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ST - What is your tenure with the Company?
I began my career with Sysco 3 years ago looking after Edson,

Spruce Grove and Stony Plain which are part of the greater
Edmonton area.

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 have been working in the foodservice industry my whole
career.  I started out washing dishes when I was 15 years old and
worked my way up in the kitchen. In University, I moved to the
front of the house where I served and worked as a bartender to
pay for school. This experience has definitely given me a great
insight into my customers’ business needs and the pains they
experience. It has also helped me immensely with problem
solving, and with truly knowing what viable options are
available to my customers.

ST - Describe the account composition of 
your territory?

My territory consists of a variety of accounts spread
throughout Edmonton including: Tokyo Express Sushi, the
Shaw Conference Centre, Albert’s Family Restaurants, the
Mongolie Grill, and Northern Alberta Institute of Technology.
This wide mix of accounts ensures that I am always learning
new things and keeps my knowledge diverse.

ST - What do you like best about Sysco Brand?
What I like most about Sysco Brand is that the quality is

always consistent, and in most cases better than the National
Brands. Sysco Brand has been able to achieve this by selecting
the best ingredients, developing the best flavour profiles, and
always bringing something new to the mix. This quality
commitment gives me the confidence to recommend Sysco
Brand in any situation knowing that the product will perform to
my customers’ standards.

ST - What has operator response been to 
Sysco Brand?

My customers use Sysco brand because they have the
utmost confidence in the product and its performance.

ST - What is the most rewarding aspect of your job? 
The most rewarding aspect of my job is when my customers

allow me to collaborate with them on new ideas or concepts.  I
also enjoy seeing my customers succeed and hearing their
success stories.

ST - What are your goals for the future?
My goals for the future are significantly tied to those of my

customers. If I can help my customers reach their goals, my
goals will follow.

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

The biggest mistake I think an operator can make is not 
reinvesting in their business. In today's economy, I think it is
more important now than ever to market and advertise their
business to create awareness and attraction to their
establishment. A strong marketing campaign can pay huge
dividends in a tough economy.

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

Great people, great ingredients, and great food are the
building blocks for success - any operator missing one of 
these aspects will have a hard time succeeding in this 
tough economy. 
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shouldn’t have to be unstacked to be eaten: a diner
should be able to cut into the stack and easily access
the elements of the meal. Li uses the example of a
crispy-skinned boneless half Cornish hen served over
sautéed asparagus on a base of creamy goat cheese
mashed potatoes, finished with a nice sauce.

But be aware of stability when you stack food (no
diner wants an avalanche on the plate), and keep in
mind that delicate elements such as fish are often best
served flat. 

“My philosophy is to keep it simple,” Li says. “The 
dish has to be well-planned ahead of time. Consider
the texture and colour, but the bottom line is it has 
to go well together and be convenient for the
customer to eat.” 

“My personal view is that everything on the plate has
to go very well with the dish you serve,” Li says. Adding
a garnish – like a sprig of rosemary – that the guest
must remove and put aside before they eat the dish
doesn’t really enhance the meal.

Nothing should be on the plate solely to add colour
or textural interest if it adds nothing to the dish – or
especially if it might detract from the meal. For
example, peppery radishes and sweetly flavourful corn
shoots may be perfect accompaniments for some
meals, but Li advises caution in using such strongly
flavoured elements without considering their impact. 

“If you had a small bunch of corn shoots, you won’t
taste anything else,” Li says. This is especially true with
subtle flavours such as fish. 

But sometimes a plate cries out for colour. When
faced with monochromatic elements of a meal – such
as chicken or fish served with a potato purée (both very
white), Li likes to use the skin to add colour and texture.

“You can cook the white fish skin side first and cook
it to a nice golden brown,” he says. “You could also serve
some beautiful sautéed spinach and some fresh
tomato, so you can add a little bit of colour.” 

Space is another element to consider when plating a
dish. A plate should have some balance between space
and food. Li recommends
leaving an inch or so of space
between the rim of the plate
and the food arranged on it, so
the food isn’t crowded.
However, the current trend
toward ultra-large plates can
take the space/food balance to
an extreme that may not be
attractive or practical: a big
square plate with only about
one-third of it occupied by food
wastes table space and plate
space, and might even detract
from the dish.

One current trend that takes advantage of the real
estate on a plate is stacking food. For many dishes, it’s
an excellent way to present a meal, while keeping the
focus on the main component at the top. But the food

By Patricia Nicholson

The holiday season is known for its baubles: it’s the
one time of year when glitter, ribbon and tree boughs
are an acceptable decorating combination. But you
can’t put tinsel on a plate. Instead, food presentation
should embrace your cooking style, enhance the food
and echo the ambience of your restaurant.

Plate presentation is the diner’s first impression of a
meal, and how it looks can have a big impact on how
much they enjoy their dining experience.

“People don’t just eat food,” says Oliver Li, Chef de
Cuisine at George Brown College’s Chef’s House in
Toronto. “Twenty-five per cent of the pleasure is visual.” 

A big part of that visual pleasure comes from how
the food is presented on the plate.

Li favours plate presentations that are simple, clean
and not too complicated. 

“I always look at a dish with the ultimate goal of
people enjoying the food,” he says. The main
component of the meal should be the focus on the
plate, and everything else should go well with it. 

“The other main point I always take strongly into
consideration is that it has to be convenient for the
customer,” he says. That means the customer shouldn’t
have to do any work, such as moving things around on
the plate, in order to start eating. 

How a meal is presented reflects many aspects of the
restaurant and the style of food.  

“Obviously if it’s fine dining, you need to use more
detail and make extra effort on the plate,” Li says. In a
fine dining environment, customers are often paying a
premium to enjoy food prepared with extra care, 
using high-end ingredients, with attentive service 
in an attractive atmosphere. People want to see the
craftsmanship that went into the meal reflected in 
its presentation.

But Li notes that not every plate at every restaurant
needs to be a work of art. For a simple bistro doing a
quick lunch service, the food should be nicely
presented, but delaying service in order to dress up a
dish may be counterproductive in that type of
operation.
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By Michelle Ponto
The festive season is one of the busiest

times of year in the foodservice industry. With
office parties, family gatherings and your
customers ready to celebrate the holidays,
many restaurant managers increase their
staff and their food orders to keep up 
with the demand. But all the hustle 
and bustle can also increase workplace
hazards, putting your employees and your
customers in danger.
WSIB and Workplace Safety 

When an employee is injured, it costs your
restaurant both time and money, but most
importantly, it affects your staff. This is why
the Workplace Safety & Insurance Board
(WSIB) strives to reduce workplace injuries
and rewards the groups that are able to
maintain a good level of safety.

In fact, the WSIB recently released its
preliminary rates for 2010, and because many
food operators in the restaurant and catering
group have invested in keeping their
workplace safe, for the fourth consecutive
year, there will be a zero per cent increase. 
The rate will remain at $1.65 per $100 of
insurable earnings. 

“For 2010, the WSIB is freezing rates for the
good performing rate groups – the
employers that invest in safety, keep their
injury rates down and keep their claim
durations short – so that they will not have to
deal with additional costs next year while the
economy recovers,” said WSIB Chair Steve
Mahoney.
Keeping Your Workplace Hazard Free

In Canada, a worker is injured on the job
every nine seconds of work time. According
to statistics, over 50 per cent of them are
injured either because they were struck by an
object or they slipped and fell. The good
news is that many of these injuries can be
prevented if the potential hazards are
identified beforehand.

Safety hazards are anything that could
cause an injury or illness, but there are also
health hazards that affect your employees. In
other words, hazards aren’t always as simple
as a slippery floor or an open blade. They can
be anything from noise and extreme temper-
atures, to bacteria and chemicals, to
repetitive activities such as chopping food,
lifting boxes and carrying trays.

Identifying the hazard is only the first step
in creating a safe workplace. Once they have
been uncovered—and the likelihood of
people being harmed or affected by 
the hazard has been accessed—measures 
should be taken to reduce, eliminate and
control the danger.  

Keeping a first aid kit on hand is also
essential. In fact, as a Canadian employer, the
Workplace Safety and Insurance Act requires
you to provide specific first aid equipment
and training for your workers. 

You should have a first aid station where
employees can find your first aid box
containing all the items required by the
Insurance Act, as well as a notice board
displaying the first aid poster and the valid
first aid certificates and qualifications of 
your workers. 

Preventing Injuries with Ergonomics
According to SAFE hospitality, 40 per cent

of accommodation and foodservices time
loss injuries are musculoskeletal. Nearly 20
per cent of those injuries involved the back
and spinal cord, and 15 per cent involved the
hands and wrists.

These types of injuries are generally
caused by repetitive movements such as
lifting and reaching. They can result in injuries
to the neck, shoulders, arms, wrists, legs and
back. While every person is different,
common signs of musculoskeletal injuries
are pain, numbness, tingling and weakness
while on the job. Swelling, redness and
difficulty moving a particular body part are
also signs that the muscle has been under
strain.

Experts say the first step in preventing
possible musculoskeletal injuries is to check
out the layout and conditions of the
employee’s workstation. Is the counter too
high or too low in the kitchen? Is there anti-
fatigue matting in standing areas? Are
employees wearing shoes with cushioning
to relieve stress on their knees and backs? Is
the kitchen staff using utensils designed to
reduce force and awkward posture? 

Training Your Staff to Protect Themselves
Having the right tools and safety measures

in place means nothing unless your staff is
made aware of the hazards around them and
trained in how to avoid them. It’s important
to explain to them the dangers of
musculoskeletal injuries and the right way to
perform their duties. 

By identifying workplace hazards and
training your staff in the proper way to avoid
them, your staff will work more efficiently
without feeling muscular fatigue. Plus, 
they reduce their chances of being injured.
Give your staff the gift of safety and 
you’ll be rewarded with an injury-free 
festive season.

“While physical,
chemical, and

ergonomic hazards
tend to be easy to

identify, psychological
hazards are sometimes
forgotten or ignored...

it’s important to
remember that things
like shift work... can
also place a strain on

your employees...”

Have 
a Safe
Festive
Season
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By Kelly Putter

The weather outside might be frightful, but there’s
no time more delightful than the busy holiday season
to lure customers to your restaurant, says a Toronto
based restaurant consultant.

Even if your restaurant is not anchored to a busy
shopping mall there are plenty of ways to draw
customers and increase revenues during the festive
season.

Bundle it up for the holidays!  Add some value to
make your holiday offerings more compelling,
recommends Hugh Johnston, who specializes in

February, helping build your business during these
slower periods. “It’s great when you bring them in and
really great when you bring them back,” says Johnston.

Spread the word at low cost or no cost.  Restaurants
and foodservice establishments can use the e-mail
contacts they’ve collected from their customers to
distribute special holiday offers and coupons. Table
toppers are another great way to market your business
to the guests who are in your restaurant as well as the
classic marketing tool commonly known as the fish
bowl.

“A big fish bowl at the front of the store is a great

assisting foodservice and retail businesses.  “Try
bundling your signature meals with chocolates or
other take-home treats.”

Plugging into a signature flavour such as a great BBQ
sauce or festive shortbread, is a huge boon operators
can tap into for seasonal promotions. Package your
sauce or shortbread attractively and you have a great
gift item to bundle or to offer customers that book
large holiday parties.

Another suggestion centres on bundling your meals
with a discounted gift card. That way customers will be
enticed to return to your restaurant in January or

Let the       
Holiday Spirit 

Raise Revenues



marketing opportunity,” says Johnston. “The fish bowl
gets filled with business cards from your loyal guests. It
is a fast and effective way to get a great customer
database.”

Once you get customers in your restaurant,
operators must ensure that they’re treated right, he
says. Customers are drawn to your restaurant for
different reasons. Some come to celebrate special
occasions and holidays, while others show up like
clockwork for their regular Saturday-night dinner.
Johnston says it’s important that operators balance
looking after their occasional and seasonal guests while
at the same time still pleasing all of their regular guests. 

One way to do this is to make staffing a priority
during the busy season. Johnston recommends when
catering holiday functions, for instance,
proprietors must make sure there is
enough staff to handle larger groups.

Other revenue enhancing things you
can do during the busy season include
creating a simple special occasion menu
that gives customers the items that are
most popular. “Give people what they love
and they will choose you over the
competitor.”

One thing restaurateurs don’t want to do
is scramble in the lead-up to the holiday
season, advises Diane Chiasson, a
foodservice consultant in Toronto. Having a
database of customers is ideal so proprietors
can get an early jump on their marketing and
promotion efforts.

Chiasson recommends some kind of direct
marketing campaign that targets new and existing
customers. Begin in November with a brochure or post
card thanking the customer for his or her business. You
could also add a coupon with a special offer as
appreciation to your regulars.

Use your online presence to reach out to customers.
Restaurateurs can offer customers special incentives or
promotions for pre-booking holiday parties online, she
suggests. Use your customer mailing list to send out 
e-newletters that include interesting tidbits about 
your restaurant, its recipes or the neighbourhood in
which the business resides. Social networking sites
such as Facebook, Twitter and Linked In are ideal 
for promoting your latest event,

special or acquisition such as a new menu or new chef.

Loyalty programs are worth considering, says
Chiasson. Generally, they work in a way that gives
customers discounts for so many visits in exchange for
their personal information. That way, you can e-mail
and mail people who are your customers.

Think about hiring local students to distribute flyers
or cards or get an artistically talented student to create
an eye-catching design in chalk on the sidewalk in 
front of your establishment. “Maybe a big Christmas
wreath that says come inside we're having a special,”
says Chiasson.

Acrylic covered mini menus are another good and
economical way to advertise your
establishment. Keep them outside your
door so passersby know what’s being
served inside.

Inexpensive, natural decorations are in
fashion this year so you don’t need to
break the bank to pretty up your
establishment. Use holly, evergreen,
sugared fruit, votive candles, magnolia
leaves, cinnamon sticks and colourful
glass beads to decorate festive table
centrepieces. 

No matter what your guests are
celebrating over the holidays, an
appropriate menu, great service, 
and a touch of holiday magic 
will make this season's parties
memorable.

S y s c o  T O D A Y -   N o v e m b e r   2 0 0 9 5



S y s c o  T O D A Y -   N o v e m b e r   2 0 0 9

By Michelle Ponto

With the festive season around the corner, many
chefs are busy planning their holiday menus. But this
season, cranberries aren’t the only fruit comple-
menting the traditional turkey and stuffing; peaches
are also making an appearance.

Peaches aren’t just for summertime fare. Canned
and ready-to-eat, Sysco Imperial canned peaches
make it easy for chefs to incorporate the colour and
flavour of peaches into their menu. 

“For any menu item that calls for fresh peaches,
chefs can use canned peaches,” says Jean Valentine,
Export Program Coordinator for California Cling Peach
Board, “Canned peaches are a different variety from
fresh.  They have a firmer texture and deeper golden
colour.”

A Tasty Update to Tradition
Planning a holiday menu gives chefs the

opportunity to add their own twist to tradition, and
peaches are one of the ways they can do it. The sweet
juicy fruit pairs well with the warm spices of the
season including cinnamon, nutmeg, cumin, cloves,
roasted red peppers and savoury curries. Because of
this, they can be used in appetizers, main courses and,
of course, desserts. 

“There are many ways to prepare peaches as part of
a menu,” says Valentine.  “They are not just for summer,
but for all year round.”

When it comes to holiday appetizers that are as
flavourful as they are colourful, consider mini
Mediterranean pizzas topped with zesty goat cheese,
roasted red peppers, roasted garlic cloves and chunks
of canned peaches. Spinach salads topped with dried
cranberries, walnuts and peach slices also make a
great addition to any menu.

Canned peaches can also make a colourful glaze on
top of chicken or turkey, can be used as part of a
sweet and spicy Thai-inspired marinade for chicken
and beef satays, and because of their firm texture, are
perfect for curried stews. They also can be added to
cranberry sauces to help increase texture and add
flavour and colour to traditional holiday fares.

But don’t forget about desserts and holiday
beverages. A hot cranberry/peach cider is a tempting
addition for a holiday after dinner menu as well as a
hot peach and cranberry bread pudding topped with
a thick caramel sauce. They are also perfect for English
trifles, cranberry and peach tarts or simply dipped in
dark chocolate and served as part of the garnish with
chocolate mousses, pies and cakes.

Cooking with Canned Peaches
While the flavour and juiciness of canned peaches is

similar to fresh peaches, cooking with them is
different. Harvested and canned in the peak of
ripeness, canned peaches are juicy and full of 
flavour, yet stay firmer when cooked than peaches
traditionally harvested for fresh consumption. This
texture and firmness is another reason why many
chefs choose to use canned peaches for many of the
recipes instead of fresh peaches.

“The reality is that the canned peach is more firm for
chefs who are concerned about their fruit falling apart
when cooking,” says Valentine. “Chefs often say that

with fresh peaches it’s hard
for them to keep their
shape and their form. “

Valentine says the
California cling peach,
which is used in all of
Sysco’s canned peach
varieties, responds well to
heat and provides more

consistent results. Also, because Sysco’s peaches keep
their colour and don’t lose shape or turn to mush
when cooked, broiled, baked or boiled, they are a
good choice if the chef is looking for both flavour and
presentation.

Canned peaches are pre-cooked during the
canning process, so they don’t take as long to cook as
fresh fruit – reducing preparation time. And because
only the best peaches are used in the canning
process, chefs don’t need to worry about unsightly
bruising, discolourations or spoiled fruit.

Chefs also recommend draining the peaches before
baking and in some instances patting them dry with
a paper towel if the recipe calls for drier fruit.  

Cost Cutting Convenience
Canned fruit is known for its convenience and cost

efficiency. Like other canned products, canned
peaches are ready to use as soon as the can is opened.
There is no washing or poaching needed. The
peaches have already been skinned and are cut in a
variety of ways including diced, sliced and halves to
save on preparation time.

Canned peaches also store well. A can of peaches
can remain on the shelf for over 18 months so they
can be opened only as needed. One of the other
benefits is that once the can is opened, the peaches
don’t have to be used all at once. They can be stored
in a glass or plastic container in the refrigerator for a
few days or frozen for a few months, which helps to
reduce waste.

The quality of canned peaches is unsurpassed in
the industry. Guaranteed to have a juicy, fresh taste
with a consistent golden colour, they have become
the preferred choice for many Canadian chefs. With so
many ways to use canned peaches this holiday
season – ranging from colourful appetizers to savoury
main courses, they are sure to become your
customer’s favourite as well.

6

Texture and
firmness is another
reason why chefs
use canned
peaches for many
recipes instead of
fresh peaches.



Distributed by Sysco Corporation, Toronto, Ontario   M9B 6J8    ©2009



S y s c o  T O D A Y -   N o v e m b e r   2 0 0 9

By Kelly Putter

Chefs are forever combining their favourite food and dessert
specialties with great domestic and imported wines. But 
there’s a movement abuzz that is marrying beer with cheese, an
unusual pairing that’s brewing a lot of excitement this 
holiday season.

“Beer is actually easier to pair with cheese than wine,” says Kathy
Guidi, a Toronto cheese guru, who runs Artisan Cheese Marketing
and The Cheese Education Guild, the country’s first cheese
appreciation school. “It has similar flavours – fruity, earthy and
malty. Beer is fermented like cheese and has effervescence that
helps cleanse the palate.”

When pairing beer with cheese, it’s important to keep in mind
the same principles you would use to match wine and cheese.
Harmonize the character of the beer with that of the cheese. So
serve light beer with lighter cheeses and heavier, stronger tasting
beers with strong-flavoured cheese.

Contrast is also a key aspect of the process so don’t forget to
contrast a sweeter beer with a pungent and salty blue cheese, for
instance. Another good contrast is cheddar, which is slightly acidic
and sharp, and goes well with beers that have a nutty flavour.

One of the big pluses surrounding the concept of pairing cheese

with beer centres on the image beer has with most people. Largely
devoid of snob appeal, beer is commonly viewed as a down-to-
earth, fun, every-person kind of drink. 

“Wine can be intimidating,” says Guidi. “Beer is more popular,
accessible and friendly. There’s a huge opportunity for foodservice
to pair beers with high-end or everyday cheeses such as great
cheddars, Fontinas and the new washed rinds. There’s a whole
opportunity to bring cheese into restaurants.

Guidi recommends operators consider introducing cheese to
customers as a shared plate appetizer, on a happy hour menu or
perhaps as a casual, light meal, which could also include bread and
fruit. Restaurant snacking is on the rise and what tastier and
healthier alternative than cheese for customers looking for lighter
yet nourishing fare.

The other great benefit to operators, adds Guidi, is that with
cheese there’s very little waste and expense. “It’s low risk and
whatever people don’t order you can use in other dishes,” explains
Guidi. “It doesn’t take a whole lot of payroll to make a cheese plate.”

Domenic Cholette, a Senior Account Manager with Saputo, says
chefs are really embracing the concept of fine cheeses. He’s seeing
a lot of restaurants turning their everyday burgers into gourmet
sensations with the addition of cheddar, Swiss, blue and 
goat cheeses.

8

Present the 
Dynamic Duo

of

“It has similar flavours – fruity, earthy and malty. 
Beer is fermented like cheese and has effervescence that helps cleanse the palate.”



S y s c o  T O D A Y -   N o v e m b e r   2 0 0 9

“Everybody is trying to differentiate
themselves from their neighbours,” Cholette
says. “The only way to do this is with value-
added products that put your signature on 
an item.”

Traditional cheese plates are being
remodeled and are showing up at the start of
a meal now instead of at the end. 

Beer marries so nicely with cheese, says
Cholette, because it comes in so many
different flavours – light beers, lagers, ales, dark
beers and stouts. The pairing is a natural and
has prompted numerous micro breweries and
even a large Canadian brewery to approach
the cheese companies about teaming up to
launch cross promotions and marketing
campaigns.

When serving cheese, the recommended
amounts range from 60 to 75 grams of cheese
per person. Ideally, try to pick an assortment
from such categories as soft cheeses, 
semi-soft, firm and hard cheeses. Good
accompaniments for a blonde beer would be
soft cheeses, such as Brie or Camembert, and
in the semi-soft category, a Gouda or Swiss
type. Medium tasting cheeses such as goat
Cendrillon go best with lagers. Firm cheeses

such as Cantonnier or sharp cheddars go well with ales
and dark beers. In the hard cheese category, Parmesan
pairs beautifully with a dark beer.

To round out your offering be sure to accompany
your beer and cheeses with crusty breads, biscuits or
flatbreads and include some fresh fruits, dried fruits,
olives, nuts, pates and deli meats.

Whether you’re planning private holiday parties,
festive-themed meals for the lunch crowd or just
wanting to offer a tasty, nutritious snack, keep the
increasingly popular cheese and beer pairing in mind
and you’re sure to intrigue your customers.

9
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The Kaslo Hotel in Kaslo, B.C. combines the charm
and character of a heritage building with the comfort
and amenities of a modern facility. As the latest
incarnation of a century-old tradition, the hotel was
carefully designed to fill both of those roles.

Although the Kaslo Hotel is a newly rebuilt, energy
efficient building with luxurious amenities, it was also
constructed to echo the rich history of the site. The
original Kaslo Hotel was built in 1896 on the same spot,
but burned down in 1950. A second hotel was built in
1958, and ran until 2006, when current owner John
Eckland closed it for extensive renovations. Although
the building is almost entirely new, it retained the

Stadelmann is in charge of all aspects of the kitchen,
from ordering to creating the menu to scheduling to
presentation. He is inspired not only by his own passion
for food, but also by his clientele. Stadelmann wants to
ensure that no matter how many times they come
back, regular customers can keep having new and
rewarding food experiences at the hotel.

For Eckland and Stadelmann, working with Sysco is
about more than just stocking the kitchen. Sysco can
also lend a hand with menu design and printing, and
always makes the extra effort to get special items.
Eckland can rely on his Sysco Marketing Associate to
offer expertise and support to help him build a century
of success for his new hotel.

ambience of a historic building by remaining true to
period details throughout the renovation. 

The new hotel opened in February 2009, complete
with a pub, dining room, meeting rooms and banquet
facilities. A big part of its draw is its unique ambience:
new, yet historic in its meticulous attention to 
detail and welcoming atmosphere. And, of course, the
terrific food.

Kaslo is a picturesque town of 1,000 people, nestled
on the shore of Kootenay Lake amid breathtaking
mountain scenery. Located on the town’s main street,
the hotel is a focal point for residents and tourists alike,
and the pub and dining room clientele tends to be
about half locals and half travelers. The hotel is the
major event venue for the town.

The pub welcomes guests until midnight daily. Its
relaxed character includes gleaming woodwork, a
covered patio, a big wood burning fireplace and bright
windows with a view of Kootenay Lake. It also offers
cable and satellite television, a great selection of local
beers and B.C. wines, and is a great place to enjoy a
casual drink and watch a game on TV. 

For those looking for a more formal environment, the
hotel’s dining room has the same inspired menu as the
pub, offering veal, seafood and original desserts such 
as Chocolate Pate in a Phyllo Pastry Basket.

Executive Chef Thomas J. Stadelmann was trained 
in Germany, and has worked in Europe and across
Canada. In the months since he joined the Kaslo Hotel,
he has created a varied menu with tempting options
for every taste. In the fall and winter, the menu is geared
more toward the needs of local residents. In the spring
and summer, it caters more to tourists.

The attention to detail that has distinguished the
new hotel does not stop at the kitchen door:
Stadelmann, his Sous Chef Jason Epp and the kitchen
staff pay careful attention to sauces and finishes. The
result is tasty, beautifully prepared meals in both the
pub and the dining room. A house favourite is
Stadelmann’s Prawns Casino. 

John Eckland, Owner
Kaslo Hotel   

Kaslo, BC

“We want to ensure 
that no matter how many

times they come back, 
regular customers 

can keep having new 
and rewarding food

experiences at the hotel.”

Thomas J. Stadelmann, 
Executive Chef 

Kaslo Hotel 

Prawns Casino

Serves 1

INGREDIENTS METRIC IMPERIAL

Prawns, 5-6 size 3 3

Prawn stock 50 mL 2 oz

Butter 25 mL 1 oz

Whisky 15  mL 1/2 oz

Cream, 36% 25 mL 1 oz

Flour 15 mL 1 Tbsp

Peppers, finely diced 
(red, green and yellow)

Patty shell 1 1

Rice, cooked

Salt and pepper, to taste

Basil and tomato, to garnish

Cook prawns in a skillet with butter. Remove
prawns, sauté peppers, flame with Whiskey and
dust with the flour. Add prawn stock and 36%
cream, reduce by half and then add the prawns.
Season with salt and pepper.

Fill patty shell with cooked rice. Pour sauce 
over rice and place prawns on rice and garnish
with tomato and basil.Left to right: John Eckland, Owner; 

Jason Epp, Sous Chef

Brian Lapointe, Sysco Marketing Associate



Larry Geekie, Owner
Old Country Market   

Parksville, BC

“We are continuously
making little changes 
to tweak the business 

and keep it interesting.”

Arthur Urie, 
General Manager

Old Country Market
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By Sarah Phillips

Old Country Market may be one of the most unique
destinations in B.C. Near Parksville on Vancouver Island,
it’s a market located in an area known as Coombs, a tiny
village on a highway bypass road. The market that
dominates the area is a most eclectic business
combining a bakery, deli, restaurant, produce market,
imported dry goods, Asian toys and decorative
household goods. You can’t visit this market without

buying something. And you can’t miss it on the 
road because it’s the only place around with goats on
the roof.

This is how Coombs is known to locals and tourists.
The market with the goats on the roof is a landmark
synonymous with Coombs and offers an unexpected
selection of great treasures, like the best loaf of cheese
bread, bamboo window screens, a great ice cream
cone and beautiful local fresh produce. 

The idea of goats came about over a bottle of 
wine. Larry Geekie the owner, and his Norwegian
father-in-law decided to make the food-stand
operation they were running, unique in North America
by adding something that was quite common in
Norway. Many Norwegian houses are built into the
hillside and have grass on their roofs. To keep the roof
from caving in, goats were kept on the roof to eat the
grass. Though the market was not built into a hillside,
this just seemed to make sense.

The market has remained somewhat impervious to
the economic slowdown. Business is hectic as usual
and the pace that this operation runs at during the
summer months is warp speed. Almost all day long,
there is a line up for the cafeteria style family restaurant
in back of the market. The restaurant serves up short
order burgers, sandwiches and fries and is constantly
busy. One could also shop in the retail area for local
cheeses, freshly baked breads, sausages and meat pies
and create a picnic of their own.

Locals and tourists come here. “Islanders seem to be
choosing to come up to Coombs for a day trip or to go
camping on the island rather than going on a bigger
vacation this summer. This has helped the market stay
busy,” says Larry. These repeat visitors are who he is
finding are some of their staple customers. After 35
years of owning the market, he’s now seeing a second
generation come through. “If you liked Coombs as a
kid, then you’re probably bringing your kids here now”,
and he’s right.

“We are continuously making little changes to tweak
the business and keep it interesting” says General
Manager, Arthur Urie. For example this year, they
moved the produce market to a separate pavilion at
the back. This has allowed both the bakery, deli and
produce areas to expand significantly. A surf shop
opened up a couple of years ago and they are looking
at possibly expanding the restaurant options in the
future as well.

Sysco and Old Country Market have a long history of
partnership that continues today. 

On her sales call, Gail Conrad, our Sysco Marketing
Associate, visits each department manager and talks to

each one individually about new ideas and products to
bring in. Some of the managers have been there as
long as 15 years and are a part of the fabric of this place.

Innovative ideas are not new to this market. The
bakery was leading the pack five years ago when the
manager voluntarily did away with trans fats. This is a
place that has invented its own economy where none
existed before. Coombs was a sleepy town with no
economic prospects but Old Country Market has
grown to become the hub for other small businesses
around it. It’s such a destination that it has even been
chosen as a stop on the Olympic flame relay for the
Vancouver 2010 Olympics.

It’s hard to pigeon hole what this unique market 
is. Larry describes it best. It’s not just shopping. It’s 
an experience.

1 1

Left to right: Arthur Urie, General Manager; 
Jill Macaulay, Kitchen Manager; Gail Conrad, 

Sysco Marketing Associate; Susan Pauli, 
Bakery Manager; Larry Geekie, Owner. (Not shown

Carole Wheeler, Assistant Deli Manager)

Vegetarian Shepherd’s Pie

Serves 4
INGREDIENTS METRIC IMPERIAL
Large potatoes 6 6
Shallots 6 6
Roasted garlic cloves 12 12
Melted butter 454 g 1 lb
Thyme 3 sprigs 3 sprigs
Rosemary 3 sprigs 3 sprigs
Veggie ground round 1 kg 2 lbs
HP sauce 1 bottle 1 bottle
Cheddar cheese, grated 175 mL 3/4 cup
Diced carrots, celery, peas and corn
Salt and pepper, to taste

Peel, wash and boil the potatoes. When done, mash and
set aside. 
Melt the butter and add puréed shallots and garlic. Chop
the thyme and rosemary finely and add half to the
shallot and garlic mix. Mix this into the mashed
potatoes.
Add veggie ground round to a pot and stir constantly.
Add veggies and season with salt and pepper to taste.
Add 1 bottle of HP sauce and cook thoroughly. 
Place mixture into ceramic boats and pipe the garlic
mashed potatoes on top. Bake in the oven at 400° F with
grated cheese on top for 20 to 35 minutes. Cook until
the potatoes are brown and the cheddar cheese bubbles. 
Add the rest of the finely chopped herbs on top. 



Buffalo
Roast Chicken
Breast Panini

WITH PORCUPINE MIXED 
GREEN SALAD &

IMPERIAL GARLIC 
BALSAMIC VINAIGRETTE

Recipe courtesy of Melvin Michael Pyke
Quinn’s Inn Restaurant/Mordecai’s Pub

Serves 6

INGREDIENTS METRIC IMPERIAL
Cooked Chicken Breast, 6 oz. each 2 2
Bacon strips cooked 4 4
Franks Red Hot Sauce 75 mL 3 oz
Sysco Imperial 

chunky blue cheese dressing 25 mL 1 oz
Butter, melted 50 mL 2 oz
Garlic, finely chopped 5 mL 1 tsp
Lemon, juiced 1/2 1/2
Iceburg lettuce 50 g 2 oz
Cucumber, brunoise 15 mL 1 Tbsp
Tomato, brunoise 15 mL 1 Tbsp
Sysco Imperial 

creamy garlic Caesar dressing 25 mL 1 oz
Panini loaves 2 2
Spring mix 125 g 5 oz
Carrot, julienne 15 g 1/2 oz
Tomato, julienne 15 g 1/2 oz
Red bell peppers, julienne 15 g 1/2 oz
Green bell peppers, julienne 15 g 1/2 oz
Celery, julienne 15 g 1/2 oz
Sysco Imperial fat free 

garlic balsamic vinaigrette 50 mL 2 oz
Mozzarella Cheese 75 g 3 oz

METHOD 
• Preheat oven to 350º F.
• Buffalo chicken mixture - combine and whisk 2 ounces

of melted butter, 1 ounce of the blue cheese dressing,
3 ounces of Franks Red Hot Sauce and the lemon juice.
Set aside.

• Slice chicken in half lengthwise, place on a small
baking tray and pour buffalo mixture over chicken.

• Heat chicken breast for five minutes, and then top
with bacon slices and mozzarella cheese.

• Continue to cook for about three minutes or until
cheese has started to brown.

• Slice panini lengthwise and toast on panini press to
your preference.

• In a mixing bowl, add diced cucumber, shredded
lettuce, diced tomato and garlic Caesar dressing, 
then combine.

• Place the Buffalo style chicken, bacon and cheese 
melt on the bottom panini loaf, top with ingredients
from above and add top half of the panini loaf.

• Put toothpicks at each end of the sandwich and slice
on a sharp bias.

Bring some holiday cheer 
to your customers with these

tempting new menu ideas.

MERIT
AWARD

Soy Braised
Grill Finished Beef

Chuck Flat
Recipe developed by David Franklin, CCC
Corporate Chef at Sysco Central Ontario

Serves 4

INGREDIENTS METRIC IMPERIAL
Sysco Fine Meats beef chuck flats 800 g 32 oz
Sysco Classic vegetable soya oil 30 mL 2 Tbsp
Soy sauce 250 mL 8 oz
Five spice Chinese seasoning 5 mL 1 tsp
Red Wine sauce 1 L 4 cups
Kosher salt, coarse 15 mL 1 Tbsp
Black whole pepper 5 mL 1 tsp
Rice noodle, vermicelli 300 g 12 oz
Rice vinegar 100 mL 4 oz
Sesame seed black 15 mL 1 Tbsp
Sesame seed white 15 mL 1 Tbsp
Sysco Imperial sesame toasted dressing 50 mL 2 oz
Vegetable blend fajita strips 100 g 4 oz
Nappa cabbage, fresh 250 mL 1 cup
Green onions, fresh 2 2
Cilantro, fresh 125 mL 1/2 cup
Lime, fresh 2 2
Green chili, diced 25 g 1 oz
English cucumber 125 mL 1/2 cup
Jade Mountain Asian barbecue sauce 150 mL 6 oz
Jade Mountain orange sesame sauce 50 mL 2 oz

METHOD 
• Butterfly beef chuck flats out to a thickness of 3/8", lightly

pound each and season with five spice, fresh ground black
pepper and Kosher salt.

• Heat vegetable oil in a large sauté pan and sear chuck flats,
remove to hotel pan.  Deglaze sauté pan with 1 cup of soy
sauce then add 4 cups of red wine sauce. 

• Bring to a simmer and pour over chuck flats.  Cover meat
with parchment paper and tightly cover pan with foil.  
Bake at 225° F for 90 minutes.

• Remove pan from oven and vent, bring to room
temperature before placing pan in refrigerator.  
Chill overnight.

• Remove vermicelli from packaging, pour boiling water 
over to cover.  After 4 to 5 minutes, drain and rinse with 
cold water. Slice noodles 2 to  3 times to shorten length.
Reserve half of noodles for another use.

• Finely shred 1 cup of Nappa cabbage and add 1 cup thawed
"fajita" vegetables to rice vermicelli, dress with 2 ounces 
of sesame dressing and add ½ ounce of rice vinegar.  Toast
1/2 tablespoon of each white and black sesame seeds and
add to noodles.  Toss to combine, adjust seasoning and 
set aside.

• Trim and grill two green onions, chop small and add the
minced zest of 1 lime, the juice of two limes, 2 tablespoons
of drained chopped green chilis, 1/2 cup of small diced
cucumber and 1/2 cup chopped cilantro.  Check seasoning
and set aside.

• In another bowl, combine 2/3 cup of Asian barbecue sauce, 
2 ounces of orange sesame sauce, 1 ounce of rice vinegar
and 1/2 ounce of soy sauce, stir to combine.

• Preheat gas or charcoal grill and finish chuck flats over high
heat, the last minute or so of grilling brush liberally with
Asian barbecue sauce.

• To plate:  arrange ¼ noodle slaw in the center of the plate
with one grilled chuck flat over top.  Spoon about 1 ounce
of green onion/cilantro "relish" across beef and sprinkle
plate with more toasted sesame seeds, serve immediately.

Crusty
Peach Cobbler

Recipe courtesy of California Cling Peach Board
Serves 8 - 12

INGREDIENTS METRIC IMPERIAL
Filling
Sysco Imperial 

peach slices in light syrup 2.84 L 100 oz
Granulated sugar 125 mL 1/2 cup
Almond extract  5 mL 1 tsp
Lemons 2 2

Topping
All-purpose flour  750 mL 3 cups
Granulated sugar  125 mL 1/2 cup
Baking powder 30 mL 2 Tbsp
Salt 4 mL 3/4 tsp 
Cold butter, cut into cubes  150 mL 2/3 cup
Milk 250 mL 1 cup
Eggs 2 2

METHOD 
• Preheat oven to 400° F. Lightly butter a 9X13-inch

baking dish. Drain peaches well, reserving 1 cup of
juice. Place in baking dish along with reserved juice,
1/2 cup of sugar and almond extract. Finely grate
lemon peel over peaches and squeeze out 
2 tablespoons of lemon juice. Stir to mix. Place 
in oven while preparing topping.

• In a large bowl, stir flour with 1/4 cup of sugar, baking
powder and salt. Using a pastry cutter, cut into butter
until coarse crumbs form. In a separate bowl, whisk 
milk with eggs until blended. Stir into flour mixture
just until moistened.

• Remove peaches from the oven. Drop batter onto
peaches, leaving spaces for syrup to bubble up
during baking (set on a tray as it may overflow a bit).
Sprinkle remaining 1/4 cup of sugar over batter.
Continue to bake, until biscuits are baked and 
golden, 35 to 40 minutes. Let stand for 10 minutes
before serving. 

WINNER
of the Ventura 
Foods Flavour 

Your Recipe with
Sysco Imperial

Dressings 
Contest 

MERIT
AWARD

WINNER
of the New

Recipe Chuck
Flat Cube
Contest
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