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6237893 Breaded Chicken Fries 4 kg 251 - 298

6237881 Popcorn Chicken Nuggets 4 kg 440 - 620

3126752 The Wave Ruffled Chicken Fillets 4 kg 90
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Canada’s Budding Culinary
Tourism Industry Invites the

World Over for Dinner

Touring 
the Flavours 

of Canada
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By Patricia Nicholson

Not all tourists seek out a destination to see its sights.
Culinary tourists choose a destination to taste its flavours.

These travelers seek out dining and food experiences
that are unique to the area they are visiting: shucking fresh
oysters in Prince Edward Island, touring the wine regions
of Niagara or Okanagan, sniffing out Quebec’s artisan
cheeses, exploring the tasting menus of renowned chefs 
in Toronto or Vancouver.

Culinary tourists embrace regional food as a way of
experiencing the local culture they are visiting, says Don
Monsour, President of the British Columbia Culinary
Tourism Society.

“When you travel you try to absorb the history and the
feeling of that area, and food transposes that in more 
ways than many people realize,” he says.

Unlike other countries, Canada has no recognizable
national cuisine. For example, the terms French cuisine,

Italian cuisine, Japanese cuisine all conjure an immediate
image. But there is no such image for Canadian cuisine.

“What we’re promoting is the cuisines of Canada,”
Monsour says. “In other words, rather than a Canadian
cuisine, the cuisine is going to be as unique as your
experience traveling from one end of the country to the
other.”

Quebec has always been a leader in drawing visitors
based on the quality and style of its regional cuisine. 

“Quebec has always had a unique experience – they
have a French flavour to their food which they can sell,”
Monsour says. But he adds that other areas of Canada can
now match Quebec’s culinary flair with their own unique
offerings – they just need to market themselves to get
people’s attention.

“That costs money and it takes time,” he says. “I think 
in a few years the global flavour of what we’re selling will
certainly be one of the highlights of coming to Canada.”

Winery tours are a big attraction in both Ontario and
British Columbia. Monsour says some of B.C.’s wine
regions mirror California’s Napa and Sonoma regions,
which are major culinary tourism areas.

“Napa and Sonoma grew not just because of the grapes
and the wine; they grew because of the wonderful food
experiences people have there when they go,” he says. “It
was the food experience that also put them on the map,
and has kept them on the map as one of the largest tourist
destinations in California.”

T O U R I N G  T H E  



Monsour believes that B.C. has the potential to become a similarly
big destination for culinary tourism.

Other areas with huge potential for culinary tourism include East
Coast seafood festivals, Quebec’s Charlevoix Flavour Trail, the unique
flavours of Ontario’s Prince Edward County, and fine dining in cities

such as Calgary, Victoria and Kelowna that are
developing a reputation for putting great things
on the table. Foodservice is a competitive
industry, and providing a culinary tourism
experience can set your establishment apart.

“Look at how you shop for your foods, how
you use those foods. Instead of having a menu
that serves the same thing seven days a week,
52 weeks a year, change that menu seasonally 
or weekly to bring in the best of the flavours
available at that time,” he says. 

Pursuing culinary tourism is well worth the
effort. “It just takes a little more thinking, a little
more time, but will be worthwhile to your
bottom line.”
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The Canadian Tourism Commission’s 
Travel Activities and Motivations Study,
released in early July, provides a look 

at where tourists are dining:

Canadian Tourists while
Traveling in Canada

• 43.1% of all travelers and 57.9% of pleasure travelers
(10.7 million people) dined at a restaurant featuring 
local ingredients and recipes

• of those travelers, 9.2% named dining at restaurants
serving local fare as the main reason for their trip

• 13% of all travelers and 17.5% of pleasure travelers 
(3.2 million people) dined at a restaurant with an 
international reputation

• of those travelers, 11.5% named this type of dining
experience as the main reason for their trip

• 20.5% of all travelers and 27.6% of pleasure travelers 
(5.1 million people) dined at other high-end restaurants

• of those travelers, 9.5% named high-end dining as the
main reason for their trip

U.S. Tourists while
Traveling in Canada

• 12.8% of all travelers and 16.6% of pleasure travelers
(28.2 million people) dined at a restaurant with an 
international reputation

• of those travelers, 14.1% named this type of dining
experience as the main reason for their trip

• 19% of all travelers and 24.6% of pleasure travelers 
(41.9 million people) dined at other high-end restaurants

• of those travelers, 10.1% named high-end dining as the
main reason for their trip

F L A V O U R S  O F  C A N A D A
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By Mary Gordon

As the busy tourism season heats up, every opportunity to increase average cheque size can affect your
bottom line. Up-market cocktails and mocktails provide an opportunity to add high-margin drinks to your
beverage menu.

Trends toward signature cocktails, premium spirits and top-quality or organic – or even exclusive –
ingredients are not only injecting new life into the cocktail revolution, but are also adding value in the eyes
of customers. Higher perceived value means customers are willing to pay more for high-end beverages.

Creative
Cocktails

Tempt Tourists with 

Look Behind the Bar to Increase 
Profitability this Tourism Season



Some operators are charging $15 to $25 per drink for
up-market cocktails, says Dan Hawkins, Event and Bar
Manager with School of Mix, an event staffing and 
bar staff training company.

“In certain establishments, that’s the going rate for 
a really nice cocktail mixed with a high-end tequila,
rum, vodka or gin,” he says.

Mixing drinks at that price point means adding
value by using the best ingredients, starting with
premium brand liquor.

Elite-level cocktails should also have a handcrafted
quality to them. Creating original syrups to use in
special drinks and choosing superior ingredients, such
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as fresh fruit and fresh herbs, help achieve this effect, Hawkins
says. 

Premium spirits remain a major trend. “Call branding” –
when customers ask for a specific brand of spirit in a drink –
has become more common with vodka brands such as Gray
Goose and Belvedere. Now it is also being seen with gin and
rum, as well as with tequila, which is currently enjoying a
renaissance – partly due to the popularity of premium brands
such as Patron.

With new ingredients such as flavoured spirits and exotic
juices to choose from, there’s more opportunity than ever
before to get creative behind the bar. Hawkins incorporates his
background as a chef when approaching a cocktail list.

Take a Sip of Summer
For the latest in refreshments, try these summer cocktail trends from the LCBO:

Pitcher Perfect
Pitcher-sized cocktail recipes for sharing offer a sense of community at the table.

Fresh and Exotic
Ingredients such as freshly squeezed juices and fresh herbs such as basil and mint
leaves are gaining ground behind the bar. Ingredients such as ginger, pomegranate
and goji berry juice add exotic flavour to summer cocktails.

Hot Flavour Trends
Trendy flavours such as acai, blueberry and mango are now all bottled up: new
flavoured spirits that incorporate these fruits include Smirnoff Blueberry Vodka,
Absolut Mango Vodka and Sauza Acai and Mango Tequila.

Stylish Spirits
Vodka continues to increase in sales, threatening to overtake Canadian Whisky as
the most popular spirit before the end of the year. Deluxe vodkas and flavoured
vodkas are the driving forces behind this growth.
The spirit that is enjoying the fastest growth in popularity is tequila, with a sales
boost of more than 12% last year. Tequila is one of the few spirits that sells better
in summer than during the holiday boom in November and December.

Classics Revisited 
People are rediscovering classic cocktails such as the mojito, and reinventing
them with updated flavours and ingredients. 
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“I build my cocktails on a flavour profile the same way
that I would cook a dish,” he says. “Using fresh, organic
ingredients and blending them together to create elements
of sweetness or elements of savoury depending on what
direction the list itself is going for.”

Non-alcoholic beverages can follow the same rules: 
use current flavour trends to create tempting, interesting
mocktails with perceived added value as an alternative 
to soft drinks.

“If you have an option where customers can have
something playful or even healthy, it’s going to boost up
the server’s average cheque because you can charge a little
more for it,” Hawkins says. 

Once you’ve got your beverage offerings – alcoholic or
non-alcoholic – don’t let them languish on the menu.
Servers can help sell high-margin drinks by making sure
customers know about them, and by providing details and
showing enthusiasm for the product. Hawkins stresses the
importance of educating serving staff.

“With servers, knowledge is power: it’s getting to know
the product, tasting it, trying it,” he says. “If a server knows
the product inside and out and has enjoyed it, they’re
going to sell it 100 times better than if it’s just something
they’ve read a little blurb on.”

Don’t underestimate the power of giving your drink an
appealing name: listing your pomegranate-infused mango
cocktail with goji berry juice on your menu as Mixed Fruit
Drink defeats the purpose of offering something playful
and original. 

“Part of the fun in
creating them is giving
them an identity,”
Hawkins says. “If you
invent it and create it
you can put the name
on it.”

Original drinks may
also bring customers

Tropicosmo
Dan Hawkins, Event and Bar 

Manager at Vancouver’s School 
of Mix, puts a summer twist 

on a classic martini:

1 ½ oz Van Gogh Pomegranate Vodka
½ oz Alize Passion-fruit Liqueur
1 oz White cranberry juice
3 Squeezed lemons

Add all ingredients into a martini shaker
full of ice. Shake and strain into a martini
glass. Serve with a slice of star fruit
floating in the martini glass.

back again to order something specific they’ve
enjoyed before, and can help promote your
establishment.

To get people talking, get creative behind the bar
during the busy tourism season. It can boost your
beverage profitability while giving visitors something
to talk about when they head home.



By Michelle Ponto

Years ago, Canada had the reputation as being a cheddar
cheese country, but in the last decade trends have changed
and fine cheeses are now increasingly featured on every
part of the menu.  The fine cheese market is ripe this
summer as the tourist season brings in new customers and
the opportunity to experiment with new popular varieties.  

Cheddar, Swiss and mozzarella now seem old school
when it comes to the new fine cheeses on the market. 
And the Canadian customer can’t seem to get enough.
Statistics show the annual domestic consumption for
specialty cheeses has grown by 378 percent
in the last 10 years, making gourmet
cheeses an item the food industry is keen 
to tap.  In fact, a 2004 survey showed that
83 percent of restaurants highlighted fine
cheeses as an ingredient or a cheese offering
on their appetizer menu, compared to 
19 percent in 2000. Plus, the overall cheese
category is growing on average of 3% to 
4% a year with fine cheeses, such as Brie,
goat and blue cheese, leading the way 
with the largest market share.

Punch up Favourites with Blue Cheese
According to Saputo, a specialty

Canadian cheese supplier, “blue is to cheese

what a fine port is to wine”.  That’s because blue cheese 
is distinct in taste and appearance.  Its flavour may be
considered bold, yet there are milder varieties available 
for the fine cheese newcomer.  

Saputo says blue cheese is a connoisseur’s favourite and
is sought after by true cheese lovers everywhere.  Available
both in a wheel and crumbled format, blue cheese can be
used in sauces and is a common add-in for salads. One 
of the most popular fine cheeses on today’s menu, its
versatility makes it an easy addition to both white
tablecloth and quick service dining.  

S Y S C O To d a y   -   Au g u s t  2 0 0 81 0  

Summer has 
Tourists saying 
“More

Cheese,
Please”



Menu ideas include adding blue cheese to flatbread pizzas,
creating wedge salads with blue cheese dressing and crumbled blue
cheese for garnish, and making creamy blue cheese dips for Buffalo
wings, potato wedges and other finger foods. Another simple idea
is to add blue cheese to burger meat to instantly create a gourmet
hamburger for customers looking for something a little different.  

Mild-flavoured Brie Always a Classic
Brie is a mild-flavoured soft cheese with hints of butter and

mushroom, and is considered by cheese experts to be a 
contemporary classic.  Unlike blue cheese, which can sometimes 
be too harsh for the cheese-newbie, Saputo says Brie is a 
considered the “cheese of kings”.  

Adding Brie to the menu is an easy way to transform the
ordinary to extraordinary.  Instead of a melted ham and cheese
sandwich, consider switching your current cheese with Brie.
Warmed Brie also makes a great appetizer for spreading on 
crackers and flatbreads.  The best part is you can keep your menu
seasonal by simply topping the melted Brie wheel with pesto 
and nuts in the summer and cranberries during the holidays.

Go Goat on your Options
Goat cheese is increasingly in demand and is appearing on

menus in everything from appetizers to desserts.  Many chefs use
goat cheese in salads and on pizza, but that’s only the beginning.
According to Saputo, the cheese is unforgettably delicious and adds
panache to every meal.  One of the reasons for this is its versatility.  

The creaminess of the cheese works well with tomatoes so 
you’ll often see it paired with Italian or Mediterranean-style dishes
such as goat cheese ravioli or sprinkled on top of pasta dishes.  
But goat cheese also works well with meat dishes.  Try layering it
on grilled flank steak for a little extra zing or adding it to stuffed 
baked potatoes.  

The cheese also pairs well with fruits such as strawberries and
other berries.  One gourmet dessert is to marinate the berries in
tequila and sugar, then top with a mixture of goat cheese, vanilla

and sugar.  It’s also a nice
accompaniment with 
warm peaches.

Goat cheese, blue cheese
and Brie are only a few of the
fine cheeses available on the
market.  There are many
others including Edam, feta,
Gouda, and havarti that are
readily available to tempt
your customers during this 
tourist season. 

Upselling 
the Cheese Market
Adding fine cheeses to your menu can add
to your bottom line.  Because customers
perceive gourmet cheeses to be more
expensive, they are willing to pay a little

more to have them on their plate.  

Here are five ways to promote your fine
cheeses while boosting your margins: 

1) Create a “signature” burger such as a Blue
cheese or Goat cheese burger.

2) Offer fine cheeses as an additional selection
for sandwiches, baked potatoes, hamburgers
and other “build-your-own” offerings.

3) Add a dollop of goat cheese on top of soup,
and be sure to mention it in the menu
description, such as Hearty Southwestern
bean soup with goat cheese.

4) Turn your salads into entrées by adding
crumbled goat cheese or blue cheese along
with chopped nuts and dried fruit.

5) Turn traditional dips into blue or goat cheese
sensations by either crumbling on top or
blending into existing dips.  Again make sure
you mention the cheese in the description
such as Spicy Quesadillas with chunky blue
cheese dipping sauce.
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quality people, the difference between an average
employee and an excellent one is the training they receive
after being hired.

Getting your Employees in the Comfort Zone

Before your employee can become a valuable member
of your staff they need to feel comfortable and familiar
with their workplace.  While you may think your venue
operates like all others or has an easy to understand
process, your new employee may not agree.  It’s always
best to start everyone at the beginning.

Most restaurants begin training by job shadowing where
a new server follows an experienced server around for a
few days. Then the roles are reversed, and the experienced
server follows the rookie.  But don’t limit training to just
their particular job.  When a customer has a problem or
needs something, they will talk to whoever happens to 
be nearby.  To make situations seamless, it’s best to cross
train the new employee with other roles such as hostess,
bartender or busser so they can see what they do, where
things go, and how situations are handled. 

One last piece of training that should never be missed 
is dealing with emergency situations such as allergies,
disruptive patrons or even something random such as a
loose dog in the restaurant.  The more comfortable the
employee is with your processes, the more comfortable
they will feel when dealing with your customers.

Moving your Staff from Average to Exceptional

It has been said that you should “hire for attitude; then
train for skills”.  Friendliness, working as a team player,
ambition and charm (or persuasiveness) are qualities that
tend to make up a great front-end employee.  But it’s
communication that really determines success in the
restaurant business.  

Your front-end staff are the first people your customers
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Confident
Employees

Ensure a
Prosperous

Travel Season
By Michelle Ponto

Service at any restaurant is just as important as
atmosphere, food and presentation.  Your front-end staff is
the face of your business, many times it’s their person-
alities, knowledge and confidence in their jobs that will
keep your restaurant hopping during the tourist season.

All it takes is one bad visit for a customer to decide
never to return to a restaurant.  And the repercussions
brought on by word of mouth gossip are hard to
overcome.  While many managers are focused on hiring

Most restaurants begin training 
by job shadowing



see when they enter and the last ones when they
exit.  Each of your staff members, whether they are
the hostess, bartender, server or busser, need to
know how to deal with customers.

An excellent server should be able to navigate
through the menu, explain unfamiliar terms and
recommend a side order or even a glass of wine to
compliment any meal. Your hostess, busser and
bartender should also be knowledgeable with the
menu and never make the customer feel like they

are being passed onto someone else or forgotten.  An exceptional
staff works together to ensure each guest is taken care of and is
happy.     

While some skills come with practice, experts recommend
conducting special training sessions with invitation only guests
where your new staff can perfect the art of courtesy, table
maintenance, accuracy, menu comprehension and teamwork.
Having a small collection of books on wine, food and hospitality
services can also be helpful.

The Final Touches

When it comes to training, it’s best to keep it simple.  However,
training in the food industry never ends.  Each shift should begin
by alerting the staff of food and drink specials, menu changes and
any problems.  Take the time to explain the food preparation in
detail as customers will want to know how it’s made and what the
ingredients are.  If your wait staff doesn’t know the answer, the
customer loses confidence and will order something else which
could lead to a lower check at the end of the meal. 

Also teach your staff on how to “sell” the menu by telling them
to explain the meals in a tantalizing way, such as “Today our chef
prepared a braised farm-raised breast of chicken” rather than
simply “chicken”. Your staff should also try everything on the
menu so they have an opinion on the different menu items.  It’s
hard to explain the difference between different types of fish if
they’ve never tried the sole fillet or bass.  The more your staff
knows the menu, the higher the overall table average.

One last tip is to keep your staff abreast with what’s going on
with the press and how your restaurant is handling situations such
as salmonella scares or the organic trend.  This season, tourists 
will be coming from Canada, the United States, and beyond,
and being knowledgeable with what’s happening and how it’s
affecting your venue will not only make your staff feel like a part
of the overall team, but their confident attitude will be extended
to your guests and their peace of mind. 
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Teach your staff on how 
to “sell” the menu by telling 
them to explain the meals in 

a tantalizing way
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By Michelle Ponto

When it comes to fish and seafood, sustainability is a
complex problem. Without sustainability we risk overhar-
vesting our oceans, which not only means losing our fish,
but losing migrating seabirds, mammals of the area, and
the ocean’s natural eco-system.  But limiting your menu to
only fish caught in the local pond may not be the answer
either as that can put a dent in your bottom line,
especially during the tourist season.

Fisheries to the Rescue

As food operators, sustainability is all about
compromise.  You want to do the best you can for the
environment, but you also want the best for your
customer.  That’s the exact same business model fisheries
and the Government are applying to our oceans.

“Food operators often ask about continuity of supply
which is big part of the sustainability program.
Continuity is the goal of the business and the ecological
model,” said John van Amerongen, Marketing
Communications Specialist Trident Seafood  Corporation.
“Both the Government and fisheries want a solution that
will provide a long-term return.”

Van Amerongen says that because companies such as
Trident Seafood are working with the Government to help
sustain our oceans, stocks in Alaska are healthy, rebuilding
programs are in place, and while pollock and salmon are
the most abundant of fish, there are no species that are
considered low.  

Measuring the Carbon Footprint

The carbon footprint is important when it comes to
sustainability.  This ‘footprint’ is the amount of pollution,
gas and environmental hazards a shipment produces

going from the point of departure to your door.  One of
the benefits of seafood is that it can be flash frozen on the
ship to preserve freshness and then shipped off to various
locations.

“When you compare miles per pound, a 3000 pound
container of frozen seafood has a relatively small carbon
footprint when compared to a small shipment of fresh
fish delivered in a truck or flown in,” said John van
Amerongen. 

Van Amerongen doesn’t dismiss buying locally.
Depending on your location, he says it can be a good
option, but with technology and advancements in the
industry, chefs aren’t limited and can expand their
seafood menu while still promoting sustainability.  

Hooking your Customers on Sustainability

One way to boost your bottom line is to promote
seafood sustainability by promoting a seasonal fish. 

“Copper River Salmon is seasonal.  Restaurants can
celebrate it on the menu as something special,” said van
Amerongen. “You can get customers excited about it.”

Plus, because business models for seafood sustainability
are in place, you can plan these special menu treats not
only for this year’s tourist season, but next year’s – 
because as long as everyone works together, the product
will be there. 



mijote ?

Qu’est-ce qui
mijote ?

This tourism season,

bring new ideas to your

menu with these

delicious recipes.  

Try Beef Bourguignon,

Buffalo Chicken Dip,

Bangkok Buffalo Wrap

and Sesame Ginger

Alaska Salmon.  

These flavourful

selections will keep

tourist coming back 

this season 

and beyond. 
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Beef Bourguignon
Recipe courtesy of Beef Information Centre

Serves 6

INGREDIENTS METRIC IMPERIAL

Stewing beef cubes 1 kg 2 lbs
Bacon slices, diced 4 4
Medium onions, sliced lengthwise 2 2
Mushrooms, halved 250 g 8 oz
All-purpose flour 45 mL 3 Tbsp
Garlic cloves, minced 3 3
Red wine 375 mL 1 ½ cups
Beef stock 375 mL 1 ½ cups
Bay leaf 1 1
Thyme, dried 5 mL 1 tsp
Salt 2 mL ½ tsp
Pepper 2 mL ½ tsp

METHOD 
• Sauté bacon in Dutch oven or heavy stockpot over medium-high heat until 

lightly browned. Remove bacon and set aside. Sauté onions and mushrooms 
in bacon fat until just browned. Remove vegetables and set aside.

• Brown beef in batches, adding vegetable oil if necessary. Sprinkle flour over
meat. 

• Add garlic, wine, stock, bay leaf, thyme, salt and pepper. Cover and cook in 
325° F (160° C) oven for 2 hours. Add reserved bacon, onions and mushrooms;
cook for 30 minutes or until onions are tender. 

• Serve with rice, risotto, garlic mashed potatoes or egg noodles.
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Buffalo Chicken Dip
Recipe courtesy of French’s Foodservice

Serves 12

INGREDIENTS METRIC IMPERIAL

FRANK’S® REDHOT® Buffalo Wing Sauce 500 mL 2 cups

Softened cream cheese 910 g 2 lbs

Blue cheese dressing 500 mL 2 cups

Crumbled blue cheese 250 mL 1 cup

Cooked chicken, shredded 2 kg 8 cups

Celery, finely diced 500 mL 2 cups

Mozzarella or provolone cheese, shredded 375 mL 1 ½ cups

Julienne vegetables, chips, crackers, etc.

METHOD 
• Whisk together cream cheese, blue cheese dressing, FRANK’S® REDHOT® and

crumbled blue cheese.  Fold in chicken and celery, mix well.  Portion 1 cup 
(250 mL) of mixture into shallow oven or microwave proof ramekins.  Top each
with 2 tablespoons (30 mL) of cheese.  Cover and refrigerate until needed.

• For service, reheat dip until golden and bubbly. 
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Recipe courtesy of French’s Foodservice
Serves 12

INGREDIENTS METRIC IMPERIAL

FRANK’S® REDHOT® Buffalo Sandwich Sauce 250 mL 1 cup
Peanut butter 300 mL 1 ¼ cups
Teriyaki sauce 125 mL ½ cup
Chicken broth 45 mL 3 Tbsp
Cilantro, chopped 300 mL 1 ¼ cups
Gingerroot, fresh, grated 30 mL 2 Tbsp
Red or yellow bell peppers, cut into strips 900 g 6 cups
Crushed pineapple, canned, drained 450 g 3 cups
Peanuts, chopped 375 mL 1 ½ cups
Flour tortillas, 10 – 12 inches, warmed 12 12
Deli turkey, sliced 2 kg 4 ½ lbs
Baby spinach leaves 690 g 1 ½ lbs

METHOD 
• To prepare Thai peanut sauce, combine peanut butter, FRANK’S® REDHOT®

Buffalo Sandwich Sauce, teriyaki sauce, chicken broth, 1/2 cup (125 mL)
cilantro, and gingerroot in a blender or food processor.  Process until sauce is
very smooth.

• To prepare pineapple filling, combine red or yellow peppers, pineapple, peanuts,
and 3/4 cup (175 mL) cilantro until well blended; set aside.

• To prepare each wrap:  spread 1/4 cup (50 mL) Thai peanut sauce on flour
tortilla within 1-inch from edge.  Layer with 6 ounces (170 g) of turkey, 2 ounces
(55 g) of spinach and 2/3 cup (150 mL) of pineapple filling.  Roll up, jellyroll
fashion; secure with toothpicks.  Cut in half to serve.  Serve with additional
prepared Thai peanut sauce, if desired. 
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Sesame Ginger Alaska Salmon
Recipe courtesy of Alaska Seafood Marketing Institute

Serves 4

INGREDIENTS METRIC IMPERIAL

Portico Alaska Salmon Steaks 4 - 100 to 150 g portions 4  - 4 to 6 oz portions
Green onions, cut into 2" shreds, 

reserving 1/4 cup shreds 5 5
Fresh cilantro, chopped 100 mL 1/3 cup
Lemon, cut into 8 thin slices 1 1
Dark sesame oil 30 mL 2 Tbsp
Ginger, minced 30 mL 2 Tbsp 
Sake or dry sherry 100 mL 1/3 cup
Light soy sauce 50 mL 1/4 cup

METHOD 
• Rinse any ice glaze from frozen salmon under cold water; pat dry with paper

towel. 

• Preheat broiler. Line a baking sheet with aluminum foil and coat with a nonstick
cooking spray. 

• Layer onions and cilantro in 4 equal stacks (the size of the salmon portions) on
baking sheet. Top each serving with 2 lemon slices. Stir together sesame oil and
ginger; spoon about 1 teaspoon of mixture over each pair of lemon slices. Top
with salmon portions. Add sake and soy sauce to remaining oil mixture; blend
and spoon over salmon portions. (Note: For best results with frozen fish, cook
salmon 4 minutes before seasoning with sake/soy mixture.) 

• Broil 4 - 5 inches from heating element until salmon is nicely browned, about 
8 minutes for frozen portions or 6 minutes for fresh/thawed fish. Turn off broiler;
set oven to 375º F. Cook an additional 7 to 8 minutes for frozen salmon or 
2 minutes for fresh/thawed fish. Cook just until fish is opaque throughout. 
Serve garnished with reserved green onions. 
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Stu Rathwell & Tim Rogers,
Co-owner/Operators 

Rock Creek Tap and Grill, Regina, SK

“...we have 
created an identity

that is fresh,
exciting and 

new...”

Stu Rathwell & Tim Rogers,
Co-owner/Operators 

Rock Creek Tap and Grill

It’s rare to have the “best of both worlds,” but diners in Regina have
found just that at Rock Creek Tap and Grill: a welcoming and relaxed
restaurant and bar that fills a niche somewhere between a local pub
and a trendy restaurant.

The philosophy guiding co-owner/operators Stu Rathwell and Tim
Rogers was to focus on three key areas: food, people and atmosphere.
By offering an exciting but accessible menu, well-trained staff devoted
to providing the best customer experience possible, and an upscale
casual atmosphere, Rathwell and Rogers have found a recipe for
success.

By combining these three key elements, Rock Creek has created 
a neighbourhood restaurant and bar with a “kicked-up” quality 
that’s versatile enough for its broad clientele. The dining area
accommodates romantic evenings and relaxed dinners, while the
sports lounge provides a fun night out for friends.

Rock Creek’s menu brings fresh ideas to familiar favourites such 
as pizza, ribs and pub fare, updating them with Asian, Cajun and
southwest flavours. Noodle and pasta dishes are served as Spa 
Bowls, such as Smothered Seafood Linguine and Bang Bang 
Chicken n’ Shrimp – oriental noodles simmered in coconut red 
Thai sauce, topped with skewers of chicken and shrimp.

The variety on Rock Creek’s menu is no surprise, given that Head
Chef Joel Williams developed his skills with an international
perspective. Williams learned cuisine styles from all over the world
while training under Argentinean chef Ricardo Rodriguez and 
well-traveled chef Ian Pritchard.

Originally inspired by holiday meals and his mom’s apple pie,
Williams was drawn to the kitchen from a young age. These days,
good food and fresh ingredients are keys to his inspiration. 

At Rock Creek, re-examining common practices and changing them
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Albuquerque Chicken 

to better suit the local market is business as usual. Since
opening in October 2006, Rathwell and Rogers have re-
evaluated and adapted accepted restaurant industry
wisdom, and modified it to suit Regina’s unique
environment. 

“As such, we have created an identity that is fresh,
exciting and new, and tailored to who we are and where
we’re from,” Rathwell and Rogers say. 

One example of this customized approach is Rock
Creek’s marketing style. 

“While most experts will tell you that aggressive
marketing and up-selling generate more sales, we feel that
it would do the opposite for us,” the proprietors say. “Our
staff are trained not so much to be promotional marketers
and sales people, but rather friendly and helpful servers,
working to provide our customers with the most satisfying
experience possible.”

The strategy has been a successful one for Rock Creek.
Its upscale casual concept has attracted an upscale casual
clientele that ranges from young families to middle-aged
professionals.

“In our first year of operations, we have experienced
success beyond anything we had hoped for.”

SYSCO has played a role in Rock Creek’s successful
formula from the very beginning, when the restaurant was
still in its planning and construction phase. Since then,
SYSCO’s commitment to quality, service and customer
support has continued to be a part of Rock Creek’s
growth.

“SYSCO’s personalized and attentive customer service
has been absolutely essential in building one of the

hottest and most successful establishments in the city,”
Rathwell and Rogers say. “Our continued relationship is
essential to our future success.”

Rock Creek has ambitious plans for the future. Although
the restaurant has been open for less than two years,
Rathwell and Rogers already have plans for aggressive
expansion in Regina, as well as other markets. They intend
to begin the planning phase for a second Rock Creek
location later this year. 
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Grilled chicken, shrimp, and scallops 
in a seasoned creole butter sauce.From left to right, Tim Rogers, Owner/Operator,

Joel Williams, Head Chef and Stu Rathwell, Owner/Operator 



Justin Labossiere, Executive Chef
Flames Central -  Calgary, AB

“unique organic
environment that

really can
accommodate and
group-something 

for everyone”

Justin Labossiere,
Executive Chef

Flames Central

With three levels, three venues, a multi-tiered menu, 272 flat
screen TVs plus the city’s biggest sports screen all housed in a national
historic site, there’s not much that Flames Central can’t offer.

Located in downtown Calgary, Flames Central is part sports lounge,
part dining room and part event venue. The Virtual Arena is Calgary
Flames’ fans home away from home.  With oversized banquet seating
for 150 people, two granite bars and a 30-foot projection screen, it’s
the best place in town to catch the big game. The Virtual Arena is also
a versatile concert and special events venue: for large-scale events, the
furniture is taken out, the room cleared, and the menu can be pared
down from table service to an outdoor barbecue.

The Wildfire Grill offers customers an atmosphere and experience
positioned between casual and fine dining. With warm finishes and
intimate booth seating, Wildfire’s ambience is as inviting as its exotic
yet approachable menu. 

A mezzanine level overlooking the venue offers reclining seats, a
full service bar and overhead plasma TVs for customers seeking the
comfort of a restaurant and the entertainment of a sports bar. For
private functions, the Owners’ Lounge and Executive Suites provide
the perfect setting. 

In the same spirit as its different levels and moods, Flames Central
also offers three different menus: a lounge menu, a corporate events
menu, and the Wildfire menu. Service is run out of two kitchens in
one area, one serving the higher end Wildfire menu, the other serving
the Flames Central menu. Six chefs and 24 cooks—plus 44 bartenders
and servers, six floor managers and a general manager—keep things
moving.

Once a silent film theatre and vaudeville house, Flames Central’s
site on 8th Avenue is now a “unique organic environment that really
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can accommodate any group—
something for everyone,” says
Executive Chef Justin Labossiere,
noting that the site can accommodate
groups from 25 people to 1,600.
Flames Central has hosted everything
from kids’ birthday parties to fashion
shows to corporate fundraisers to the
annual Stampede Saloon.

Things kick off daily at 11 a.m., and
get busy fast: Flames Central is always
packed at lunchtime, serving 300
people in about 90 minutes. The
kitchens serve only Wildfire’s menu 
at lunchtime to streamline things.
One of the top-selling items is the
clubhouse sandwich: “We probably sell 400 to 500 
a week,” Labossiere says.

Flames Central’s flexible approach means always
being attuned to what customers are looking for.
One major trend is that customers are often in a
hurry. In order to be more efficient, the menu has
been streamlined to decrease service times and meet
the needs of clients.

Labossiere—who recently took over the role of

Executive Chef for the entire Concord
Group—entered foodservice nine years
ago literally by accident. After being
injured on a manual labour job, he was
offered a dishwashing job at the
restaurant where his sister was working
as a chef. It wasn’t long before he
donned whites and started cooking,
and then began making a name for
himself in culinary competitions such
as the International Chef’s Challenge
in Prince Edward Island. Although he
was taught by classically trained French
chefs, Labossiere considers his style
contemporary Canadian.

Labossiere says it’s important to have
a strong relationship with suppliers that can adapt
quickly. That’s where SYSCO and SYSCO Brand
products come in.

“Without SYSCO Brand items, especially for the
lounge, the volume we put out at the prices we do
wouldn’t be possible,” Labossiere says. 

Flames Central continues to capture new opportu-
nities and offer new client experiences. Details are
still confidential, but look for exciting changes that
are on the way for the coming hockey season. 
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Executive Chef Justin Labossiere
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healthwise

By Patricia Nicholson

Canadians are more health-conscious
than ever before, and that trend is
reflected in dining habits. As a result,
some of the growing trends in
foodservice stem from customers’
desire to make healthier choices while
still enjoying flavourful foods.

Reducing Trans Fats
It’s not just about cutting back on 

fat; it’s about what kinds of fats we
consume. Trans fats are the arch villain
of the fat world: not only does eating
them raise blood levels of LDL, or
“bad,” cholesterol, but it also lowers
levels of HDL, or “good,” cholesterol. It
is a health issue that has received a lot
of media attention, and Canadians are
taking action. Health Canada reports
that Canadians have trimmed their
consumption of trans fats by 40% in
the past decade. 

Operators can incorporate this trend
into their menus with products such as
SYSCO Fry-On ZTF, a unique zero trans
fat oil. Let customers know that they’re
making a healthier choice by using a
menu symbol to indicate which menu
items have been prepared with zero
trans fats.

Organic
Organic foods, from fruit and grains

to meat and eggs, are becoming more
popular as well as more readily
available. Customers perceive added
value in organic products and demand
for these products is growing along
with consumer awareness of possible
health benefits associated with

Health
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risks of cardiovascular diseases, certain
types of cancer, arthritis and memory
loss. Some of these potential benefits
are particularly linked to green tea.
Agriculture and Agri-food Canada
credits perceived health benefits as a
motivating force behind the growth of
green tea sales, reporting that green tea
is currently enjoying the fastest sales
increases of any tea variety. However, it
also flags white tea as the next big retail
tea trend.

New varieties of iced and hot teas, as
well as premium and specialty product
lines that target young adults, make 
this an easy trend to incorporate into
menus.

Mediterranean
The Mediterranean diet is believed 

to lower risk of heart disease through
healthy eating. The benefits are based
on the traditional diet of Mediterranean
countries: plenty of fresh fruit and
vegetables, healthy fats (olive oil in
particular), nuts, whole grains, red 
wine in moderation, regular fish
consumption and very little red meat. 

This trend in healthy eating may be
partially responsible for the popularity
of some ethnic foods, particularly
Greek cuisines, according to Agriculture
and Agri-food Canada, which cites the
Mediterranean diet as a top 10
foodservice trend.

One of the simplest ways to
incorporate an aspect of the
Mediterranean diet into your menu 
is to serve bread with olive oil 
instead of butter. 

vitamins are sometimes called
“superfoods,” and are becoming
popular in beverages and recipes.
Superfoods include exotic newcomers
such as acai berry, pomegranate and
goji, as well as homegrown favourites
such as blueberries and cranberries. 

Tea
If you’re still plunking a bag of plain

orange pekoe into a cup of hot water
when a customer orders tea, it’s time to
rethink your beverage offerings. Tea—
both hot and iced—is enjoying a
renaissance, and shaking off its old-
fashioned image. Health concerns as
well as hip branding are raising interest
in different types of tea and making it
one of the top 10 foodservice trends,
according to Agriculture and Agri-food
Canada.

One of the drivers behind this trend
is the possible health benefits of
drinking tea, which contains high levels
of antioxidants. The Mayo Clinic
advises that although evidence is still
limited, studies have indicated that
drinking tea may be
linked to
reduced

organically grown foods. 

According to the Organic Agriculture
Centre of Canada, retail sales of organic
products topped $1 billion in 2006,
with at least $10 million of that coming
from foodservice. Sales are particularly
strong in British Columbia, which
accounts for more than one-quarter of
Canadian organic sales. The market
may benefit from national standards:
Agriculture and Agri-food Canada
predicts that the introduction of
mandatory regulations and certification
for Canadian organic products—
expected to be implemented later this
year—will boost this sector even
further.

Functional Foods
One of the key trends identified at

2007 trade shows by Agriculture and
Agri-food Canada is functional foods:
Canadians spend $2.7 billion per year
on these foods that offer health 
benefits through such “nutraceutical”
components as antioxidants, omega-3
fatty acids, probiotic and prebiotic
cultures, vitamins and herbal
ingredients.

Fruits and berries that are naturally
high in antioxidants or

Trends in Foodservice



manage gift card programs and other value-add
components.

But don’t get caught up in all the extras.  The last thing
you want is to ruin a customer’s experience with an
overly-complicated POS system. When choosing a system,
look for one that’s easy to use.  The food service industry
is hectic, especially during the tourist season. Your
employees are focused on entering orders and the least
number of key strokes needed to enter and process a
transaction, the faster and more error-free the service is
going to be.  

Utilizing Wireless and Cashless Systems
Restaurants need to be ready to accept payment in the

forms their customers expect. While credit cards, cash, and
debit cards are selections we are familiar with, many food
service venues are seeing the added advantages of incorpo-
rating wireless and PayPass payment options.  

One of the main advantages of wireless POS systems is
that your staff can go where your customers are.  Instead
of taking the order and going back to the main terminal,
your staff can simply enter it through the wireless device
while they are still with the customer.  This not only
reduces the line up at the terminal, but gets the order in
instantly.  

Wireless POS systems also make it easier for customers
to pay by debit and credit card as they can do so at the
table.  And because the wireless system is connected to
your main terminal, you still have all the record keeping
advantages of a traditional non-wireless system. 

PayPass is another fairly new addition to POS systems.
The option has been used for certain restaurants in the US
since 2004, but it wasn’t until 2007 that the technology
started to catch on in Canada. 

PayPass devices feature a computer chip and radio
frequency antennae embedded into a plastic card or key
fob. Transactions are completed by the customer waving
the PayPass card in front of the terminal. Account
information and payment details are then processed
through the network without the customer ever handing
over their credit card.

While this option is not for everyone, PayPass is ideal
for low-value purchases in high-traffic environments such
as cafeterias, coffee shops and fast-food venues.  While
customer loyalty plays a role in the program’s success, it’s
really speed and convenience that are driving the
popularity. Statistics show that on average, both debit and
credit card transactions take 15 to 20 seconds to complete,
while PayPass transactions generally take less than 10
seconds.

By Michelle Ponto

With the tourist season upon us, the efficiency of your
point-of-sale (POS) system is about to be challenged.
Customers not only want fast, error-free service, they also
trust that your system is secure and their credit information 
is safe.

Your POS system does more than simply calculate your
customer’s bill.  It enables your staff to input orders quickly,
reduces mistakes in the kitchen, and decreases the time it
takes for customers to receive their order.  In addition to
helping your staff become more efficient, the right POS
system can also help you run your food service establishment
more cost-effectively.  Many systems keep track of orders for
specific periods and can run reports showing which items on
your menu are the most popular, which are slow-movers, and
which ingredients you’ll need to order.  They can also
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Is your
POS System 

Tourist-Season
Ready?



10
1O Benefits 

of an Effective 
POS System 

1. Reduces order entering time 

2. Reduces payment processing
transactions 

3. Reduces mistakes in the kitchen

4. Enables customers to receive
orders quickly and accurately

5. Enables reservations, waiting
lists and guest paging

6. Manages gift card and frequent
diner programs

7. Provides statistics on popular
menu items

8. Enhances credit and identity
security for customers

9. Helps turn tables faster

10. Enables staff to serve more
tables simultaneously

Innovative Chip-Based Technology
A chip card is a debit or credit card that contains an

embedded computer chip. What makes them different from
magnetic strip cards is they securely store confidential
information, and instead of a signature, the customer enters
a PIN number. The most important benefit that chip cards
bring to the Canadian marketplace is added security as they
are difficult to copy and can help reduce fraud and
chargebacks.

While chip cards are still relatively new to Canada, over
the next five to seven years, they will gradually replace
current debit and credit cards across the country. The good
news is that operators won’t have to replace POS systems
immediately.  Canadian financial institutes say magnetic
strip technology will remain in use until 2010 (perhaps even
longer), so non-chip enabled terminals can continue to
meet the payment needs of their customers.

A Fraud-Free Tourist Season
As food operators, fraud is always a concern.  But

consumers are just as concerned as the last thing they want
is someone using their credit card without their permission.
Being able to utilize new POS technology, such as wireless
terminals and chip card security, provides a sense of comfort
for your customers as they never have to part with their card.  

Changing or updating a POS system can be an expensive
decision. However, most systems can be customized.  This
way all restaurants, regardless of size, can provide the level
of service needed to stay competitive this tourist season and
beyond.  
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We Turn the 
Spotlight on...

profile

Gene Podwinski 
Marketing Associate,

SYSCO Food Services of Kelowna

ST - What is your tenure with the Company?

I started with SYSCO Food Services of
Kelowna 17 years ago and have very much
enjoyed working here over the years.

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

I started working in the food service
industry washing dishes and worked my way
up to managing multiple restaurant locations
for 16 years. I then moved on to working for
Palm Dairies for 10 years in the service
industry before coming to SYSCO. These
previous jobs have helped me understand
what my customers needs are and to help
them succeed in growing their business.

ST - Describe the account composition of 
your territory?

My territory consists of a variety of
different accounts including Hotels, Health
Care, Golf Courses, Pubs, Catering, Camps
and Family Restaurants. I really enjoy the
variety of my accounts, the different person-
alities of each of the customers, and helping
with the different challenges that each
customer faces in running their business.
Each customer is unique and one of a kind.
Most of my accounts are in the greater
Kelowna area but I do travel to Winfield 
and Westbank to service a few accounts.

ST - What do you like best about SYSCO
Brand?

The best thing I like about SYSCO Brand is
the quality and consistency of our products
and the value it brings to the customer.
SYSCO Brand assures our customers that
they can be confident that the quality is
“number one”.

ST - Describe how you have helped customers
solve problems. 

With the fuel and food prices going up at
such a rapid pace, I try to keep them
informed on their menu prices being current
as well as new profitable items for specials,
and value added products to save on their
labour shortages. Business reviews are a must
to help our customers with their concerns
and challenges.

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

Having available all the tools to do my job
such as ongoing product training, supplier
support, business review team, and all the
help you get from each team member from
the President down.

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

The take-out portion of our industry is
rapidly growing with people stopping on the
way home to purchase ready to eat dinners
as a time saver. Customers need to focus
more in this area and capture a larger
portion of this market. Go Green containers
are also a big plus in the eyes of the
customers.

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

Having your staff well trained and
knowledgeable on the menu items is very
important. Offering your customers a great
dining experience from great service to great
food will ensure great success for the
operator. 

I really want to thank my customers for the
business they have given me over the years. I will
continue to strive to exceed their expectations and

continue to help them grow their business.
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PremiumChicken Products

SYSCO Product Pack
Code Description Size

0134171 Honey Garlic Wings 1 x 5kg

0134262 BBQ Wings 1 x 5kg

0134270 Buffalo Wings 1 x 5kg

8806184 Salt & Pepper Wings 1 x 5kg

6434955 Oven Roasted Breast Strips 1 x 5kg

0134437 Country Style Fillets 2 x 2kg

0134296 Southern Style Fillets 2 x 2kg

0134452 TLC Fillets 2 x 2kg

6434617 Crispy Style Fillets 2 x 2kg

6434039 Breaded Buffalo Bites 2 x 2kg

6436562 Breaded Breast  5 oz. 2 x 2kg

0134239 Breaded Breast  3.5 oz. 2 x 2kg

5829314 Fully Cooked Crispy 9 Cut Chicken 10kg 

5829439 Fully Cooked Buffalo Tender 4kg 

5829465 Fully Cooked Southern Style Tender 4kg 

5829660 Fully Cooked Chicken Bites 4kg 

6437305 Fully Cooked Oven Roasted Pizza Topping 4kg 

6437438 Fully Cooked 3oz Grillers 4kg 

6437487 Fully Cooked 3.75oz Grillers 4kg 

6437552 Fully Cooked 4.5oz Grillers 4kg

Exceptional quality, easy to prepare and visually appealing, SYSCO offers a wide variety
of tasty chicken products created specifically to meet today’s diverse menu needs!

From SYSCO Classic Fully Cooked Chicken Wings, Oven Roasted Breast Strips, Fillets,
Chicken Breasts & Buffalo Bites to SYSCO Reliance Crispy Breaded Formed Chicken

Nuggets, Strips & Burgers, SYSCO’s Poultry products are sure to please!

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

SYSCO Product Pack
Code Description Size

0134775 All White Crispy Nuggets 2 x 2kg

6437784 All White Burgers 1 x 3.6kg

6439038 All White Breast Strips 2 x 2kg

6439061 All White Dino Nuggets 2 x 2kg

6438220 Pub Style Fillets 2 x 2kg

SYSCO Product Pack
Code Description Size

7946460 Fully Cooked Southern Crispy Wing 5kg  

7895188 Fully Cooked Roasted Garlic Wing 5kg 



Wild Alaskan Nova  
Style Smoked Salmon

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

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

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


