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By Patricia Nicholson

Every year, millions of tourists flock to Canada for beautiful scenery,
outdoor adventure, cultural pursuits, and a tempting variety of food 

and dining experiences. It’s a lucrative market for many 
foodservice operators, with plenty of opportunities for growth.  

Tracking
Tourists:

Who’s Traveling,
and What They’re

Spending
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The latest Canadian Travel Intentions survey from the
Canadian Tourism Research Institute shows that the
number of Canadians planning a summer trip this year is
higher than in the past two years. The survey, which was
completed in March, indicates that 65% of Canadians
planned to take a summer leisure trip. Last year, only
59.5% of people responding to the spring survey said 
they were planning summer travel, and only 52.3% of
respondents in 2005 were intending to travel.

The majority of those planning a trip indicated that 
they intend to spend their holidays here in Canada. In
fact, the survey indicates that 43.1% of Canadians will be
vacationing in Canada this summer-up from 41.8% last
year and 36.5% the year before.

Although dining out plays a major role in many
vacation plans, the number of travelers who are planning
trips with a culinary focus is growing. Canadian culinary
tourism can mean many things, depending on whether
you’re in Acadia or Vancouver Island or somewhere in
between. The lack of a defining “Canadian cuisine” poses
both a challenge and an opportunity for marketing
Canadian locations as culinary destinations.

Wine country tours are among the best known activities
in this sector, but other culinary adventures include
sampling Mennonite fare in Ontario, traveling Quebec’s
Cider Route, exploring artisan cheeses, and food and wine
pairing adventures. The CTC includes festivals such as the

Tourism spending in Canada increased during the first
three months of 2007, the 15th consecutive quarterly
increase. According to Statistics Canada’s National
Tourism Indicators, tourism brought in $66.9 billion in
2006. That’s a 4.6% increase over 2005, and the third
consecutive annual increase in the industry since SARS
caused a dip in demand in 2003. 

About 15% of all 2006 tourism spending-about 
$9.9 billion-went to food and beverage services. The
accommodations and food and beverage services
experienced the most growth among tourism 
industries last year.

While the number of visitors from the U.S. has dipped,
other international markets are on the upswing. The
Canadian Tourism Commission (CTC) follows economic
and non-economic factors that predict fluctuations in
travel demand. These indicators show that the number 
of visitors from Asian and European markets-specifically
China, Korea and France-will be growing, and so will 
the number of Mexican tourists coming to Canada. 

There has also been a surge in domestic tourism.
Canadians traveling within Canada gave a real boost to
the tourism statistics for 2006, and accounted for about
three-quarters of total tourism spending. Spending by
Canadian tourists jumped by 7.7% last year-the biggest
increase since the late 1990s. 
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Canadian American

Women 54% 48%
Men 46% 52%
Average age 47 48
Average 
annual income $65,500 $76,600
University 
degree 27% 37%
Adult-only 
households 76% 78%

Humber Valley Strawberry
Festival in Newfoundland,

regional cuisine showcases
such as Taste of Nova Scotia,

agricultural tours, and culinary
packages in its broad definition 

of culinary tourism, and has published a
how-to guide: The Culinary Tourism Product
Development Guide. This publication is designed
to help affected businesses make the most of
tourism industry opportunities.

The CTC also uses a Travel Activities and
Motivation Survey (TAMS) to collect data on
different tourism market segments, including
tourists interested in wine and culinary travel.
These are travelers who stay at a cooking or 
wine-tasting school, or in accommodation with 
a fine restaurant on-premise, or do at least two
related activities, such as winery visits or dining 
at noted restaurants, on their trip.

TAMS showed that 7 million wine and culinary
enthusiasts-1.5 million Canadians and 5.5
million Americans-had taken a recent leisure 
trip in Canada. Tourists in this sector tend to be
well-educated and fairly affluent. More than 
one-quarter of the Canadians and more than
one-third of the Americans have a university
degree, and they have the highest average 
income of any of the activity-based tourism
sectors, including alpine skiing, adventure travel
and performing and visual arts tourism. It is
predominantly an adult sector: three-quarters 
of these travelers currently have no children
living with them at home. Women and men 
are fairly equally represented.

The good news is that we can expect more of
these prosperous guests in the coming years. The
CTC predicts that culinary tourism will grow by
one-third in the next couple of decades. This is
partly because of its favourable demographics: 
as the population ages, the proportion of the
population that fits the profile for this sector will
increase, giving culinary tourism a promising
future in Canada.

Who are 
Culinary Tourists?



Every year, tens of millions of people
travel to Canada, or within Canada. They
may be traveling for business, pleasure or
adventure, but they have one thing in
common: they all have to eat somewhere.

Whether tourists are visiting your area 
for the Olympic Games or the local fishing
derby, about 14% of their total spending
will be on food and beverages. Bringing
some of those revenues into your restaurant
means ensuring that travelers know you’re
there, and what you have to offer.

“There’s no question that it’s a market
that people covet,” says Cate Simpson of
Cate Simpson PR, a Vancouver-based 
public relations and marketing consultancy
specializing in restaurants. Depending on
your operation, it may be worth getting
some expert guidance in order to make 
the most of this lucrative market.

Many cities and regions have destination
marketing organizations that are already

Enticing
the

Large
and

Lucrative
Tourist
Market
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advantage of local tourism
publications. Advertising
through in-room
publications can be
another efficient way to
reach travelers looking
for a place to dine.

For some travelers,
restaurants may play a
big role in planning a
vacation. Some areas 
in Canada are gaining

momentum as culinary
destinations. These

include wine regions 
such as Niagara and the

Okanagan Valley, as well as
Taste Trails in Quebec and

Ontario, and the Quebec
Fromage Route. 

Even locations that aren’t seen as
specific culinary tourism hotspots still

benefit from offering travelers fine food, especially
if they have other attractions. Dining out can be an
opportunity for travelers to experience regional culinary
styles and distinctive ingredients, and many tourists are
looking for local flavour. Organizations such as Taste of
Nova Scotia help promote regional culinary heritage and
traditions. The food and wine experiences available in
urban centres such as Toronto, Quebec City and
Vancouver can be a major selling point for tourists.

“It certainly plays a big part in the choice if you’re
choosing between cities,” Simpson says. 

Vancouver’s long-standing interest in regional cuisine
and regional wines may reap rewards when a massive
influx of visitors arrives for the 2010 Olympics. Bookings
are already underway.

“When some people are making reservations for 2010
for small restaurants, they are looking specifically for
restaurants that serve local regional cuisine,” Simpson said.
“It is quite important to them. They don’t want to go to
just a French restaurant or an Italian restaurant, they want
to go somewhere that is doing B.C. cuisine.”

Your region may not be making plans for an Olympic-
sized crowd of tourists, but bringing in more of the
visitors that do head your way can pay off for
your restaurant.
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promoting their locale
to tourists. Joining or
getting involved with
such an organization 
in your area 
can provide
opportunities that
might otherwise 
be missed, such 
as press tours 
and website or 
directory listings.  

Simpson says not
all operators need to
be pursuing tourist
business. For small
neighbourhood bistros
with local clientele, it’s
probably not their target
market, she says. But for
centrally located restaurants, and
restaurants that have something
special that appeals to tourists, Simpson
often recommends working with the local
destination marketing organization.

“Any restaurant that’s downtown would benefit
from tourism business, along with any restaurant
that has any kind of destination location”
Simpson says. 

That includes a location in a historic district of 
the city, a restaurant with a view, or one that’s on a
waterfront or a mountaintop.

Some of the most crucial sources of tourism
business are hotel concierges, Simpson says. 

“Of all the things that restaurants do to work 
with the tourism market, working with the hotel
concierges is by far the very top priority,” Simpson
says, adding that in the summer months some
restaurants get as much as 90% of their business
from tourists. 

“You have to work with the concierges in order 
to get some of that business,” she says.

It’s usually the major hotels that have concierge
staff. In those that don’t have a concierge, other
employees-such as front desk staff-may make
dining recommendations, but it is more difficult to
identify and work with these individuals. Another
approach to accessing hotel guests is to take



By Michelle Ponto

Canada is known for producing fresh tasting fruits
and vegetables.  Using these ingredients when they
are in season not only adds colour and flavour to
your menu, but draws in tourists who are visiting
the area.  

Whether you are located in the fertile soils of the
Maritimes, the wine country of the Niagara regions or

the orchards of British Columbia, fresh produce during
the summer months is available in abundance.  

“The value of fresh ingredients is that they have better
nutritional value and a natural flavour profile,” says Mike
Hansen, Senior Director of Produce for SYSCO. 

But better nutrition is only one of the benefits of using
fresh produce.  Using indigenous fare adds authenticity to
your cuisine and makes it a part of your region.  Plus, it
gives you the opportunity to distinguish yourself from
your competition.

Creating Regionally Inspired Dishes

When creating a menu, Executive Chef Alex Petrollini
says it’s best to start with the end result in mind. Whether
it’s a seasonal menu or a special occasion, it all starts 
with a process. 

“Mostly I am not looking at the sum of any ingredients
but a complete process… something that the normal
restaurant patron may never see or appreciate,” says
Executive Chef Alex Petrollini.  

Petrollini has worked at a number of restaurants around
the world and gathers his inspiration from everywhere
including books and TV, as well as visits to other
restaurants.  

Other ideas can come from what’s available in the area.
A salad made of organic field greens with cherry tomatoes,
chickpeas, bean sprouts and tossed in red wine vinaigrette
is a light summery addition that can put a little seasonal
pizzazz in your menu. While this salad emphasizes the
organic greens, tomatoes could also be the focus of the
salad.

“A signature tomato with fresh mozzarella, fresh basil
and olive oil can transform what the consumer might see
as average produce to something special,” says Hansen.
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Attracting
Tourists

with Local
Produce



Hansen also recommends using different varieties of
tomatoes.  This can range from Roma, cherry, grape and
Heirloom, to golden yellow or green tomatoes.  Also,
try to promote the salad with a tasty title.  Words like
“organic”, “farm grown”, “harvested locally” and “vine-
ripened” create savoury images in the customer’s mind. 

Corn is another summer vegetable that can be used in a
variety of ways.  Try it in corn chowder, grill it and add it
to a Caesar salad with garlic herb croutons, or add it to a
fresh summer salsa that can be used for dipping or on top
of grilled local fish.  It can even be served on the cob as a
side dish.

“Feature a seasonal vegetable or fruit as a side dish,”
says Hansen, when asked how to incorporate in-season
produce into a menu.  “Seasonal fruits make excellent
desserts while seasonal vegetables can be used as an 
accent in specialty salads.”

You can also use fresh produce and fruits as a garnish 
to traditional dishes.  Locally grown strawberries and
raspberries make a mouth-watering garnish to chocolate
cake, crème brûlée, and ice cream.  

Choosing Quality Produce

SYSCO is the leading foodservice supplier in North
America so when it comes to choosing quality produce,
the choice couldn’t be easier.  Dedicated to food safety,
SYSCO has the largest team of quality assurance profes-
sionals and technical services experts in the industry.  

To ensure you receive the best, every SYSCO Brand fruit

SS YY SS CC OO To d a y   -   J u l y  2 0 0 7 9  

and vegetable that is provided has met specific guidelines
including physical, chemical and microbiological reviews.  

In fact, SYSCO’s dedication doesn’t start with the final
product.  It begins in the field.

Before a fruit or vegetable is accepted as part of the
SYSCO assortment, the supplier has to pass a series of tests
including sanitation, good manufacturing and agricultural
practices, and food security.  SYSCO also reviews adjacent
land use, irrigation water quality, soil amendment testing,
and sanitation practices at fields, plants and coolers.  

Once the produce is harvested, SYSCO continues its
stringent quality control focus by expediting it through
strategically positioned distribution centres across the
country. These state-of-art facilities and their produce
departments, staffed with industry professionals, are
designed to exceed your “fresh” expectations. 

The best thing to do when planning your summer
produce menu is to ask your SYSCO representative to
show you what’s in season and grown locally.  The
customers that live in the area will appreciate your support
to local farmers, while visiting tourists will have the
chance to savour the great taste of Canada.

Did You Know?

Never refrigerate tomatoes. 
To keep the flavour tasting fresh, store

them at room temperature around 13°C.
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By Patricia Nicholson

There’s a reason why Canada’s wineries attract tourists seeking fine
culinary experiences. In many wine regions, tours offer meals featuring 
not only local wines, but also regional menus featuring fresh, locally 
grown foods. 

Toronto-based sommelier Zoltan Szabo says this approach to regional
cuisine is gaining momentum in Canada.

“There are a lot of chefs adopting the idea: local produce, vegetables,
meat, cheeses and everything else to be paired up with local wine,” he 
says. “And frankly we’re not doing anything out of the ordinary. We’re
doing what’s normal anywhere else.”
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Culinary Tourism
Matches Regional Foods 

and Regional Wines
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In other parts of the world such as France, Spain and
Portugal, local specialties accompanied by local wines
have always been standard fare. While the classic gastro
regions are ahead of Canadian regions by about 2000
years of history, Szabo says we are catching up fast.

Niagara, Ontario is Canada’s biggest wine region. It’s
home to 70% of Canada’s viticulture, Szabo says. The
other 30% goes on in B.C.’s Okanagan Valley, Nova Scotia
and parts of Quebec.

The major grape varieties for Ontario’s white wines are
chardonnay, Riesling and Vidal, Szabo says.  While the
main focus remains on chardonnay, Szabo says Ontario
may be capable of producing world-class Rieslings.

Vidal grapes produce many of Canada’s renowned ice
wines. This hybrid grape can survive harsh winters, and
doesn’t fall from the vine when it freezes.

For Ontario red wines, some of the most prominent
grapes are gamay, pinot noir and cabernet franc, but
growers also produce other varieties such as cabernet
sauvignon and Shiraz, as well as hybrids, Szabo says.

Further east, Nova Scotia is making a name for itself
with sparkling wines. And while Quebec wine growers are
producing what Szabo calls “funky hybrids,” the province
is also known for cider production. The province is dotted
with small cideries producing artisan ciders of such
gastronomic interest that the Monteregie region has
designated a Cider Route.

In the west, the Okanagan Valley’s warmer climate
produces Bordeaux blends, cabernet sauvignon, Shiraz,
and merlot, as well as chardonnay, Riesling, and some
interesting hybrids, Szabo says.

Pairing up the products of Canada’s vineyards with the
products of its fields and farms is what makes regional
cuisine. But the “rules” according to Szabo are that there
are no real rules when it comes to food and wine
matching-just personal taste.

He suggests focusing on aroma and flavour similarities,
and the texture and weight of the dish and the wine-
although he adds that these elements can also be
contrasted.

Okanagan’s microclimate produces riper fruits and
fruitier wines than cooler, eastern regions. In Ontario
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wines, it’s the backbone of acidity that makes them so
welcome at so many tables, Szabo says.

“They’re very versatile due to the fact that they have a
good spine of acid, mature flavour development, and
tannins,” he says of Ontario reds. 

“Acid is a flavour enhancer,” he explains. “That’s what
chefs use. They use salt to enhance flavour, and acid: a
dash of lime or lime juice. Why do we cook with wine?

Because of its acidity, not because of adding
aroma and flavour . . . that’s gone in five
minutes as soon as you bring a sauce or
reduction to boil: alcohol evaporates but
the acid stays.”

Szabo uses the example of a freshwater fish fillet, for
which the perfect accompaniment is an acidic flavour
enhancer: a little squeeze of lemon juice. 

“Well, why not pair it up with a nice, crisp, fruity,
lemony Riesling? The Riesling wine would act in the same
way as the little dash of lemon. Simple. Food and wine
matching is not rocket science.”

Ultimately, it comes down to the individual palate,
Szabo says. 

“It’s an easy, healthy mentality towards food and wine,”
he says. “That’s what eventually will get more people to
try it, more people to experience it, more people to love it
and develop a passion for it.”

Mussels with summer 
vegetable ratatouille
2006 Rose, Fielding, Niagara
Blend of Cabernet Sauvignon, Merlot, 
Pinot Noir and Syrah.
Bright pink with aromas of red berry punch and
some floral. Medium bodied, dry with great
freshness, with easy tannins adding some
structure. Great with food.

Cedar salmon with grilled asparagus
2006 Riesling, Joie, Naramata (BC)
Peach and floral, some minerals on the bouquet.
Light, off dry with  stone fruit flavours, medium
intensity acidity and finish.

Summer fruit desserts, such as fresh raspberry
mousse or traditional peach crumble
2004 Select Late Harvest Vidal, Strewn, Niagara
Honeyed nose of peach syrup, apricots and raisin.
Sweet, but not overbearing, with a long finish.

Tomato and goat cheese 
tart with basil

2006 Sauvignon Blanc, 
Peninsula Ridge, Niagara

Uber-pale with light jade green hue.
Fragrances of Persian lime and grapefruit

with just hints of fresh cut grass and
limestone. Light, dry and very fresh with a clean,

zesty, green orange finish. Great for
spring/summer.

Roasted baby beet salad with summer greens,
crumbled blue cheese, walnuts 

and balsamic vinaigrette
Slightly chilled 2005 Gamay, Huff Estates, 

Prince Edward County
Deeper than typical colour. Currants,

blueberry and very spicy, peppery,
cardamom nuances on the nose. Light

to medium bodied with fresh acidity,
pleasant tannins, dry and spicy finish.

Matchmaker
Sommelier Zoltan Szabo offers wine recommendations-complete 

with his tasting notes-to accompany some dishes 
that highlight regional produce. 
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Chris Grafton 
Executive Chef 

Murrieta’s Bar and Grill , Calgary, AB

1 4

“The spirit of
adventure and
bravado that 

inspired it to take 
its name from an 
Old West legend”

Chris Grafton,
Executive Chef 

Murrieta’s Bar and Grill 

In the days of the California gold rush, legendary outlaw Joaquin
Murietta earned himself the title of “the Robin Hood of El Dorado.” A
century and a half after his death, a restaurant in the modern west
pays homage to this mythical figure of the Old West by adopting his
name at Murrieta’s Bar and Grill in Calgary.

Murrieta’s spirit lives on within the walls of the historic Alberta
Hotel Building. Built in the late 19th century, the renovated space has
housed the grand dining room of the restaurant that bears Murrieta’s
name for the past five years. The Calgary location (there are two
others located in Edmonton and Canmore) provides an energetic,
elegant and comfortable ambience in which to enjoy Executive Chef
Chris Grafton’s celebrated contemporary west coast cuisine.

Murrieta’s menu offers a tempting array of inventive meat, seafood
and pasta dishes for every taste. The adventurous can sample Ahi Tuna
Tartare Tacos, Grilled Elk Tenderloin or Madras Seafood Curry with
B.C. Rock Shrimp, Fresh Fish, Grilled Lobster and Tomato Ginger
Chutney (see recipe). More traditional palates can savour cuts of aged
AAA Alberta beef served with roasted apple foie gras butter, or the
“Simple Fish” dishes-which include wild B.C. sockeye salmon, rare
Ahi tuna, halibut and scallops-served with a choice of inspired
dressings and relishes.

Whatever the dish, Murrieta’s serves it with uncompromising
attention to detail, and consistently professional service that includes
thorough knowledge of the restaurant’s vast wine selection. With over
200 wines to choose from, there is something for every diner’s taste
and budget.

The restaurant is open for lunch and dinner seven days per week,
and is also available for private functions. Events can be booked in
one of the four dining areas, or the entire restaurant can be booked
for larger affairs.

Murrieta’s location in Calgary’s bustling downtown business
corridor makes it a favourite of
business people, but its clientele
comes from all walks of life. The
dining room also draws many
people who are visiting Calgary,
because many of the city’s major
hotels recommend the restaurant
to their guests.

Executive Chef and partner
Chris Grafton spent his first year
with Murrieta’s working on
concept development, and then
returned two and a half years ago
as Executive Chef. His main
responsibilities are menu
development, training and
financial accountability.

Chris Grafton,
Executive Chef
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Grafton loved cooking from an early age, and earned his bachelor of
culinary arts from the California Culinary Academy in San Francisco.
Quality and innovation earned him a reputation as one of Calgary’s
most notable Chefs at venues such as the River Café, The Ranche and

Madras Seafood Curry 
with B.C. Rock Shrimp, Fresh Fish,

Grilled Lobster and Tomato Ginger Chutney

INGREDIENTS METRIC IMPERIAL
Madras seafood curry sauce:
Shallots 5 5
Ginger 30 mL 2 Tbsp
Garlic 30 mL 2 Tbsp
Madras curry paste 19 mL 1 1/4 Tbsp
Turmeric 2 mL 1/2 tsp
Pineapple juice 250 mL 1 cup
Chicken stock 1 L 4 cups
Coconut milk 1 1/2 L 6 cups
Arborio rice 1/2 L 2 cups
Salt and pepper to taste

Sweat shallot, ginger, garlic, curry and turmeric until just
turning color and then add the juice, chicken stock, coconut
milk and rice. Simmer on low until rice is fully cooked and
purée until smooth and cool.

Tomato ginger chutney:
Unsalted butter 30 mL 2 Tbsp
Ginger, minced 50 mL 1/4 cup
Garlic cloves, minced 3 3
Cider vinegar 100 mL 4 oz
Cinnamon stick 1 1
Tomato strained, diced 1 1/2 L 6 cups
Brown sugar 50 mL 1/4 cup
Ground clove 1 mL 1/4 tsp
Cayenne pepper 2 mL 1/2 tsp
Honey to taste

Sweat ginger, garlic, cayenne pepper and cinnamon stick in
the butter for 1 minute. Add tomatoes, brown sugar and
vinegar, and stew for 30 to 45 minutes on low heat. Finish by
adding honey to taste. Cool and store in the fridge.

Serves 1

INGREDIENTS METRIC IMPERIAL
Red pepper, diced 1/2 1/2
Gold zucchini, diced 1/2 1/2
Fennel 15 mL 1 Tbsp
Butter 15 mL 1 Tbsp
Rock shrimp 50 g 2 oz
Fresh salmon fillet 75 g 3 oz
White wine 600 mL 20 oz
Lobster tail 1 1
Madras seafood curry sauce 250 mL 8 oz
Tomato ginger chutney 30 mL 2 Tbsp

Sauté diced red pepper, gold zucchini and fennel in butter and
then add rock shrimp, salmon fillet and deglaze with white
wine. Add Madras seafood curry sauce and bring to a
simmer. Keep hot and serve over top of Jasmine rice. Place
grilled lobster tail on top with tomato ginger chutney.

Teatro. At Murrieta’s, his continued
enthusiasm for creativity in the kitchen is
motivated by his desire to inspire his staff 
and showcase their talents and skills.

As a supplier, SYSCO helps further those
goals by delivering top quality products with
service that is second to none.

Grafton hopes to see Murrieta’s expand 
to more restaurants, and would like to
implement a training team to help build
business, extend current activities and provide
consistency. As the brand grows, it will take
with it some of the spirit of adventure and
bravado that inspired it to take its name 
from an Old West legend.
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Jason McRobb, Sous Chef; Tom King, Chef
Janina Ceglarz, CEO/General Manager
Wild Saffron Bistro  -  Victoria, BC
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“It’s classical cuisine
presented in a way
that pays homage 
to Chinatown”

Tom King,
Chef 

Wild Saffron Bistro

By Sarah Phillips

The Wild Saffron Bistro is a great example of Victoria’s artistic
beauty and reputation for great dining. As part of the well known
artistically and historically significant Swans Hotel, the restaurant
treats its guests to dining amongst one of the greatest art collection 
in North America. The late Victoria entrepreneur and art collector,
Michael Williams, owned Swans Hotel and bequeathed it to the
University of Victoria leaving his art collection to be put on display 
in the hotel, pub and restaurant. 

Chef Tom King worked with Michael Williams and now manages
both the kitchen of the Swans Brewpub and Wild Saffron. It is a part
of the boutique hotel that caters to a wide variety of guests. The
restaurant features a progressive West Coast style and is inspired by a
balance of it’s environment and being a part of Old Town Victoria.
“It’s classical cuisine presented in a way that pays homage to
Chinatown next door, the open market and a modern style,” says
Tom. Including fresh local ingredients such as Cowichan Valley free
range poultry, local cheeses and wines is part of what sets the Wild
Saffron apart. The menu reflects the area and celebrates indigenous
heritage with many seafood dishes.

At the foot of Old Town Victoria, it attracts quite a mixed crowd
from loyal locals to tourists from cruise ships. Younger people enjoy
the atmosphere and the food and the older crowd is perhaps more
drawn to the history. There is a plasma screen outside the front door

Jason McRobb, Sous Chef; Gian Linuzzi, North Douglas SYSCO Marketing
Associate; Janina Ceglarz, CEO/General Manager; Tom King, Chef.
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Serves 1
INGREDIENTS METRIC IMPERIAL
Marinate for Salmon
Lime juice 15 mL 1 Tbsp
Sesame oil 15 mL 1 Tbsp
Soy sauce 15 mL 1 Tbsp
Sake 25 g 1 oz
Rice vinegar 15 mL 1 Tbsp
Boneless, skinless troll-caught 
wild sockeye salmon fillet 125 g 5 oz
Pea sprouts 50 g 2 oz
Shelled edemame 50 g 2 oz
Miso broth 125 mL 5 oz
Rice Vermicelli, fried 25 g 1 oz
Pinch of sesame seeds
Sea salt and fine ground pepper, to taste

Vegetable Steam Bun
Dry yeast 5 mL 1tsp
Sugar 12 mL 2 1/2 tsp 
Water 250 mL 1 cup
All purpose flour 875 mL 3 1/2 cups
Sesame oil 2 mL 1/2 tsp
Baking powder 7 mL 1 1/2 tsp
Add wet to dry, form into circles, fill with desired vegetables.

Place steam bun in a pan and into steamer for 5 minutes
Place salmon in marinate for 2 minutes.
When ready, season with sea salt and fine ground pepper.
Sear in pan with sesame oil, deglaze with sake and then miso broth.
Bring to boil, add 1ounce of marinate let simmer to your desired
temperature.
Put a bun in a bowl, place salmon on top, top with lime-minted
edamame.
Garnish with sautéed pea shoots and fried egg noodles.
Most importantly accompany with chilled sake and enjoy!

Wild Saffron’s Troll-caught 
Sockeye Salmon

showing a live feed of the chefs cooking in the kitchen.
Wild Saffron is one of those best kept secrets with locals. 

As a result of a successful Dine-Around event last year,
the Wild Saffron has retained a 3 course menu which
provides great value and is a favourite among regular
customers. It was an experiment that, through customer
recommendations, became a permanent part of the
menu. A tantalizing appetizer and entrée followed by
dessert is priced nicely. Some of the tempting entrées
include Poached Troll Caught Pacific Salmon, Bison
Short Ribs and Cowichan Lake Free Range Chicken. 

Chef Tom enjoys exploring his own heritage in the
context of the Wild Saffron. A European influence can be
seen in the classic French preparations as well as his love
of indigenous Canadian ingredients. He enjoys creating a
harmonious blend of influences and is allowed much
creativity with his seasonal menu. After spending 14
years as chef at the golf clubhouse at the Banff Springs
Hotel, he moved back to his hometown of Victoria to
pursue his culinary career. Trained at SAITE Polytechnic
and Camosun College Culinary School, Tom has partic-
ipated in many culinary salons, competitions and ice
carvings.  He has done many food and wine festivals in
Banff and worked with many top chefs from the
Canadian Culinary Olympic team. 

The Wild Saffron has a great relationship with North
Douglas SYSCO. Swans Hotel was one of North Douglas
SYSCO’s first customers back when both businesses
opened about 30 years ago. A long and loyal relationship
has been maintained and North Douglas SYSCO
continues to service Swans Hotel and all it’s dining
establishments. “It is a symbiotic relationship we have
with SYSCO says Chef Tom. “Good communication,
honesty and quality products have helped us be
successful”.



By Michelle Ponto

The trend of eating on-the-go has evolved from fast 
food convenience to a lifestyle.  Consumers are no longer
looking for the typical burger and fries at drive-thru
windows.  Instead they want everything from full-course
meals to desserts that complement their own cooking at
home.  But those that live in the community aren’t the
only ones to take it “to go”.  The tourism and conference
industry are also making an impact on the take-out trend.

Take-out by the Number

According to Statistics Canada, Canadians spend on
average $1,487 a year on restaurant meals which is nearly
30% more than they did in the late 1990s.  However,
eating out isn’t the only thing that has increased in the
last few years.  The percentage of meals prepared in
restaurants but eaten elsewhere has also increased.
Statistics Canada reports that in 2004, 61% of meals were
taken “to go”.

Some people assume that most take-out occurs during
the lunch hour, but this is actually not the case.  A large
percentage of meals-to-go are purchased for day-to-day
family dining.  Research shows that only one quarter of
Canadian families eat a meal made from scratch everyday.

Instead, 75% of Canadians rely on processed, prepared or
take-out meals for their daily evening dinners. 

What’s for Dinner Tonight?

As consumers’ taste buds have evolved so has the world
of take-out dining.  Customers are no longer looking for
basic fast food, but want quality meals-fast.  Sandwiches,
salads, sushi and soups still make popular take-out lunch
items, but many families are looking to bring “dinner”
home.  While they are too busy or too tired to cook, they
are not too busy to eat.

“They [take-out consumers] are looking to lead an active
and healthy lifestyle…they also don’t have time to cook,”
says one food operator who started a take-out Indian food
restaurant in downtown Toronto in 2006.  “We have loyal
clients who come to the restaurant for take-out several
times a week.”

Indian food is just one of the meals that people want
for take-out.  Other popular meals-to-go include Greek or
Mediterranean cuisine, pasta, chicken (rotisserie or fried),
Chinese food, Thai dishes and of course, pizza.  Basically
in today’s market, if you can package it, you can take 
it to go. 

In fact, companies such as OrderIt.ca have made 
“meals-to-go” their business.  Working with over 100
restaurants across the Greater Toronto Area, they
do” take-out” for their
hungry patrons and
deliver everything
from falafels to 
fine dining cuisine 
to their doors.

Tackling Summertime 
Take-out Trends

July and August is the
height of Canada’s tourist
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Tourism’s Impact
on the

Take-Out Trend



season, but it’s also the time 
for family vacations and
summertime eating. Families 
may not want to prepare picnic

lunches, barbeques and other
meals.  Instead they are
looking for quick and
convenient foods that
they can take on the go.
This means taking their
favourites with them-
whether it’s pre-made

salads and sandwiches,
or desserts and cakes
for parties.  But don’t

limit your take-out
menu to just the basics.

Include all your popular
items and don’t forget

about beverages. The more you
can make yourself a 
one-stop-shop, the easier
ordering will be for your
customer.

Another emerging trend is
selling frozen prepared meals.
In addition to providing 
take-out menu items, many
restaurants have started offering
frozen meals.  These include
packages of their own gourmet
hamburgers, steaks, pizzas and
pasta sauces or pastas such 
as ravioli and lasagna to
accommodate those that want
the good taste of restaurant
dining in the convenience of
their home.

Conferences and other
meetings bring new people to
the area.  Whether it’s providing
lunch for a bus tour or snacks
and meals for a conference, it
gives you the chance to increase
your sales while promoting your
business.  Themed lunches such
as Greek souvlaki or a Japanese
themed Bento box make an
interesting switch to the usual
sandwiches and coffee lunch…
and will leave a lasting
impression.
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Doing Take-out Right
If you’re going to do take-out, keep

your customers happy by doing it right:

Make ordering convenient by having
your take-out menu available online
and in print in the restaurant.

Test your packaging to make sure it’s
leak-proof, is convenient to carry and
doesn’t affect the taste of your food.

Include special reheating instructions
on the package (usually a sticker 
will do).

Put your customer’s safety first.  
Pre-packaged sushi, sandwiches and
other foods should include a best

before date.

Advertise your meals-to-go menu
on your website, on table top
cards and on your regular menu
even if it’s just one sentence. 

Congratulations to
Angel Himmeroder,

owner of Angel’s
Family Restaurant in

Victoria Harbour,
Ontario; the winner 

of our draw 
for the iPod.

Thank-you to all
customers who gave 

us feedback on 
the magazine.

Your Opinion is
Important to Us!

Winner
of the
iPod!



By Suzanne Berryman, R.D.

Fish is an excellent source of high-
quality protein and low in saturated fat
making it a healthy food choice. But,
there has been so much information 
in the media lately about mercury 
and fish- is it still safe to serve in 
your restaurant?

Health Canada has recently
completed a scientific review on
mercury in fish, and is putting
additional measures in place to protect
Canadians while encouraging them 
to consume at least two servings 
(75 grams each) of fish each week
according to the new Canada’s 
Food Guide.  

Types of Fish that Should 
be Eaten Less Often:

Health Canada’s standards for
mercury in fish were already some of
the most stringent in the world.  They
have identified certain predatory fish as
being of more concern when it comes
to mercury in fish.  Fish can accumulate
mercury in their muscles through
absorption from the surrounding water
but mostly from the prey that they eat.
This mercury can also concentrate up
the food chain.  Therefore, predatory
fish that eat lots of other fish tend to
contain higher levels of mercury.  

These fish include fresh/frozen tuna,
shark, swordfish, marlin, orange roughy
and escolar.  Canadians who like to
consume these types of fish can

C U R R E N T  I N F O R M A T I O N  O N  

MERCURY AND FISH CONSUMPTION

healthwise

continue to do so, but should limit
their consumption to the amount
specified in the table below.

Canned Tuna:
Canned tuna, especially light canned

tuna, is one of the most popular types
of fish for many Canadians. Canned
light tuna contains other species of
tuna such as skipjack, yellowfin and
tongol, which are generally low in
mercury.  

However, for those who consume
large amounts of canned albacore tuna,
there is some potential for exposure to
higher levels of mercury than is
considered acceptable.  Because of this,
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Health Canada has issued advice 
for children and some women on the
consumption of albacore tuna in the
table below.  This advice only applies to
albacore tuna and does not apply to
canned light tuna which contains
relatively low amounts of mercury.

Satisfying Your 
Seafood Patrons:

While tuna may be high in mercury
when consumed in large quantities,
there are other fish in the sea.  Rather

Health Canada General Women who are pregnant, Children Children
Recommendation Population breastfeeding or who may 5-11 1-4

become pregnant years old years old

Fresh/Frozen Tuna, 150 g 150g 125g 75g
Shark, Swordfish, per week per month per month per month
Marlin, Orange 
Roughy & Escolar 

Canned Albacore No limit 300g 150g 75g 
Tuna per week per week per week

Source:  Health Canada

than eliminating fish from your menu,
serve up other varieties that contain 
less mercury such as shrimp, scallops
and calamari.  Fresh water fish such as
trout is another way to serve a white-
fleshed fish on the menu instead of
orange roughy which could be high 
in mercury.  

Another way to maintain fish on 
your menu while keeping your
customer’s health in mind is to be
careful of the quantities.  Instead of
serving a large tuna or swordfish steak,
ensure the sizing meets or is less than
the 150 grams recommended by 
Health Canada. You may even want 

to consider serving smaller chunks of 
the fish as part of a pasta dish such as
seafood linguini. This way your patrons
can still have their favourite fish
without the risk.   

Keep in mind Health Canada still
considers fish as a healthy alternative
and an excellent source of protein.
With a little creativity and some
awareness of which varieties are the
most risky, fish can remain a staple on
your menu for years to come.



mijote ?

Qu’est-ce qui
mijote ?Tempt your summer

visitors with a variety of 

new menu ideas. 

Try Honey Grilled Pork 

and Pear Kebabs, 

Oriental Pork Salad, 

Creamy Potato Soup, 

Dijon Haddock Loins 

and Granberry 

Almond Smoothie. 

These flavourful 

selections are sure 

to please.
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Honey Grilled Pork 
and Pear Kebabs

Recipe courtesy of Ontario Pork
Serves 4

INGREDIENTS METRIC IMPERIAL

SYSCO Classic Pork cubes 
(loin, leg or shoulder) 454 g 1 lb 

Apple juice 125 mL 1/2 cup
Dijon mustard 45 mL 3 Tbsp
Honey 30 mL 2 Tbsp
Cracked black pepper 2 mL 1/2 tsp 
Large pear, cut in 4 wedges 1 1 
Medium red onion, cut in 8 wedges 1 1
Sweet green pepper, cut in 1" pieces 1 1 
Zucchini, sliced 1 1
Cooked rice 500 mL 2 cups
Crumbled blue cheese 50 mL 1/4 cup 

METHOD 
• Place pork cubes in a plastic bag, non-metal bowl or sealable container.

Combine apple juice, Dijon mustard, honey and black pepper and pour
over pork; seal or cover and refrigerate for 3 hours or overnight.

• If using bamboo skewers, presoak in water for 1 hour. Thread pork on
skewers, alternating with wedges of pear which have been cut in half
horizontally, red onion, pieces of pepper and zucchini.

• With the remaining marinade, place in a small saucepan and bring
marinade to a boil and boil for 1 minute. 

• Preheat barbecue on high; reduce temperature to medium. Place kebabs
on grill and brush with marinade; close barbecue cover and grill for 10 to
12 minutes, turning occasionally and basting with apple juice marinade. 

• Place kebabs on top of rice and sprinkle with blue cheese. 
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Oriental Pork Salad
Recipe courtesy of Ontario Pork

Serves 6

INGREDIENTS METRIC IMPERIAL

SYSCO Classic Pork loin chops, 
boneless or strips 680 g 1 1/2 lbs

Chinese pea pods 250 g 10 oz
Rice vermicelli noodles 100 g 4 oz
Rice vinegar 125 mL 1/2 cup
Soy sauce 45 mL 3 Tbsp
Minced fresh ginger 30 mL 2 Tbsp
Granulated sugar 15 mL 1 Tbsp
Powdered mustard 15 mL 1 Tbsp
Sesame oil 15 mL 1 Tbsp
Salad oil 45 mL 3 Tbsp
Garlic cloves, thinly sliced 2 2
Red onion, thinly slivered 250 mL 1 cup
Large red or yellow pepper 

stemmed, seeded and diced 1 1
Lemon juice 30 mL 2 Tbsp
Salad greens, rinsed 1.5 L 6 cups
Fresh cilantro, finely chopped 75 mL 1/3 cup

METHOD 
• Cut pork chops into thin strips.
• Remove strings from pea pods and cook pods in boiling water until bright green, 

approximately 1 minute. Drain and chill.
• In large saucepan, bring about 8 cups of water to a boil; add noodles and return to a boil,

stirring once. Remove from heat; let stand for 5 minutes and then drain noodles.
• Combine vinegar, soy sauce, ginger, sugar and mustard mixed with 1 tablespoon of water 

and sesame oil to make dressing.
• Pour 2 tablespoons of salad oil into wok or large skillet over high heat. Add pork and stir-fry

until done, 5 to 6 minutes. Remove from pan, drain and keep warm.
• Pour 1 tablespoon of oil into pan and add garlic; stir-fry about 1 minute. Add onion, peppers,

lemon juice and 3 tablespoons of water. Stir-fry about 3 minutes or until liquid evaporates.
• Mix salad greens with cilantro and arrange on large platter. Shake noodles in colander to

remove water. Pour into a bowl; mix with 1/3 of dressing and mound on greens.
• Pour remaining dressing into the wok and add cooked pork and peas; stir to heat and coat

with dressing. Arrange on and around noodles. 
• Serve with crusty bread.
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Creamy Potato Soup
Recipe courtesy of Aliments E.D. Foods Inc.

Serves 5 to 6 

INGREDIENTS METRIC IMPERIAL

Country Style Cream 15% 200 mL 7 oz

Potatoes 300 g 11 oz

Fresh chives, finely chopped 100 mL 3 oz

SYSCO Classic Cream of Leek 
& Asparagus soup 1 L 4 cups

Lemon juice 20 mL 1 Tbsp

SYSCO Imperial Bouillon base 31 g 1 oz

Ground white pepper and freshly ground sea salt, to taste

METHOD 
• Cook potatoes simmered in water and flavoured with SYSCO Imperial

Bouillon base.

• In a saucepot, heat the cream, riced potatoes, 75 mL of the chives and
the SYSCO Classic Cream of Leek & Asparagus soup to a boil. Reduce
heat to a slight simmer and simmer for 7 to 8 minutes.

• Add lemon juice and fresh ground white pepper.

• Serve in chilled soup bowls and garnish with remaining chives.
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Dijon Haddock Loins
Recipe courtesy of High Liner Foods Incorporated

Serves 12

INGREDIENTS METRIC IMPERIAL

Portico haddock loins, thawed 12 - 125 g 12 - 4 oz
portions portions

Green onions, chopped 3 3

Butter 50 mL 3 Tbsp 

Flour 15 mL 1 Tbsp 

Half & half cream 375 mL 1-1/2 cups

Dijonnaise mustard blend 175 mL 3/4 cup 

Salt and pepper to taste  

Finely chopped red bell pepper, for garnish 

METHOD 
• Bake or poach haddock loins.

• In a large skillet over medium heat, fry onion in butter for about 1
minute. Stir in flour and fry for another minute or until smooth.

• Whisk in cream gradually, then mustard; cook on medium, stirring
constantly for about 3 minutes or until desired thickness is reached.
Season with salt and pepper to taste. 

• To serve, ladle approximately 3 tablespoons of sauce over each loin, 
then garnish with finely chopped red bell pepper.
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Granberry Almond Smoothie
Recipe courtesy of  SYSCO Corporation

Serves 4

INGREDIENTS METRIC IMPERIAL

Bananas, peeled, sliced and frozen 4 4
Strawberries, frozen 20 20
Blueberries, frozen 125 mL 1/2 cup
Almond milk* 750 mL 3 cups
Strawberry yogurt 125 mL 1/2 cup
Honey 30 mL 2 Tbsp
Flax seeds (optional) 10 mL 2 tsp

Almond Milk
Almonds 250 mL 1 cup
Water 750 mL 3 cups

METHOD 
• To make 3 cups of almond milk: soak almonds in water for at least 

6 hours (but no more than 2 days). Remove from water and place 
almonds in a blender with 3 cups of water, blending until smooth.

• Strain liquid with a cheesecloth to remove the almond pulp. 
Refrigerated milk will stay good for up to 5 days.

• In a blender, combine bananas, strawberries, blueberries, almond milk,
yogurt, honey and flax seeds. Blend until smooth.

* Soy milk or 2% milk can also be used.
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CA$HING IN 
on ATM Convenience

for your Visitors

CA$HING IN 
on ATM Convenience

for your Visitors
By Michelle Ponto

Having an ATM on your site adds extra convenience
while generating profits. Increase your bottom line 
by targeting travelers and visitors from abroad
who need cash or local currency fast.

When was the last time you used an ATM?
Whether it’s purchasing something from a
store, paying a bill, or simply getting cash
from one of the thousands of machines
across the country, the ATM has become part
of the Canadian lifestyle.  In fact, according
to a 2006 report from the Canadian Bankers
Association, Canadians are the highest 
per capita users of automated banking
machines and debit card services in 
the world.

With its growing popularity, ATMs 
have evolved from the limited number 
of traditional machines provided by
banking institutions in the 1980s, to
independently operated cash dispensers
that are available and recognized
everywhere.  Cash dispensers or 
“white-label machines” now make up 
the majority of the ATM arena.  This 
is a big change from just five years 
earlier when Canada’s banks ruled 
the instant-cash marketplace.

Servicing the Food-Service Industry

Statistics show that not only do ATM
customers spend more, but having a cash
machine in your establishment increases
traffic.  Statistics also show that when
available, 25% of customers will typically
use cash to pay for their meals rather 
than credit cards - helping to reduce 
your credit card fees.

Giving your customers the added convenience of instant
cash at your restaurant, resort or cafeteria is only one way
you can enhance your bottom line.  Because EZEE-ATM 

is a third party company, you can also make
money each time the machine is used.

Restaurant owners can make it easy for 
their customers to access their money and 
then spend it in their establishment.  Plus,
by using an independent provider like 
EZEE-ATM, they were able to develop a
program that worked for them.

Easy Installation with EZEE-ATM

EZEE-ATM takes care of everything 
from conducting an evaluation of your
customer traffic, to installing and
servicing the machine.

With over 4,100 machines in
businesses across Canada and
performing more than 20 million
ATM transactions a year, EZEE-ATM 
is experienced in providing the best
cash dispensing option for their
customers ranging from commission
based programs to one where you
own the machine and receive the
entire ATM surcharge.     

The good news is that you don’t need
to be a major restaurant chain to make 
a profit on ATMs.  As little as three
transactions a day pays for your ATM.  

But while making a little pocket 
change is a bonus, what really matters is
that having the machine gives you the
competitive advantage of knowing your
customers don’t have to go elsewhere 
to withdraw cash and that’s one
transaction you can’t pass up.



We Turn the 
Spotlight on...

profile

Lesley Mutschke
Marketing Associate Segment Specialist,

SYSCO Food Services of Edmonton

ST - What is your tenure with the
Company?

I have been an employee with SYSCO
Food Services of Edmonton for 2 years.

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 worked in a few different
restaurants as a server as well as a
hostess. Any experience in the
restaurant and hospitality industry is
beneficial in this role. 

ST - Describe the account composition
of your territory?

My territory consists of Fine Dining
restaurants and Multi Unit accounts in
Edmonton and the surrounding area
including St. Albert and Sherwood 
Park. I believe dealing with a wide
range of accounts provides a better
understanding of the business and 
how different applications can work 
for many different account types.

ST - What do you like best about
SYSCO Brand?

What I like about SYSCO Brand is the
fact that it is unique and our own. I can
say, with the utmost certainty, that our
products are top quality and we stand
behind the quality and consistency of
our products.

ST - What has operator response been
to SYSCO Brand? 

Customers are impressed with the
level of quality and recognize that
SYSCO Brand is top notch.  We have 
an arsenal of techniques to show
customers superior yields, consistent
specifications, increased contribution
opportunities, and the peace of mind
gained by using a SYSCO Brand
product. All of my accounts purchase
SYSCO Brand products.

ST - Describe how you have helped
customers solve problems.

I evaluate the situation and utilize
contacts within and outside of our
Operating Company to solve whatever
issues may arise. I feel that my
experience working in a variety of
departments within SYSCO, has
assisted me in knowing who to talk to
in order to get things done.

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

The most rewarding aspect of my job
is the relationships with my customers.
It’s a great feeling when I gain the trust
of my customers to the point where
they consider me not just their sales
representative, but also as a partner in
their business, working toward the
same goal.  

ST - What are your goals for the
future?  Future plans with any
particular accounts.  

The continued success of all of my
accounts is first and foremost.  I always
have my ear to the ground for new
products and services that will continue
to facilitate strong relationships.  

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

Health and safety is a big concern
these days. I always encourage my
accounts to try the latest health
conscious products.  Here in
Edmonton, labour shortages have 
been a difficult area for our customers;
to that end, SYSCO is always providing
an array of time saving, value added
products to save our customers’
valuable time.

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

The most successful operators are
interested in providing an enjoyable,
memorable, and valuable dining
experience for their clientele.  They are
not just interested in profit.  SYSCO
adopts the same philosophy in regards
to helping our customers succeed.
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For a limited time only,
SYSCO customers can
purchase the Nautilus
model NH1520 for the
incredible cost of
$1995* or we can
place the ATM at your
location at no cost to
you*. So hurry up and
start saving on your
credit and debit
charges, better service
to your customers 
plus great revenue 
generated from the 
surcharge income.
* certain restrictions apply, 

limited time offer

Contact your SYSCO representative 
or call us directly at 1-888-289-3939

www.ezee-atm.com

LLeevveerraaggee tthhee TToouurriissmm DDoollllaarr
wwiitthh tthhiiss SSppeecciiaall OOffffeerr



DISTRIBUTED BY SYSCO CORPORATION, TORONTO, ONTARIO  M9B 6J8    ©2007      


