favourite fast food just got a whole lot betterCanada’s favourite fast food just got a whole lot better

Block & Barrel Creates A Superior Chicken Hotdog

Better Product

Better Profit

hether you call them hotdogs, franks or wieners, it’s a fact – Canadians love them.

Garnished with mustard, ketchup, relish, cheese or eaten just plain, they are one

of the fastest, most satisfying and best-selling on-the-go meals. Every day Canadians

devour them by the thousands – on the street, at convenience stores, gas bars, ballparks,

hockey arenas and golf courses. 

Until now, however, there’s been a limited choice of product. Beef, pork and mixed

protein were the options. If your customer didn’t eat meat, veggie products were

sometimes offered. What was missing from the market was a high quality chicken wiener. 

That’s why Block & Barrel set itself the challenge of developing a truly satisfying

chicken hotdog. Their new 7", 5/pound chicken hotdog is a new way to taste an old

favourite. It’s crafted with care from 100% chicken breast and leg meat. Mildly seasoned,

it’s appealing and satisfying to all tastes.

Unlike other chicken hotdogs, this product is tender and juicy with the taste and

eye appeal of beef and mixed protein franks but with a lot less fat – ideal for health-

conscious customers. It’s a natural with the condiments and garnishes customers love

to enjoy. By offering a chicken wiener, you’re expanding the market for this 

Canadian favourite.

Block & Barrel also kept the demands of the food

service industry front and centre in creating its new

product. Product quality and profit potential were major

factors in the development process. These wieners are

manufactured in HAACP certified plants with zero

pollutants by an industry leader in animal welfare

and food safety. The highest standards are used in

product tracking to ensure customer safety and your

peace of mind.

Equally important, these new chicken wieners not 

only have superior taste, they hold longer on the grill,

roller grill or steam table. This means less waste,

more satisfied customers and better profits 

for food service customers. 

All this adds up to a new product that 

meets a market demand for premium 

quality, superior performance and 

competitive pricing.
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