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The platinum winner of SYSCO Canada’s 2007
Supplier Excellence Award, Vitality Foodservice, Inc.
has shown outstanding sales growth, market growth,

packaging excellence and product innovation within
the Canadian Foodservice industry.  However, it’s
their exceptional customer service that helps them
remain one of SYSCO’s top performing suppliers. 

Helping Customers Stay Competitive
Serving over one billion glasses of beverages each

year, Vitality offers everything from juice drinks 
and teas to a full line of hot beverages including
cappuccino and hot chocolate. While their juice and
drink products, such as orange juice, apple juice 
and cranberry juice, lead the way
when it comes to overall sales,

what differentiates Vitality is its
constant ability to adapt to
popular trends.  

In addition to providing
traditional dispensed and 
non-dispensed beverages, the
company recently developed 
their own line of sports drinks,
carbonated 100% juices, and an
energy drink to keep up with
consumer demand. Plus, as new
trends become popular in the
retail sector, Vitality helps 
their customers stay competitive 
by adding them to their 
dispensing line. 

“On the horizon such products as 
enhanced flavoured waters are showing great 
promise as operators look for new ‘better 
for you beverages’,” says Rolly Kimble,

Director of Corporate Accounts for Vitality
Foodservice Canada.  “Another new beverage 

program we are bringing to the marketplace is iced
coffee.  This will help our customers succeed in
capitalizing on the growing snacks/snacking category.”

Dedicated to Providing Quality Service 
Meeting the needs of customers is vital to Vitality’s

success. Their beverages are distributed in over 30
world markets including the US, Canada, Europe,

Central and South America, and Asia, and customers
count on them to provide quality service.

“We like to say Vitality is faster, more flexible, and
friendlier than other beverage providers,” says Kimble.
“Our customer service philosophy is that the

customer comes first, always.”

Kimble says the company 
continuously strives to raise the bar 
on service – from on-time product 
and equipment delivery, to error-free
billing and proactive communication
with customers.  In fact, the company
takes pride in designing beverage
systems that are unsurpassed in the
industry and works with operators to
improve their operational efficiencies
by helping them select the right
products, price points and 
dispensing solutions.  

Celebrating its 50th anniversary 
in 2008 and with thousands of
dispensers in use throughout the
world, Vitality has become a premier
beverage supplier and the leading
provider of foodservice beverages.
Their customers range from hotels 
and restaurants to healthcare facilities
and large institutions.

Vitality Pours out 
Excellence with Every Drop
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Start this spring off right by adding morning meals to your menu.  
While breakfast is the most important meal of the day, 

Canadians aren’t waking up and slaving away in front of the toaster.  
In fact, one in three says they eat their first meal of the day away from home.

According to reports from the Canadian Restaurant and Food Services Association, sales of morning fast
foods are growing faster than any other restaurant item.  The most popular choices include doughnuts,
muffins, bagels and breakfast sandwiches, but traditional cereals are also growing significantly.

“The cereal category has grown 5-7% year over year – over the past five years,” says Mark Ritchie, National
Sales Manager of Kellogg Canada’s Out of Home Division. “Most of the growth has come from the lodging
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and long-term care sectors, but higher
education, businesses and the overall food
industry continue to experience good
growth as well.”

Ritchie says part of the reason the cereal
division is doing so well has to do with
new innovations in flavour and new
format choices.  Bars, single-serving cereals
and other portable items are the key to
success when it comes to customers who
are short on time.  

“Cold cereal continues to build traction
and cereal in a cup has exceeded
expectations year over year.  Breakfast bars
are also experiencing strong growth,” says
Ritchie.

Breakfast-on-the-go 
Gaining Momentum

It was 1971 when McDonald’s first
introduced the Egg McMuffin. Now 30
years later, breakfast items, including
McMuffins, McGriddles and other treats,

account for 30 percent of the company’s
annual sales and are outpacing lunch 
and dinner.  

McDonald’s is not the only food venue
cashing in on the breakfast trend.  In June
2007, Starbucks launched its breakfast
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items with morning sandwiches that included turkey-bacon, cholesterol-
free eggs and reduced-fat cheese.  Tim Hortons also added breakfast
sandwiches to their menu in the fall of 2006 and estimate that the 
new items boost sales annually by 5 percent. 

Even though a number of restaurants and fast-food chains have joined
the lucrative breakfast market, experts say there’s enough room for
everyone and predict an eight percent annual growth in this segment.
Research from NPD Group shows 48 percent of people admit their
breakfast choices are driven by routine.  This means that once they start
eating breakfast at your venue, they probably won’t go anywhere else.     

Introducing Breakfast to your Customers
At home toast consumption has declined by 13 percent over the last

20 years, as many commuters are turning to drive-thrus, cafeterias and
quick-stop fast-food chains for their breakfasts.  But while time and
convenience are big factors when it comes to breakfast meals, so is
eating right.  

Today’s consumers are more health conscious and many are watching
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their fat, carbohydrates and fibre intake.  An easy way to
increase your breakfast sales is to embrace the health-wise
message the media is relaying and promote the healthy
choices on your menu.  

“The health messaging or halo effect of breakfast is
tremendous,” says Ritchie.  “Using meal choices that are
accompanied with nutritional information are important
to maximize the impact.”

Many hotels are incorporating Ritchie’s suggestion 
by implementing healthy buffet choices such as cereal,
breakfast bars and high fibre foods.  By displaying signage
with nutritional information, traveling consumers can 
eat healthier on the road.  

Simple Ways to Increase 
the Cheque Size

In addition to health reasons, studies show that people
don’t take the time to experiment in the morning and
often eat the same thing everyday.  One way to increase
breakfast sales is take advantage of grab-and-go impulse
sales.  Make it easy for your customers by prominently
merchandising portable breakfast items such as single
serving cereals, bars, yogurts, bagels and pre-made
breakfast sandwiches.  

Another way to increase sales is through combos.  “The
cheque average varies by the sector,” says Ritchie.  “Getting
the average cheque size up with combos or value-offerings
is paramount.”

Ritchie adds that using combos to upsell items doesn’t
always mean serving a hot breakfast with eggs, bacon and
pancakes.  Depending on your customer and your venue,

a combo can range from a simple coffee and muffin, to 
a healthy water and breakfast bar combo.  Basically, you
want to make the decision simple for your customer –
even when sitting down for a hot meal is not a viable
option.  

One final tip is to offer something recognizable yet
different from what the customer could make at home –
especially when it comes to cereal and breakfast bars. 

“Consider purchasing unique brands or flavours
consumers would find ‘different’ than the everyday,”

says Ritchie. 

With these simple suggestions, now is the perfect time
to ramp up your breakfast menu.  Breakfast is the most
underdeveloped area in the food service industry, but has
the best growth rate. Breaking into the market this spring
with basics such as single serving cereals, bars and simple
combos could go a long way in developing a loyal
breakfast customer base – for this season and beyond.



By Patricia Nicholson

You’ve got to admire the motivation of 
that first red robin, that comes bob-bob-
bobbing along in springtime. Use it as an
opportunity to think about how to inspire 
that type of motivation in your staff.

Motivated employees are not only more
likely to stay in their jobs (saving costly hiring
and training time), but are also better at their
jobs, and that shows in the quality of their
work and in your quality of service. 

Obviously pay plays a motivational role in
all jobs. But some examples of non-monetary
factors that help encourage job satisfaction 
and motivation include flexibility, ongoing
training opportunities and fostering a team
environment by letting all employees know
their value to the overall operation.
Participating in organizational commitments
such as a charity or environmental pledge can
also pay off: sponsoring a local kids’ team,

taking part in an annual walkathon or taking
pride in the restaurant’s dedication to energy
conservation can give everyone a common 
goal and another source of satisfaction in 
their work.

Keep in mind that different employees will
value these aspects of the work environment
for different reasons. For example, older
employees might value flexibility because it
enables them to make more satisfying child-
care arrangements. Younger employees value
the same flexibility, but for different reasons:
students may be working around school
schedules, and other young people may put 

Spring-Board to 

Motivated 
Employees
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a high premium on the ability to take time off to travel.

Training opportunities might get more interest from
employees seeking a long-term career in foodservice 
than from employees working to finance education or
travel. But those same workers might benefit the most
from team-building measures that help reinforce the
importance of every employee’s role in the organization.

In any job, working within a framework of profes-
sionalism encourages professional behaviour and pride 
in one’s work. Even the very basics, such as having an 
up-to-date and relevant employee handbook, make a big
difference, says Claire Belilos, President of Chic
Hospitality Consulting Services in Vancouver.

Employees get the first taste of their value
from their job description, so how those
descriptions are written can affect employee
motivation. Use language that better describes
the goals of each task, rather than its most basic
operation. For example, welcoming guests is a
broader role than merely seating guests, and
explaining the cheque and processing payment 
is different than collecting money.

“When their job and their job description is
given importance, they see their role as being an
integral part in the success of the operation,”

Belilos says. 

Don’t overlook potential. Just because

someone was hired to do one job, doesn’t mean they
wouldn’t be terrific in a different position. Be aware of
the skills and interests your staff members have that
may not be getting a workout in their current role:
expanding their role or reassigning them may not only
be a great opportunity for them, but for management
as well. Cross-training, in which employees get to
spend a shift doing a different job, not only helps
identify skills and educate employees about other
opportunities that may be available, it also fosters
understanding between employees, such as kitchen
and wait staff.

Working in foodservice can offer employees the
camaraderie of interacting with other employees and
the public, the prestige of working at an upscale or
fashionable restaurant, the satisfaction of providing
great food with great service or the immediacy of
seeing a job well done rewarded with satisfied
customers and well-earned tips. But each employee
will have individual priorities and motivators that
drive him or her to succeed.

Belilos says it’s important to establish personal
relationships with staff in order to know their personal
motivational factors. Holding a weekly meeting can
help maintain relationships and provide a forum 
for feedback. 

She also recommends actively seeking employees’
suggestions for improvements within the operation.
Acknowledge the contribution of ideas, and recognize
– or even reward – employees whose ideas have been
successfully implemented. 

Finally, make sure your employees have the
necessary role models: employees

must see not only high standards
for food and service, but also
honesty and integrity at the

management and supervisory
level, Belilos says.

“It’s very demotivating to work in 
a place that’s badly managed, has bad
customer service or provides a poor
overall product,” she says.

Although there may be hard work
involved, the effort it takes to motivate
employees can pay off this spring in
happy guests, satisfied customers,

increased business and better retention 
of well-trained personnel.



DISTRIBUTED BY SYSCO CORPORATION, TORONTO, ONTARIO  M9B 6J8    ©2008   

Fully Cooked Wings of Fire

• Chicken wings are the #1 appetizer 
on menus.

Fully Cooked St. Louis Ribs

• SYSCO St. Louis Style Ribs allow you to cut 
your cooking time by more than 80%, which 
translates into more premium menu offerings 
with minimal back-of-house expertise.

Fully Cooked Prime Rib

• SYSCO prime rib is heat-and-serve ready, 
which limits yield loss and additional 
labour, and provides speed to plate, 
all of which provide savings to 
your operation.

Fully Cooked Rotisserie Chicken

• Rotisserie quarters and halves are deep 
basted so they turn out juicy, even after 
prolonged holding.

• Add rotisserie chicken to your menu without 
adding a rotisserie oven to your kitchen.

Quick, easy preparation  •  Consistent product

Fully cooked products reduce preparation costs 
and enhance food-safety in your kitchen.



By Mary Gordon

Your menu 
is your most powerful

marketing tool. 
A redesign can make 
sure yours is working 

its hardest.
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Spring
Cleaning
your
MENU



Much like spring cleaning can clear away clutter and
make room for fresh ideas, a menu redesign can identify
unprofitable items and provide opportunities to make the
most of your most profitable items.

“The one thing that we really look at is the opportunity
to generate additional revenue, to change up the menu
item mix to better suit your customer base,” says Dwayne
Hall, Business Review Manager with SYSCO Food Services
of Central Ontario. He adds that it’s also a great time to
make pricing changes.

“It gives you a chance to recover some of the lost
income that inflation will have taken out of your menu.”

Hall says items on a menu can be viewed as tenants in 
a building. 

“If they’re not paying the rent, we need to find tenants
that will pay the rent and make sure that your menu is
successfully helping to pay the bills,” he says.

Description is crucial to a good menu. Features that 
add perceived value or benefits for the customer should 
be mentioned in item descriptions. That can include
ingredients, preparation and presentation.

“If you’re using a AAA beef for example, that needs to
be in the description. If you’re using fresh items, ‘fresh’

always tends to say value to a customer: it’s something
that they’re looking for in a menu item,” Hall says.
Similarly, a unique preparation technique or presentation
should also be mentioned: terms like pan-seared,

oven-roasted, sautéed and flambéed add value. Healthier
options that let customers indulge themselves with less
guilt also have big allure.

“Something we are seeing more of is a shift towards
zero trans fats,” Hall says. Operators using SYSCO’s 
Fry-On ZTF should ensure that their customers know that
fried foods are prepared “the healthier way” by adding a
note at the bottom of the menu, or an icon beside items
prepared with zero trans fats.

“We want them to make sure they’re spreading the word
to their customers.”

The physical design of the menu, and placement of
items on it, can also change the fortunes of a particular
menu item.

Strategically placing an item on the menu to help draw
customers’ attention to it can dramatically impact the
sales frequency of the item,” Hall says. Background
shading, highlight boxes, and icons beside high-profit
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items can help persuade customers to order that item.  

Focus Marketing specializes in menu design, offering

custom design services as well as hundreds of menu

templates. Focus President Tressa Mills says that the typical

customer only spends 109 seconds reading a menu, so

whatever you want to sell has to really jump off the page.

“There are certain areas that are hot spots on the menu

and it’s where you want to place your higher profit items

or the things you want to sell more of,” Mills says.

Another powerful tool is specialty menus that can be

presented along with the main menu: limited time offers,

special occasion and seasonal menus are a great way to try

out new menu items and to keep up with hot trends and

seasonal produce.

Often, it isn’t so much the main components of a menu

item that do the selling, but the added extras that appeal

to the customer, says Focus Marketing’s National Sales

Manager Breeze Dorr.

“You can take a regular menu item, give it a different

twist, name it differently, serve it differently and raise the

value, and therefore raise the price,” Dorr says. It might be

as simple as tweaking a dish with exotic seasonings, or

serving a dessert in a martini glass instead of on a plate.

It’s difficult to oversell the importance of a menu to a

restaurant’s bottom line.

“We really look at a restaurant operator’s menu as a

profit centre rather than a listing of food products that

they want to sell,” Mills explains. “Often it’s just taking

their menu and really revamping it, and then making it

look great too.”

Now that spring is here and it’s time to plant fresh

ideas, take a good look at your menu and appraise

whether it’s doing all it can to enhance profits.
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Strategically placing 

an item on the menu to help 

draw customers’ attention to it 

can dramatically impact the 

sales frequency of the item...

“
”



By Michelle Ponto

Nothing says spring is here more than fresh tasting
peaches.  The good news is that you don’t have to wait
until June to start tempting your customers with the fruit’s
sweet taste.  Start the season early with canned varieties
and brighten up your spring menu with juicy offerings
such as peach parfaits, peach toppings for waffles and
cheesecakes, and spicy peach chutney to compliment 
fish or pork.

Freshness with Every Bite
California accounts for nearly

100 per cent of the commercial
production of Cling Peaches in the
United States.  This is because the
State’s rich soil and abundant rain
makes it the ideal setting for peach
trees – especially Cling Peaches.  

California Cling Peaches are the
variety chosen for SYSCO’s canned
peaches.  Compared to other peach
varieties, the texture of the Cling
Peach stays firm and juicy
throughout the canning process 
for a fresh ripe taste each and 
every time.

The quality and freshness is
maintained by California’s strict
canning guidelines. Harvest starts
in June in the San Joaquin Valley
and works its way north to the
Sacramento Valley. During this
time, the canneries operate seven
days a week to ensure the peaches
are canned within hours of being
picked from the trees. 

Good Health and Great Taste
SYSCO’s canned peaches are packed at the peak of

ripeness, sealing in all of their valuable nutrients and fresh
taste. In fact, studies show that canned fruits maintain
their nutritional values much longer than fresh or frozen
counterparts. Plus, SYSCO’s canned peaches use no
additives or preservatives in the canning process.

There’s more to California Cling peaches than just great
taste. They are also high in vitamins.  Peaches contain Beta
Carotene which is essential for the body’s immune

system, vision, healthy skin and
teeth. They also contain vitamin C
which promotes healing and
builds strong connective tissue to
stabilize bones, making them a
great addition to healthy low fat
diets.

Fresh Menu Ideas
With the same great taste as fresh

peaches, but without the risk of
bruising, unnecessary waste or
inconsistent flavour, canned Cling
Peaches can transform an ordinary
menu into a spring fiesta.  Try
adding them to spinach salads,

chopped up with peppers and
sprinkled on top of grilled salmon,

or marinated and skewered with
chicken kebabs.  After a long
winter, customers crave the fresh
taste of spring and adding peaches
to the menu is a colourful way to
satisfy them.
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Savour the First Taste 
of Spring with

California Cling Peaches



mijote ?

Qu’est-ce qui
mijote ?Spring into the 

season with these 

fresh ideas! 

Try Sweet Chicken Wrap,

Peach Smoothie,

Mediterranean Flat Bread

and Fish Fajitas. 

Enjoy these refreshing

items that will 

reinvent your menu 

for the spring!
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Sweet Chicken Wrap 
WITH CALIFORNIA CLING PEACHES

Recipe courtesy of the California Cling Peach Board
Serves 6

INGREDIENTS METRIC IMPERIAL

SYSCO Imperial peach halves in light syrup, 
drained and coarsely chopped 398 mL 1-14 oz can

Sour cream 250 mL 1 cup

Boneless, skinless chicken breasts 455 g 1 lb

Barbecue sauce 25 mL 2 Tbsp

Sautéed onions 125 mL 1/2 cup

Chopped cilantro 50 mL 1/4 cup

Avocados, sliced into 12 slices 1-1/2 1-1/2

12 flour tortillas, warmed 8” to 10” (20 cm to 25 cm)

METHOD 
• Stir peaches into sour cream. Refrigerate until using.

• Lightly brush chicken breast with barbecue sauce and grill until cooked through,
12 to 15 minutes. Let cool; cut into strips.

• Toss chicken strips with sautéed onions and cilantro.

• Top each tortilla with 1/4 cup (50 mL) chicken strip mixture, 1 slice of avocado
and 2 tbsp (25 mL) peach sour cream mixture. Roll up tortilla and serve warm.

Makes 6 wraps
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Peach Smoothie
Recipe courtesy of the California Cling Peach Board

Serves 3

INGREDIENTS METRIC IMPERIAL

SYSCO Imperial peach slices in light syrup 398 mL 1-14 oz can

Chilled coconut milk 250 mL 1 cup 

Sliced ripe banana 1 1

Rum extract 5 mL 1 tsp

Vanilla 2 mL 1/2 tsp  

Nutmeg, optional

METHOD 
• In blender, combine peaches (with syrup), coconut milk, banana, rum extract

and vanilla. Blend until smooth.

• Serve cold with a pinch of nutmeg, if desired. Makes approximately 3 cups 
(750 mL).

Option: Use a splash of rum instead of rum extract.
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Recipe courtesy of Beef Information Centre
Created by Eric Akis

Serves 10 

INGREDIENTS METRIC IMPERIAL
Butcher’s Block top sirloin steaks 10 -140 g pieces 10 - 5 oz pieces
Balsamic vinegar 125 mL 1/2 cup
Extra virgin olive oil 60 mL 1/4 cup
Sugar 5 mL 1 tsp
Garlic cloves, finely chopped 2 2
Oregano 10 mL 2 tsp
Coarsely cracked black pepper 5 mL 1 tsp
Sea salt, to taste
6-inch Greek-style (pocket-less) pita 10 10
Extra virgin olive oil 250 mL 1 cup
Pesto 375 mL 1 1/2 cups
Soft goat cheese, crumbled  300g 12 oz
Roasted red bell peppers, sliced 5 5
Chopped fresh basil or parsley for garnish

METHOD 
• Place the steaks in a hotel pan just large enough to hold them in a single layer. Combine the

next 7 ingredients in a bowl; pour over the steaks and turn them to coat. Marinate the steaks
2 to 4 hours in the refrigerator. 

• Preheat the grill to medium-high. Remove the steaks from marinade; discard marinade.
Lightly oil the grill and then cook the steaks rare, about 2 to 3 minutes per side. Cool to 
room temperature and then slice each steak into thin slices.

• Brush the pita bread lightly with olive oil. Grill lightly on both sides. Spread one side with
pesto. Artfully arrange and divide the slices of steak on the pesto. Divide and set the goat
cheese and roasted peppers around the beef. Drizzle with a little extra virgin olive oil and 
bake in a 400º F (200º C) oven 8 to 10 minutes, or until just heated through. Sprinkle with 
a little basil or parsley and serve.

TIPS: For quick à la carte service, have the meat cooked and sliced and the goat cheese 
and roasted peppers prepped and ready to go before service. Grill and top the pita 

as the orders come in. Serve the pita with a Caesar or mixed green salad.
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Mediterranean Flat Bread  
WITH BEEF, GOAT CHEESE, ROASTED PEPPERS AND PESTO



Fish Fajitas
Recipe courtesy of High Liner Foods Incorporated

Serves 12

INGREDIENTS METRIC IMPERIAL

Portico breaded sole fillets 24 - 113 g portions 24 - 4 oz portions 

Vegetable oil 50 mL 1/4 cup

Red, yellow and green peppers, 
cored and cut in thin strips 2 each 2 each

Onion slices 250 mL 1 cup

Cumin and chili powder 15 mL each 1 Tbsp each

Salt 5 mL 1 tsp 

Dash of cayenne pepper

Medium flour tortillas, warmed (15 cm / 6") 24 24

Toppings:
salsa, sour cream and chopped fresh cilantro

METHOD 
• Bake fish according to package directions.

• Heat oil in a large pan over high heat. Add pepper strips and onion; stir-fry for 2 minutes.
Sprinkle with cumin, chili powder, salt and cayenne; stir-fry for an additional 3 minutes,
or until vegetables are tender-crisp.

• Place 1 fish fillet on each tortilla; top with approximately 50 mL (1/4 cup) pepper
mixture. Fold and serve with desired toppings.
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David Copperthwaite, Executive Chef 
Wendel Clark’s Classic Grill and Sports Lounge

Vaughan, ON

“A menu that 
appeals to families,

business people,
as well as 

to sports fans.”
Wendel Clark’s Classic Grill 

and Sports Lounge

Dynamic Hospitality & Entertainment Group has been bringing
people together in Toronto-area venues for over 20 years, offering
dining, comedy and nightlife since 1986. Now, Dynamic Group is
bringing all these elements together in one hotspot at Entertainment
Central in Vaughan. The 12,000 square-foot facility features four
venues: Yuk Yuk’s Comedy Club, Dueling Pianos Musical Cabaret,
the reborn Berlin Nightclub and the newest addition to the Dynamic
Group: Wendel Clark’s Classic Grill and Sports Lounge.

Launched in January with Wendel Clark himself on hand to greet
guests and media, Wendel Clark’s is the perfect spot for dining,

meeting friends and, of course, watching the game. Future plans
include a second location in the Oakville/Burlington area, and then
national franchise expansion of the restaurant. 

The hockey legend was involved in all aspects of his namesake
restaurant. The result is a venue and a menu that appeal to families,
business people, as well as to sports fans. The ambience captures the
energy of a sports bar while offering the inviting comfort of a lounge.

The former Toronto Maple Leafs captain has seen to it that no 
one at his restaurant will miss the big game: the room features four
60-inch plasma screens at the bar, two 70-inch screens on the wall,
and a massive 80-inch state-of-the-art projection screen – all in High
Definition. In addition to the plasma screens, 19-inch LCD screens
will be installed in booths. Sound will be turned down on all screens
except the bar plasmas, unless requested. It’s no surprise that the
house preference will be Toronto Maple Leaf games. 

In addition to bar favourites such as nachos and beer, Wendel
Clark’s Classic Grill and Sports Lounge serves signature dishes such as
certified black angus Alberta beef, steaks, lamb and ribs. The menu,

designed by corporate Executive Chef David Copperthwaite, also
incorporates healthy salads, hearty soups, and Wendel’s signature
drink: The Caesar, with Wendel’s personal garnish.

Copperthwaite oversees all food operations for Dynamic 
Group. Growing up watching his grandmother and mother cook,

Copperthwaite knew fine cuisine was in his blood. He enjoys taking
traditional items to the next level with non-traditional twists when
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David Copperthwaite, Executive Chef 
and Wendel Clark



Wendel’s
Roasted 

Rack of Lamb

creating new menu items. He gets tremendous
satisfaction from seeing guests’ reaction to his food. 

Dynamic Group has been using SYSCO as a supplier
for almost 10 years. When it came time to develop 
the menu for Wendel Clark’s Classic Grill and Sports
Lounge, SYSCO Marketing Associate, Martin Dobbins
assisted in the development of the Wendel Clark 
menu by recommending the best possible products 
for the new venture.

Entertainment Central, located at Highway 400 
and Highway 7, will also feature laughs, music and
dancing, at Yuk Yuk’s Comedy Club, Dueling Pianos,

and Berlin Nightclub.

Berlin was one of the city’s hottest clubs when it
flourished at Yonge and Eglinton in decades past.
Reborn on the top floor of Entertainment Central,
the new club recaptures the decadent feel of its
predecessor with lavish décor, luxurious seating areas
and intimate surroundings. Clubbers can hit the 
dance floor to Euro, R&B, classic house and top 40,

and be wowed by nonstop performances from live
entertainers, including belly dancers, bongo players,

jugglers and acrobats. Catering to twenty-somethings
and a more mature crowd, Berlin Nightclub is the
ideal spot to socialize, celebrate, meet new people, see
and be seen.

With four distinct venues
under one roof, plus free
parking and a truly dynamic
atmosphere, Entertainment
Central in Vaughan can call
itself “Way Too Much 
Entertainment.”
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Serves 2

INGREDIENTS METRIC IMPERIAL
Lamb Marinate
Balsamic vinegar 500 mL 2 cups
Red wine 250 mL 1 cup
Olive oil 50 mL 1/4 cup
Rosemary, fresh 5 mL 1 tsp
Garlic cloves, fresh 3 3
Salt & pepper, to taste
Mix together the ingredients for the marinate and whisk for 
approximately 30 seconds.  Place two racks of lamb into marinade,
cover and refrigerate for one hour.

Red Wine Mint Demi
Olive oil 15 mL 1 Tbsp
Minced garlic 30 mL 2 Tbsp
Minced celery 30 mL 2 Tbsp
Minced shallots 30 mL 2 Tbsp
Minced carrots 2 mL 1/2 tsp
Salt 2 mL 1/2 tsp
Pepper 2 mL 1/2 tsp
Dark beef stock 250 mL 1 cup
Red wine 50 mL 1/4 cup
Fresh mint (julienne) 30 mL 2 Tbsp

On stove top heat a pot on med-high, add oil, garlic, celery, shallots,
carrots, and salt.  Heat for 5-6 minutes until shallots, carrots, and
celery are tender.  
Add pepper and mint, heat for 30 seconds then add red wine.  Bring to
a light boil, add dark beef stock (available at most fine food stores but
homemade is always best) and continue to boil over a med-low heat
until sauce has reduced one third. 

Tip: If the demi is too thin, mix together 2 tablespoons of 
corn starch and 2 tablespoons of cold water and add to the sauce.

Continue to boil. 

Lamb Crust
Olive oil 60 mL 4 Tbsp
Dijon mustard 30 mL 2 Tbsp
Panko bread crumbs 175 mL 3/4 cup
Fresh basil, chopped 15 mL 3 tsp
Fresh garlic, chopped 10 mL 2 tsp
Lemon pepper seasoning 5 mL 1 tsp

Place Dijon mustard into a small bowl, and set aside.  In a larger bowl
mix bread crumbs, basil, garlic and lemon pepper seasoning.
Heat oil on high heat and sear lamb on all four sides (discard
marinade).  Brush lamb with Dijon and roll in bread crumbs.  Bake 20 –
25 min at 375º F.  When finished drizzle demi on the plate, cut lamb
into three and place on demi.  

Lamb is best served medium rare with roasted potatoes, 
asparagus, and a glass of red wine.

David Copperthwaite, Executive Chef



Jeff Edwards & Steve Somerset, Head Chefs
The Cottage Waterfront Grill & Blackburn’s

Steakhouse -  Huntsville, ON

“People arrive by car,
foot or boat, and our
patio reflects the laid
back approach that 

is ‘cottage life’
in Ontario.””

Blair Ivens,
Co-owner

The Cottage Waterfront Grill 
& Blackburn’s Steakhouse

The Cottage Waterfront Grill has been a fixture of Huntsville since
1994, offering family-friendly casual dining to locals and cottagers.

The Cottage’s downtown waterfront location is a big draw in a 
town with a population that swells from 20,000 year-round residents
to 100,000 in the summer months. In the peak cottage season,

the restaurant serves up to 1,800 à la carte meals a day out of its
single kitchen.   

The restaurant can seat 250 inside and 250 outside on a beautiful
waterfront patio. 

“People arrive by car, foot or boat, and our patio reflects the laid
back approach that is ‘cottage life’ in Ontario.”

The Cottage menu is North American fare with a twist. Daytime
favourites include chicken club sandwiches, steak sandwiches, burgers,

and pizzas. Dinner entrées from Head Chef Jeff Edwards’ kitchen
include jerk chicken, braised lamb shank, mango and papaya tilapia,

grilled trout and many well-loved specialty pastas, such as wild
mushroom and spinach fettuccini.

In February 2008, co-owners Blair Ivens, Dave Gilroy and Bruce
Kells opened Blackburn’s Steakhouse in the same building as The
Cottage in an effort to maximize efficiencies and profits. 

“It’s an upscale casual steak house with seating for 50 inside and 50
on our waterside patio,” Ivens says. “The kitchen is a ‘kitchen within a
kitchen’ as we built a new kitchen area for the steakhouse inside the
existing, larger kitchen space that The Cottage occupies.”

From there, head Chef Steve Somerset turns out house specialties
such as stilton chateau ribeye medallion and Blackburn’s grilled
shrimp cocktail. 

“We use only AAA Angus Alberta beef, and as a result of our two
restaurant efficiencies we can offer it at lower pricing than any
competitors,” Ivens says. “We are trying to achieve an upscale feel
where you would still be comfortable to come in with your jeans 
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Serves 1

INGREDIENTS METRIC IMPERIAL

Mixed mushrooms 75 g 3 oz

Butter 15 mL 1 Tbsp

Garlic, fresh 5 mL 1 tsp

Cream sauce 125 mL 1/2 cup

Baby spinach leaves 6 6

Fettuccini noodles 250 g 10 oz 

Spicy tomato sauce 30 mL 2 Tbsp

White wine splash splash

Sun-dried tomatoes, to taste
Method

Sauté mixed mushrooms (oyster, portabella, button) in butter 
and fresh garlic. 
Add cream sauce of preference and add splash of white wine. 
Add sun-dried tomatoes to taste and mix in baby spinach leaves. 
When sauce has thickened to desirable consistency, add fettuccini
noodles and toss the mixture until the noodles are fully covered.
When serving top with slightly spicy tomato sauce and garnish 
with your favourite greenery for a fabulous tasty treat. 

Wild Mushroom 
and Spinach Fettuccini

on, thus the marketing phrase ‘upscale casual.’ ”

Blackburn’s is open for dinner all year and for
lunch in July and August. In addition to fabulous
steaks, the steakhouse also serves great lamb, pork
and chicken. Specialty appetizers such as grilled
shrimp cocktail, proscuitto wrapped scallops,

handmade king crab cakes and applewood smoked
cheddar cheese fondue set Blackburn’s apart. 

Ivens and his partners Dave Gilroy and Bruce 
Kells have used SYSCO as a supplier for 14 years.

“SYSCO has been great with menu engineering
and layout,” Ivens says. The Cottage worked closely
with SYSCO in this area while targeting profitability
in 2005.

“As a result of the changes made through the
engineering/layout process, we increased our average
cheque 19% from 2005 to 2006 and another 16%
from 2006 to 2007. Of course we are thrilled with
these numbers. As a result our sales and profits
continue to grow and even when we saw a very poor
stretch of weather in the key month of July, our sales
and profits still increased even though our customer
counts decreased.”

The Cottage now works with SYSCO on this
process annually. 

At Blackburn’s, SYSCO’s beef program is a staple.

“We use a combination of SYSCO’s Butcher Block
program and Honeyman’s meats,” Ivens says.
“SYSCO sent a trainer to work first with our Chefs 
on ideas and menu development before opening.
The protein specialist Jeff Huggins then returned to
train our service staff on meat cuts, selling and

suggestions. His meat cutting presentation was a great learning
experience for everyone involved.”

Ivens, Gilroy and Kells are in the process of establishing another
Cottage neighbour: a refreshment vehicle style take-out place on
the vacant lot next door. “So we can offer three distinct levels of
dining to our customers,” Ivens says. 

S Y S C O To d a y   -   A p r i l  2 0 0 8 2 1

From left to right, Steve Somerset,
Head Chef at Blackburn’s Steakhouse and 

Jeff Edwards, Head Chef at The Cottage Waterfront Grill



By Patricia Nicholson 

Spring is the perfect time for new projects and
new initiatives, and that includes taking a fresh
look at promoting your restaurant.

While independent operators admittedly don’t
have the kinds of resources and budgets that some
chains can devote to branding and promotions,
they can launch successful marketing strategies,
says Chris C. Wadham, President of Restaurant
Office Intelligence Inc. in Vancouver.

Ideas such as using mailing lists, a web site,

online reservations, an e-mail newsletter and gift
card sales can all work for independent restaurants,
Wadham says. Having a colour laser printer on site
for quickly producing high-quality materials can
help with speed and printing costs. One other
strategy that a lot of independent operators are
adopting is to join a rewards points program such
as CIBC Aerogold Advantex Benefits, or the RBC
Rewards Network program, he says. 

“Branding is more and more important because
they’re up against the chains,” Wadham says of
independent operators. The key to successful
branding is to send a consistent marketing
message: everything from décor to menus to 
service has to fit that message.

One of the most powerful tools of a restaurant’s
brand is its menu. 

“We always say the menu’s like a huge piece of
advertising for that restaurant. It’s very important 
in creating a brand,” says Tressa Mills of Focus
Marketing in Holland, Michigan.

It’s crucial to know who your customer is and 
to ensure your menu is catering to that customer.

“The menu is in a big way creating what that
brand is, so if they’re going after the aging retirees
the menu would be very different than if they’re
going after the up-and-coming young people,”

Mills says.

In terms of getting more customers through your
door, there are only two marketing targets, she says.

“Either to get the people they have already to
come in more often, or to get some new customers
coming in,” Mills says. “One of the biggest

Spring
Promotion
Strategies
Bloom
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opportunities is to take the
customers they have already, and market
them to come in for a different meal period.”

Because your lunch crowd may be a different group 
than your dinner crowd, cross marketing to different 
meal periods can be an effective way to increase visits 
by existing customers.

“It’s really important to use current customers as a
marketing base because it’s much less expensive to use
current customers than to try to bring in new customers,”
Mills says.

Wadham agrees that it’s much easier and cheaper to 
get an existing customer to come in a few more times per
year than to lure a new one. That’s why it’s important to
maximize the dollar value of every customer that comes
in, every time they come in.

“Getting repeat customers is more about the personal
touch,” Wadham says. Getting new customers can be more
of a question of a mass media attack. However, which

media to use will depend on 
the nature of the restaurant.

“Direct mail works well for a lot of restaurants,” he says,

explaining that it targets a five-mile radius of your
restaurant, where most of your customer base is located.  

Independent operators can take advantage of a trend
that is tailor-made for smaller businesses with
neighbourhood roots. Connect with your customers by
making sure they know your story: print your history as 
a neighbourhood business on your menu or newsletter.

One of the problems for independent operators is that
they can very easily become immersed in the day-to-day
operations of their restaurant, and lofty goals like
promotion strategies can get lost in the very busy shuffle. 

“They get busy working IN their restaurant instead of
working ON their restaurant,” Mills says of independent
operators.

This spring, make sure there’s room in the schedule to
take a big-picture look at your promotions planning.
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By Suzanne Berryman, R.D.

March is Nutrition Month® in Canada. This 

year take action by helping your customers eat

healthier and feel great.  Just making one or two

positive changes to your menu can make a

difference. To assist you in helping your

customers make healthier choices, here are ten

healthy eating tips from the Dietitians of Canada.
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healthwise

Dietitians 
Top 10 List - Simple Tips

1 Serve Alternatives to 
Help your Customers Eat Well 

Wise food choices play an important role in reducing
the risk of chronic diseases such as obesity, type 2
diabetes, heart disease, some cancers and osteoporosis.
Consider adding heart smart alternatives to your menu
such as salads and grilled proteins.

2 Help your Customers 
Maintain a Healthy Weight

Too many Canadians are overweight and obese.  In
2004, nearly one-quarter of Canadian adults were obese
and an additional one-third were overweight.  In total,
that’s over 14 million adults carrying excess weight.  

As body mass index (BMI) increases and waist circum-
ference (or waist size) increases, so does an individual’s
chance of suffering from obesity, high blood pressure,

diabetes, and heart disease. To help your customers
maintain a healthy weight, offer low fat options such as
reduced fat cheeses, baked potatoes instead of fries or
mashed potatoes, and balsamic vinegar instead of 
creamy dressings.

3 Keep Healthy Food Choices 
Top of Mind

Customers want the biggest bang for their buck so 
why not give them the healthiest food?  The human body
needs more than 50 nutrients a day to keep it working and
energized, but most Canadians skimp on vegetables, fruit,
milk and whole grains.  Help your customers get what
they need by switching up empty calorie side dishes to
fresh fruit, cottage cheese, high fibre tortillas and fresh
vegetables such as carrots and celery sticks.
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for Healthy Customers
7 Make Healthy Meals 

a Family Affair

Eating together means eating better. Children and teens
that eat with their families consume more vegetables,
fruit, whole grain products and calcium-rich foods.  
Make your restaurant healthy-family friendly by offering 
a kid’s menu that has more than chicken nuggets and 
fries.  Add carrot sticks, veggies and dip, fruits, reduced-fat
grilled (not fried) cheese sandwiches, and other 
childhood favourites.

8 Help Customers make Healthy 
Eating a Lifetime Commitment

Food fads come and go, but you can help your
customers stay the course by using Canada’s Food Guide
as your cornerstone for healthy eating.  Plan your entrées
or lunch combos to include items from the guide to
ensure they are getting everything they need.

9 Visit www.dietitians.ca/eatwell 
for Trusted Nutrition Information 
and Fun Healthy Eating Ideas

There are more than 2 million visitors per year to
Dietitian’s of Canada’s award winning website.  You will
find information on a variety of nutrition topics, healthy
recipes and interactive tools.

10 Ask a Registered Dietitian for help 

Not sure if your menu measures up?  Consider talking
to a Registered Dietitian to get the most accurate, reliable
and current advice on food and nutrition.

For more information about Nutrition Month®,
visit the Dietitians of Canada website at

www.dietitians.ca/eatwell.

4 Give Food Portions a Makeover 
with Moderate Serving Sizes

The bigger the portion size, the more calories people eat
which can lead to weight gain. Nowadays, many people
have no idea how much food is considered a serving –
especially as portion sizes have increased over the years.
Most of your customers don’t need enormous servings of
food so give them a choice by offering half or full-meal
portions on the menu.  Another alternative is to provide
half sandwich and soup combos.

5 Colour their World with 
Vegetables and Fruit

Dark green and deep orange vegetables such as broccoli,
spinach, winter squash and carrots, as well as fruits such 
as berries, oranges and melon are filled with health-
promoting antioxidants. To help your customers get what
they need and maintain a healthy weight, add these
vegetables and fruits to salads and serve them as side
dishes.  Two other innovative ideas are using spinach
instead of lettuce in sandwiches and adding grated 
carrots to vegetarian wraps.

6 Share Nutritional Food Facts 
with your Customers

Surveys have found that 75% of Canadians say they use
labels to look for nutrition information or health claims.
Therefore, if you are serving healthy choices, let your
customers know by either making your nutritional facts
available on your website, in a brochure or listing them
directly on your menu.  

Remember you don’t have to list everything, but you 
can be creative.  Simply letting your customer know the 
entrée contains less than 7 grams of fat could be all the
information they need to make an informed decision.



Another helpful environment-saver is purchasing an
efficient grease and sink system. Fat, oil and grease are
common problems in the food service industry as they
can cause blockages.  An earth-friendly system breaks
down grease using non-toxic bacteria. The bacteria
consumes grease from drain lines, grease traps, pump
stations and septic tanks, helping to reduce pollution 
and saving you money over time by reducing problems.

One final way to boost your bottom line while being
eco-friendly is conserving water.  Water conservation can
range from simply watering your landscaping late at night
rather than during the day, to switching to water-saving
toilet systems and recycling dishwater through the septic
system. Low flow sprays are also available in the
marketplace along with energy efficient dishwashers – 
all of which will help both you and the planet.  

Creative Recycling 
One Step at a Time

In January 2008, a pizza
restaurant in California 
became North America’s most
sustainable restaurant.  In fact,
by recycling the heat from their
ovens, the innovative pizzeria 
is able to heat their venue and
their water – all without using
traditional water heaters.  
Other eco-elements include
countertops made from 100%
recycled detergent bottles and
bamboo flooring.  

The pizza joint took restaurant
sustainability to a new level, and
their model shows that with a
little creative thinking, doing
something good for the planet
can be good for the restaurant.
While replacing your walls with

By Michelle Ponto

The winter thaw brings more than spring flowers.  
It’s the time to go green – literally.  The spotlight on 
eco-friendly and sustainable restaurants is growing
brighter as more restaurants are moving towards saving
the planet…one entrée at a time.  With a number of
practical and planet-friendly solutions available in the
marketplace, this spring take control of your environment
and start practicing sustainability.

Get Out of the Red by Going Green

Restaurant sustainability doesn’t necessarily mean
growing your own vegetables and digging your own well.
What it does mean is helping the planet become more
efficient by making smarter choices.  According to
statistics, restaurants currently consume the most energy
when compared to other retail businesses. In fact, they
encompass up to 33% of the total retail energy
consumption.  One easy way to save
the environment and save money is
to ensure your kitchen contains
energy-efficient appliances such as
deep fryers, ovens, refrigerators and
ventilators.  Studies show just
switching to “green” appliances 
can possibly save you thousands 
of dollars annually.

The way your kitchen is physically
set up can also affect the energy
consumed.  An improperly laid out
kitchen can affect every step of your
venue’s operation, from storage and
assembly, to preparation and server
pickup. Positioning equipment
correctly helps the kitchen flow
smoothly by saving steps, energy
and reducing employee stress. It can
also reduce cooking/processing time
and may help reduce the overall 
size of the kitchen.
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According to statistics, restaurants currently consume the most energy 
when compared to other retail businesses. In fact, they encompass 

up to 33% of the total retail energy consumption.  

Restaurant Sustainability Brings a Pla



10
Planet-Friendly

Tips

1. Switch to energy efficient
appliances and technology

2. Practice water conservation

3. Recycle and compost when
possible

4. Reduce pollution by disposing 
of waste properly

5. Use recycled, biodegradable 
or organic products

6. Choose chlorine-free paper
products

7. Clean with non-toxic,

chemical-free cleansers

8. Promote green power by
converting oil to bio-diesel

9. Design your kitchen efficiently 
to reduce energy

10. Train your staff to be 
planet-friendly 
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pre-used drywall may not be in your spring makeover
plans, consider doing something small.  Just switching 
to recycled toilet paper, paper towels, and napkins can
make a difference.  

Other small steps include changing lighting to low
voltage, low heat varieties and donating your used 
cooking oil to a facility that makes bio-diesel fuel.  This
way instead of polluting the planet, your waste products
can be recycled into something useful. 

Saying “NO” to Styrofoam

If you lined up all the styrofoam cups made in just one
day, they would circle the entire planet.

Being proactive about the environment is a top priority
for SYSCO and that’s why we are excited to offer a
complete line up of high quality, 100% biodegradable
dinnerware products.  These products are manufactured
from renewal resources such as sugar cane, corn and
potato starches, resulting in a product that is better for 
the environment from start to finish. Choose from
SYSCO’s Earth Plus biodegradable plates, cups and
containers and help make a difference.

Back to the Basics

Restaurant sustainability has come a long way over the
last few years, but don’t forget the basics: reuse, reduce 
and recycle. Do your part by recycling aluminum cans,
cardboard boxes and plastic containers through local
recycling programs.  Plus don’t forget to teach your
employees the rules of recycling.  This way they’ll
naturally contribute to your restaurant’s sustainability
through their work habits.

It doesn’t take much to make a difference and every
change – even the small ones –works towards a better
world.  With the spring sunshine coming our way, take
“going green” to a new level and turn your restaurant 
into a people-friendly, planet-friendly environment.

net-Friendly Spring
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Asian Appetizers

SYSCO Code Product Description Pack Size
5089143 Pork Potsticker 120/1 oz
5088469 Vegetable Egg Roll 4/18ct 3 oz.
5088451 Chicken Egg Roll 100/3 oz.
5088438 Pork & Vegetable Egg Roll 100/3 oz.
5090271 Shrimp Egg Roll 200/1 oz.
5087376 Vegetable Egg Roll 200/1 oz.

SYSCO Code Product Description Pack Size
5090283 Vegetable Spring Roll 128/1 oz.
5089213 Pork Cha Su Bao 100/1 oz.
5089199 Pork Siew Mai 14/15ct tray
5089186 Pork Wonton 120/.5 oz.
5089167 Dim Sum Variety Pack 168 ct

SYSCO’s 
Goal to Ensure
Sustainability 
for our Future
Generations

SYSCO is taking a lead role in environmental
stewardship and rural social vitality through the
support of agricultural practices designed to
protect the land and the environment.

SYSCO’s Green Delivery programs have 
revolutionized the delivery network and have made
a positive impact in many environmental areas. 
The overall goals of our Green Delivery programs
are to decrease fuel consumption, CO2 emissions
and traffic congestion.

SYSCO’s Green Routing ensures that the least

amount of distance is traveled from the start to the
finish of a route, thereby making a dramatic impact 
on emissions and reducing our carbon footprint.

SYSCO has also implemented energy–reduction
and energy-saving measures in our warehouses.

As Canada’s leading foodservice distributor,
SYSCO knows that small changes, made across an
entire organization, can make a huge difference.
That is why we are constantly reviewing the
manner in which we do business, to ensure that 
we are having the most positive impact possible.

Quality goes a long way. 
It begins with using only the freshest meats and vegetables purchased the same day
Jade Mountain products are produced. No MSG is added during manufacturing 
and all products are quick-frozen to seal in their fresh flavour and crisp, delicate texture.



We Turn the 
Spotlight on...

profile

Connie Genge 
Marketing Associate,

SYSCO Food Services of Lakeside

ST - What is your tenure with the Company?

I began my career with SYSCO Food
Services of Lakeside 4 years ago as an
Assistant Marketing Associate. I underwent
SYSCO’s extensive training and then very
quickly had a territory of my own starting on
the Eastern Shore and for the past 2 years in
the Halifax area.

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

My first job was at age 13 as a dishwasher.
I was promoted to a server within 2 months
and worked my way through high school. A
few years later I was back in the hospitality
industry, starting as a server, promoted to a
supervisor, then moving into a management
role. I managed several restaurants over a
period of 18 years, from Family Dining to
Fine Dining. This experience has enhanced
my relationships with my customers as I
understand their challenges and how they
may be overcome.

ST - Describe the account composition of 
your territory?

My territory consists of a variety of
different accounts including Family Dining,

Pubs, Fine Dining and a well known large
Hotel & Conference Centre. My accounts 
are located in downtown Halifax and the
surrounding area, to Bedford, Burnside and
Cole Harbour.

Due to the diversity of my accounts my
role has grown into more of a consultant
position, dealing with all facets of the
hospitality industry. I have learned a great
deal from my customer base and share 
that experience often. It is important to
understand that products, service levels 
and expectations are different.

ST - What do you like best about SYSCO
Brand?

The best thing I like about SYSCO Brand is
the unique value added products that I can
offer to my customers, giving the operator a
choice for variety and quality. 

ST - What has operator response been to
SYSCO Brand? 

My customers are impressed and enjoy the
exclusivity that SYSCO Brand products offer.
Butcher’s Block, Portico Seafood and Block
and Barrel are just a few that stand out as
quality assured market specific items. My
customers order with confidence! I would
say on average almost 45% of my sales are
SYSCO brand and growing as new products
are being introduced daily. 

ST - Describe how you have helped customers
solve problems.

In today’s workforce, staffing is a real
challenge. I have helped operators develop
and execute staff training for servers that has
helped increase cheque averages and tips 
for the staff. 

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

The most rewarding aspect of my job is
helping my customers succeed. Being given a
challenge and finding the right solution for
the customer, whether it be a product or a
service like staff training. Also being told 
by my customers that I am a partner 
in their business and a valued member 
of their team.

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

I enjoy working within a very supportive
team environment that has an all star 
line-up of Merchandising Specialists 
that provide continuous learning and
education.

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

Waiting too long to make changes to their
menu. The menu is the operator’s biggest
advertising tool they have. Ideally menu
changes should be done quarterly,

considering trends, pricing and menu
engineering. 

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

The successful operators take an active role
in the business – greeting customers by
name, leading by example and educating
their staff. Knowledge is power – when the
staff succeeds, so do the operators. Take a
very keen interest in your staff and address
concerns and challenges in regular meetings.
You can say you care but showing you care
goes much further.

ST - How do some of your customers plan 
for the spring season?

One way to plan for the spring season 
is to join with SYSCO for a Business Review.
I have repeatedly heard from my customers,
“the most valuable few hours I have spent
reviewing my business in a long time”. It has
always been my experience that we all walk
away learning more about each others
business, truly making us partners in
business. One important component of 
the Business Review process is the Menu
Analysis, it takes time, but in the end can
add thousands to your bottom line in very
little time. The Business Review is also a 
great opportunity to discuss ideas, tips 
and resources.
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From left to right, Stacey Smicer, Manager 
of Kempster’s Cookhouse & Eatery and

Connie Genge, SYSCO Marketing Associate.
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