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Order Code Product Description Pack Size

6529685 Portico Prime Cold Smoked Atlantic Choice Salmon 5 x 1kg per master

6530107 Portico Prime Cold Smoked Atlantic Salmon 5 x 1kg per master

6529590 Portico Bounty Cold Smoked Atlantic Salmon 10 x 454g per master

Portico Prime Cold Smoked Atlantic salmon 
is lightly smoked to retain its delicate taste and 
smooth, buttery, melt-in-your mouth texture.

This pink, translucent salmon 
is truly a world-class delicacy.

Introducing Portico Prime
Cold Smoked Atlantic Salmon
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By Patricia Nicholson

The busy festive season provides restaurateurs with opportunities to impress
diners with good times and great food. Some careful planning can ensure your
menu celebrates the season while sidestepping the traditional challenges of
holiday service.

Quality is the most important element for special occasions, says Dominique
Dien, Corporate Chef for Sysco Vancouver. For events such as New Year’s Eve,

FestiveFare
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Holiday
Menus that
Delight your
Guests and
Keep Service
Humming
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guests are often paying a premium
just because of the date: restaurants
can charge considerably more for
New Year’s dinner menus than for
everyday fare. Make sure that
premium is reflected in a celebratory
menu, Dien says. Serve something
special to heighten the occasion: this
is the time to provide little
indulgences such as duck liver or a
dollop of caviar.

High quality, festive touches, and a
fresh approach to a special occasion
meal can be an exciting change for
guests. Try serving duck instead of
turkey, or move toward high-end
entrées that lend a sense of occasion
to the meal. One of Dien’s favourites
is a pinwheel of beef tenderloin with
smoked salmon or prosciutto.
Salmon Wellington is an excellent
choice for those who do not eat
meat.

Dessert is the place to return to
tradition, with familiar favourites
such as chocolate mousse and tarte
tatin. Crème brûlée with fresh pears
or oranges is a perfect choice for a
winter celebration.

This is the time of year when many restaurants can
expect larger groups than usual, and of course more
parties. Dien notes that there is a limit to the number of
people for whom you can provide table service without
sacrificing quality of food and service. For parties larger
than 35 to 40 people, consider a buffet, especially if
your restaurant is not well equipped to serve dozens of
people simultaneously: plating 50 or 100 meals at the
same time is a major challenge.

For smaller groups of 15 to 30, Dien recommends
seating guests at tables of eight with slightly staggered
service: serving one table at a time. Trying to serve
more than eight people at the same time can result in
delays and cold food, he says. However, he stresses that
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A Touch 
of Festive Spirit

To hit just the right note with your holiday décor, take 
your cues from some of the trends listed below. Taking a

monochrome approach - using a single colour as the key
element - is a sophisticated tree-trimming trend this year. 

White Christmas
Elegant white decorations, from frosted glass ice crystals 

to filigree birds, are simple and stylish. In combination with
luxurious pale tones of silver, gold, gray or champagne, 

white makes a chic statement this season.

Seeing Red
The traditional colour of the holidays is as popular as ever,

with fresh shades providing a modern twist on this classic.
Look for berry tones, from pinks through to rich purples.

Coffee and Chocolate
Some Christmas trees may look good enough to eat this

year, with baubles in tones of coffee and chocolate, as well 
as ornaments designed to look like chocolate. Combining

chocolate tones with cool colours such as aqua blue 
or white adds warmth and up-to-the-minute style.

it’s important to let customers know that everyone will
not be served simultaneously, so that they can plan for
things like speeches and toasts.

A set menu is the best approach for this type of event,
Dien says. Think about dishes that can be largely
prepared in advance, but that also capture some of the
warmth of the holidays. A soup with seasonal appeal is
a good choice, such as carrot and ginger soup served
with deep-fried leeks. That can be followed with
something that has relatively simple plating, such as
winter greens with goat cheese in phyllo pastry, with a
walnut dressing.

Make things a little simpler in the kitchen by
considering service and timing when preparing side
dishes. For example, if planning to serve sweet
potatoes or parsnips, serve them mashed so that they
stay warm a little longer while serving. Tomatoes
Provencal is another side dish that favours simplicity
without sacrificing flavour or quality.

The important thing to remember when planning
holiday menus—no matter what size the group—is to
maintain a festive tone. Veering away from traditional
holiday fare can make a meal seem that much more
special, as long as the menu incorporates a spirit of
celebration.
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By  Michelle Ponto

Gift cards are an easy way to capitalize on the
holiday season while potentially bringing in
new customers in 2009.  In fact, in a research
study conducted by Comdata in 2007, 20% of
gift card recipients said they became loyal
customers after using the card, even though
they had not visited the place before.

Drive up your Holiday Revenue
One of the biggest advantages of gift cards is

how easy they are for driving up revenue.  It
doesn’t matter if you own a chain restaurant, a
white tablecloth venue, or a neighbourhood
coffee shop, gift cards can work to build your
business.
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In addition to being convenient to use, one of
the reasons why gift cards are so profitable is
because the cards are usually placed in the
customer’s wallet.  They work as a memory-
retention tool and are a constant reminder to
the customer that your business exists. 

NEBS Canada has been helping customers
with their gift card solutions for years.  They said
that another way that gift cards can help save
you money is by eliminating the need to refund
cash on the unused balance.  Refunds can be a
problem with paper gift certificates, but with
the cards, the balance is simply held on the card.  

However, balances are usually not a problem.
Statistics show that customers generally spend
60% more than the amount on the card. 

t
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You can use gift cards to bring new and
repeat customers into your restaurant.  The

cards may keep customers coming back to use
them up, but more importantly, since the card

recipient is often different from the card buyer, 
you have the opportunity to build relationships 

with new customers. 

Branding for a Happy Holiday Season
The gift card is more than a piece of plastic.  It does the

work of a business card, a mini-ad, a promotion, and a
constant reminder – all while being a thoughtful gift for
the customer.  Because the card can do all these things,
it’s important to brand the card to represent your venue.  

Branding can be as simple as your logo and the
denomination amount.  It also can be customized to
match the season with a message such as “Happy
Holidays” or a few snowflakes to represent the winter
months.  

For more generic/year long branding ideas, consider
incorporating an image that represents your business.
For example, if you specialize in steaks, have the card
show a mouthwatering steak on a plate.  If great desserts
are what your customers know you for, then show a slice
of cake.  

Keep in mind that the card is more than a gift card.  It’s
a way to advertise, and a way to tempt customers to visit
you every time they open their wallets.

But after the holidays, you don’t have to put your 
gift cards away.  The cards can be used in a number 
of innovative ways.  They can be used for promotions, as
employee motivators, sweepstakes and even as customer
loyalty rewards where they earn points to redeem for
food or beverages later. 

The options are limitless and NEBS Business Products
offers a variety of solutions to Sysco iCare customers. To
learn more on how you can implement a gift card
program for the holidays, contact NEBS at 1-800-461-7572
or visit www.nebs.ca.
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Growing in Popularity
The popularity of gift cards has grown by 11 to 15%

annually since 1993.  Just in 2007, the number of people
who used a prepaid gift card reached 45% compared to
only 11% in 2006.

The general public has embraced the trend as they 
are easy to purchase. Depending on the program, it 
gives them flexibility to add the amount that they 
want or purchase preloaded amounts. They are also easy 
to merchandise as they can be displayed beside the 
cash register, mentioned as a reminder in the menu, or
promoted on your website.

But the best part about implementing gift cards is how
easy they are to use.  When a customer presents a gift
card, it is treated much like a credit card. Gift card
transactions are processed in seconds, just like credit
cards or debit cards.  The hassle of paper gift cards is gone.  

They are also more secure than gift certificates.  Cards
can’t be activated until the customer comes into the
venue and if they are lost, the amount left on the card can
easily be suspended.  This makes them a secure choice for
both you and your customers.

Another advantage is that they are trackable.  Logistics
and fulfillment can be controlled from a computer.  This
way you can see exactly how many have been sold, how
many have been used and when they have been used.

Building Repeat Customers 
A little plastic card can go a long way in increasing your

customer base, brand loyalty and repeat visits.

Offer
the Gift of 

Choice
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Order Code Product Description Pack Size

6965372 Imperial South Western Chipotle Barbecue Sauce 2 x 4 L

6965315 Imperial Dijon Barbecue Sauce 2 x 4 L

Distributed by Sysco Corporation, Toronto, Ontario   M9B 6J8    ©2008 

South Western 
Chipotle Barbecue Sauce
Our true taste of Mexico will enhance your
menu, offering the fresh taste of chipotle and
chili peppers with a bit of sweet molasses.

Dijon Barbecue Sauce
Our unique blend of Dijon mustard with 
a hint of smoke flavour will offer your 
customers the taste of France.

South Western Chipotle
and Dijon Barbecue Sauce

Distributed by Sysco Corporation, Toronto, Ontario   M9B 6J8    ©2008 

Order Code Description Pack Size
8699241 Citavo Hot Chocolate 12/907g
8699555 Citavo Hot Chocolate 6x50x28g
6509675 Citavo Hot Chocolate 2x50x28g  

NEW

NEW

To receive your free 
sample, please write to
syscotoday@corp.sysco.ca
and provide your customer
name, number and address.
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Toasting 
the Holidays

Raise a Glass of
Organic Wine this

Festive Season
By Patricia Nicholson

When building a holiday wine list, don’t overlook
one of the growing trends for Canadian wine

drinkers: organic products.

There are several categories of wines that may be
labeled organic. Master sommelier and wine writer John
Szabo notes that there is a big distinction between wine

made from organic grapes, and the much less common
category of organic wine. 

Organic grapes, like other organic produce, are grown
using sustainable methods without chemical pesticides,
synthetic fertilizers or seeds from genetically modified
organisms. 

Organic wines are made using organically grown grapes
that are processed without cross-contamination with non-
organic grapes. Inorganic yeast nutrients are not permitted.
Some regions permit a very small amount of added sulfur
dioxide (a natural stabilizer) from approved sources, while
others do not. 

Naturally

1347.10 - Sysco TODAY Dec08:1134.06 - SYSCO TODAY Sept 2004.qxd 12/10/2008 3:32 PM Page 11



Wines made without any added sulfur tend to be
unstable and oxidize quickly, turning to vinegar, 
Szabo says. 

In Canada, a tiny amount of sulfur dioxide is permissible
in organic winemaking, says Heike Koch of Frogpond
Farms, an organic winery in Niagara-on-the-Lake, Ontario
certified through OCPP Pro-Cert Canada (a national
certification body). 

Frogpond Farms produces organic wines from
organically grown grapes, and has two certifications: one

for the grapes, and one for the winemaking process. 

Szabo says it is difficult to argue that organic wines are
better quality than non-organic: in a blind tasting, even a
master sommelier is unlikely to tell an organically made
wine from a non-organic one.

“It’s more the philosophy behind the winemaking
operation, just as it is with many food products:
stewardship of the planet and keeping the land healthy
for future generations,” he says.

Just as there is a growing demand for organic food
products, there is also an increasing interest in wines
made from organically grown grapes.
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“People are just a little bit
more conscious about where

their products come from” 

“People are just a little bit more conscious about where
their products come from,” Szabo says. “I’ve started
indicating organic wines on various wine lists that I’ve put
together, just to help consumers guide their choices.”

Many restaurants indicate on their menus that they use

locally sourced ingredients, organic produce or naturally
raised meats and poultry, it’s a natural extension to
include such information on your beverage list, Szabo
says.

Including wines made from organically grown grapes
on your wine list is certainly no challenge: you may
already be serving some without making note of it.

“Definitely many more growers are working organically
now,” Szabo says, adding that it isn’t limited to small
vineyards: some large-scale growers, such as Fetzer in
California, now grow exclusively organic grapes. 
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“It’s more the philosophy behind the winemaking
operation, just as it is with many food products:
stewardship of the planet and keeping the land

healthy for future generations,” 

Canada now has several organic vineyards, with more
on the way to becoming organic, and some even moving
toward biodynamic certification – an agriculture method

that goes beyond organic
farming and encourages
self-sustaining ecosystems,
the healing of the earth, 
and embracing a holistic
approach that includes
land, people, plants and
animals as well as the

movements of the
moon, planets and
stars. 

Canada has a fairly
challenging climate
for organic vine-
yards, Szabo says. In
warm, dry areas
such as southern

Europe or Chile, many vineyards are organic almost by
default because the perfect climate makes antifungal
sprays unnecessary. In Canada, however, things are
different.

“You really have to be quite dedicated and believe in it
to work for that certification,” Szabo says.

At Frogpond Farms, some of the primary reasons that
Koch and her husband Jens Gemmrich chose organic
farming were personal.

“We have our vineyard right behind where we live,” she
says. “We have children playing out there.”

In addition to not wanting her family’s backyard
sprayed with chemicals, she also embraces the
philosophy of organic farming.

“I wouldn’t be farming if I couldn’t do it organically. I just
think the approach is different,” she says. “We try to do it in
a way that treads lightly on the earth with little impact on
the environment.”

Frogpond Farms embraces a natural philosophy of
winemaking as well. Instead of manipulating the wine to
achieve a consistent flavour every year, the winery lets the
life of the vineyard reveal itself in the bottle.

“Every year is different so every year we have a different
wine,” Koch says. “For us it’s okay if every vintage tastes
different depending on the weather and on the growing
conditions the plants had that year.”

That spirit of winemaking makes organic wines a 
particularly suitable choice for holiday toasts: just as every
year and every holiday season is celebrated slightly
differently but with the same underlying spirit, it’s fitting
to serve a wine that varies the same way.
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Flaxseeds for a Healthier        H

By Michelle Ponto

With so many tempting foods this holiday
season, it’s easy to forget about eating healthy.
But while many of us may wait until January
before we begin counting our calories again,
there is no reason why we can’t start incorpo-
rating flaxseed into our diet now.  It’s easy, and it’s
good for you.

Health Benefits of Flaxseed
Nobody is sure when people first started eating

flaxseed, but we do know that it has been in diets
for more than 4,000 years.  Even back in days of
Hippocrates, the seed was consumed for its
powerful health benefits.  Today, flaxseed and
flaxseed oil are making a comeback with
nutritionists and the health conscious public.

The seed is filled with most of the B vitamins,
magnesium and manganese, but that’s not all.
Research has shown that flaxseed is also high in
alpha-linolenic acid which converts into Omega-
3 fatty acids. Omega-3s are good fats that are
generally found in salmon, other coldwater fish
and walnuts. Researchers believe that Omega-3s
can help lower cholesterol, stabilize blood sugar
and lower the risk of breast, prostate and colon
cancers.  

In addition to these health benefits, Omega-3s also
have antioxidant and anti-inflammation properties.

While they are still conducing tests, early lab results
have shown that flaxseed may be effective in
reducing the inflammation of arthritis, as well as the
inflammation that accompanies certain illnesses
such as Parkinson’s disease and asthma.

Good for Your Heart
Lower cholesterol is only one of the ways flaxseed

helps the heart.  It may also help with angina (chest
pain) and high blood pressure.

Studies have found that flaxseed may be useful in
preventing a second heart attack and also showed that it

may help prevent elevated blood pressure by inhibiting
inflammatory reactions that cause poor circulation and
artery hardening plaque.

Fibre, Fibre and More Fibre
Canadians tend to not get enough fibre in their diets

and flaxseed may be able to help remedy this problem.

Flaxseed is high in soluble and insoluble fibre.  It packs
a whopping three grams of fibre per tablespoon. One of
the benefits of soluble fibre is that it helps with the
passage of waste through the digestive system.

This means that a diet consisting of flaxseed can help
relieve constipation and hemorrhoids. 

Ground Flaxseed and Flaxseed Oil
Flaxseed is available both in its seed state and pressed

into an oil.  Both are easy to use and can easily be

healthwise
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       Holiday Season
incorporated into your menu planning.  

Liquid flaxseed can be mixed into oil and vinegar salad
dressings and other oil based recipes.  But don’t cook with
it.  Heating up the oil will delete its nutrient content.

Ground flaxseeds can be used just about anywhere.
The simplest way to use them is to sprinkle them over
salads, cooked vegetables or cereals. You can also add
them to recipes where you would normally add bran or
breadcrumbs including meatloaf and meatballs.

Flaxseed’s nutty taste also makes a great addition to
pancakes, muffins and cookie batter.

While whole flaxseed is available, it is recommended
that you grind it before it’s used.  This is because whole
seeds tend to pass through the body without releasing
their Omega-3 properties, which defeats the purpose of
consuming it.  It is also recommended to buy whole
flaxseed or ground flaxseed in vacuum-packed bags.  

Whole seeds will last 10-12 months while ground flax
has a shelf life of four months.  

Promoting Good Health for the Holidays
A little flaxseed promotion goes a long way when it

comes to menu offerings, and most of the work has
already been done for you.  

With flaxseed being a hot topic in the news, health and
wellness magazines, and everyday living publications,
customers are already becoming aware of the healthy
benefits of the seed.  

But even though some consumer education has

already taken place, promoting that you
have flaxseed on the menu can really
help drive your sales and increase your
profits.  

An easy way to show-off your new
healthy additions, is to add a “good for
you” icon beside the flaxseed menu items.
Another idea is to rename certain items
to reflect their new health-enhanced
properties.  

For example, pancakes with flaxseed
could be called “High Fibre California-
style Pancakes.” Combination meals 
that include egg white omelettes and
flaxseed pancakes could be called
“Heart Smart Daystarter”.  A healthy
name like “Omega-3 Power Muffin”
could also be used to promote
flaxseed muffins.

One last way to spread the word to
your wait staff and your customers
about your new flaxseed offerings is
to create a special promotion to
launch the items.  A “Healthy for
the Holidays” menu insert or a
simple chalkboard promotion is
an inexpensive way to promote
good health and good taste.

No matter how you decide to
spread the word about the benefits 
of flaxseed, incorporating the
powerful Omega-3 seed into
your menu will help keep your
customers healthy and full 
of fibre this holiday season.

Did you 
know?

The recommended 
daily amount of flaxseed 

is approximately 1-2
tablespoons of ground
flaxseed or 1 teaspoon 

of flaxseed oil. 
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WeTurn the 

Spotlight on...

profile

Kelly Shabatowski 
Marketing Associate, Sysco Regina

ST - What is your tenure 
with the Company?

I have been with Sysco Regina for 2
years.  I began my career with Sysco 
as an Assistant Marketing Associate
and held that position for six months
before being promoted to Marketing
Associate.

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

I worked in a kitchen for years 
before working for Sysco.  This has
definitely  helped me adapt to all of 
my customers needs.  Having culinary
experience, knowing the products 
and terminology has given me the
opportunity to really help solve
problems. 

ST - Describe the account
composition of your
territory?

My territory is very diverse and
consists of a variety of different
accounts including Fine Dining
Restaurants, Championship Golf
Courses, Resorts, Hotels, Schools and

Truck Stops.  My accounts are located
across Northern Central Saskatchewan
in the beautiful Lakeland region.  I
travel through many different
communities from Shell Lake to Prince
Albert National Park.

ST - What do you like best
about Sysco Brand?

The thing I like best about Sysco
Brand is the quality and consistency 
of our products compared to other
brands on the market.   

ST - Describe how you have
helped customers solve
problems.

As every one of my customers 
is different, the one common
denominator is definitely the skilled
labour shortage across our province.
Being able to show them value 
added items that can save hours of
preparation time, has helped my
customers succeed.

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

The most rewarding aspect of 
being a Marketing Associate is the
relationships I have developed with 
my customers and peers.  It is also 

very rewarding to see positive results
from a collaborative effort whether it
be a great business review, menu
consulting, or finding a product that is
a perfect fit. It is nice to be seen as a
consultant with a great deal of
knowledge and experience rather than
just another sales person knocking on
the back door.

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

Not being consistent is the most
common mistake I see.  Operators
must make sure that a plate that 
goes out to the customer is the same
every time no matter who is cooking 
in the kitchen.  This will ensure that
customers know what to expect.

Standardized portioning is also very
important so food costs are controlled.

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

The best part about working for
Sysco Regina is working together with
all of the other departments to achieve
our ultimate goal.
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mijote ?

Qu’est-ce qui
mijote ?

Indulge your customers

with these festive

choices. Try Best Ever

Fiesta Turkey Chili, Hot

Turkey Knife and Fork

Sandwich, Warm

Harvest Cranberry Dip

and Barbecue Chicken

Caesar Salad. These

mouthwatering recipes

will leave your

customers full of 

festive cheer this

holiday season.

S y s c o  T O D A Y -   D e c e m b e r  2 0 0 8 1 5

1347.10 - Sysco TODAY Dec08:1134.06 - SYSCO TODAY Sept 2004.qxd 12/10/2008 3:33 PM Page 17



Best Ever Fiesta Turkey Chili
Recipe courtesy of Turkey Farmers of Ontario

Serves 12

INGREDIENTS METRIC IMPERIAL

Olive oil 45 mL     3 Tbsp
Onion, diced 1 1
Celery, diced 6 stalks 6 stalks
Garlic, minced 15 mL 1 Tbsp
Chili powder 89 mL 6 Tbsp
Ground cumin, dried oregano, dried basil 10 mL each 2 tsp each
Cayenne pepper 2 mL 1/2 tsp
Bay leaf 1 1
Jalapeno pepper, diced (optional) 1 1
Ground turkey 680 g 1 1/2 lbs
Roasted red peppers, chopped 500 mL 2 cups
Black beans, drained and rinsed 500 mL 2 cups
Red kidney beans, drained and rinsed 500 mL 2 cups    
Tomatoes diced, with juice 1 L 4 cups
Tomato paste 125 mL 1/2 cup
Frozen corn 500 mL 2 cups
Salt and pepper to taste

METHOD 
• In a large pot on medium, heat olive oil and then sauté onion and celery until

softened. Add spices and sauté for five more minutes until mixture is fragrant. 

• Add ground turkey and sauté until meat is cooked and slightly browned. Add
roasted peppers, beans, tomatoes and tomato paste and stir to combine. 

• Reduce heat and simmer for 30 minutes. Add corn and simmer for 15 more
minutes. 

Great with pita chips and a dollop of sour cream or a sprinkle of shredded cheddar!
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Hot Turkey 
Knife and Fork Sandwich 

Recipe courtesy of Turkey Farmers of Ontario
Serves 12

INGREDIENTS METRIC IMPERIAL

Texas toast or other thick cut soft bread 24 slices 24 slices
Garlic butter or spread 160 mL 2/3 cup
Olive oil 60 mL 1/4 cup
Onions, diced 500 mL 2 cups
Celery, thinly sliced 1 L 4 cups
Fresh rosemary, chopped* 90 mL 6 Tbsp
Stuffing mix 1.8 kg 4 lbs
Hot water or broth 2.6 L 11 cups
Block & Barrel cooked turkey breast, sliced 2.72kg 6 lbs
Turkey gravy 1.4 L 6 cups
Cranberry salsa 1.4 L 6 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 stuffing 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 1/2 cup of stuffing on each slice of toast. Top
with 4 ounces of warm turkey and then top with 1/4 cup of 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 teaspoons.

S y s c o  T O D A Y -   D e c e m b e r  2 0 0 8 1 7

1347.10 - Sysco TODAY Dec08:1134.06 - SYSCO TODAY Sept 2004.qxd 12/10/2008 3:33 PM Page 19



Warm Harvest Cranberry Dip
Recipe courtesy of Kraft Foodservice

Serves 64

INGREDIENTS METRIC IMPERIAL

Miracle Whip dressing 1 L 1 qt

Philadelphia brick cream cheese, softened 1 kg 2 lbs

Canned whole berry cranberry sauce 500 mL 2 cups

Crumbled feta cheese 250 g 8 oz

Slivered almonds, toasted 250 g 8 oz

Green onions, sliced 250 g 8 oz

Dried cranberries 90 g 3 oz

METHOD 

• Place dressing and cream cheese in 1.5 litre bowl of an electric mixer fitted 
with paddle attachment. Beat on low speed for 1 minute  or until well blended. 
Scrape paddle and bottom and side of bowl. Add remaining ingredients; stir 
until well blended. 

• Spoon evenly into two half-steam table pans sprayed with cooking spray. 

• Bake at 325º F in a convection oven for 10 to 12 minutes or until heated through.
Serve 1/4 cup (50 mL) of the dip in individual ramekins along with assorted
Christie crackers and cut-up fresh vegetables. 

Prepare Ahead of Time

Mix dip ingredients as directed. Do not bake. Store in tightly covered container 
in refrigerator for up to 2 days. Remove from refrigerator and let stand at room
temperature to warm up slightly before baking, uncovered, as directed.
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Barbecue Chicken Caesar Salad
Recipe courtesy of Lynch Foodservice

Serves 4

INGREDIENTS METRIC IMPERIAL

Boneless/skinless chicken breast 4 – 150 g pieces 4 – 6 oz pieces

Sysco Imperial South Western 
chipotle barbecue sauce 500 mL 2 cups

Head of romaine lettuce 1 piece 1 piece

Caesar salad dressing 250 mL 1 cup

Croutons (medium sized) 500 mL 2 cups

Flaked parmesan cheese 250 mL 1 cup

METHO D 
• Marinate chicken breasts in Sysco Imperial South Western chipotle barbecue 

sauce for 2 to 3 hours. 

• Bake chicken breasts for 1 hour at 375° F or until fully cooked. Baste with sauce
and let cool. 

• Cut chicken into slices. Tear lettuce into a big bowl, add Caesar salad dressing
and toss, add croutons and toss. 

• Place serving into serving plate and add 1 sliced chicken breast and parmesan
cheese.
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Bill Phillips, Owner
Kevin Tahouney, Chef, Brian Denham, Sous Chef

Beacon Landing -  Sidney, BC

“We try to give
customers a new 

dish, they would not
experience otherwise”

Bill Phillips, 
Owner

Beacon Landing

By Sarah Phillips

The Beacon Landing occupies a landmark spot in the town of
Sidney, BC. Overlooking the beautiful Port of Sidney and Haro
Straight, guests can enjoy dining by the sea indoors or out on the
patio just in front of the beach. With the sea wall right in front, it is 
in a great part of town. The waterfront restaurant offers a little bit for
everyone, from great burgers to halibut steaks, as it has pub as well as
restaurant seating. Opened just 4 years ago, it attracts locals, seniors
and tourists, offering creative seafood dishes that tempt the palate.

“West-coast with a global influence,” is how Chef Kevin Tahouney
describes the menu. He is constantly experimenting with new dishes
such as gnocchi with duck confit poutine with sherry thyme jus. The
chili Thai prawn appetizer has quickly become popular. All the
desserts and pies are homemade too. House specialties include
dishes like apple/blueberry ginger pie and vanilla buttermilk 
panna cotta. 

The chef is passionate about his trade. “I am inspired by current
trends, fresh local ingredients and input from other team members”’
says Chef Kevin. He makes sure to be aware of industry trends.
“Compliments not complaints are our goals. I have been a customer
with Sysco Victoria for a long time and have found the customer
service level great. Marketing Associates are fair, kind and go the extra
mile. Those things make a huge difference,” says Kevin.

The owner Bill Phillips, developed the restaurant. Along with the
help of his wife Donna, an interior designer, they’ve created a warm,
inviting and open space as you walk in. The open concept kitchen
has kept their standards high as customers can see in from the
restaurant floor. It’s a family owned restaurant/pub with an extra
edge. The pub seats 125, the restaurant 85 and the patio seats 100. 

“We try to give customers a new dish, they would not experience
otherwise, at a reasonable cost”, says Bill. The restaurant was originally
intended to be Italian but because of their location, the demand for
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seafood won and the menu was adapted to suit the
marketplace. To compromise, the menu features
seafood with Italian taste. People come often just for
the features on the daily fresh sheet. The addition of
cutting edge items such as edamame, which are
not found in many other restaurants in Sidney, is
another way they stand out. “We try to be on the
leading edge,” says Bill. 

Bill has focused energy on marketing his
restaurant creatively. A newsletter goes out each
season updating a mailing list of 3000 on local
events and themes. In the summer, the restaurant is
constantly busy with boaters and tourists. The
restaurant depends on local business the rest of the
year so Bill promotes his business with print
advertising in local food magazines and dining
guides.

Sysco Victoria is the Beacon Landing’s major
supplier. Over the past 25 years, Bill has owned and
operated many island pubs and has always been
happy dealing with Sysco Victoria. “We try to make
sure that we give our customers a high end but
non-intimidating dining experience. We try to
create an atmosphere of homely and personable
service. We strive to give them the whole
experience: view, price and value,” says Bill. “Sysco
works with us to make our goals happen”.
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Macadamia Nut Encrusted Halibut 
with a Pineapple Mango Salsa

Serves 4

INGREDIENTS METRIC IMPERIAL
Breading

Panko bread crumbs 375 mL 1 1/2 cups

Ground macadamia nuts 375 mL 1 1/2 cups

Lemon zest chopped 30 mL 2 Tbsp

Salt 15 mL 1 Tbsp

Pepper 15 mL 1 Tbsp

Buttermilk, 
season with salt and pepper 500 mL 2 cups

Flour, 
season with salt and pepper 500 mL 2 cups

Salsa

Pineapple, chopped 250 mL 1 cup

Mango, chopped 250 mL 1 cup

Red onion, diced fine 1/2 1/2 

Cilantro, chopped 125 mL 1/2 cup

Red pepper, diced fine 1 1

Salt and pepper, to taste

In a bowl mix Panko bread crumbs, macadamia nuts, lemon zest,
salt and pepper. Pour buttermilk into another bowl and flour into 
a third bowl. Cut halibut to desired size and dredge into the flour
then into the buttermilk and finally into the macadamia nut mixture
(this can be done up to four hours ahead of time).

Heat up a frying pan over medium heat and add 1 ounce of canola
oil, place a crusted halibut filet into the pan and sear until golden
brown. Carefully flip halibut over and place the frying pan into a
400° F oven for about 5 to 7 minutes or until cooked through. 

Serve over rice with grilled asparagus and top with pineapple
mango salsa. Garnish with a lemon wedge and a sprig of cilantro.
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Aron Thiessen, Executive Chef 
Buffalo Point International Resort 

Buffalo Point, MB

“We plan to 
continue using locally
grown products and
infusing them with
traditional dishes”

Lee Green, 
Sales and Events Coordinator

Buffalo Point International Resort 

At Manitoba’s southeast corner, where the province’s borders 
meet those of Ontario and Minnesota, Buffalo Point International
Resort serves up relaxed hospitality, amazing recreation and some of
nature’s finest scenery on the shores of the Lake of the Woods.

The area’s natural beauty, as well as its natural resources, make it a
prime destination for golf, fishing and outdoor sports. The resort
overlooks two magnificent bays on Lake of the Woods, a spot known
to fishing enthusiasts as one of the best places in the world to fish for
walleye and for trophy-sized northern pike in both summer and
winter. It is also home to some of the finest golf in the province: Lake
of the Sandhills Golf Course. In the winter, the resort offers snowmo-
biling, cross-country skiing, skating, ice fishing and snowshoeing.

Although the cabins, marina and golf course have been operating
on the resort site for several years, the current resort—owned by
Buffalo Point First Nation—relaunched in June 2008. The new
establishment offers all of the previously existing activities, as well as
chartered fishing trips and conference facilities, and now hosts a
range of events such as fishing derbies, guided ice fishing packages,
weddings, seasonal parties, birthday/anniversary parties and golf
tournaments, including the Breast Cancer Foundation Charity
Tournament.

The resort also has a newly opened restaurant and lounge
overlooking scenic Buffalo Bay. Guests at Buffalo Point enjoy fine
dining in a casually elegant atmosphere at Fire & Water Bistro and
Island Green Lounge. Executive Chef Aron Thiessen has worked
throughout Manitoba, and has created a menu that embraces
Buffalo Point’s surroundings and heritage by merging traditional
Aboriginal recipes with modern techniques.

Thiessen takes his inspiration from the rugged landscape, and the
lake and shorelines surrounding the resort. The menu changes with
the seasons, and features wild game, traditional Aboriginal meals,
and national favourites steeped in local traditions. Menu highlights
include Venison Proscuitto-Wrapped Tenderloin served with Port and
Blue Cheese Reduction, Anishinabe Tacos, and Bannock with Jam, as
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well as the Toasted Cashew and Chicken Rice Bowl,
made with local Reed River wild rice (see recipe
below).

A single kitchen services both the Bistro and
Lounge, with a staff of 13 during slower seasons, and
close to 40 during summer. Given the resort’s
location just minutes from the American border, it’s
no surprise about half of its clientele is from the U.S.

In addition to menu creation, Thiessen is also
responsible for ordering. He has used Sysco as a
supplier throughout his 10-year career, and
continues to value the personal service offered by
Sysco’s Marketing Associates. Often, a Marketing
Associate’s extensive foodservice experience and
knowledge of specific Sysco products can offer
solutions to menu and kitchen problems, so
Thiessen uses Sysco almost exclusively.

With an international clientele and a host of
services and activities, Buffalo Point is well on its way

to making itself a prime year-round destination. But
the resort’s Sales and Events Coordinator, Lee Green,
says there are even bigger plans for the future:
Buffalo Point envisions a hotel and spa, casino,
shopping centre and even a water park on the
shores of Lake of the Woods. And a continued
dedication to fine dining, of course.

“We plan to continue using locally grown products
and infusing them with traditional dishes to pamper
the tastes of Southeast Manitobans, Minnesotans
and visitors from all parts of our great countries,”
Green says.
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Toasted Cashew and Chicken Rice Bowl

Serves 1

INGREDIENTS METRIC IMPERIAL

Mixed vegetables 500 mL 2 cups
(peppers, onions, snow peas, 
zucchinni, celery, carrots and mushrooms)

Garlic 15 mL 1 Tbsp

Orange zest 5 mL 1 tsp

Orange teriyaki sauce 250 mL 1 cup

Wild rice 250 mL 1 cup

Valencia orange 1/2 1/2 

Chicken breast, grilled 100 g 4 oz

Cashews, toasted

Sautée vegetabes in olive oil until tender, add garlic and sautée
until golden brown.  Add the orange teriyaki sauce, orange zest,
and an ounce of water.  Add the wild rice and bring to a simmer.  

Then add cashews and orange segments.  Put the rice and
vegetable mixture in a  serving dish and reserve the excess
sauce.  

Add the grilled chicken breast to the sauce to glaze, remove the
breast from the glaze and cut on bias, arrange nicely on the rice
and vegetable mixture. Garnish with toasted cashews, green
onions and fried wontons (optional).

Sean Pihulak, Sysco Marketing Associate
Aron Thiessen, Executive Chef 
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By Michelle Ponto

Chip card technology gives your 
customers more control of their cards, 

which can lead to increased security 
over the busy holiday season.

Chip cards or “smartcards” are the way of the future
when it comes to ensuring that fraud is the last thing your
customer’s experience during this holiday season.  The
technology is already here in Canada, and more and more
customers are taking advantage of the extra security the
cards can bring.

“Merchants and consumers have much to gain from
the migration to chip technology,” said Tracey Black, Trial
Program Director for Canada’s chip cards. “Chip cards and
chip terminals make a secure transaction system even
more secure.”

What are Chip Cards?
Credit and debit chip cards look like regular cards, but

they have an embedded microchip that works with the
customer’s personal identification number (PIN).  What
makes them different from traditional cards is that the
customer doesn’t sign their name
on the credit card receipt, but
uses their PIN number to confirm
the transaction.

One of the main advantages 
of the cards is that they 
provide restaurant operators 
and cardholders with increased
protection against fraud.  This
means fewer chargebacks for you
and less hassle for the customer.

“The positive comments we received from customers,
indicate that they were generally pleased with the
increased security,” said Black.

Research also showed that 80% of customers liked that
their cards never left their hands.  They simply swiped
them at the machine and keyed in their PIN number, just
as they would at an ATM.  The worry of an identity thief
writing down their credit card number, not returning their
card or changing the charged amount was gone.

Faster Checkout and 
Improved Productivity

Increased security is just one of the reasons why chip
cards are making their way into the restaurant industry.
Because the POS system is wireless, it allows your servers
more flexibility.

This means that your staff can service tables faster by
processing the cards at the table.  Also, the wireless
terminal lets you operate in locations away from your
stationary POS machine.  This can come in handy if 
you are catering a private party over the holidays in a
remote location or in a special room away from the main
dining area.

In fact, research shows that
restaurant guests actually prefer
using the wireless terminals over
other payment methods.  They
believe they are faster and more
convenient – plus, they don’t have to
leave their table or line up to pay.
Your servers save time as they won’t
need to go back and forth with the
receipt.

ChipCards
Providing your Customers with Ex
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But wireless POS terminals are just one option.
Stationary chip & PIN reading terminals are also available,
which could be an advantage for cafeterias, fast food
restaurants and smaller venues. This is because entering a
PIN number tends to be faster than swiping, processing,
and signing.

“Up to 88% of customers said they found checkout
times using the chip cards were the same or even quicker
than with non-chip cards,” said Black.

When do you Need 
to Change to Chip Technology?

As of March 2007, Visa reported that 262 million Visa

chip & PIN cards had been issued globally.  They said that
they have seen a drastic reduction in credit fraud in over
86 countries where the chip cards were used.  

Canadian Visa cards are now being converted to chip
and PIN cards.  In order for the customer to take
advantage of the chip technology, the restaurant will
need to have a chip POS system in place.  But if you don’t
have one, the customer can still make the purchase.

“All chip cards will continue to have a magnetic stripe
on the back,” said Tracey Black. “This will allow merchants
with magnetic-stripe-only machines to accept payments
as usual.” 

The same flexibility works if you do happen to have a
chip terminal and the customer wishes to pay with a non-
chip enhanced card. The chip terminals will allow you to
swipe the card and record a signature.

Just like the change over to digital TV took years to
complete, migration to chip technology won’t happen
overnight.  Instead, it will be a slow migration that will
take several years to complete. 

But don’t wait until the last minute.  Interac estimates
that in as little as three years magnetic stripe transactions
will not be accepted at ATMs.  They also estimate that by
2015, magnetic stripe transactions will not be accepted 
at POS terminals.

The goal for Canada’s payment industry, which includes
Visa Canada, MasterCard Canada and Interac, is to ensure
that you and your customers not only have a secure
holiday season, but a fraud-free business all year long.
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Congratulations to

For more great food ideas and valuable business-building tips, please visit us at 
kraftfoodservice.ca

Chris and Kathryn Davidson, owners of Dick & Nellie’s restaurant are 

the winners of Kraft Hockeyville Your Establishment 2008. Their love 

for hockey and their passion for supporting amateur hockey in their 

community have secured their spot as the most hockey-crazy dining 

establishment in Canada for 2008!  Thanks also to their Sysco MA Vince 

Gernat and Kraft sales representative Enzo Adamo for helping to fuel the 

passion for this promotion at Dick & Nellie’s.

How’d they do it?
Creative and tasty Kraft menu specials got customers geared up not 

only by the great offer, but also by the Kraft Hockeyville team pennant 

they’d receive with each purchase. Above and beyond that, Chris 

and Kathryn created their own side promotion that invited community 

members to come to the restaurant for a chance to win other great 

sports prizes in their Saturday Night Shoot-Out contest. Thanks to their 

excitement and participation, the whole community had a chance to 

really get involved. Owners, Chris and Kathryn Davidson

With a little help from tasty Kraft ingredients designed just for 

Foodservice, Dick & Nellie’s served up some creative twists on family 

dining favourites.

Bull’s-Eye BBQ Bacon Wrapped Scallops

Kraft Greek Feta & Oregano Souvlaki Salad

Bull’s-Eye Mushroom Burger

Kraft Bistro Broiler

A
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It’s fun, it’s easy, it’s the great Canadian game! 
HOCKEYVILLE your establishment and you could WIN GREAT PRIZES like a $2000 
DONATION to a local amateur hockey team, plus your choice of a CUISINART 
GRIDDLER or a CREATIVE VADO POCKET VIDEO CAMERA.

Now’s your chance to score with Kraft Hockeyville in 2009*
Ask your Kraft representative how you can get started with cool decorations for your establishment. 
Then, go crazy with jerseys, posters, menu specials and more. Take some hints from last year’s 
winners Dick & Nellie’s (opposite page) and come up with your own hockey-inspired ideas. 
Enter your new spirited look for a chance to win great prizes from Kraft. *Contest close date: April 30, 2009.

Enter today at kraftfoodservice.ca/hockeyville

NHL®, the NHL Shield and the image of the Stanley Cup™ are registered trademarks of the National Hockey League. All NHL® logos and marks and NHL®  team logos and marks depicted herein are the property of the NHL®  and the respective teams and may not be reproduced 
without the prior written consent of NHL®  Enterprises, L.P. © NHL®  2008. All Rights Reserved. © NHLPA. NHLPA, National Hockey League Players’ Association and the NHLPA logo are trademarks of the National Hockey League Players’ Association. CANADIAN BROADCASTING 
CORPORATION, CBC, CBC DESIGN, CERCLES & DESSIN, CIRCLE & DESIGN, CIRCLE WITH SEMI-CIRCLES DESIGN and CBC TELEVISION DESIGN are offi cial marks or trademarks of the Canadian Broadcasting Corporation. All trademarks are used with permission.

THESE ARE NOT THE OFFICIAL RULES. Please visit www.kraftfoodservice.ca/hockeyville for full rules. NO PURCHASE NECESSARY. To enter, submit a completed application form, available to download online at www.kraftfoodservice.ca/hockeyville, and submit three 
(3) photos that show your establishment’s hockey spirit and demonstrate the following criteria on which the application will be judged: Community spirit, Passion for Hockey, Originality and Creativity. You can submit the application form and the photos by e-mail: 
kraft@hockeyvillecontest.com or by mail to Kraft Hockeyville Your Establishment, P.O. Box 4033, Paris, ON N3L 3W9 for the Kraft Hockeyville Your Establishment Contest. All entries must be received in full by May 30, 2009, at 5:00 p.m. (ET), THE CONTEST CLOSING DATE.  
Five (5) Grand Prize-winning establishments will win a $2,000 cheque issued by Kraft on behalf of the establishment payable to an amateur hockey league in their community plus your choice of a Creative Vado Pocked Video Camera with an approximate retail value of 
$159.99 or a Cuisinart Griddler with an approximate retail value of $149.00. The In-House Judges will select the top 5 establishments by evaluating the Entrants’ photos. Competition winners will be contacted via telephone no later than June 28, 2009. The odds of winning 
a prize are directly related to the number of establishments in a province entering the Competition. No substitution of the prize will be allowed.
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Sea Salt Sea Salt &
Pepper Ribs Pepper Ribs 

Fully cooked and seasoned Fully cooked and seasoned 
bone-in pork ribletsbone-in pork riblets

Sea Salt &
Pepper Ribs 

Fully cooked and seasoned 
bone-in pork riblets

Toss in your favourite dipping sauce or serve straight from the oven or fryer.

Tender & moist every time.ender & moist every time.

Distributed by Sysco Corporation, Toronto, Ontario   M9B 6J8    ©2008

Order Code Product Description Pack Size

6916967 Sea Salt & Pepper Ribs 2 x 2 kg
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