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SYSCO Launches innovative “Complete” suite of stylish 
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By Patricia Nicholson

As the days grow shorter and the cool weather
approaches, diners are ready for a change
from lighter fare. Adding elements from the 
fall harvest can help bring the rich, savoury

flavours of autumn to your menu.

The 
Flavours 

of 
Fall
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butternut and buttercup squash provide a perfect vehicle
for a variety of fillings from cous cous to sausage. 

McIntosh says spaghetti squash is also becoming more
popular. Once cooked, its flesh can be removed in strands
that resemble long pasta. It makes a unique seasonal side,

but can also be served with a sauce as a pasta substitute.

Pumpkin is also being used more often, most
commonly in soups. Pie pumpkins, which are smaller 
and sweeter than the pumpkins grown for carving at
Halloween (see sidebar), are starting to cross over from
dessert into these savoury recipes.

Other winter vegetables that are being rediscovered
include parsnips, beets and rutabagas. 

Parsnips in particular are making a comeback in
foodservice, McIntosh says. They’re being served roasted,

in soups, and also in sauces, such as parsnip sauce for
steak.  

Beets can make colourful and flavourful seasonal menu
additions, such as beet chips.

These old-fashioned root vegetables that have been out
of favour for the past 20 years are what many chefs are
asking about these days, McIntosh says.

“They want to find out more about what they can do
with those types of vegetables.”

“It’s coming into a heartier time of year and people are
looking for changes in their menus,” says Larry McIntosh,

chair of the Canadian Produce Marketing Association and
president of Peak of the Market, a grower-owned produce
supplier in Manitoba. “It relates to comfort food: going
into fall when it starts getting a little cooler at night, those
heartier root vegetables and squashes are what Canadians
are used to.” There is plenty of fall produce coming off 
the fields now, McIntosh says. 

Farther west, chefs are making use of that produce
during the Eat BC festival, which celebrates locally sourced
ingredients. During the province-wide event, which runs
from September 14th to 30th, participating restaurants
create signature dishes that showcase the wide variety of
foods produced in the province, including meat, fish,

cheese, fruit, eggs, and plenty of fresh local vegetables.

Squash is one of the biggest vegetables for autumn, and
one that has been enjoying a renaissance in recent years. 
It isn’t just for purees and colourful sides anymore. In
addition to gourmet soups, squash has migrated to the
centre of the plate in savoury dishes such as butternut
squash risotto that play up its sweet, nutty flavour. 

They also turn up both stuffed and as stuffing. Squash 
is a classic filling for stuffed pastas such as ravioli and
tortellini, and even lasagna. Conversely, halved and
deseeded squash practically begs to be stuffed: acorn,
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Peak of the Market maintains a database of
2,500 recipes on its Web site,

www.peakmarket.com.

“A lot of the chefs like to feature local
produce and certainly the squashes and
parsnips are available locally, so it’s an ideal
time,” McIntosh says of the fall harvest. 

Field fresh, locally grown fall vegetables are
available in most parts of Canada right now,

so it’s easy and convenient to offer your
customers the taste of autumn.
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Of all produce, pumpkins are the most evocative of fall. At the end of October, they
transform into the most familiar of all Halloween decorations: the jack-o-lantern.

Pumpkins range in size from canteloupe-sized gourds small enough 
to carve into individual table lanterns, to immense 1,000-pound giants that can

accommodate elaborate and detailed carvings such as those created by 
professional sculptor David Billings of  www.sandemons.com.

Design
Even without the scale and skill of a professional carver, you don’t have 

to limit your pumpkin carving to traditional jack-o-lantern faces: you can 
carve anything from a picture, to Halloween motifs, to your logo, to lettering 

(your daily special?) into a pumpkin and set it aglow.
Billings says he often draws or transfers an outline onto the pumpkin, 

then gets to work with a few simple tools. 

Carving
A large blade knife is good for removing the top of the pumpkin to scoop out 

the seeds, and for leveling off the bottom for a flat base. For the actual carving,
Billings favours a paring knife for cutting, a small pottery tool for detail work, 

and he sometimes uses a cheese grater to remove areas of skin. However, 
with a kitchen full of utensils at your disposal, you might want to experiment 

with apple corers, channel knives, vegetable peelers or melon ballers. 
You don’t have to cut all the way through the pumpkin. Designs can be carved into

the flesh. Billings does much of his work this way, often doing reverse carving on the
inside of the pumpkin to get the shadowing just right for the light to shine through.

Display
When you’re ready to display your pumpkin, place something under it 

to protect the table, Billings says.
For lighting, tea lights or other candles can provide the customary eerie glow. 

A less flammable option is a small flashlight, such as Mountain Equipment Co-op’s
tiny and inexpensive Turtle LED lights. For larger pumpkins, a regular lightbulb

might be a good solution. Billings usually uses a 60-watt bulb to light his creations.

Care
It’s now part of your décor, but a carved pumpkin is still a vegetable, and needs to

be treated like one! Outdoor pumpkins benefit from the cool fall weather, but indoor
pumpkins can go bad quickly, Billings says. He recommends that indoor pumpkins be

kept somewhere cool when not lit. If possible, refrigerate them overnight, covered
with a damp towel, he says. Even with those precautions, don’t expect an indoor

pumpkin to last more than a few days.

Pumpkin Tips from a Pro



S Y S C O To d a y   -   S e p t e m b e r  2 0 0 76  

By Michelle Ponto

Seafood is always a popular choice for both appetizers
and main courses, but with new exotics such as Alaska
king crab legs and Ahi tuna making their way upstream,

this fall may be the time to shake things up with new
menu items.  

A Fresh
Look 

at Fall
Seafood

Fares

Successfully Introducing New Seafood

Introducing menu changes can be intimidating.  One
way to safely integrate new items is to test them out as an
appetizer on your main menu or as part of your
bar/lounge menu.

“Bar food is very big. Lots of diners come to the bar 
to eat rather than drink,” says John van Amerongen,

Marketing Communications Specialist for Trident
Seafoods Corporation.   “The atmosphere is less formal
and they’re comfortable experimenting with a wide range
of flavours and preparations rather than committing to a
full I-hope-I-like-it entrée.”

Another way to introduce seafood is to pair it up with
something the customers are already familiar with such 
as a Caesar salad.  Some popular additions include sliced
grilled salmon, shrimp, crabmeat, or crumbled hot-
smoked salmon.  You can also introduce a little ethnic
flavour by adding blackened shrimp, cod or rockfish.

Using seafood in salad is only the beginning.  Fish,

shrimp and other morsels from the sea can be substituted
in place of traditional meats in many menu items
including popular lunchtime and bistro-style dishes.

“One doesn’t always think of using seafood in a grilled
sandwich or panini, but it works remarkably well and
offers a low-fat alternative to traditional options. Grilled
salmon, cod and halibut in a toasted sandwich on sliced
Como bread is delicious,” says van Amerongen. 



Another new trend that’s growing in popularity is fish
tacos.  These can be made from most fish including tuna,

mahi mahi and shrimp.  Just because the fish is stuffed
into a taco, doesn’t mean it has to be Mexican. Spice it up
Caribbean style with blackened rockfish or halibut with
mango salsa.

Getting the Most Profit from your Seafood 

When it comes to seafood and your bottom line, it’s
important to look at the total cost of preparing a meal.
Even though the item may work well with your customer,
convenience, simplicity and labour are important factors
to consider.  

“Any good chef can properly address a whole fish like a
salmon, but filleting, skinning and portioning a wetlock 
of fresh fish can be a daunting task for the untrained
hand,” says van Amerongen. 

One way to reduce the time it takes to clean seafood
and to ensure it’s easy to prepare, regardless of your staff’s
expertise, is to order product that’s already prepped such
as fish with skin and bones removed, deveined shrimp
and cleaned squid. 

Fresh Versus Frozen Seafood 

The debate between fresh and frozen seafood is always

ongoing and there is no definitive answer.  While some
fish do taste better fresh, there are other things to consider
such as shelf life, the way it’s prepared, and price.

“Certainly there are fish that perform better fresh,

particularly as high-end entrées. If I were featuring a
seasonal special like Copper River king salmon, I’d
certainly want a fresh fish. Then again, I might be paying
$18/lb for that fish and I would worry about grading,

handling, transportation, trim loss, shelf life, and how
‘fresh’ that fish really was by the time it showed up in 
my kitchen,” says van Amerongen.

Regardless of whether you decide to purchase fresh 
fish for a few key dishes or for your entire seafood menu,

make sure you have a good relationship with your
supplier.  The better your relationship is the more 
chance you’ll have in getting the freshest fish and 
seafood possible.  

With that being said, you may find that often frozen 
fish tastes the same as their fresh counterparts and in
some cases, it may even taste fresher.  This is because
many fish species are gutted, skinned & boned, portioned
and flash frozen within hours of being harvested.  This
seals in the freshness instantly, whereas an unfrozen fish
may take a few days to reach your refrigerator.

Other advantages of frozen seafood are that it has a
longer shelf-life, you can thaw portions when needed 
and you can purchase pre-packed units.  

Insider Tips for Mouthwatering Seafood

Once you’ve enhanced your menu with tasty seafood
offerings, there are ways to bring out the flavour of the
items while reducing waste.  The first tip is to plan ahead
when using frozen fish portions.  According to van
Amerongen, some fish can be prepared successfully when
cooked from frozen, but to get the best from a frozen
portion like salmon, halibut or cod, remove the packaging
a day before, place it on a sheet pan, cover with film, and
thaw slowly under refrigeration.

“It’s also a good idea to sear the outside of a fish
portion with high heat prior to finishing in the oven or
moving to a medium area of the grill. This will not only
add flavour, but it will seal in the moisture and prevent
the fish from becoming dry,” says van Amerongen. 

A couple of other tips include ordering consistent
portions, watching the thickness of your fish, and timing
your preparation so you can serve it immediately.  Seafood
tastes best when served fresh –regardless of whether it’s
grilled calamari, battered shrimp or seared tuna.

Keep these helpful tips in mind and your fall seafood
additions will soon become year-round favourites.
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Wild Alaskan Nova  
Style Smoked Salmon

The rich colour, delicate texture and unique flavour of cold-
smoked wild Alaskan salmon adds a touch of class to any recipe. 
Presented on its own with capers, cream cheese and fresh dill, a full, 
thinly sliced side literally lights up a platter. Wild smoked salmon is also 
a remarkably versatile ingredient. It’s the perfect way to add excitement, 
colour and flavour to a wide variety of appetizers and salads; and it’s a 
wonderful addition to pasta dishes, quiches and other entrées, too.

Contact your SYSCO Marketing Associate for details. 
SUPC# 4420519 Portico Prime Wild Alaskan Sockeye Salmon Lox 3/1 lb. 
SUPC# 4420634 Portico Prime Wild Alaskan Keta Lox 3/1 lb.
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By Mary Gordon

Since autumn is the time to come
indoors and enjoy comfort food by a
roaring fire, every fall menu can use a
few dishes that warm the spirit as well
as tempt the palate.

There are different theories as to why
certain foods seem to provide comfort
along with nourishment. Some of these
explanations are based on the scientif-
ically validated effects of fat, carbohy-
drates and sugar on mood and satiety.

Which may be just a fancy way of
saying that familiar, filling and tasty
food is just plain therapeutic. 

Everyone has their own favourite
comfort foods, whether it’s gooey
grilled cheese sandwiches, chicken pot
pie or baked macaroni and cheese
topped with toasted bread crumbs. For
many of us, it’s the foods we grew up
with that we turn to when the weather
gets cool. That means hot, hearty meals
with homestyle appeal. But homestyle

Homestyle 
Comfort 
for Fall
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no longer means made at home: since so many people
have neither the time nor the expertise to make savoury,

slow-cooked meals at home, they’re looking for these
recipes on foodservice menus.

Old-school comfort food – from roast chicken to beef
stew – is making a big comeback, says Dominique Dien,

Executive Chef for SYSCO Vancouver. He’s currently
showcasing dishes such as old-fashioned venison stew,

cooked with turnips, carrots, onions and leeks.

The trend is one that’s seen in both casual dining 
and higher-end establishments.

“All the old classic food is coming back in bistros 
and restaurants across North America,” Dien says. Old
favourites such as shepherd’s pie, beef bourguignon, fish
stew and pilaf are returning to menus for fall and winter.

Some chefs are even seeking out old crockpots as
authentic serving pieces for stews, he says. Others are
recreating traditional Sunday dinner, with old-fashioned

roasted chicken. Dien recommends stuffing a whole
chicken with garlic cloves, fresh basil and thyme, and
roasting for about an hour and a half. “Deglaze with a bit
of white wine and you create a fantastic dish,” he says.

Recipes that may have been collecting dust for a decade
or two are now turning up as entrées. Old-style sauerkraut
is turning up on winter menus, Dien says. This German-
style dish begins with marinated white cabbage, which is
then slow-cooked. “They’re using sauerkraut just like they
do in Germany or in the north of France, as a main course
with sausages and pork,” Dien says. 

Sauerkraut is not the only European comfort food that
has been enjoying a renaissance. Cheese fondues – which
were common in North America a generation ago, and
then disappeared – have become popular again in the 
last couple of years. “This is real comfort food: it’s
something that’s been served in Europe for hundreds 
of years,” Dien says.

Side dishes are also embracing the comfort food trend,

with mashed potatoes leading the pack. This old favourite
is a now a new favourite on the West coast. “Everybody is
rediscovering mashed potatoes, with roasted garlic and a
little pesto to change the profile.”

Everything old is new again for vegetables, too, with 
the return of traditional dishes that have been off many
menus for years: grilled carrots, turnips and oven-baked
tomato Provencal are making a comeback.

No matter how hearty the entrée, it’s just not comfort
food without dessert. The perfect end to a comfort meal
might be tarte tatine, Dien says. This old-fashioned apple
tart has a simplicity and familiarity that goes well with
these types of meals. Other classic desserts that are now
being rediscovered include crème brûlée, crème caramel
and chocolate mousse, Dien says.

“It’s a very nice trend,” he says of the reappearance of
comfort foods that were so familiar 20 years ago. “It
disappeared over the years because everybody tries new
trends, but it’s coming back in a big way.” Embracing the
trend provides the perfect opportunity to add hearty,

homestyle comfort to your fall menu. 

Comfort food 
is making 

a comeback
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mijote ?

Qu’est-ce qui
mijote ?Fall in love 

with these scrumptious, 

new ideas. Try Alaska

Smoked Salmon Mocki

Sushi, Alaska Smoked

Salmon Taco Sushi and 

Hearty Cod Chowder. 

These seafood recipes 

could be great ideas 

for your fall menu.
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Alaska Smoked Salmon 
Mocki Sushi

Recipe courtesy of Alaska Seafood Marketing Institute
Serves 24

INGREDIENTS METRIC IMPERIAL

Wasabi Mayo
Soy sauce 50 mL 1/4 cup 
Mayonnaise 45 mL 3 Tbsp 
Rice vinegar 30 mL 2 Tbsp 
Wasabi paste 23 mL 1 1/2 Tbsp 
Sugar 15 mL 1 Tbsp 
Shallot, minced 15 mL 1 Tbsp 
Lemon juice 7 mL 1 1/2 tsp 
Fresh ginger, grated 2 mL 1/2 tsp 
Cracked black pepper 1 mL 1/4 tsp 
Garlic, minced 1/2 mL 1/8 tsp 
Canola oil 175 mL 3/4 cup 
Kosher salt, to taste 

Cooked sushi rice 654 g 1 lb. 8 oz 
Portico Smoked Alaska Salmon, thinly sliced 200 g 8 oz 
Seedless cucumber, peeled/scored, 

sliced 1/8 inch 24 slices 24 slices 
Avocado, thinly sliced 24 slices 24 slices 
Fine julienne of nori (1-inch-long pieces) 72 each 72 each 
Sesame seeds, toasted 30 mL 2 Tbsp 

METHOD 
• To make wasabi mayo, combine soy sauce, mayo, rice vinegar, wasabi paste, sugar, shallots, lemon juice, fresh

ginger, black pepper and garlic in blender container; blend thoroughly. With motor running, slowly add oil to
emulsify. Add more oil, if needed. Season with salt, if needed.

• Cover and refrigerate at least 2 hours before using. Makes about 1 1/2 cups.
• Using a round biscuit cutter (about 2 1/4-inch), make 24 rice rounds by packing the rice into cutter and

releasing about 1/2-inch slice of rice for each serving. Cut 24 rounds from salmon slices with the same cutter.
• To assemble sushi, with a squirt bottle, squirt about 1/4 teaspoon wasabi mayo onto each cucumber slice; 

layer with a rice round, an avocado slice and salmon. Squirt about 1/4 teaspoon wasabi mayo on top of each
serving; garnish with nori pieces and a sprinkling of sesame seeds.
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Alaska Smoked Salmon 
Taco Sushi

Recipe courtesy of Alaska Seafood Marketing Institute
Serves 12

INGREDIENTS METRIC IMPERIAL

Wonton skin, 3 1/2” square, 
folded in half diagonally, fried 
in a taco shape, drained. 36 each 36 each 

Napa cabbage, shredded 1 kg 2 1/4 lbs
Portico Smoked Alaska Salmon, slices

cut in 1” pieces 794 g 1 3/4 lbs 
Cilantro crème fraiche (see recipe) 250 mL 1 cup 
Red onion, diced 250 mL 1 cup 
Tomatoes, diced 250 mL 1 cup 

Cilantro Crème Fraiche
Crème fraiche 250 mL 1 cup 
Fresh cilantro, chopped 50 mL 1/4 cup 

METHOD 
• Combine crème fraiche and chopped cilantro, mixing well.
• Place 2 wonton taco skins on a serving plate and fill each with 1/2 ounce

of napa cabbage.
• Add 3/4 ounce smoked salmon to each taco and top with 1 teaspoon of

cilantro crème fraiche.
• Garnish each taco with 1 teaspoon of diced red onion and 1 teaspoon of

diced tomatoes.
• Place 1/2 ounce napa cabbage on serving plate. Garnish with 1 teaspoon

of diced red onion, 1 teaspoon of diced tomatoes and drizzle with 
1 teaspoon of cilantro crème fraiche.

• Chill for a minimum of 2 hours. Hold refrigerated. 
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Hearty Cod Chowder
Recipe courtesy of High Liner Foods Incorporated

Serves 12 

INGREDIENTS METRIC IMPERIAL

Portico cod or haddock fillets 12 - 113 g portions 12 - 4 oz portions
Olive oil or butter 50 mL 1/4 cup
Onion, diced 750 mL 3 cups 
Celery, diced 750 mL 3 cups 
Green bell pepper, diced 1-1/2 1-1/2  
Peeled butternut squash, chopped 1 L 4 cups  
Small red potatoes, chopped 9 9 
Frozen corn 1.1 L 4-1/2 cups 
Plum tomatoes, seeded and chopped 6 6 
Garlic cloves, minced 10 mL 2 tsp 
Dried thyme 15 mL 1 Tbsp 
Clam juice 1.36 kg 48 oz 
Water 1.5 L 6 cups  
Canned tomato sauce 750 mL 3 cups  
Black pepper 7 mL 1-1/2 tsp  
Fresh parsley, chopped 125 mL 1/2 cup  
Salt and pepper to taste  

METHOD 
• In a very large pot (12 litres or more), heat oil over high heat. Add onion, celery

and bell pepper; sauté for 5 to 7 minutes or until softened. 
• Stir in squash, potatoes, corn, tomatoes, garlic, and thyme; cook for 5 to 7

minutes. 
• Stir clam juice, water, and tomato sauce into vegetable mixture. Heat to a boil.
• Reduce heat, add black pepper, cover and simmer for 20 to 25 minutes or until

potatoes are tender. 
• Cut fish into 5 cm (2”) chunks and add to soup. Heat to boiling, then reduce and

simmer for 5 minutes or until fish begins to flake. Stir in chopped parsley and
season to taste.
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By Michelle Ponto

With autumn approaching, students and employees are
slipping out of vacation-mode and falling back into their
regular routines.  Just because daily life is back to the
regular grind, it doesn’t mean your cafeteria’s food has 
to follow the same pattern.  In fact, this is the perfect time
to move from boring to innovative.

Start the Day off with a Bang

The foodservice industry is constantly evolving and 
over the last couple of years, quick-service restaurants have
had to make drastic menu adjustments to keep up with
new eating patterns.  The first of these adjustments is
convenience breakfasts.  

Research shows that students who eat breakfast score
better on tests and workers find it easier to concentrate 
on their morning work if they’ve had something to eat
beforehand.  With 16 percent of Canadians eating 
fast-food breakfasts, it’s
no wonder that this
segment has one of 
the largest growth rates
in the foodservice
industry.  Recent
statistics show that it
accounts for over 18
percent of total daily
restaurant traffic with
the majority of
consumers ranging
between the ages 
of 18-34.

But not all breakfasts
are the same.  Patrons
who are eating their
morning meal out-of-
home can be price
conscious, want speedy
service and in many
cases, are taking it to eat elsewhere – either in their work
place or in the classroom.  They also are looking for more
than just a muffin and coffee; they are looking for
balanced meals that include eggs and other breakfast
proteins such as bacon, ham and smoked salmon.  

To satisfy their needs, try offering breakfast sandwiches
such as breakfast burritos, breakfast wraps and eggs on
English muffins or bagels. Other creative offerings include
frittatas, yogurt and granola, and protein shakes.  

There has also been a noticeable shift away from high

Satisfying
Fall

Cravings
with

Innovative
Cafeteria

Menus
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carb breakfasts such as doughnuts and muffins, and 
fast-food venues across the country have been quick to
respond to the demand. Franchises such as Tim Hortons,
Starbucks and Burger King have transformed their usual
offerings by introducing breakfast-style sandwiches on
their menu.  Others have added pancakes, hash browns
and more traditional breakfast foods.  

Whether you offer a breakfast sandwich or bacon and
eggs, having items that are easy to take on-the-go will keep
you competitive and keep your customers coming back.

Cashing in on Afternoon Pick-me-ups

Many cafeterias close down in the early afternoon, but
with more and more people skipping lunch and grabbing
a late day snack, it may be viable to stay open a little
longer. The afternoon snacker has become a $1.5 billion
business for the quick-service industry in Canada, and 
in order to meet the demand, chains have introduced
snack-size sandwiches and wraps. Rather than offering a

full-service hot meal section this late in the
afternoon, you can cut back on labour costs by
offering pre-made wraps, salads and gourmet
treats such as brownies and cookies. 

If you happen to be located in a University or
school, you may want to experiment with energy
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drinks and protein bars
for students who have
sports practices after
class. Whether it’s
staying open a little
longer or just ensuring
your vending machine
carries these specialty
drinks, these customers are looking for a little energy
boost to keep them going for the rest of the day.

Personalizing the Experience

Over the last few years, there has been a shift from
assembly-line style dining to custom ordered food
stations.  Consumers want choice and they want to feel 
in control of what they are eating. To help personalize 
the experience, cafeterias are offering everything from 
deli-style sandwich bars where the customer has their
sandwiches made to order, to soup and salad bars.  Some
have even included pasta bars and omelette stations.

While personalization is great, keep in mind not all
your customers will have time for this option.  Make it
easy for those who want to skip the “sandwich bar” line,

by offering pre-packaged salads and sandwiches close-by. 

The Changing of the Seasons

Just like the transition of summer to fall, cafeteria
dining also changes.  The cooler weather makes it less
enticing to go out to eat, bringing more customers to your
establishment.  Offering them a variety of healthy meals
such as low-fat pasta dishes, steamed vegetables with
salmon, and other entrées, along with made-to-order
counters, will keep them coming back – even when the
weather is good – making your third quarter sales as
bountiful as fall harvest. 



Doug Stephen Jr., Manager
Tristan Foucault, Executive Chef & Partner 

Oui Bistro & Wine Bar  -  Winnipeg, MN

“The hottest
new Bistro 
in town”

by the Winnipeg Sun’s Discreet 

The latest addition to WOW! Hospitality Concepts Inc.’s group 
of restaurants is Oui Bistro & Wine Bar, located in the heart of
Winnipeg’s Exchange District. Oui opened its doors on March 15,

2007.

Dubbed “the hottest new Bistro in town” just one month later by
the Winnipeg Sun’s Discreet Diner, Oui has been delighting guests
with classic French Bistro dishes, brought into the modern restaurant
world with new cooking techniques.

The dining room conjures up memories of Paris with “patina’d”

accents, soft lighting, antique mirrors and soft leather banquettes. The
Wine Bar, next to the restaurant, houses a selection of predominantly
French wines, with a peppering of New World offerings.

Although a lively and airy bistro for lunch, there is romance in the
air when night falls and the candles are lit. Oui Bistro & Wine Bar
exudes elegance and offers fine dining, however one would also feel
right at home dropping by for a casual glass of wine and order of
paté. The professional and well-informed servers offer opinions and
great insights into food and wine, which will be sure to enhance 
your experience.

At Oui, Chef and partner Tristan Foucault is putting into practice
what he learned at Bouchon in Las Vegas and the French Laundry in
Napa, after winning scholarships from Chefs of the City. Foucault
applied extensive research, food testing and his love of French food 
in creating the Oui menu. Innovative cooking techniques such as 
sous vide allow the chefs to cook to precise temperatures, a goal that
was previously unattainable in most kitchens.

Some of Oui Bistro’s signature dishes include Lapin avec Gnocchi 
a la Parisienne, Rabbit confit leg and seared loin on Parisian style
gnocchi with a tarragon jus. The Boeuf Bourguignon, braised boneless
short ribs, served with glazed pearl onions, baby carrots, lardon and

Doug Stephen Jr., Manager; Erika Csuta SYSCO Marketing Associate;
Tristan Foucault, Executive Chef & Partner 
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Serves 4
INGREDIENTS METRIC IMPERIAL
Pork
White Marble Farms 
pork chops 4 – 300 g portions 4 - 12 oz portions
Salt and pepper to taste
Method

Allow the pork chop to come to room temperature before cooking.
Season liberally with salt and pepper. Grill over high heat until the pork
chop is medium (130º F). Allow the chop to rest for at least 5 minutes.

Pomme Boulangere
French fingerling potatoes, peeled 500 mL 2 cups
Canola oil, to sauté
Thyme 3 sprigs 3 sprigs 
Yellow onion, diced 250 mL 1 cup
Veal stock 500 mL 2 cups
Bacon slab (See recipe below) 50 g 2 oz
Thyme, minced 15 mL 1 Tbsp
Method

Bacon - Cut the bacon into 24 lardon, measuring 1 1/2-inches long and
3/8-inch thick. Spread the lardon on a single layer of a nonstick pan in 
a 350º F oven until golden brown.
Potatoes - Sauté the onions in a little canola oil until they are tender. 
Add the remaining ingredients except for the minced thyme. Braise in a
roasting pan in a 300º F oven until the potatoes are tender. Garnish with
the minced thyme.

Apple-bacon compote
Apple, diced 1 1
Bacon, diced 125 mL 1/2 cup
Champagne vinegar 30 mL 2 Tbsp
Honey 15 mL 1 Tbsp
Method

Cook the bacon to slightly crispy over medium heat. Add the remaining
ingredients and cook for two more minutes.
Place a ladle full of potatoes in the centre of a large plate. Top with 
a pork chop and garnish with a quenelle of apple-bacon compote.

Cotelette de Porc
Heritage Style farmed pork chop on top of 

pomme boulangere, and an apple-bacon compote

button mushrooms atop pureed potatoes, is cooked
sous vide for 36 hours.

Another of Oui’s innovative dishes is Cotelette 
de Porc, heritage style farmed pork chop on top of
fingerling potatoes, cooked in veal demi-glace and
lardoons, garnished with an apple-bacon compote.
Oui uses SYSCO Brand White Marble Farms Pork – 
a pork bred like it used to be: with great marbling,

bred with the fat back into it for extra flavour 
and tenderness. 

WOW! Hospitality’s partnership with SYSCO 
has proven to be very valuable and helpful for both 
chef Foucault and the WOW Team. Product quality,

selection, variety and excellent personalized
customer service from SYSCO’s knowledgeable
Marketing Associate and specialists cement the
relationship. 

Since its inception in 1995, WOW! Hospitality
Concepts Inc. has built its business on the
philosophy, “yes is the answer – now what is the
question?” Founder Doug Stephen’s goal is to create
restaurants that provide diners with a true “wow”

experience. The company is committed to delivering
exciting and innovative food in an inviting
atmosphere and with exceptional service.

WOW! Hospitality Concepts now operates nine
restaurants and three dinner theatres, in Winnipeg,

Calgary and Edmonton. The restaurant concepts – all
unique – include the Old Spaghetti Factory, Muddy
Waters Smokehouse, Finn’s Pub, Pasta la Vista,

Breadworks Bakery & Express Café, 529 Wellington
Steakhouse, Aussie Rules Foodhouse & Bar and 
Oui Bistro & Wine Bar. Celebrations and Jubilations
Dinner Theatres delight audiences with a
combination of a three-act musical comedy 
and a four-course meal. 
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Kelly & Bruce O’Hare and Rob Norris  
Co-owners

Anchor Inn, Little Current, ON

“Salads are 
a big part 

of our lunch 
menu, and 

we’re creative!”

Kelly O’Hare,
Owner/Operator  

Anchor Inn 

W hen it was first built in 1888, the Anchor Inn had stables to
house the horses of weary travelers, and had no electricity. It now
boasts a fully renovated restaurant, bar and patio, as well as high-
speed internet in its modernized accommodations and even in its bar.
With more than a century of history, its classic brick is now a fixture
of downtown Little Current on Manitoulin Island, the vast freshwater
island in the north channel of Lake Huron in northern Ontario.

“The hotel has undergone extensive renovations over the past years
to bring the restaurant, bar and accommodations up to the current
standard,” says owner/operator Kelly O’Hare. Kelly and Bruce O’Hare
and Rob Norris have owned the Anchor Inn for the last 14 years and
purchased it from Kelly’s parents.

While modernizing the inn, they’ve made a point of retaining 
some of its original spirit and charm, keeping the ambience casual
and relaxed.

“We have chosen heritage colours that reflect the age of the 
hotel,” O’Hare says. “We have a wonderful location, downtown Little
Current right across from the public docks and new board walk.”

The dining room is open for breakfast, lunch and dinner, and
specializes in highlighting local fare.

“We try to create and feature menu items that showcase Manitoulin
Island – such as whitefish, trout, maple syrup,” O’Hare says. “We try
to limit our menu items so that we focus on Manitoulin fish, prime
steaks, and ribs.”

Chefs Len Mandigo and Diane McMurray have been with the inn
for 10 years. Luke Lentir and Caitlin Young joined the kitchen six
years ago and Tom Drolet has been at the Anchor Inn for two years.
They strive to keep the menu innovative and fresh.

Items such as stuffed chicken breasts and steamed ribs are prepared
on-site, and the kitchen takes pride in grilling locally caught whitefish
to golden perfection.

“We prepare appetizers from scratch,” O’Hare says. “Salads are a big

Bruce and Kelly O’Hare and Rob Norris
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Serves 1 
INGREDIENTS METRIC IMPERIAL

Vinaigrette
White vinegar 2.5 L 10 cups
Water 1.5 L 6 cups
Olive oil 1.5 L 6 cups
Corn syrup 1.2 L 5 cups
Parmesan cheese, grated 500 mL 2 cups
Eggs 10 10
Salt 30 mL 6 tsp
Lemon juice 125 mL 1/2 cup
Garlic powder 125 mL 1/2 cup
Dried parsley flakes 25 mL 5 tsp
Dried oregano 25 mL 5 tsp
Red hot chili pepper flakes, to taste 

Salad 
SYSCO Spring Mix Lettuce 750 mL 3 cups
Carrots, shredded 50 mL 1/4 cup
Broccoli flowerettes 25 mL 1/8 cup
Red and green peppers, diced 25 mL 1/8 cup
Red onions, thinly sliced 25 mL 1/8 cup
Tomatoes, chopped 50 mL 1/4 cup

Assemble lettuce greens topped with assorted vegetables
drizzled generously with the vinaigrette dressing.

Whitefish 
Whitefish fillet 200 g 8 oz
Flour 25 mL 1/8 cup
Cornmeal 25 mL 1/8 cup
Oregano 2 mL 1/2 tsp
Basil 2 mL 1/2 tsp
Salt and pepper, to taste 
Maple syrup 25 mL 1/8 cup
Walnuts, chopped 30 mL 2 Tbsp

Dredge fillet in a mixture of flour, cornmeal, oregano, basil and
salt and pepper.
Preheat flat grill to 350º F.
Grill fish for approximately 3 minutes per side and remove skin. 
Heat maple syrup and walnuts until mixture reaches to a boil.
Remove from heat and add skinless fillet of cooked whitefish. 
Place grilled whitefish fillet on top of dressed salad and pour
maple syrup mixture onto fillet.  
Garnish with lemon wedge, serve immediately. 

Anchor Walnut Maple Grilled Whitefish Salad 

part of our lunch menu, and we’re creative!”

Salad offerings include a walnut maple grilled whitefish
salad, a grilled apple and feta salad, and the Anchor Salad
– described as ‘a meal in itself.’

Despite the establishment’s impressive age and long
history, the owner/operator team ensures that there is
always something new at the Anchor Inn. The menu is
changed every spring, and fresh inspirations are regularly
added.

“We like to come up with three new ideas a year that we
incorporate into our business,” O’Hare says. This year, the
inn grew its own mint for refreshing summer mojitos. 

In addition to serving the 80-seat dining room, 25-seat
patio and the 120-capacity bar, the Anchor Inn also caters
private parties and events for up to 250 people. A favourite
annual event is the yearly outdoor fish fry for 225 people. 

The current owners have been SYSCO customers since

taking over the inn 14 years ago. During that time, they
have grown to use more and more SYSCO products as
SYSCO consistently strived to provide exemplary service
and excellent quality products. Twice a week, their SYSCO
representative arrives to take their order.

“We use SYSCO because they work hard to remain
competitive. They have taken the time to help us create
menu items based on our specifications in the SYSCO 
test kitchen,” O’Hare says. 

SYSCO has also provided a level of service that has
proven its commitment to helping its customers truly
build their businesses.  

“During our busiest week, SYSCO provided us with
additional refrigeration, so that we have the needed
capacity for freezer and refrigerated products,” O’Hare
says. It’s that kind of thoughtful service that will help 
the Anchor Inn meet its goals of further growth and
increased profits.



By Michelle Ponto

Known for their antioxidant abilities,
Pomegranates have recently become 
a popular addition to the North
American diet.  Pomegranates are 
high in vitamin C, potassium and 
fibre as well as calcium and iron.

The New Super Food

Pomegranates have often been
labeled one of the new “super foods”

and are commonly featured in health
and fitness magazines.  This is because
they can help prevent cancer and heart
disease through the high levels of
antioxidants found in the seeds.  But
unlike other foods that have antiox-
idants, what makes the pomegranate
special is it contains three types of
antioxidants including tannins,
anthocyanins, and ellagic acid. 

Research also shows that in addition
to reducing the risk of cancer, the
phyonutrients found in the fruit can
help protect the body from diabetes,

rheumatoid arthritis, premature aging
and even erectile dysfunction.  Results
from a recent 2007 study also show the

Sweetening Fall with
POMEGRANATES

healthwise

delicious fruit may act as a memory
booster that could reduce the risk of
Alzheimer’s when consumed on a
regular basis. 

Flavourful Seeds for Thought

Quality pomegranates have smooth
skin with no cracks or signs of decay.  If
you are looking for a more sour flavour,
choose ones with reddish skin. Sweeter
tasting pomegranates appear yellowish-
green, but in either case it’s not the skin
or interior flesh that is eaten; it’s the
crunchy red seeds.  

Don’t let the size of the seeds fool
you.  While slightly smaller than a pea,

each seed packs a flavourful punch.
They can be used for anything from
cheesecakes and dessert garnishes, to
martinis and smoothies.  For main
courses and appetizers, your choices are
limitless. Try adding pomegranate seeds
to salads, using the juice as a sauce to
compliment wild poultry or turkey, or
adding the seeds to a stuffing instead 
of cranberries or currents.  

The seeds and juice also go great with
lamb.  Marinate lamb kebabs in
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pomegranate syrup or simmer the meat
in a mixture of pomegranate juice,

lemon and Middle Eastern spices for 
a tangy stew.  

Growing in Popularity

Add exotic flavour to your menu by
creating a signature pomegranate drink
or by including it in the title of the
entrée such as “Lamb Stew with tangy
pomegranates and chestnuts”.  Just like
the antioxidants in the fruit, a little
promotion will go a long way to
increase the popularity of the
pomegranate with your customers 
this autumn season.

Did you know
POMEGRANATES…

Have twice as many free
radicals as red wine

Has seven times more
antioxidant properties than
green tea.

Contain seeds that can 
help flush fats from the
digestive tract. 





By Patricia Nicholson 

With shorter days and dropping temperatures, fall is the
time of year when energy use starts to rise. That makes it 
a good time to think about ways to get a little greener in
your restaurant.

There are many aspects of your business that have an
impact on the environment: which products you choose
to buy, how those products are manufactured and
transported, the garbage you produce, the energy and
water you use. 

Garbage is a good place to start. Divert as much as
possible to recycling programs, and find out if there is a
grease recycling program in your area. Ask your suppliers 
if you can return shipping boxes and pallets for reuse.
Reducing trash can also save money, depending on your
municipal commercial waste system (some charge by the
bag or bin) or your disposal contractor. 

Consider where your supplies are coming from. One
more reason to buy local: produce grown close to home
has a short, fuel-efficient trip to your door, rather than 
a long one.

When possible, use biodegradable products (see
sidebar) or recycled paper products, which can include
paper napkins, paper towels, menus, take-out containers,

etc. Try to use products that contain a high percentage 
of post-consumer waste.

Have a look at your energy usage and think about
possible ways to save. Particularly for kitchens, storage
areas and parking lots, there are many alternatives to old-
fashioned incandescent lights. These include fluorescent
tubes, compact fluorescent bulbs, and halogen infrared
lighting. LED lights are a power-saving and long-lasting
alternative for exit signs and lit displays.

In the kitchen, a full retrofit -- complete with new
energy efficient appliances -- is not a practical option for
most restaurants. But if you are buying a new piece of
equipment or upgrading existing equipment, keep in
mind that an energy efficient model will save you money
in the log run. Natural Resources Canada’s Office of
Energy Efficiency has buying tips and information –
including energy and cost savings – on refrigeration,

cooking and dishwashing equipment on its web site at
http://oee.nrcan.gc.ca.
Similarly, if you’re
installing new plumbing,

consider water-saving
options such as low-flow
toilets. 

No-cost and low-cost
changes include setting 
up your kitchen so your
appliances don’t have to
work so hard. Refrigeration
usually represents the
largest portion of a
restaurant’s energy
consumption, so small
changes can add up to
noticeable annual savings. 

Small but smart
measures include
positioning refrigerators
away from heat-intensive
appliances such as ovens and grills,
and keeping them out of direct
sunlight. Also vacuum the
ventilation grills to make sure there
is good airflow to the refrigeration units. Make sure the
door seals on refrigeration equipment are in good shape,
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and consider hanging strip curtains in the doors of walk-in
units. Get cold deliveries put away quickly, before they get
warm – your refrigerator will only have to work harder to
cool them down again.

Get the most out of your dishwasher, too. It uses just as
much water and energy to clean half a load as it does to 
clean a full load, so fill it up every time.

Don’t forget the kitchen sink. Switch to low-flow pre-rinse
valves. These use less water and less energy (because the 
hot water heater does not have to heat as much water) 
than standard valves. Check to see if there is a local free or
discounted upgrade program in your area. Enbridge offers 
no-cost retrofits to some of its foodservice clients, and 
organizations such as the Clean Air Foundation’s Cool 
Shops program and the province of Manitoba’s Smart Power
for Business program will provide and even install low-flow
pre-rinse valves to restaurants free of charge.

In many cases, going green is good for your bottom line.
Eliminating waste, conserving water and saving energy make
good business sense as well as environmental sense.

Finally, as you’re making these changes, let your customers
know what you’re doing for the environment. Many people

prefer to 
frequent
“greener”
businesses
whenever
possible, so
making the effort
may result in
more satisfied
customers 
this fall.

Dinnerware that 
Doesn’t Hang Around

SYSCO’s new Earth Plus
dinnerware does its job, and then
disappears. Under compostable
conditions, SYSCO’s Earth Plus
100% biodegradable dinnerware
becomes organic matter within

three months. The line is 
conscientiously manufactured 
with renewable and abundant
resources using a low-emission

process. Like all SYSCO products,

Earth Plus plates, cups and
clamshell containers don’t

compromise on quality: they’re
microwave and freezer friendly,

sturdy and convenient.  

Serve the environment while 
serving your customers! 
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We Turn the 
Spotlight on...

profile

Jillian Barnes
Marketing Associate, SYSCO Food Services of Regina

ST - What is your tenure with the
Company?

I have been an employee with SYSCO
Food Services of Regina for over 2 years
as a Marketing Associate.

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

I worked at the Keg Steakhouse and
Bar for over ten years.  My experience
there definitely plays a part in my day
to day activity at SYSCO.  Their
commitment to excellence and high
standards taught me the importance 
of customer service and how to build
long term relationships.  These are
critical tools I use every day.

ST - Describe the account composition
of your territory?

My territory consists of a variety of
different accounts including, Fine
Dining, Daycares, Hotels, Butcher
Shops and family restaurants in Regina
and Fort Qu’Appelle. Learning how to
handle all types of personalities that
come along with such a vast array of
customers is one of the best parts about
this job. There is always a lot to learn
when coming in contact with so many
people that are experts in different
fields.

ST - What do you like best about
SYSCO Brand?

The best thing I like about selling
SYSCO Brand is that I can sell it with
confidence, knowing it is of the highest
quality and a consistent product.  These
unique products also give us an edge
over our competitors.

ST - What has operator response been
to SYSCO Brand? 

Response to SYSCO Brand has been
very positive. Customers feel more at
ease knowing that they are purchasing 
a guaranteed quality product. All of 
my accounts purchase SYSCO Brand
products.

ST - Describe how you have helped
customers solve problems.

Every situation is different, but with
all of the resources available, there
seems to be a solution to just about any
problem.  I listen to what the customer
is requiring and follow up with
suggestions based on their needs.

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

The most rewarding aspect of my job
is the relationships I have developed

with my customers and being a
component to their success. Realising
that you have become more than just a
sales rep to them, that you are a partner
in their business.  It also feels good to
know that they really trust your advice
and believe that it is in their best
interest.  

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

The best part of working for SYSCO is
the arsenal of people you have backing
you on a day to day basis.  From your
fellow Marketing Associates, to
specialists and management, you are
working with a team that is truly
focused on achieving a common goal.
Helping our customers succeed.  

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

The biggest trend I see on a day to
day basis right now is the depleting
labour force in kitchens.  I try to offer
solutions to cut back on time in the
kitchen with value added products
while not compromising the customers
menu and favourite recipes.
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