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Muffin Batter
Convenient
Quick preparation
Virtually no mess or clean-up

Also Sold in Thaw and Serve Bulk and Individually Wrapped
Distributed by Sysco Corporation, Toronto, Ontario   M9B 6J8    ©2010

PRODUCT DESCRIPTION PACK SIZE 
Carrot Muffin Batter 8, 16 and 33 LB 
Blueberry Muffin Batter 8, 16 and 33 LB 
Banana Muffin Batter 8, 16 and 33 LB 
Golden Raisin Muffin Batter 8, 16 and 33 LB 
Chocolate Chip Muffin Batter 8, 16 and 33 LB 
Orange Cranberry Muffin Batter 8, 16 and 33 LB 
Double Chocolate Muffin Batter 8, 16 and 33 LB 
Dark Bran Muffin Batter 8, 16 and 33 LB 
Morning Glory Muffin Batter 8, 16 and 33 LB 
Apple Cinnamon Muffin Batter 8, 16 and 33 LB 

Sysco BakerSource Muffin Batter* is Trans Fat Free - 
based on a 100g serving size. *excluding Chocolate Chip
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WeTurn the 

Spotlight on...

profile

Brad Phelan 
Marketing Associate, Sysco Toronto

ST - What is your tenure with the Company?
I joined Sysco Toronto 7 years ago as a Customer Service

Representative for 5 months and then joined Sysco’s sales team as a
Marketing Associate in Niagara Falls.

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 started off as a cook in a franchised fast food chain at the age of
14, and worked my way up through 12 different restaurants in both
back-of-the-house and front-of-the-house positions until I moved
to Niagara Falls to attend Niagara College’s Culinary Management
program.  I worked in a Niagara Falls hotel property for 2 years
before joining Sysco.  My years in the kitchen provided both
invaluable experience as well as many fond memories.  I had the
pleasure of working for the same Greek family of restaurants for 8
years and that has given me a great understanding of the hard work
and dedication required to build a successful restaurant.  

ST - Describe the account composition of your territory.
My territory consists of a wide range of accounts from small

family restaurants and cafés to resorts and hotel groups. Working

with a variety of accounts provides a great deal of diversity in
assisting customers on both ends of the scale.  It’s extremely
beneficial to be able to see techniques and strategies in all types 
of operations. My accounts are in Niagara-on-the-Lake and 
Niagara Falls.

ST - Do a lot of your accounts use Sysco Brand?
All of my customers benefit from our Sysco Branded products,

and the confidence it brings them in quality and performance.

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

Our Marketing Associate training program really teaches us to
get all of the facts and work with the customer to solve their
challenges, or uncover opportunities that will help them drive their
bottom line.  Product cuttings and comparisons are our best
exercise with the customer, as we really need to put everything on
the table to get the real picture.

ST - What is the most rewarding aspect of your job?
Every day we face a new set of opportunities, challenges and

rewards.  It’s an ever changing industry and it’s extremely exciting to
be in the middle of it.

ST - What are the good things about working with 
your accounts? 

I’m very fortunate to have a great group of customers who 
are both understanding and willing to work with me.  It’s a great
learning experience for all of us.

ST - What are your goals for the future? 
We are getting ready for the upcoming tourist season and are

planning business reviews and product cuttings to ensure our
customers are getting the most value for their money.

ST - What do you enjoy most about working for Sysco? 
I enjoy being able to utilize the products, systems and services

we offer to our customers.  They really do set us apart, and give us
the confidence we need to run our business.  When I made the leap
from being an operator to this side of foodservice, Sysco was the
only one I submitted a resume to.   

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

I think the biggest mistake an operator can make is not taking
the time to recognize the difference between price and value.  They
need to make sure they are comparing apples to apples and that
the product is to their standards. 

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

Being hands on, going to staff training, and keeping up morale 
in a tough economy is what makes successful operators.  As a
general rule, if your people are taken care of, they’ll take care of 
your business.
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GARDEN CRISP
PICKLES

Order Code Product Description Pack Size Shelf Life 

8244224 Pickle Dill Whole 1/19 L 180 Days

8244230 Pickle Dill Hamburger Slice 1/19 L 180 Days

8244248 Relish Sweet Green 1/19 L 180 Days

8244388 Pickle Sweet Mixed 1/19 L 180 Days 

Let your 

Springtime 

Menu Increase 

Profits

By Kelly Putter

A menu is the heart and soul of a restaurant so
operators should do all they can to make it
appealing, easy to follow and as tempting as
possible, say industry consultants.

In addition to those basics, though, restau-
rateurs need to use their menus as a means to up
sell highly profitable menu items and to hide
items that aren’t so profitable.

“There’s a whole psychology about where your
eyes are automatically drawn to when it comes to
menus,” says John Hood, Business Review

Specialist for Sysco Toronto.  “It’s known that customers
will look at a menu for approximately 60 to 90 seconds
so what we want to do is draw the eye to certain areas.”

Using different fonts, colour shading and boxing can
draw the eye to more profitable and popular menu
items, recommends Hood.

Using a simple, one-sided menu as an example,
Hood says customers typically scan the menu reading
the top item and then stopping to look at the bottom
item. Their eyes are drawn back to the top again and
then they scan the middle of the menu. Because they
pay more attention to the top and bottom items,
higher-profit dishes should be placed there.
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Similarly, less profitable, but highly popular items
should be hidden on the menu, preferably somewhere
in the middle section of the menu.

When it comes to pricing a menu, Hood
recommends against lining up prices one under the
other. That encourages patrons to shop the menu for a
price point they are comfortable with rather than 
being drawn to a mouth-watering description of a
menu item.

“We want people to read descriptions of the menu
items first and then look at the price,” says Hood. “Always
have price at the end of a description.”

Wordiness on a menu can be a turn-off, says Wade
Taylor, who owns and operates the menu design and
culinary consulting firm A Perfect Approach.  Reach for
a balance between bare bones and too many words,
he advises. 

The words you choose on your menu are also critical.
With the trend in healthy eating booming, stay away
from describing a menu item as fried. Instead, get
creative with your descriptors and think about using
lightly browned instead. Another example that appeals
to our heightened health consciousness is pan seared
instead of pan-fried.

Going with a seasonally inspired menu is very trendy
right now and may be a consideration for some
foodservice operators, says Taylor.

If possible, menus should try to highlight a signature
item that directly reflects their concept. For example, if
you run a pub and your signature dish is Coquilles St.
Jacques “there’s a bit of a disconnect,” says Taylor. The
same goes for the colours and fonts you choose for
your menu. Don’t use a folksy western font if you’re
operating a fine dining establishment.

“Keep the menu simple and design your menu
around the kitchen and the skills of the people in your
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kitchen,” recommends Taylor. “Don’t forget your

demographics and who you are trying to attract. A lot

of people open restaurants and don’t take into consid-

eration what’s around them. You have to cater to your

demographic and not what your dream restaurant 

will be.”

The specials a restaurant offers are the most

important aspect of creating a menu, says Dominique

Dien, Corporate Chef for Sysco Vancouver. Specials 

help with menu development, as they are a testing

ground for new dishes and recipes. If operators find 

a winner, they can add the item to the permanent

menu, says Dien.

The special was established in European restaurants

as a way to honour and appreciate regular customers.

These regulars, the thinking went, might grow bored

with the same dishes so the owner began creating

special menu items, often dishes that incorporated

seasonal foods and what the daily market had to offer.

Remember, the next time you pass out your menu,

your inviting customers to a lot more than lunch. The

menu really is a window to the essence of you and your

establishment.



How Serious are Allergies, 
Intolerances and Sensitivities?

The seriousness of a person’s reaction to a food can
range from life threatening to a mild discomfort.  If
someone has celiac disease (an intolerance to gluten),
they may not go into anaphylactic shock, but exposing
them to flour could eventually kill them. 

Almost all food allergy incidents have been caused
accidentally and the most common way a patron
comes in contact with the food is through cross
contamination. For example, a person with a shrimp
allergy would not order shrimp, yet the condensation
on a shrimp bisque lid at a steam table may be enough
to contaminate nearby foods and cause a reaction. 

“Contamination could occur with something as
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Keeping your 
Allergy Patrons

Safe…and Alive

simple as sizzling shrimp fajitas. The molecules could
splash into food while the server is walking by or while
the platter is in the server window,” Bolgen said.

According to Bolgen, many restaurants have no idea
that their day-to-day habits could potentially cause
customers with food reactions to get sick.  In fact, some
health standards are not enough when it comes to
allergies. 

One example is baking sheets. Health standards say
you don’t need to sanitize the sheets between baking
different cookies as the heat will destroy contaminates
and bacteria. However, oatmeal cookies made on the
same tray as peanut butter cookies could cause a
reaction. The same problem can occur with grills as
scraping the grill between cooking shrimp and steak
will not prevent an allergic reaction.

“Heat does not destroy the protein molecule that
causes the allergic reaction. Rinsing won’t work either.
Only washing it and proper sanitization will do the job,”
said Bolgen. 

Steps to Keep your Customers Safe
Communication is the secret to keeping your

customers safe. Before the restaurant can react, the
customer needs to tell them about their food

problems. 

“Some people are embarrassed and won’t
come out and say it, so make sure your staff

asks them if they have dietary restrictions,”
said Bolgen. “Once they tell you, you need to

By Michelle Ponto

The number of reported food allergy
incidents has grown by 82 percent in the last
10 years, according to the Canadian Medical
Board.  In addition, between 3.4 million and

8.3 million Canadians suffer from food
allergies, sensitivities and food intolerances.
But even though the numbers are startling,
many restaurants don’t have an adequate
action plan when it comes to allergies and

many have habits that could cause their
patrons to get sick or even die.

“The truth is that there are food allergies, intolerances
and sensitivities. The medical community is defining an
allergy as any food that causes a physical reaction in the
body that equates to anaphylaxis,” said Lynn L. Bolgen,
President of Spot Check which provides allergy safe
certification and training.

Anaphylaxis is a physical response to food
that lowers a person’s blood pressure. It can
result in the body going into shock and the
heart stopping.  While allergies can sometimes
lead to death and are a serious concern, food
operators need to take food sensitivities and
intolerances into consideration as they too can
make people sick. In fact, lactose intolerant people
could also go into anaphylactic shock.



believe it. Don’t make the decision of whether or not it’s serious.”

The communication needs to continue from the customer to the wait staff to
the kitchen.  Even though the customer orders a “safe” item from the menu, cross
contamination could occur in the kitchen by accident. Making the kitchen staff
aware of the situation could help prevent this from happening.

Bolgen says the final step is making sure you have procedures and protocols
in place to deal with food allergies, intolerances and sensitivities. These include
seating the patron as far away from the kitchen as possible to avoid airborne
molecules or splashing, sanitizing all cooking utensils, mixing bowls and plates
that come in contact with the order and having a special place in the kitchen to
set the customer’s dishes.

“A wheat allergy could be triggered by something as simple as mixing a salad
in the same bowl where croutons were used for a Caesar salad. All it takes is
residue,” said Bolgen. 

Lynn also recommends having a colour-coded menu marking items
containing common allergy foods for the wait staff to use so they can make safe
menu recommendations.  

Who’s Liable when an Allergy is Triggered?
As of December 31, 2008, the Food Labeling Customer Protection Act went

into effect in the United States declaring all ingredients had to be listed in plain
English on the package. Canada proposed a similar amendment to their Food
Allergy Labeling requirements in 2008 with the final proposal scheduled for
release the Spring of 2010.

“With the new act, more restaurants are being found liable. They no longer can
claim they didn’t know what was in the food when they served it,” 
said Bolgen.

So what can you do as food operator? In an economy when you can’t afford
to turn customers away because of a food problem, Bolgen recommends
training your staff and putting procedures in place to deal with allergies. Training
may only be an 8-hour commitment, but it could be the difference between
healthy and sick customers. 
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Top 8
Allergy
Foods
1) Milk

2) Peanuts

3) Fish

4) Eggs

5) Tree nuts

6) Shellfish

7) Soy

8) Wheat
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By Michelle Ponto

For years canned peaches have been surrounded
with misconceptions, but with advancements in
canning technology, the problems of the past are no
longer an issue. In fact, some chefs say they prefer using
canned peaches. 

“Over the years we've worked with chefs who love to
work with California canned peaches because they
know that they can rely upon a consistent flavour and
texture profile,” said Ginny Hair, Director of Domestic
Promotions for the California Cling Peach Board.

Reliable flavour is only one of the reasons chefs
choose canned peaches. 

Springtime Fare
Begins with

Sweet 
Juicy 
Peaches

When used in stews, baking, grilling and any other
cooking process, canned peaches will hold their shape,
maintain their texture and still have a good bite to
them.  Yes, it is true canned peaches can fall apart, but
this only happens if you overcook them.  Just like fresh
peaches and any other fruit, overcooking can turn
them to mush.  

“I use canned peaches any where I would use fresh

peaches. You have to add them towards the end of the
cooking rather than at the start, just like any ripe piece
of fruit,” said David Franklin, Corporate Chef at Sysco
Central Ontario.

Franklin says he often adds canned peaches at the
end of a butter sauce for a fish dish, in chutney or a
summertime salsa to accompany grilled poultry or
anything barbequed.

Franklin also says you don’t need to worry about the
peach losing its flavour when cooking – even when
using spices. 

“When using them in a spice dish, I drain the peaches
and then infuse them with spices that compliment the
fruit,” said Franklin. “Canned peaches maintain their
peach taste.”

Unlike fresh peaches that may linger in cold storage
for weeks, California Cling Peaches, which are used in
Sysco’s canned peaches, are packed at the peak of
freshness and often canned within 24 hours or less of
picking. Sysco only uses the best California Cling
Peaches for their canned peaches as they are
considered the best in the industry. Plus, to maintain
quality, each peach is carefully screened during the
production run.

“Peaches packed in a crate are sometimes firm and

Canned Peaches 
have a Ripe 
Fruit Taste

FACT
#2Canned Peaches 

Stand Up well when 
Used in Cooking

FACT
#1

ORDER CODE PRODUCT DESCRIPTION PACK SIZE NUT FREE
7463688 BANANA FROZEN DESSERT 1/11.4 L YES
7463692 BUTTERSCOTCH FROZEN DESSERT 1/11.4 L YES
7463702 CHOCOLATE FROZEN DESSERT 1/11.4 L YES
7463744 COCONUT CARAMEL FROZEN DESSERT 1/11.4 L YES
7463773 COOKIES N’ CREAM FROZEN DESSERT 1/11.4 L YES
7463785 GREEN TEA FROZEN DESSERT 1/11.4 L YES
7463801 MANGO FROZEN DESSERT 1/11.4 L YES
7463815 MINT CHOCOLATE CHIP FROZEN DESSERT 1/11.4 L YES
7463837 ORANGE FROZEN DESSERT 1/11.4 L YES
7463866 STRAWBERRY FROZEN DESSERT 1/11.4 L YES
7463882 VANILLA FROZEN DESSERT 1/11.4 L YES

WHOLESOME FARMS
FROZEN DESSERT

WHOLESOME FARMS
FROZEN DESSERT

45%
MORE PROTEIN

40%
LESS FAT

80%
LOWER

CHOLESTEROL

35%
LESS SODIUM



California Canned Peaches 
are Picked when Ripe Unlike 

Most Fresh Crate Peaches

bullet-hard. You sometimes have to wait until they
ripen,” said Franklin. “Unripe peaches also don’t have a
whole lot of flavour.”

With canned peaches, the fruit is picked when it’s
ripe. There is no waiting for them to ripen; instead the
peaches taste fresh as if they were just picked from the
tree. In fact, the peaches taste so fresh, many customers
can’t believe the fruit came from a can.

Those who thought they weren’t getting vitamins
and minerals when eating canned peaches will be
surprised to learn that they were wrong.

A university recently completed a study looking at
the nutritional benefits of canned and frozen peaches.
Thanks to the canning process, lycopene and carotene
levels in canned peaches are 7-times higher than in
fresh peaches and 10-times higher than in frozen. 

Another study showed that the canning process
locks in nutrients at their peak of freshness and due to
a lack of oxygen, those nutrients remain stable until
consumed.  

Many nutrients, like vitamin C are extremely sensitive
to changes in temperature, light and atmosphere.
Unlike canned peaches, fresh fruits and vegetables
stored at room temperature for two or three days can
lose up to 70 percent of these nutrients.

One of the reasons Sysco uses California Cling
Peaches for their canned peaches is that they are
famous for providing the most flavourful fruit in the
industry. In fact, this type of peach is so well suited 
for canning that they are rarely sold fresh.

“Our cling peaches are not grown by large
corporations. They are grown by family farmers – third
and fourth generation family farms who are the
stewards of our land and take great care to produce a

FACT
#4

Canned Peaches 
Retain their 

Nutritional Value

FACT
#3

superior product year in and
year out,” said Hair.

To seal in their
nutrients and fresh
taste, California
Cling Peaches
are packed in
the peak of
ripeness,
and only
the best
fruit makes
it into the
cans. 

Final Advice for a Peachy Spring
“The best advice I can give chefs is to remember 

canned peaches are ripe peaches and to use them just 
as they would fresh ripe fruit,” said Franklin. 

Economical and fresh tasting, canned peaches 
are a great addition to desserts and salads. 

They also are a perfect accompaniment to fish and poultry 
dishes and can hold their shape if barbequed alone or as part 

of a zesty chicken and peach kabob.  Add a little juicy 
sweetness to your springtime menu with canned peaches. 
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Trent Mcintyre and Sandra Viney, Owners
Atlas Café   

Courtenay, BC 

“We represent 
what Courtenay is,

it’s a casual, modern
restaurant...”

Sandra Viney, 
Co-owner

Atlas Café  
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By Sarah Phillips

Atlas Café is an incredibly popular restaurant in
downtown Courtenay, BC in the middle of Vancouver
Island. Once you get a seat in this busy restaurant, be 
it for breakfast, lunch or dinner, you are treated to a
menu full of unique, globally-inspired dishes at
reasonable prices. Lunch entrées vary from Vancouver
Island cumin crusted tuna bowl to enchiladas or even
fish tacos. Japanese, Mexican and French influences are
represented on this menu and each seems effortless
and delicious. One can’t help but wonder how this
small town has such a global, cosmopolitan restaurant
that still retains its casual and inviting atmosphere.

“We represent what Courtenay is,” Sandra Viney, 
co-owner of Atlas, says of the diversity on the menu. 

“It’s a casual, modern restaurant. We’re lucky. Being 
in a small community, we are able to access lots of
markets”. The restaurant is popular with all walks of life
in Courtenay from 20-somethings to families and
retirees. It includes indoor and outdoor seating for 80
and is located in the heart of the central business
district of Courtenay.

Owners, Trent Mcintyre and Sandra Viney began
Atlas Café 15 years ago in 1995 and have maintained
their vision while allowing their business to evolve 
with their customers’ needs. They are both extensive
travelers and created the menu based on their
favourite foods from places they’ve visited. What began
as a coffee shop/sandwich place has become a fixture
in the community, supporting local groups and events.
Involvement and sponsorship with such organizations
as the Boys and Girls Club and the Children’s Hospital is
a top priority for them.

Premium and local ingredients are what the Atlas
Café is known for. They buy premium coffee that’s
exclusive to them in their community. The wine list
consists of Vancouver Island and BC wineries. Quality is
evident in everything about this restaurant.

Chef Jon Frazier creates a 'fresh sheet' everyday and
posts it online at atlascafe.com at 4pm. Though the r
est of the menu stays the same, the fresh sheet is the 
Chef’s creative landscape on which he can experiment
with new or local ingredients that inspire him.

Initially the menu was largely vegetarian and
attracted a mainly female audience. As soon as the
fresh sheet was introduced, they included seafood and
protein dishes on it, and male customers were more
interested. 

The Atlas Café has always relied on word of mouth
advertising but as the Comox Valley grows in
popularity as a travel (and now culinary) destination,
Atlas recently launched their website, atlascafe.com.

Long term, well trained staff ensure that the level 
of professionalism and knowledge in the front-of-the-
house, reflects Viney’s past experience at Araxi in
Whistler and Cincin in Vancouver. “Though we serve
casual food, there’s no reason why we can’t do it with
fine service,” she says.

In general, palates have changed since Atlas opened
in 1995 and people are more challenging to feed.
When they go out, people expect food they would not
make at home. Chef Jon’s past experience combined
with his role as Vice President of the North Vancouver
Island Restaurant Association give him an extensive
background to draw from. He has also collaborated
with other local chefs, junior chefs and producers to
put together “Island Inspirations,” a great cookbook. 

Sysco and Atlas have worked together since the
beginning of Atlas Café. “It’s the day-to-day partnership
we have with Al (Smith, Sysco MA),” says Mcintyre, “that

makes our partnership work. We appreciate the
consistent service”. Striving to grow with the
community, to be better, to be consistent every day
and to be an anchor in the community is their mission.
“We want to lead by example”, he says. 

For two years in a row, the Atlas Café has been a
recipient of the Westjet award from Up Magazine for
“the best breakfast and lunch”. They’ve set a high
standard for restaurants in the Comox Valley and on the
rest of Vancouver Island. 
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Photo left to right:  Al Smith, Sysco Marketing
Associate; Sandra Viney, Owner/Manager; 

Trent Mcintyre, Owner/Manager; Jon Frazier, Chef.

Cumin Tuna and Couscous Salad

Serves 1
INGREDIENTS METRIC IMPERIAL
Couscous cooked 50 mL 1/4 cup
Citrus vinaigrette 30 mL 2 Tbsp
Spring mix 50 mL 1/4 cup
Papadam loosely packed 1 1
Tuna albacore 100 g 4 oz
Red bell peppers, diced 5 mL 1 tsp
Peas 5 mL 1 tsp
Cumin rub 2 mL 1/2 tsp

Under broiler heat papadam until beginning to 
bubble, quickly form into a bowl by placing between
two bowls.
In a bowl toss couscous, peas, peppers, and salad
greens and citrus vinaigrette.
Mix well and place in papadam bowl.
Rub tuna with a good helping of cumin rub and sear
all sides of tuna in a hot pan with a small amount of
oil, remove and set aside. 
Slice tuna thin and serve atop couscous salad.

Cumin Coriander Rub
INGREDIENTS METRIC IMPERIAL
Cumin seed 5 mL 1 tsp
Coriander seed 5 mL 1 tsp
Kosher salt 2 mL 1/2 tsp
Black peppercorns, cracked 1 mL 1/4 tsp

In a medium saucepan, heat cumin and coriander
seed to release oils. Place in a coffee grinder and  mix
with salt and pepper.

Citrus Vinaigrette
INGREDIENTS METRIC IMPERIAL
Lemon juice 15 mL 1 Tbsp
Orange juice 45 mL 3 Tbsp
Red wine vinegar 30 mL 2 Tbsp
Orange zest, juiced 1 mL 1/3 tsp
Lime zest, juiced 1/2 mL 1/8 tsp
Garlic, minced 4 mL 3/4 tsp
Cumin seed, ground 1 mL 1/4 tsp
Canola oil 1 mL 1/4 tsp
Salt and cracked black pepper, to taste

Combine ingredients excluding oil into a blender 
and blend.
Slowly add oil to the mixture allowing emulsifying.
Place in a bottle and give a good shake before
dressing salad.
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By Kelly Putter

What better way to salute springtime than with the
flavour and versatility of Canadian specialty cheeses.

Whether it’s a simple cheese plate with fruits and
flatbreads, an elegant cheese and wine pairing or
grated and sprinkled on sides, salads and soups, cheese
continues to delight no matter how you slice it.

“Cheese has a certain je ne sais quoi,” says Chef,
Author and cheese aficionado Gurth Pretty. “Cheese is

one of our most versatile ingredients. You can use it 
for any meal.”

Pretty has written three books on cheese, including
The Definitive Guide to Canadian Artisanal and Fine
Cheese, which was selected as the best cheese book,
by the international jury of the World Gourmand
Cookbook Awards. As Canada’s self-proclaimed cheese
guru, he has set his standards high in his ambition to
educate the nation on the fundamentals of fromage.

“My goal is to get Canadians to appreciate the
cheese produced in Canada and to become proud of
it,” he says.

For chefs and foodservice operators, Pretty
recommends the following strategies to boost cheese
sales and increase profits:

• Identify the Canadian cheese on your menus,
cheese platters and boards because brand
recognition helps drive sales.

• Create a good relationship with
your distributor. They can answer
your questions regarding the type
of milk (raw or pasteurized) and
rennet (animal or microbial).

• Educate your wait staff as to the
selling points of the cheese and 
get them to taste it.

• Discover which wine or beer
matches well with the cheese.

• Serve cheese plates with artisanal breads, 
crisp flatbreads, dried or fresh fruit and nuts.

Brian Shewell, a Senior Merchandiser for Dairy at
Sysco Toronto, reiterates that identifying cheese is
critical in foodservice, where customers’ appetite for
product knowledge is never-ending.

“If it’s cheddar, call it medium-aged Canadian

1 0

Say Please 
to Canadian 

Specialty Cheese
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cheddar,” he advises. “If you know the province and region it came from, identify 
it. Localize it.”

Shewell, a Canadian cheese enthusiast who has taught courses on cheese for the
LCBO, recommends that foodservice operators consider adding a cheese plate to
their bar menus to help hike beer and wine sales. Or, he suggests, try Canadian
specialty cheeses in appetizers, desserts or in main dishes.

“We have some incredible cheese makers in Canada,” Shewell says. “If you tried a
cheese a couple of years ago that you didn’t like, try it again. Keep experimenting. 

Local artisanal and specialty cheeses made with 100% Canadian milk are growing
in demand in the foodservice sector, says John Leveris, Assistant Director of
Foodservice with the Dairy Farmers of Canada. That’s because many more varieties
are available and the demand for more  local menu ingredients has curbed appetites
for high-priced imported fare.

With the current economy and added cost control pressures we are seeing chefs
and foodservice operators shifting their buying habits from the traditionally 
high-priced imported European products to Canadian specialty cheeses, which are
equally good, if not better, adds Shewell.

The consumers are catching on to Canadian cheeses and this is evident in the
numbers. National sales of cheese in the first half of 2009 increased by 4.8%,
according to AC Nielsen, a marketing research firm. In 2008, sales of “everyday”
cheeses, consisting mostly of cheddar and mozzarella, were up 1.9% while sales of
fine cheeses rose 4.3%. This shows there is definitely an opportunity to capitalize on
cheese varieties such as feta, Havarti, Brie, camembert and Swiss besides the tried and
true cheddars and mozzarellas.

For a great primer on Canadian cheeses check out www.dairygoodness.ca. The
website is a veritable encyclopedia of Canadian cheese, from Bocconcini to Saint
Paulin. It also offers a cheese and wine planner, which suggests taste combinations
and finds the perfect match for all your favourite Canadian cheeses.

Canadians say please to cheese a lot, consuming nearly 500,000,000 kilograms a
year. More than 150 cheese makers produce over 350 varieties in Canada. 

Over the past four years, Canada's production of specialty cheese was up by about
1%. Cheddar cheese leads the way accounting for 35% of total specialty cheese
production followed by mozzarella, which represents 30% of production. Quebec is
the main producer of cheese in Canada, accounting for 52% of total domestic
production of specialty cheese, according to the Canadian Dairy Commission.

Putting the spotlight on the high quality and wide variety of world-class cheeses
being produced in Canada is the Canadian Cheese Grand Prix, which is organized
every two years by the Dairy Farmers of Canada.  For the past 10 years, these Academy
Awards of cheese have been an important highlight for Canadian cheeses, which
have become better known and appreciated by consumers, as well as the food
industry and hotel and restaurant professionals.

Canadian specialty cheeses are fast becoming a product to be reckoned with. 
The next time you’re looking for a foodservice pick-me-up, why not say cheese?
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By Patricia Nicholson

There are certain guests no
operator wants to see in his or
her restaurant: unwelcome
pests. Eliminating and
preventing these intruders is 
a must.

Nature can be right outside
the door, says Bill FitzPatrick,
Canadian Business Manager 
of Ecolab Pest Elimination.

“To keep nature at bay, you have to do things that are conducive to keeping 
pests away.”

The main pests that restaurateurs have to look out for are rodents, cockroaches 
and flies – both large house flies and small fruit flies. 

“I would say the number one concern is always going to be rodents,” says
FitzPatrick.

“Pests come in because they have access to the building,” he says. “Once they’re into
your facility, they have a food source, they have a water source, and there’s really no
need for them to leave.”

Preventing access is the first defence. Best practices recommended by Ecolab
include surrounding the exterior of the building with a foot-wide border of pea
gravel. This makes an inhospitable barrier for the pests to cross.

“The other thing that we recommend is looking for the obvious things,” he adds.
“You can do small things like keep the back door closed except when you’re
receiving.”

If an operator suspects a rodent problem, and the pest control provider arrives to
find the kitchen door propped open with a milk crate, the first remedy is clear: close
the door. Then block anything else that rodents might be using as an entrance: put
door sweeps on the doors, fix any holes.

“A mouse can squeeze through a very small hole, probably the size of a nickel,”
FitzPatrick says.
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Bed Bugs can Take a Bite Out of Your Business
- A whole generation of North Americans has had the pleasure of never seeing Cimex

lectularius, the common bed bug, but the blood-sucking insects are making a comeback.
They are on the rise in hotels, motels, dorms and even airplanes.

- There is a misconception that bed bugs can only be found in low-end establishments, but
in fact they can turn up in luxury hotels. Bed bugs aren’t the result of poor cleanliness.
Their resurgence is thought to be linked to increased international travel, and decreased
use of broad-spectrum pesticides.

- Bed bugs usually check in with guests who have been to an infested location, hitching a
ride on luggage or clothing. But they don’t check out with guests: one pregnant female
bed bug can start an infestation.

- They feed at night, often just before dawn. Bed bug bites are usually itchy red or white
spots on skin. Signs of an infestation include dark spots on walls or mattresses caused by
bed bug excrement.  

- They don’t spread disease, but they do spread bad publicity. An infestation can be
stubborn, so getting rid of bed bugs is a job for professionals. Call your pest control
provider at the first sign of trouble.

Not

Best
Defence:
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“We put down a chemical that acts like a residual
barrier,” FitzPatrick says. “If you do that sort of thing in
the spring and fall when pests are building homes, it is
most effective. Once pests have made it into the facility,
it’s more difficult.” 

Fruit flies are always a sanitation issue, FitzPatrick says. 

“Food soils get trapped in drains and become
breeding areas,” he explains. The drains need to be
power-washed and scrubbed to wipe out those areas. 

Because fruit flies migrate toward sugary sources and
alcohol, they are often found in the bar area, where
there are taps and other items that can be difficult to
keep clean.

To prevent fruit flies, FitzPatrick recommends
cleaning all the beer taps on a nightly basis, soaking
nozzles in a sanitizing solution, and pouring hot water
down the drains. 

Restaurant operators can get comprehensive pest
prevention service through pest control providers. This
monthly service means not having to worry about
preventing bugs and rodents on your own. Ecolab
offers a 10 per cent discount on this service, as well as
all its other services, to Sysco iCare members.

The goal of pest control is to eliminate all pests from
the environment and then protect the restaurant from
outside pests coming in.
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Once you’ve addressed vulnerable
entrances, make sure your restaurant is

spotless. Everything should be put away
and cleaned at night. That way, if a pest
does come in, it won’t be tempted to stay

long. Practice good food rotation so
nothing is stored for longer than

necessary.

In pest prevention, details count. FitzPatrick recalls a
loose kitchen tile that was harbouring dozens of
cockroaches. 

“It’s just something that small: there’s water that’s
getting in there that’s perfect for the pests, there’s a
greasy environment so they only have to come out and
grab a little bit and go back to hide.”

For insects, prevention methods include spraying the
outside of the building, from the ground to about two
feet up the walls and about two feet out from the walls. 

Preventing and
Controlling Pests 
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OpportunitiesOnline: 
Making the Most 

of Social Media

or 100-kilometer radius to find what is around you. And the offers live and die directly
on the application, so there’s no print clipping.”

Clip gives merchants a great amount of control over their offers, and how and
when they are used. Offers are immediate, time-sensitive, can be limited to one
download per phone, and can target people in a very specific area.

“The system itself is very dynamic. Everything happens in real time,” Offierski says.
For example, during the Olympics, various bars and casual dining restaurants in
Vancouver had coupons for special deals that would go live for hockey games.

“Every time Canada is playing a prime time hockey game they can turn on an offer
for half price appetizers. And when the place fills up they can actually deactivate that
coupon and it’s no longer available for people to see and or to use.”
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By Patricia Nicholson

Canadians may not be the first to adopt new 
technologies, but we’re enthusiastic once we do.

“Canadians love our technologies, we love our smartphones,”
says David Offierski of Clip, a mobile coupon service. 

“Facebook, Twitter, Interac, mobile banking, 
mobile payments – these all have amongst the 
highest adoption rates in the world in Canada.”

In a 2009 survey of over 10,000 Canadians, 6S Marketing in Vancouver found 
that 70 per cent used social media, with Facebook, YouTube and Twitter among 
the most popular.

Foodservice is well suited to social media marketing because it gives people
something to talk about: they blog and tweet about where and what they ate, and
post online reviews. They also get information online and make decisions based on
other people’s reviews and on information such as tweeted daily specials or events.

Six of the top 50 branded Facebook pages, as reported by Ignite Social Media, are
foodservice outlets: quick serve, casual dining and coffee chains. Each has more than
1 million Facebook fans. A major coffee chain holds down the number two position,
with well over 5 million fans. It is second only to Facebook’s own fan page.

On the review site Yelp.ca, restaurants are one of the top categories, with well over
5,000 Canadian restaurants listed, plus nightclubs and hotels.  Not only can you read
praise from your satisfied customers, you can reply. For example, “We’re glad you
enjoyed our wine tasting night. We’ve had great feedback from the event. Hope you
can join us for our next event on June 4.” 

Of course, not every review is positive. Beware of overreacting to negative
comments. Yelp’s main U.S. site at yelp.com devotes a whole section of its Business
Owner’s Guide to responding to reviews – both positive and negative. In a nutshell:
keep calm, avoid excuses or defensiveness, express thanks for the feedback and let
readers know that you’re listening to their concerns.

That interactivity is one of the hallmarks of social media, and a key element of their
marketing potential.

“Social media has created the opportunity for people to share positive experience
from a brand perspective. If you create an experience that is positive, people are not
only influencing their friends through word of mouth, but they’re also influencing all
of their Facebook friends, all of their Twitter friends,” Offierski says. “If they can create
that community and create that propensity for people to tell their friends about the
experience that they had, that’s where the real value is created.” 

Through Clip’s website at getclip.ca, merchants upload coupons based on their
store locations. Users download a mobile application for their iPhone, Android or,
starting in March 2010, their BlackBerry.

“These apps allow consumers to find a list of deals, offers and promotions and also
search and sort through those offers and promotions for businesses that are directly
around them. So you can search for two kilometer, five kilometer, 10 kilometer, 25, 50
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Because it is time-sensitive and location-based, Clip is
relevant to users. Offierski uses the example of
someone working in downtown Toronto heading out
for lunch. By opening the application, it’s easy to find
five different restaurants nearby with lunch specials to
choose from. 

“When you walk into that location, all you have to do
is display your phone to collect the discount,” Offierski
says. “They read the discount code off of the phone and
you’re on your way.”

The right combination of social media can be an
integral part of restaurant marketing. If you’re new to
social media, listen and learn to get a feel for things
before diving in.

First, find out what people are saying about your
business and your brand online. Start by doing a
search, then monitor yourself by setting up Google
alerts to let you know when and where you’re

mentioned. According
to 6S Marketing’s

survey, 61 per cent of businesses track online chatter
about their brand. Then have a good look around the
sites you plan to use to get a feel for them. Successfully
using social media isn’t the same as buying ad space or
distributing flyers: it’s social. Relentless sales pitches
don’t start a conversation.

Sites such as Social-Media-University-Global.org
(SMUG) and Mashable provide a crash course in how
and why people are using Facebook, Twitter, YouTube
and other social media. Mashable’s Facebook
Guidebook and Twitter Guidebook provide an
excellent orientation for newcomers. These sites are
great resources for learning about tools and how to use
them, not only from a practical standpoint but also
from an etiquette standpoint. 

The payoff for listening and learning is a better
understanding of how to build a successful social
media presence that both suits your operation and
benefits you and your customers. It can help engage
your community and ultimately form an important part
of your marketing plan.
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In a 2009 survey of over 10,000
Canadians, 6S Marketing in Vancouver

found that 70 per cent used social
media, with Facebook, YouTube and

Twitter among the most popular.



Swing into spring 
with these fresh ideas!

Herbed 
Potato Rösti

Recipe courtesy of 
Gay Lea Foods

Serves 4

INGREDIENTS METRIC IMPERIAL
Yukon Gold potatoes 500 g 1 lb
Parsley, chopped 50 mL 1/4 cup
Green onions, chopped 50 mL 1/4 cup
Fresh rosemary or dill, 

finely chopped 5 mL 1 tsp
Pepper 2 mL 1/2 tsp
Salt 1 mL 1/4 tsp
Wholesome Farms unsalted

butter, cubed and divided 75 g 3 oz
Wholesome Farms 

sour cream 125 mL 1/2 cup
Dijon mustard 7 mL 1 1/2 tsp

METHOD 
• Shred the unpeeled potatoes and squeeze

out all the water. Toss the potatoes with half
of each the parsley and green onions, the
rosemary, pepper and salt until well
combined. Divide the mixture into four 
equal portions. 

• Heat half the butter in a large, nonstick skillet
and set over high heat. When the butter
foams, add the potato mixture and form into
4 individual disks of equal thickness. Reduce
the heat to medium-high and cook for 4 to 5
minutes or until underside is set and a
golden crust has formed. 

• Add the remaining butter and gently turn
rösti; cook for an additional 5 minutes or
until the rösti are golden brown and bubbles
are actively forming in the centre of each
disk. Drain on paper towel. 

• Meanwhile combine sour cream with
remaining parsley, green onions and
mustard. 

• Serve with warm rösti.

Tips
• Add smoked salmon to the plate for a

traditional accompaniment. 
• Serve as a side for roasted or grilled chicken,

beef or pork dishes. 

Peach & Boston
Lettuce Salad

Recipe courtesy of 
California Cling Peach Board

Serves 8

INGREDIENTS METRIC IMPERIAL
Sysco Imperial sliced 

peaches in light syrup 796 mL 28 oz
Pink grapefruit 2 2
Sysco Imperial pear halves, 

drained and sliced 4 4
Sour cream 250 mL 1 cup
Lemon juice 50 mL 1/4 cup
Brown sugar 10 mL 2 tsp
Garlic cloves, minced 2 2
Snipped chives 50 mL 1/4 cup
Almonds, 

sliced and toasted 125 mL 1/2 cup
Salt and pepper, to taste
Boston lettuce, washed

METHOD 
• Drain peaches and save the juice for 

thinning the dressing. 

• Cut grapefruit into segments, removing as
much of the white pith as you can. Slice pear
into wedges and gently toss fruit together.

• Arrange a few washed lettuce leaves on each
plate and spoon fruit onto the lettuce.

• Whisk sour cream with lemon juice, sugar,
garlic, salt and pepper. Thin with reserved
peach juice. 

• Stir in chives and drizzle over salad. 
Sprinkle with almonds. 

Shrimp & 
Peach Skewers 

Recipe courtesy of 
California Cling Peach Board

Serves 8

INGREDIENTS METRIC IMPERIAL
Sysco Imperial sliced 

peaches in light syrup 796 mL 28 oz
Mint or basil leaves, 

chopped 250 mL 1 cup
Small jalapeno peppers 2 2
Lime juice 50 mL 1/4 cup
Fish sauce 30 mL 2 Tbsp
Large shrimp, 

cooked and peeled 30 30
Salt and pepper, to taste
Medium size skewers

METHOD 
• Drain peaches in a sieve set over a bowl.

Meanwhile, finely chop herbs and slice
jalapenos in half and remove seeds if you
don’t like your food too spicy. Finely mince
jalapenos. Place in a medium bowl along
with basil, lime juice, fish sauce and pepper.
Stir to combine.

• Add well drained peaches and shrimp to
herb mixture. Stir to coat. Let stand for 
30 minutes. 

• Thread onto skewers and lightly sprinkle
with salt. 

• Serve at room temperature with marinade
spooned over top or warm over a medium
grill basting with marinade. 
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Sysco offers much more than a complete range 

of top quality products to help our customers 

succeed. As Canada’s leading foodservice 

distributor, we take pride in the fact that we 

are always taking innovative approaches to 

common foodservice situations.

The Sysco Rewards program is just one way 

we do that, allowing our customers to earn 

points on participating items towards valuable 

gifts and dream vacations. Our Sysco iCARE 

program helps with menu development, 

training and financing. Sysco’s ongoing 

environmental efforts ensure that we’re 

minimizing our impact on the planet, while 

serving up the best solutions for our customers.

 

With rigorous food safety and quality 
assurance standards, the latest technology 
and the most knowledgeable people in 

the industry – you’ve got an unbeatable 

combination that adds up to more success 

for your operation.

Contact Sysco today, to see how our fresh 
ideas can help you build your business!

Sysco Corporation, Toronto, Ontario   M9B 6J8    ©2010 www.sysco.ca

Delivering fresh ideas to 
help your business succeed...

Halifax St. John’s Moncton Quebec Central Ontario  Toronto Winnipeg 
902-876-2311  709-748-1200 506-857-8115 514-494-5200 705-748-6701 905-670-8605 204-478-4000
Thunder Bay Edmonton Calgary Regina Kelowna  Victoria  Vancouver
807-623-2331  780-451-3550 403-720-1300 306-347-5200 250-766-0011 250-475-3333 604-944-4410




