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By Michelle Ponto

When it comes to seafood, customers are ready to 

expand their pallet. Just visit any fine dining restaurant,

flip through a food magazine or even tune into one 

of the many cooking shows on FoodTV and you’ll see 

Arctic char, tuna, sea bass and many others becoming

mainstream menu items. 



But just as more exotic fish are hitting the menu, so are
the methods of preparing them.  One chef at a fine dining
restaurant in Toronto, Ontario changes the fish on his
menu based on availability.  Right now his best selling fish
is Sable marinated with soya, maple, chilies and miso, but
tuna grilled rare is also popular.

“When we get a new fish to put on the menu,” says the
chef.  “We usually use methods from our own repertoire,
or the sous chefs and I will discuss different preparations
and go from there.”

A 2006 survey conducted by StarChefs.com confirms 
the trend for more exotic foods.  According to the 
results, at least 30% of chefs felt their typical diner was
sophisticated and aware of seasonal ingredients, and 
20% described their customers as culinary adventurers
who are looking for unusual food and preparations.  The
StarChef survey also revealed that fish had taken over as
the number one selling dish on most fine dining menus.
In other words, when it comes to fish, nearly half of the
people eating at your restaurant are ready for something
other than salmon.

Hooking your customers onto fish

However, even though industry trends sound positive
and North Americans are consuming an average of 4%
more fish a year, be wary; many diners are still afraid of
venturing into strange waters.  

Salmon is still a popular choice for lunch and at parties.
“At lunch, I think it’s popular because it’s a nice light dish
and is healthy,” says one Toronto-based chef whose
restaurant caters a number of special events.  “We also use
it at parties because usually there is a wide variety of
diners —from people who eat out twice a week to people
who eat out once every few months —so salmon is a fish
option that is sure to satisfy.”

One way to get customers to try something new is to
educate them.  Try comparing the new exotic fish to a
local fish so they can imagine the difference.  For example,
Artic char might be described as a lighter, less fishy tasting
version of halibut.  

The most profitable fish are pan fish like trout, sea
bream, orata, snapper, but professionals in the cooking
industry say profitability depends on size.  “If they are 
1-1½ lbs then you basically get one order per fish with

minimal waste,” explains a chef of a popular restaurant.
He also says farmed salmon is a good choice as it’s

readily available.  Plus, because most restaurants
sell it in some way or another, it keeps the
price of the fish low.  
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Fresh or frozen fish: Which is better?

While 70% of people surveyed by the Alaska Seafood
Marketing Institute said they preferred fresh rather than
frozen fish, the truth is most consumers cannot tell the
difference when it’s on their plate.  In fact, frozen 
seafood can be superior in quality compared to their 
fresh counterparts.

Both fresh and frozen fish are perishable.  Fresh fish can
last a few days, but as “fresh” fish in the market could be
up to nine days old, for optimal results it’s best to use it
within two days of purchase.  Surprisingly, the term

“fresh” doesn’t mean “just caught”, but means the fish 
has never been frozen.  

Many fish are “flash frozen” within hours of being
harvested.  Flash freezing freezes fish in as little as three
seconds, preserving the juices and maximizing the flavour
and texture of the fish.  To know if your frozen fish has
been treated this way, look for the words “Frozen at 
Sea” (F.A.S.).  If you’re still not sure, check the fish’s
appearance.  It should appear somewhat shiny and 
have no white freezer-burn spots.  

Getting more out of your fish

Adding finfish to your menu can be an exciting 
and rewarding challenge.  It gives you the chance to
experiment with new flavours and enhance the taste buds
of your customers.   Plan your menus or specials around
your catch of the day, and keep in mind fish does not
have to be served as a fillet. 

“We prepare our fish using many different methods,
ranging from oven roasting, grilling, steaming, hot
smoking and yes, pan searing —depending on how we
think it should be done and what will sell the best,”
explains the owner of a fine dining restaurant in
Thornhill, Ontario.  

One other solution that can help you get more out 
of your fish is using it other than a main course.   
Dishes such as pastas, appetizers and bouillabaisse are 
not only popular, but give you the chance to use fish 
in a creative way. 
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Choosing the 
Catch of the Day

When choosing fresh fish look for:

Bright, clear eyes

Bright red or pink gills

Shiny skin with tight scales

Fillets and steaks that appear moist

Avoid fish with:

Cloudy, pink or sunken eyes

Gray, brown or green coloured gills

Soft flesh that slips away from 
the bone

A fishy or ammonia smell



Canadian diners have an ever-broadening 
array of food choices, from an increasingly exotic range 

of ethnic traditions and points of the globe. 

A typical discussion of dinner plans in a Canadian city often focuses on cuisine. 
Do you feel like Thai? How about Indian? Greek? Italian? Mediterranean and Asian 
or South Asian foods have become key features on the culinary landscape, but tastes 
are constantly evolving.

A 2005 report from Agriculture and Agri-Food Canada, titled Canadian Food Trends 
to 2020: A Long Range Consumer Outlook, looks at some of the drivers behind the
growing popularity of ethnic cuisines. Canada’s expanding palate is a result of many
trends, not the least of which is our multicultural population. Over the past few decades,
the pattern of immigration shifted from an influx of people from European countries,
to an influx of people from Asian, South Asian and Middle Eastern countries. In the 
past few years, the influence of Asian cuisines such as Thai, Indian and Chinese has
overtaken the southwestern and Mexican flavours that were a prevailing trend in the
1980s and 1990s. 
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Ethnic Cuisine: 
A World of Flavour

By Patricia Nicholson



However, the report suggests that the growing Hispanic
population in the U.S. will influence markets with a
renewed interest in Hispanic flavours, including the
cuisines of Mexico, Latin America, Cuba and the
Caribbean.

The report also looks at some likely contenders for
leading edge trends. With the expected resurgence of
Hispanic cuisines encompassing many Central American
traditions, the trend may continue south, spurring a 
keen interest in South American cuisine. 

There are four distinct regional cuisines of South
America, according to Canadian Food Trends to 2020. 
The northwestern region features exotic flavours such as
seafood stew or spicy potato salad with cheese, both
offering the intense heat of the aji amarillo chili pepper.
The Spanish influence in the north central region is
evident in Mediterranean flavours, while coastal areas 
are renowned for seafood. Brazilian cuisine merges
inspirations from Portuguese settlers, African slaves, and
the tropical produce native to the region. Possible trends
to watch for include ceviche bars serving raw, marinated
seafood, and churrasco restaurants serving meats grilled
on skewers.

African and Moroccan foods are another emerging
trend, featuring exotically spiced soups and stews, and 
the fresh flavours of fruit, melons and gourds.

Spending on ethnic food is on the rise, growing at 
about 5% per year in the U.S., and at three times that rate
in Europe, according to a Datamonitor report on ethnic
food and drink trends. However, it also suggests that the

cuisines and products that will
have mass market potential are
those that also overlap with
another major consumer trend,
such as premiumization,
authenticity and health. 

Authentic and premium
characteristics can sometimes
intersect in the ethnic food
market, with artisan products
and imported ingredients often
falling into both categories.
Ethnic cuisines that have strong
overlap with health trends
include Mediterranean diets 
that have been praised for their
long-term health benefits, Asian
cuisines that focus on fish rather

than meat, and Indian cuisines that include a lot of
vegetarian dishes.

It is not just taste preferences that evolve, but our ways
of experiencing them. Just as pizza is no longer served
only in Italian restaurants, flavours and influences of
ethnic cuisines make appearances on other menus, in
parts that range from a starring role to a cameo. 

For instance, in English pub-themed restaurants in
Canada, it’s not unusual to see a curry dish on the menu.
Indian cuisine and Indian restaurants have been so
popular in the U.K. for decades that chicken tikka masala
seems perfectly at home beside fish and chips and steak
and kidney pie. Similarly, Ahi tuna has also become a 
solo star, featured on a wide variety of menus. 

Meanwhile, Agriculture and Agri-Food Canada cites a
trend toward layering flavours using ethnic ingredients 
to create a more intense taste senstation. One strong
influence on this trend is the Asian savoury flavour
sensation known as “umami,” which is often described 
as the fifth flavour.

Blended cuisine – which takes things a bit more 
literally than its predecessor, fusion cuisine – lets chefs 
use flavours and techniques from different traditions to
create dishes such as Mexican fiesta quiche or Greek
stuffed tortillas. According to Agriculture and Agri-food
Canada, the most commonly blended cuisines are Asian,
Mediterranean and Mexican.

These techniques that merge the familiar and the foreign
can bring ethnic variety to an even wider audience. With a
world of possibilities at their fingertips, and increasingly
adventurous customers at their tables, creative Canadian
chefs can bring a world of flavours to diners.
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By Michelle Ponto

In the food service industry, keeping your food fresh 
is sometimes easier than keeping your employees.
Statistics show that half of all restaurant employees 
leave their jobs within the first 30 days.  Whether you
fire the employee or they resign, recruiting and training
new personnel, as well as the overtime costs incurred
while the position is vacant, can add up.  

Training Essentials
With turnover in the food service industry so high,

many restaurant owners don’t bother training their
employees thoroughly.  Their reasoning is: what if I take
the time to train them and they leave? Training and
development experts ask a different question: What if
you don’t train them, and they stay? 

Training is an investment, and it’s essential to your
restaurant’s success.  One director of training and
development says if done right, it doesn’t take much —
just preparation, presentation, practice and praise.
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Communication and 
Motivation Essentials

Once your employees are trained, the secret to keeping
them there is through communication and motivation.  A
true manager is in touch with his employees and keeps
them informed with what’s going on within the organi-
zation – and not just with “big picture” items.  Many of
your employees are not going to be with you for 20 years,
so the big stuff isn’t relevant to them.  What is relevant,
are the little things such as scheduling adjustments,
payroll changes, a new place to park their cars, etc.  These
are the items that affect them on a daily basis.  

Motivating employees is always a challenge, but there
are ways to get your staff on-board such as offering benefit
packages, the chance for additional training and providing
opportunities for growth within the company.  A common
problem for inexperienced managers is lack of delegation.
By delegating some of your responsibilities to your staff,
you’ll not only have more time to manage, but you give
your employees the chance to develop skills that could
improve their own career within the food service industry.  

One thing to remember is that most of the food service
industry is made up of young workers.  In fact, one
popular chain recently announced that 73% of their
restaurants were staffed by workers between 16 and 
30 years of age.  This makes things difficult, as this
workforce could just as easily leave your restaurant to
work at your competitors if they aren’t happy.

Getting the Best Employees 

In a recent survey conducted by the National Restaurant
Association, restaurant operators were asked how they
found their best employees.  The answer was simple:
referrals.  According to respondents, a referral from a good
employee made it more likely that the new worker would
fit in well with the rest of the team.  

Another secret they revealed was that employees
brought in by other workers are more reliable, because
they don’t want to reflect poorly on the person who
referred them.  So…train your employees well.  Not only
will your restaurant prosper, but they’ll enhance your
workforce with like-minded individuals.
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STEP 1: Preparation

Before you can train, you have to be prepared.  This
means you need to know the subject inside and out,
and have the skills to explain it in a logical,
sequential order.  It’s best to schedule training time
during the slow periods so the employee is not
distracted or overwhelmed.  Also ensure you have the
proper equipment ready.  For example, if you want to
teach the employee how to prepare a French fry order,
have the oil heated up and the fries ready to go.

STEP 2: Presentation

In some areas of Canada, English is only one of the
languages spoken.  Regardless of whether or not your
employee’s first language is English, it’s best to not
only tell him or her how things work, but show them.
It’s also a good idea to explain why things are done a
certain way to ensure the employee doesn’t devise
“shortcuts” that could end up being hazardous either
for the restaurant or for themselves.  

STEP 3: Practice

After teaching your employee the skills needed, give
them the time to practice.  One important thing to
remember is not to walk away and leave them on
their own.  Be close by in case they have questions.
This not only gives you the peace of mind of knowing
the employee is doing what you told them to do, but
works as a security blanket for them.  With you
around, the employee knows that if something does
go wrong, you’ll be there to help them.  

STEP 4: Praise

When your employees do something right, praise
them and be specific about what it was they did right
—this goes for longtime employees as well.  Too
many times, employees only hear when they make a
mistake and not when they are doing a good job.
The food service industry is demanding, fast-paced
and draining.  Knowing they are appreciated will
boost their confidence, keep them happy and
ultimately, keep them working for you. 
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Already the world’s most popular
prepared beverage, tea is increasingly
becoming the beverage of choice for
many Canadians. With its exotic 
array of flavours and distinctive tastes,
it’s no surprise more than 70% of
Canadians are choosing to drink tea.1

And this number is growing fast; tea
consumption has increased 43% over
the past ten years2 as more and more
Canadians realize the health benefits
associated with tea.

Canadians are taking an interest 
in living a healthier lifestyle, and are
embracing tea as a healthy beverage
choice. Tea is an all-natural beverage
with no additives, artificial flavourings
or colours and contains no calories
when enjoyed on its own. Furthermore,
tea is the richest source of a class of
antioxidants called flavonoids and
contains many other beneficial
compounds such as

vitamins and fluoride. According 
to some experts, tea contributes 
approximately 60% of dietary 
flavonoids in the diet.3

“Both black and green teas are rich in
the antioxidant plant compounds called
flavonoids. Moreover, tea contains no
calories, no carbohydrates, no salt and
no fat. No wonder tea should be part of
a healthy lifestyle”, says Louise Roberge,
President of the Tea Association of
Canada. “With so many flavours to
choose from, it is easy to find one that
you like. Drinking even one cup a day
can help prevent certain diseases and
make you feel better about taking care 
of yourself.”

There is also a growing body of
research identifying tea as an important
preventative agent in the development 
of several chronic diseases such 

as hypertension and
osteoporosis. In

addition, drinking
two to three cups

of tea per 
day may

reduce the risk of heart disease, stroke
and certain forms of cancers.4

Although there are different varieties
and flavours of tea to choose from,
all tea comes from the tea plant
camellia sinensis. While each tea 
derives a different taste from its 
unique processing methods, all tea
contains antioxidants beneficial to 
the human body. 

Two of the most popular types of tea
are black tea and green tea. Black tea,
which embodies a wide range of tastes
from very bold, rich and refreshing
flavours to more soothing, floral and
fruity options, has typically been the
most popular choice for Canadian tea
lovers. However, green tea is enjoying
significant growth in popularity and
sales, particularly among young adults.
Green tea offers a variety of flavours 
to choose from including delicate and
refreshing to lemon and fruity. Herbal
tea, while not officially a tea but often
a combination of various herbs and
botanicals, is yet another beverage
many tea-drinkers enjoy. Herbal
infusions offer a tremendous variety 
of flavours, some which soothe and
rejuvenate and others which 
invigorate and refresh. 

Canadians are increasingly looking
to explore the world of tea as part 
of an overall healthy lifestyle,
re-inventing tea as the beverage of
choice for Canadian consumers. 
These tea lovers are looking for
premium-quality teas with distinctive
taste profiles and imaginative flavour
combinations to ensure the tea
drinking experience is fully maximized.
Foodservice operators looking to boost
business will want to consider placing
a greater focus on tea in order to
capitalize on the opportunities within
this rapidly growing market. 

With contributions from 
Starbucks Coffee Canada
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Growing Awareness of Health Benefits, 
Boost Popularity of Tea-time

1 Source:  Tea Association of Canada. Tea Up a Relaxing, Refreshing and Healthful Holiday Season; www.tea.ca
2 Source: Statistics Canada, CANSIM, 2006.
3 Source: Kim, Y. Tea’s biologic activity and benefits in human health. www.tea.ca
4 Source: Tea Association of Canada. Tea Up a Relaxing, Refreshing and Healthful Holiday Season; www.tea.ca
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Competitive Advantage of 
the Independent Operator

Coffee Sales Results
Before After Improvement

Coffee cost per cup $ 0.34 $  0.34 

Cups and condiments $ 0.10 $ 0.10 

Total cost per cup $ 0.44 $  0.44 

Sale price per cup $ 1.60 $ 1.00 

Gross profit per cup $ 1.16 $  0.56 

Cups per week 91 409 

Gross profit per week $ 105.56 $  229.04 $ 123.48 

Secondary Sales Results
Average secondary income 
per coffee customer $ 1.25 

Gross profit per customer $ 0.82 

New customers per week 150 

Gross profit per week $ 123.00 

Total gross profit 
improvement per week $ 246.48 

Gross profit dollars per cup were sharply reduced ($1.16 vs. $ .56) but cup 
sales were up. An equally important improvement was in gross profit dollars from
secondary sales. About half of the cup sales improvement were due to new
customers who averaged about $1.25 in non-coffee purchases. That translates to
about $ .82 per customer or $123.00 per week. The combined gross profit dollar
improvement was about $246.48 per week or $12,816.96 per year. 

The coffee pricing became permanent and the business continues to grow. Did
Joe cripple the giant? Of course not, but he regained his breakfast profitability!

* Name of restaurant was changed.

By Barry Tepper

Joe’s restaurant* is located in a
multimillion square foot office
complex. Until a couple of years ago
both the breakfast and lunch day-parts
were booming. A significant portion of
the breakfast business was comprised 
of coffee and espresso beverage sales.
They offered a strong upscale regional
brand of coffee and managed the
program well.

The coffee business came to a
screeching halt when the world’s largest
coffee chain moved in next door. Coffee
sales became so low that Joe was
throwing away as much as he was
selling just to maintain freshness. The
lost sales of this highly profitable menu
item severely impacted the bottom line. 

How could this small independent
operator compete with the giant? There
was a way and it has worked very well.
Consider the following four steps:

Step 1

Find your distinct competency – 
The one thing that you can do better
than your competitor. Joe couldn’t out
market the large chain. He couldn’t
brew a better cup of coffee or make a
better espresso – they were just too
good and too well known. What he
could do was sell a great cup of coffee
at a much lower price. Coffee was just a
small part of the menu mix at a single
operation. Nearly all of the larger
chain’s sales come from coffee and the
chain manager generally doesn’t have
the ability to customize pricing by
location.

Step 2

Package the distinct competency –

advertised the promotion as a 30-day
special. If it didn’t prove to be an
advantage, he could discontinue it 
and minimize the losses without
disappointing customers.

Step 4

Analyze the results – An easy way 
to measure effectiveness is to compare
gross profit dollars generated before 
the promotion to gross profit dollars
generated during the promotion. 
The results were very encouraging:

Joe’s coffee was about the same price as
the chain’s - $1.60 for a medium cup. A
10% or 15% discount was not enough
to overcome the chain’s brand power.
Joe decided to price his coffee at $1.00.
To simplify inventory and make life a
little easier, Joe decided to offer only
one size. This promotion was branded
as a “recession buster” and promoted 
as ONE SIZE, ONE CUP, ONE BUCK!

Step 3

Limit the risk – Joe initially
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SYSCO Code Product Description Pack Size

8699241 Citavo Hot Chocolate 12 / 907g

8699555 Citavo Hot Chocolate 6 x 50 x 28g



Seafood lovers should

not go without trying

Caribe Alaska Halibut

Appetizer Kebabs, 

Alaska Surimi Seafood

Cakes with jalapeño

tartar sauce, Dip’t n

Dusted Shrimp with 

Thai curry sauce and

Cajun–Style Baked

Fillets.  These enticing

recipes are sure to

strengthen your passion

for seafood, as well 

as building up a new

audience who did not

realize what they 

were missing.
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CaribeAlaskaHalibutAppetizerKebabs
Recipe courtesy of Trident Seafoods
Serves 24 (2 skewers each) servings

INGREDIENTS METRIC IMPERIAL

Marinade
Fresh lime juice 875 mL 3 1/2 cups
Oil 125 mL 1/2 cup 
Chili powder 100 mL 1/3 cup
Ground cumin 50 mL 1/4 cup
Dried oregano leaves 30 mL 2 Tbsp
Ground cinnamon 15 mL 1 Tbsp
Kebabs
Alaska Halibut, thawed and cut into 1-inch cubes 3 kg 6 lbs
Fresh mint leaves chopped, if desired 50 mL 1/4 cup
Fresh pineapple chunks 48 - 15 g ea 48 - 1/2 oz ea
Red or green bell pepper chunks 96 - 15 g ea 96 - 1/2 oz. ea
Mango chunks 48 - 8 g ea 48 - 1/4 oz. ea

METHOD 
• Place halibut pieces in shallow pan.

• Prepare marinade: Blend lime juice, oil, chili powder, cumin, oregano,
and cinnamon. Reserve 3/4 cup marinade for fruit; pour remaining
marinade over halibut and toss to coat. Cover and refrigerate 1 to 
4 hours.

• In a separate bowl, combine reserved marinade and mint leaves, if 
desired. Stir in pineapple, mango and bell pepper. Cover and refrigerate 
for 1 to 4 hours.

• For each serving, divide the following between 2 skewers: 6 pieces
(approx. 4 ounces) halibut, 2 chunks (1 1/2 ounces) pineapple, 
4 pieces bell pepper, 2 chunks (1/2 ounce) mango.

• Grill kebabs 5 to 6 inches from heat for about 5 minutes, until fish is
cooked through.

S Y S C O To d a y   -   S e p t e m b e r  2 0 0 61 6



Alaska Surimi Seafood Cakes
WITH JALAPEÑO TARTAR SAUCE

Recipe courtesy of Trident Seafoods
Serves 24

INGREDIENTS METRIC IMPERIAL

Tartar Sauce
Mayonnaise or low-fat mayonnaise 1.5 L 6 cups
Canned diced jalapeños 175 mL 3/4 cup
Sweet pickle relish 175 mL 3/4 cup
Minced shallots 50 mL 1/4 cup
Cakes
Mayonnaise or low-fat mayonnaise 175 mL 3/4 cup
Worcestershire sauce 175 mL 3/4 cup
Bell pepper, finely diced 175 mL 3/4 cup 
Red onion, finely diced 175 mL 3/4 cup
Parsley, chopped 100 mL 1/3 cup
Dijon-style mustard 50 mL 1/4 cup
Seafood seasoning 15 mL 1 Tbsp
Lemon juice 30 mL 2 Tbsp
Portico Alaska Surimi Seafood 

chunks or shreds, thawed 3 kg 6 lbs
White bread crumbs, fresh 1.125 L 4 1/2 cups
Soda cracker crumbs 375 mL 1 1/2 cups 
Eggs large, beaten 12 12 
Butter or vegetable oil, as needed

METHOD 
• Prepare tartar sauce: Blend mayonnaise, jalapeños, pickle relish and

shallots. Cover and refrigerate.
• In large mixing bowl, blend mayonnaise, worcestershire sauce, bell

pepper, red onion, parsley, mustard, seafood seasoning and lemon juice.
• Slice surimi and crumble by hand. Stir surimi into mayonnaise blend and

add bread crumbs, cracker crumbs and eggs; mix well.
• Form mixture into 48 (1/2 cup) patties. Cover and refrigerate if not

serving immediately.
• Fry each cake in non-stick skillet in 1 teaspoon butter or oil until

thoroughly cooked and browned.
• To serve, portion 2 cakes with 1/4 cup tartar sauce on serving plate.
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Dip’t nDusted Shrimp  
WITH THAI CURRY SAUCE

Recipe courtesy of High Liner Foodservice
Serves 12

INGREDIENTS METRIC IMPERIAL

Portico Shrimp 1.5 kg 3 lbs
Vegetable oil 15 mL 1 Tbsp
Gingerroot purée 15 mL 1 Tbsp
Minced garlic 15 mL 1 Tbsp
Curry powder 15 mL 1 Tbsp
Paprika 15 mL 1 Tbsp
Ground coriander 10 mL 2 tsp
Ground cumin seeds 10 mL 2 tsp
Red Thai curry paste 10 mL 2 tsp
Coconut milk, unsweetened well-stirred 875 mL 3 1/2 cups
Tomatoes, crushed 125 mL 1/2 cup
Canned unsweetened pineapple chunks, drained 750 mL 3 cups
Soy sauce 50 mL 3 Tbsp
Packed dark brown sugar 25 mL 2 Tbsp

METHOD 
• Prepare shrimp according to package instructions. Set aside and 

keep warm.

• In a large heavy saucepan, heat oil over medium heat; cook gingerroot
and garlic for about 3 minutes, until starting to brown. Add curry powder,
paprika, coriander, cumin and Thai curry paste, stir for about 1 minute
until fragrant.

• Increase heat to high and add coconut milk and tomato purée, whisking
until smooth. Stir in pineapple, soy sauce and brown sugar and bring to
a boil. Remove pan from heat and keep warm until ready to serve.

• Combine sauce with shrimp and serve immediately.

• Serve over cooked rice or rice noodles.
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Cajun-Style Baked Fillets
Recipe courtesy of High Liner Foodservice

Serves 12

INGREDIENTS METRIC IMPERIAL

Tilapia, thawed 12 – 140 g portions 12 - 5 oz portions

Vegetable oil 50 mL 1/4 cup

Onions chopped 375 mL 1 1/2 cups

Celery chopped 375 mL 1 1/2 cups

Green pepper, chopped 375 mL 1 1/2 cups

Mushrooms, sliced 375 mL 1 1/2 cups

Garlic cloves, minced 4 4

Canned diced tomatoes, undrained 1.5 L 6 cups

Black olives, sliced (optional) 175 mL 3/4 cup

Cajun seasoning 50 mL 1/4 cup

Cheddar cheese, shredded 175 mL 3/4 cup

Salt and pepper, to taste

METHOD 
• Arrange fillets in a single layer on a greased baking pan; season, 

cover and refrigerate.

• Heat oil in a large pan; sauté onion, celery, green pepper, mushrooms
and garlic until tender, stirring frequently.

• Add tomatoes, olives and Cajun seasoning. Simmer 20 minutes.

• Pour vegetable mixture over fish; sprinkle with cheese. Bake uncovered
at 200°C (400°F) for 15 minutes, or until fish is done.

• May substitute Patagonian Silver Hake Fillets or Cod Tails.
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Simon Prentice, Executive Chef
Toronto Congress Centre

Toronto, ON

2 0

The extra effort 
has paid off 

in exceptional
customer experiences,

and excellent
feedback.

Toronto Congress Centre (TCC) knows that size does matter. 
The venue offers 500,000 square feet of exhibit space, and is
expanding to 1,000,000 square feet. Facilities also include 60,000
square feet of state-of-the art meeting and conference space. There
are 33 beautifully appointed and fully equipped rooms suitable 
for a wide spectrum of events. 

One of the most modern and technologically advanced venues 
in North America, Toronto Congress Centre offers state-of-the-art
communication and audio-visual facilities. TCC can accommodate
any conceivable technological requirement, from plug and play
high-speed Internet access to video conferencing to movable pay
phone booths. On-site staff are available to help with staging,
electrical and even customs brokering. 

The kitchens and catering facilities are also state-of-the-art, and
have recently undergone a demanding process to receive Hazard
Analysis Critical Control Point Accreditation – the world’s highest
standard for food safety practices.

But size and technology aren’t everything, and TCC has not
sacrificed traditional attributes such as ambience, service and dining
excellence. TCC is one of the most sophisticated trade and
convention facilities in North America not just in terms of
equipment, but also in terms of ambience and menu.

Great attention has been paid to the décor of TCC’s meeting and
conference rooms. Beautifully appointed rooms named after
prominent figures in the Canadian arts — including some of the
nation’s most cherished artists, writers, actors and patrons — make
a perfect backdrop for meetings, presentations and corporate events.
The elegant décor includes impressive art and sculpture exhibits,
offering visitors the atmosphere of a luxury hotel.

Executive Chef Simon Prentice oversees foodservice at TCC.
Customized menus are available for breakfast, lunch and dinner as
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well as for snacks and meeting breaks. Prentice brings
more than 30 years of international experience to each
menu, whether it be a plated dinner of grilled Atlantic
salmon with lemon dill sauce, or an artist-inspired
buffet, such as the Van Gogh dinner buffet featuring
options such as vegetable strudel and roast Alberta
striploin of beef with wild mushroom sauce. 

TCC prides itself on being Great Experience
MakersTM (GEMTM), by providing the best customer
experience through its exceptional facility and its
resourceful and experienced staff. TCC assigns every
client a full time professional event logistics staff. The
extra effort has paid off in exceptional customer
satisfaction, and excellent feedback.

Conveniently situated near Toronto’s Pearson
International Airport, and near the hub of four major
highways, TCC is easy to get to by air or road. On-site
parking can accommodate more than 6,000 cars. The
centre’s enviable location is also within a short drive
or an easy walk of 10,000 nearby hotel rooms, and
delegates can also enjoy nearby shopping and
entertainment options. 

Because all of TCC’s facilities are located on a 
single floor at ground level, it is easy to navigate and
user-friendly for organizers, exhibitors and delegates.
This layout offers infinite flexibility for events of all
sizes and requirements. 

TCC’s primary goal is to achieve a Great Customer
Experience. Toronto Congress Centre has created a
unique facility that combines fine food, excellent
service and state-of-the-art amenities in a stylish and
tasteful environment.

Braised Lamb Shank

INGREDIENTS METRIC IMPERIAL

Lamb shanks 4 4 

Rosemary, fresh sprig 1 1 

Thyme, fresh sprig 1 1

Garlic cloves, peeled 6 6

Red Wine 100 mL 4 oz

Bay leaves 2 2

Celery, chopped 1 stick 1 stick

Medium carrot, peeled and chopped 1 1 

Medium onion, peeled and chopped 1 1 

Lamb stock 2 L 4 cups

Tomato paste 25 mL 1 oz

Olive oil 50 mL 2 oz

Salt & black pepper to taste

Method
· Season the lamb with salt & pepper.

· Sear in a hot frying pan with olive oil, until well browned.  

· Transfer shanks to a braising pan.  In the same frying pan sauté
onions, carrots and celery for about 5 minutes until browned.  

· Add tomato paste, stir well; add garlic, then add the lamb stock.
Bring all to a boil.  

· Pour the stock over the lamb, cover braising pan with a lid 
or foil paper.  

· Cook in oven at 3250F for 1 ½ hours, or until meat is tender. 

· Remove lamb from the stock.  Strain the stock, bring back 
to a boil, and continue cooking until the sauce thickens.  
Check seasoning.

To Serve

· Place a spoonful of garlic mashed redskin potatoes into the 
centre of plate, top with the lamb shank, garnish with your 
choice of vegetables.  Pour sauce over lamb.



Troy Fogarty, Executive Chef
Crown Isle Resort and Golf Community, 

Courtenay, BC
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“I enjoy 
the creativity 
in the craft 

of culinary arts”

Troy Fogarty, Executive Chef

Crown Isle Resort and Golf Community

By Sarah Phillips

Open since 1998, the Resort Centre at Crown Isle Resort and Golf
Community is a stunning development. Located in Courtenay in the beautiful
Comox Valley, it is a recreation and lifestyle destination in the middle of 
one of the hottest growing markets on Vancouver Island, BC. The resort
increasingly attracts both visitors from abroad and many from our
neighbouring province.

Since Westjet Airlines started running flights direct from Calgary, the Valley
has become more easily accessible, and Crown Isle has risen above others as
the first stop for many from the airport. Numerous people from Calgary will,
for example, come here for a round of golf, stay for dinner, or spend the
entire weekend as the amenities are designed to cater to the flexibility of 
its clientele. 

Being a resort, it accommodates countless types of events such as corporate
retreats, conferences, seminars, golf tournaments and weddings. Included in
the many facilities is the golf course, a luxurious 4 ½ star accommodation,
a classic car museum, a fine dining steakhouse and a comfortable lounge. 
The Timber Room Pub, Silverado Steakhouse and 6 banquet rooms are 
under the culinary direction of executive chef Troy Fogarty practically a 
life long resident of Vancouver Island.

“I am passionate about this area because it is my hometown,” says Chef
Fogarty. 

“After a 25 year exodus from the Comox Valley, it is a treat to come back
and see what improvements have been made to this part of the Island and the
influences from larger cities. Having worked in Victoria and Whistler for the
past 15 years, it is nice to be able to bring what I learnt all back home to
where I was born and raised.”

Troy’s family is filled with professional chefs, so a passion for cooking is in
his blood. His mother and grandmother worked in the foodservice industry
and his brother is also a chef. Trained at Camosun College on the island, he
has been able to use his culinary skills at renowned world class destinations
such as Butchart Gardens, Nicklaus North Golf Club (Golf BC) and the
Fairmont Chateau Whistler. He has been with Crown Isle Resort since
November 2005.

Troy’s menu choices vary and are inspired by the changing seasons. These

Troy Fogarty, Executive Chef and Al Smith, North Douglas SYSCO 
Marketing Associate, at the Crown Isle Resort and Golf Community.
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Caddy Makimenus can be sampled at any point in the day as the
restaurants are open 7 days a week from 7am to 10pm.
Thematically, the menus are made up of regionally inspired
dishes with classic foundations. It boasts some tantalizing
creations such as a seared tuna and spinach salad and
pancetta wrapped halibut. A crispy sushi roll called the
Caddy Maki is a delicious new addition and is available at
both the steakhouse and the pub. Though it is listed as an
appetizer, it is quite satiating. Troy depends on the seasonal
locally available fresh ingredients that inspire his dishes
from North Douglas SYSCO.

A member of the Island Chef’s Collaborative, he manages
twenty staff members in the kitchen and overseas all
banquets and events - a busy schedule for anyone! Walking
in the herb garden, as he is a great appreciator of the natural
elements, Troy describes some of his favourite herbs and
basks in the beautiful location that he works in. “I enjoy the
creativity in the craft of culinary arts”. On the edge of the
golf course, behind the garden you can see the snowcapped
mountains and a glacier framing the warm green valley.
“The essence of the valley pulls me back. It is a treat to be
able to work in the place I consider home.”

“There is a huge draw to this valley,” says Troy. “[with]
affordable living, local culinary growth, [and] incredible
island products available. Our market is growing with the
expansion of the mid island area and it is exciting to be a
part of it.” The recreation and the ease of accessibility is the
attraction for so many conferences and business travelers to
Crown Isle. With Mt Washington Ski Resort and great
fishing within such close proximity, the golf resort
completes the Valley experience beautifully. Not to mention
the potential for the future: there is much more
development planned for Crown Isle Resorts with 70% of
the available land still untouched.

Troy has dealt with SYSCO for his entire cooking career.
Partnering with SYSCO had helped significantly with the
phenomenal infrastructure success of the Telus Skins Golf
Game in 2005 at Whistler, which he provided the culinary
experience for. Future plans include continued growth in
the working relationship with his North Douglas SYSCO
M.A., Al Smith. “Al is always facing and recognizing
challenges and meeting expectations”, says Troy. This
partnership is set to grow along with the Comox Valley.

Sushi Rice
INGREDIENTS METRIC IMPERIAL
Water 500 mL 2 cups
Sushi rice 250 mL 1 cup
Seasoned rice wine vinegar 100 mL 1/3 cup

· Rinse rice with fresh cold water for 5 to 10 minutes. Drain rice and
add to a heavy bottom pot with two cups of fresh water, simmer
covered for 20 minutes. When rice is cooked, add seasoned rice wine
vinegar stirring occasionally and allow to cool.

Ponzu
Lemon 1 1
Lime 1 1
Orange 1 1
Soya sauce 125 mL 1/2 cup
Pinch of black pepper

· Zest and juice citrus fruit, combine with soya and black pepper.

Filling
Fresh Ahi Tuna (Cut in long finger length strips) 200 g 8 oz
Carrot, julienne 1/2 1/2
Cucumber, julienne 1/2 1/2
Granny smith apple, julienne 1/2 1/2
Sushi mayo (kewpie)
Wasabi
Nori 4 sheets 4 sheets

· Lay cool rice on nori sheets and spread wasabi. Fill with julienne
vegetables and place tuna in and top with sushi mayo (enough for
moisture). Use sushi mats to help roll.

Coating
Tempura flour 340 g 3/4 lb 
Soda Water 275 mL 9 oz
Panko (Japanese bread crumbs)

· Combine 1/2 lb of tempura flour with 9 oz of soda water and set
aside.   In separate bowls, pour the remaining flour and bread
crumbs.

· Place sushi roll in the flour covering the entire roll, place the floured
roll in the tempura batter and coat evenly now place the roll in the
panko breading. 

Cooking

· Deep fry the breaded roll for 1 min or till the coating is lightly
browned. Now cut evenly into 6 and plate. Add a side salad of 
your choice.



The ventilation system that begins above your cooking
equipment with exhaust hoods and a filtration system,
and continues through the ductwork and fire system to the
fans up on the roof, is a world of its own. It clears the air
and keeps the kitchen from overheating, but it’s also one
of the most important safety features in your restaurant.

Cooking equipment categories range from light duty 
to medium duty, to heavy and extra-heavy duty. Each
category requires appropriate ventilation and exhaust
systems, and new cooking equipment may require 
exhaust upgrades.

“A very serious problem is people who try to put 
in wood-burning equipment, or what’s referred to as
solid-fuel equipment: burning charcoal or wood,” says
George Zawacki, who runs the Web site Up Your Stack
(www.upyourstack.com). It is important to understand 
the appropriate ventilation and exhaust systems for 
all equipment.

Solid fuel equipment requires a completely separate
system, including separate ductwork, and different filters
to catch embers and prevent them from passing into the
exhaust system where they can ignite grease buildup.
Wood-burning and charcoal equipment is considered
extra-heavy duty. 

Ventilation maintenance is an important safety element,

S Y S C O To d a y   -   S e p t e m b e r  2 0 0 62 4  

and not an area in which foodservice operators should
skimp, Zawacki says. 

“The reality is that the systems need to be inspected 
and or cleaned a minimum of every six months. The
grease buildup, based on the types of cooking, can reach
dangerous levels,” he says. Cooking methods such as
heavy-duty broiling, high-fat meats, high-temperature
cooking, and woks cause more grease buildup than 
other types. 

Because ductwork maintenance is an overhead expense,
it affects the bottom line. Managers who try to stretch the
limits between cleanings may be courting disaster. Grease
buildup in ductwork is a serious fire hazard.

Depending on volume and type of cooking, ducts 
may require more frequent maintenance than fire codes
require. Some companies, including one of the major 
fast-food burger chains, mandate ductwork cleaning not
on the basis of time, but by food volume.

“They know from history that once they’ve cooked a
certain number of pounds of hamburger meat, those 
ducts are going to be coated with grease and particulates,”
Zawacki says. “Whether that’s 60 days or 90 days or 120
days makes no difference. Most people in the business 
just have it in their heads that you’ve just got to do it 
every six months.”

Clearing  
theAir

Clearing  
theAir
Ventilation 

is imperative 
to kitchen safety

By Mary Gordon



Primary filters inside vent hoods are not as efficient at grease removal 
as they were once thought to be. Baffle filters were originally thought to be 
90 to 95% effective, but modern testing equipment has proven them to 
be only 30 to 35% effective.

“Which means that instead of 5 or 10% of grease particulate getting
through the filter into the ductwork, it’s really more like 65 or 70% is going
through the system and basically depositing on the insides of the
ductwork,” Zawacki says.

Newer solutions are in development that should provide more efficient
primary filtering. One of the most promising is ultraviolet (UV) technology. 

UV systems begin with traditional primary filters, which are now known
to remove only the larger grease particulates as air passes through. Next, the
air passes through a bank of ultraviolet bulbs. These bulbs cause a chemical
reaction in the grease, changing the composition of the grease particulates
into a fine grey powder.

The technology has been around for a while, but is still being improved,
and Zawacki says many people remain wary of adopting it. Vancouver, B.C.
is one of the areas leading the way.

“The Vancouver airport authority has recently mandated that only
ultraviolet systems would be allowed for any new installations or
remodelled installations from here on out,” Zawacki says.

While UV systems may eventually reduce duct-cleaning costs, those
savings are offset by added maintenance costs such as the UV bulbs,
which last 800 to 1200 hours. 

While there are many responsible duct-cleaning companies, there are 
also some that will offer a low price and do a poor job, Zawacki warns.

To do a good job in duct cleaning takes a team effort. It shuts down
everything for hours. All the wastewater has to be collected. It’s a big job. 
If speed and price seem too good to be true, it is recommended that you
take a flashlight and have a good look up into the ductwork to make 
sure the job has been done right. 

“The key element is safety,” he says.
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By Patricia Nicholson

Taking a good look at
a foodservice operation
– from menu costing to
plate presentation – 
is the first step in
improving efficiency,
solving problems and
boosting profitability.
That’s why SYSCO 
offers a Business 
Review program to 
its customers, free 
of charge.

“The process itself is
designed to help the
customer succeed,” says Scott Wagner,
Business Review Leader for SYSCO
Edmonton. “The review is all about 
the customer.”

The process is a customized look at
menu engineering, product costing,
food and safety training, service
training, new product introduction 
and more.

Once a review is booked, a customer
talks to a business review associate
about goals for the review, and any
challenges the business may be facing.
The three main areas usually addressed
in a review are menu engineering, staff
training and development, and control
systems, says Dan Martin, Director of
Customer Relations for SYSCO Food
Services of Central Ontario.

Menu engineering is a scientific
approach to identifying which menu
items bring in the most money, Martin

explains. In order to develop the most
profitable menu possible, SYSCO brand
specialists analyse the menu as well as
the customer’s purchasing history to
find places where revenues can be
increased. Associates then discuss ideas,
alternatives and possible new product
introductions with the customer.

SYSCO’s Corporate Chefs then
prepare foods and customize products
for the customer. The Chef also works
directly with the customer to discover
other product areas that the customer
may be interested in, and then suggests
meal presentations or creates a unique
dressing or product pairing for that
restaurant, says Wagner.

Working with a corporate chef is an
excellent opportunity for smaller
operators, who may not have that kind
of expertise in house, says Ellie Newell,
Business Review Manager for SYSCO
Vancouver. 

“Even if they do, it’s 
a third party with fresh
eyes,” she says of a
Corporate Chef’s input,
adding that Chefs will
even follow up with
customers, visiting their
facility and observing
their kitchen, and
offering advice on
anything from the line
to plate presentation.

Review customers
also have access to
educational resources,
such as a series of

educational modules on PowerPoint,
Newell says. Operators can choose from
a dozen topics, including Food Costs
101, Menu Engineering and Back of
House.

Newell has had tremendous positive
feedback from operators who have had
Business Reviews. “Customers can’t 
say enough about going through the
process,” she says.

The final phase of the review is the
development of an action plan with
two or three key points to implement,
Martin says. He adds that reviews
should be scheduled regularly, and 
that they get more productive 
each time.

“We run reviews more as a partner,
openly sharing ideas and thoughts,” he
says. “It’s not about shaving fifty cents
off an order. It’s about generating more
income for the restaurant through
menu, training and staff development.”
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B U S I N E S S R E V I E W S :  

A Step Toward Success



Although no single food can make a
person healthy, eating more seafood is
one way that most of us can improve
our diets — and our health.  But,
what does seafood contain to give it 
the reputation of being such a healthy
food choice?

Many people eat seafood because it 
is low in calories, but it is actually the
type of “fat” in fish that is beneficial 
to health.  That’s because fish fat is a
prime source of Omega-3 fatty acids.
Omega-3 fatty acids are one of the
biggest nutrition stories around and
they are an essential nutrient that 

many Canadians are lacking.  They are
deemed essential because they cannot
be made in our bodies and must be
obtained through the diet or dietary
supplements.

In recent years, scientists have
discovered Omega-3 fatty acids have a
protective effect on the progression of
heart disease, stroke, elevated blood
cholesterol, diabetes and certain
cancers.  Emerging research is also
promising in the area of Omega-3 
fatty acids and depression, dementia,
rheumatoid arthritis, lupus, and 
kidney disease. 

Food Sources of 
Omega-3 Fatty Acids

With Omega-3 becoming the miracle
food of the 21st century, many people
are wondering where they can find it
and how much they need to consume
to achieve the benefits.  According to
scientific research the highest amounts
of Omega-3 fatty acids are contained 
in cold water fish such as salmon,
sardines, herring, mackerel and tuna.
But there is good news for those of 
you who aren’t fish lovers.  Besides fish
products, you can find Omega- 3 in 
flax seed oil, canola oil, walnuts, dark
green leafy vegetables and Omega-3
enriched eggs.  

Another good piece of information 
is that a little Omega-3 goes a long 
way. According to the Canadian Heart
and Stroke Foundation, “eating 
broiled, baked or steamed fish two 
to three times a week is a good way 
of increasing the Omega-3 fat in 
your diet”.

As a restaurant owner, consider
adding Omega-3 products to your
menu.  Many health savvy consumers
are already looking for these items and
with today’s vast array of international
flavours, it’s a great time to test out
different recipes, including adding fish
to pasta or creating salmon or tuna
appetizers.  Omega-3 rich salads made
with dark greens and tossed with
walnuts are also an easy addition.  
One last thing to consider is promoting
your Omega-3 enriched eggs on your
breakfast or brunch menu.  You just
might find the simple change increases
your omelette orders.
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By Suzanne Berryman R.D.

Health Care Manager, SYSCO Food Services of Atlantic Canada

healthwise

Omega-3 
Fats



We Turn the 
Spotlight on...

profile

Jim Candelora
Marketing Associate, SYSCO Food Services of Lakeside

ST - What is your tenure with the
Company?

I started my career in food service 
in 1979 with Scotia Wholesale, then
moved to Scotia Masons and then
MacKenzie Sales, now known as 
SYSCO Food Services of Lakeside.

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

My territory consists of Eastern Cape
Breton, Nova Scotia which is made up
of, Sydney, North Sydney, Baddeck,
Louisbourg, St Peters and Port
Hawksbury.  

ST - Describe the account composition 
of your territory?

My account composition consists of
different food service establishments
from pubs to fine dining.  This has
allowed me to gain knowledge of all
the different types of establishments,
the problems that they experience and
how they can be overcome.  

ST - What do you like best about
SYSCO Brand?

I like the quality and freshness
SYSCO Brand products offer.  The

operator response has been very
positive and in some cases the customer
will get upset if we don’t have the
product available in SYSCO Brand.  
Of my total sales, 41 percent are 
SYSCO Brand. 

ST - Describe how you have helped
customer’s solve problems. 

It’s very important to listen carefully
to the customer to make sure you know
exactly what the problem is.  I will
make suggestions to the customer or
tell them how other operators overcame
similar problems.  I build lasting
relationships and earn their trust.

I educate my customers and suggest
what will work for them.  For example;
pre-portioned items such as Salmon
steaks or Salmon loins work great in a
restaurant that does not have a chef 
or person with the knowledge of
cutting fish.  

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

The most rewarding aspect of my job
is building lasting relationships with
my customer base.  I have made a lot 
of close friendships in my 27 years 
of service. 

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

I see a trend towards ready to use or
value added products.  Customers need
more products which are ready to use
or easily prepared.  This will help them
with consistency and lower labour
costs.  I try to keep on top of all the
new items in the market and give
samples to the customers so they can
try them.

Business reviews are very important
in helping our customers succeed.  If 
a customer has not had a review yet I
recommend that they call their M.A.
and book one as soon as possible.
“Time is money”.

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

The operators should look at quality
first and should not just shop on price.
Customers will pay more for a quality
meal.  Every part of the dining
experience is so important, from
entering into the restaurant, the meal
itself, to the final bill. Paying attention
to detail and having properly trained
wait staff is also vital.  “Little things
mean a lot”.
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Alaskan Salmon Burger

Made with the finest wild Alaskan Salmon, this burger is a great
sandwich alternative.  Ready to grill, bake or broil, this 90 gram moist,
flavourful burger is packed with protein and flavour!  Try them today 
and add the great taste of wild Salmon to your burger menu.

Contact your SYSCO Marketing Associate for details.  SUPC# 7205461

Alaskan Salmon Burger

Distributed by SYSCO Corporation, Toronto, ON, M9B 6J8  ©2006



DISTRIBUTED BY SYSCO CORPORATION, 
TORONTO, ONTARIO M9B 6J8   ©2006

Chocolate Traditional Strawberry

Lemon Black Forest Vanilla

NEW!
DUTCH CREAM BITES

MINI NAPOLEONS

Untopped Mini Eclair

Chocolate Coated Cream Puff

Chocolate Topped Mini Eclair

Strawberry Cream Puff

Vanilla Cream Puff

Ideal for banquets, catering
functions and large events. 

Thaw & Serve.


