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ST - What is your tenure with the Company?
I joined Sysco Regina 4.5 years ago as a Marketing

Associate.

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

I have worked in restaurants since I was 16 years old. My
experience has given me great knowledge of all aspects of
the industry.  Just prior to working at Sysco, I was the General
Manager at Boston Pizza.

ST - Describe the account composition of your
territory.

I live in and have a territory based out of Yorkton covering
the East Central portion of Saskatchewan. I travel a great deal,

some days up to 500 kilometres round trip visiting small rural
communities.  The largest urban centre in my territory is
Yorkton with a population of 20,000 people. My territory
consists of small town restaurants, hotels, coffee houses,
resorts & golf courses.

ST - What has operator response been to Sysco
Brand?

Operators who already use Sysco Branded items are usually
more open to try something new that carries the Sysco Brand
label.  Sysco Brand gives our customers added value and
quality assurance that the national brands may not meet.  My
customers’ purchases are 47% Sysco Brand products.

ST - Describe how you have helped customers 
solve problems.

I like to put myself in the customer’s shoes and look at

things from their end.  I can usually achieve this by working
with our customers, guiding them (rather than telling them).
I have created menus, set up inventory sheets and donned an
apron and helped with day-to-day operations.

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

I enjoy becoming a consultant or a partner with my
customers.  It’s a great feeling when they take your
suggestions or advice seriously.

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

The old adage that if you open it, customers will come.
Operators today need to get it right the first time as
competition is fierce.  Customers’ expectations are higher
than ever and not having consistency can be a killer.

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

Operators who look ahead and not behind are more
successful.  When they have the ability to take a risk and try
something new and not just follow what everyone else is
doing.  They are usually the ones around the longest.
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or with apple pie, I recommend a premium ice cream,” said
Phil Nayler, National Sales Manager of Country Smith Ice
Cream. “If they are using their ice cream for milkshakes,
banana splits or sundaes where they are adding more
ingredients, then I would recommend more of an 
economy brand.”

The Good Things Never Change
If ice cream is part of your dessert menu, then vanilla is an

essential flavour, followed by strawberry and chocolate.

“Regardless of how many flavours are on the menu, vanilla
is probably going to be 75 to 80 per cent of your orders,” 
said Nayler. “It’s the base of sundaes, milkshakes and for
apple pie a la mode.”

Nayler says over the years there have been advances in
the production of ice cream and the speed in which it has
been made, but in terms of the actual finished product, not
that much has changed.

“No matter how much things change, some things stay
the same,” said Nayler. “I know 15 or 20 years ago vanilla 
was the number one selling flavour. Today it is still the
number one selling flavour.”

The one thing that has changed is the number of choices
customers have.  Frozen yogurt has grown in popularity
over the last few years. Then there’s sorbet and sherbet. 

Sorbet is a frozen dessert made from fruit purée and can
include the flavourings of herbs and spices. It is then
whipped to lighten its texture and contains no milk. Sherbet
is similar. Like a sorbet, it is a fruit based product, but milk is
added for creaminess. 

No matter which frozen dessert you are selling, the secret
is all in the scoop. Nayler says food operators should not
scoop front to back. Instead, they should scoop in a circular
motion.

“That circular motion will prevent them from digging a
hole, and it will fill the scoop completely,” Nayler said. “If
different people are scooping with different methods, the
portions will not be equal and the yield from the tubs won’t
be the same.”

The right scoop can help control portions, maintain
product quality and make your ice cream or frozen yogurt
more attractive to customers.
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Tempting 
Frozen
Summertime

Treats
By Michelle Ponto

Nothing goes better on a hot summer day than a scoop
or two of ice cream.  Whether it’s a banana split, an ice cream
sundae or a root beer float, customers can’t get enough 
of the creamy treat. In fact, according to Agriculture and
Agri-Food Canada, Canadians eat on average 8.7 litres of 
ice cream a year per person.

There are three main types of ice cream. Premium ice
cream has between 11 and 15 per cent butterfat. Regular 
ice cream is somewhat less dense and contains 10 to 11 
per cent butterfat, and economy ice cream has 10 per cent
butterfat. Which type of ice cream a food service venue uses
will depend on how it’s served.

“If the restaurant is serving ice cream on its own in a bowl
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The Sweet Road to Gelato 
While ice cream is still the mainstay of Canadian frozen

dessert consumption, it isn’t the only treat Canadians will be
craving this season. Gelato is also growing in popularity.

“Gelato is an Italian word which literally means frozen,” 
said Hart Melvin, founder of Gelato Fresco. “It has come to
represent all frozen desserts in Italy including dairy, sorbet,
soya and any others.”

Traditional gelato is different from ice cream in that it’s
lower in butterfat and lower in overrun or air content.
In a gelato, only 20 per cent of air is whipped into
the product compared to the 60 per cent that
is whipped into traditional ice cream. This
means the flavour of gelato is more
concentrated and intense.

Melvin says in scoop shops, gelato is
the hottest concept in North America, but
he warns food operators from going
overboard when it comes to flavours.

“Keep it simple. Too much choice is only
a logistics problem. As with ice cream,
chocolate and vanilla are tops and
then some variety is good,” said Melvin.
“In fact, my teacher in Milano only served
eight flavours.”

Both gelato and ice cream should be stored at -23˚C 
in your freezer, but there is a trick to keep it looking and
tasting fresh.

“The greatest trick is to cover it with waxed paper between scoops,” said
Melvin. “When storing overnight, press the paper onto the ice cream to
prevent oxidation, drying and discolouring.”

Sweet Frozen Temptations
Tempt your customers by featuring your frozen desserts on table cards

and in photographs in the menu. 

Decadent ice cream sundaes covered with hot fudge sauce are 
perfect desserts for sharing, and traditional banana splits never wane in

popularity. But not all your customers will be looking for the
big treat. For these customers, consider offering smaller
treats such as ice cream filled cream puffs, frozen yogurt and
berry parfaits, and simple, yet elegant scoops such as

Espresso Affogato, which is a shot of espresso on top of 
a small scoop of vanilla ice cream.
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www.bonduelle.ca

Another recommendation is Gelato Mista. This simple
frozen treat features three or four small scoops that could be
served in a martini glass for extra flare. While this dessert is
usually associated with gelato, it could also work with ice
cream or sorbets.

Also, rather than serving a scoop of vanilla ice cream in a
bowl, consider placing it in a chocolate mold and drizzling
raspberry sauce across the top. The decadent presentation
won’t cost much, but it will allow you to charge more for the
dessert.

This summer present frozen desserts that tempt your
customers and keep them coming back for more.
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By Kelly Putter

The origins of the word barbecue are difficult to trace and
the stories so exotic, mysterious and captivating they just
may well be true.

Some believe the word was introduced into English via
the Spanish word barbacoa, which derives from a West
Indian phrase meaning sacred fire pit.

Another common idea is that the barbecue derives from
the French phrase ‘barbe a queue’, which loosely translated
means from beard to tail, a reference to the practice of
roasting whole animals over fire.

“Barbecue started the day fire was invented,” offers Ted
Reader, a barbecue aficionado and chef who has authored
cookbooks, developed a line of barbecue products and 
is a well-known culinary personality in Canada and the 
U.S. “I believe barbecue started when there was fire and
people were cooking outdoors.”

Whichever story you prefer, know that barbecued food is
a hot trend that continues to expand with barbecue
restaurants opening in Oakville and Burlington as well as
other major urban centres across Canada.

Canadians seem to confuse their definitions when it
comes to barbecue, says Reader. The gas barbecue on your

patio is a grill, not a barbecue. The type of cooking you do
with it is called grilling, not barbecuing.

“Barbecue is all about low and slow,” says Reader. “It’s
cooking food with smoke, lower temperatures, brining meat
and creating a seasoning that you rub on the outside. It’s all
about patience and trying to create the ultimate balance
between smoke, tenderness, moisture and having the 
food just melt in your mouth. That’s the goal of anyone 
who lives and breathes barbecue every day.”

Reader’s not kidding about smoke and fire and his
Etobicoke backyard is proof. It’s home
to over one hundred different
barbecues, grills and smokers, including
a Brazilian fire pit, a Tandoori oven and
an open hearth Italian fire place.

Check out his website at
www.tedreader.com to see a photo 
of his 3500-pound traveling barbecue
phenomenon, a trailer with a 10-foot 
Texas barrel smoker and three-
gas/charcoal grills that can cook 300
pounds of meat  at one time.

“It’s three degrees warmer in Etobicoke
compared to Toronto because of all the
grilling and smoking I do,” jokes Reader.

ONE STOP SHOP FOR DELI MEATS

Order Code Product Description Pack Size
8313282 NEW Slow Cooked Angus Roast Beef 6 x 500g

(medium, whole muscle)
8313031 NEW Smoked Pastrami 6 x 500g

(whole muscle)
8313228 NEW Bologna 6 x 500g
8199325 Extra Lean Cooked Chicken Breast 6 x 500g
8199176 Extra Lean Smoked Turkey Breast 6 x 500g
8198954 Smoked Black Forest Ham 6 x 500g
4762348 Roast Beef Whole Muscle 6 x 500g

Fire up the Barbecue 
to Please Patrons t

Foodservice Towels
Sanitation, Safety & Savings
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this Summer
The challenge with authentic barbecue, he says, is that it’s time consuming. But that

doesn’t mean chefs and foodservice operators need to eliminate summer’s favourite fare.
Reader recommends purchasing fully cooked ribs, pulled pork or smoked brisket from your
food supplier to save time. Make it your own by adding your own barbecue sauce or rub.
Bigger-budget restaurants might want to consider putting in a smoker.

Some meats need to be brined before they’re barbecued, some don’t. Brine essentially
enhances the moisture of meat. Reader uses one litre of water to one-quarter cup of kosher
salt as a recipe for basic brine. You can enhance the brine with flavours by adding honey,
herbs and spices and other liquids such as juice.

Reader recommends chefs skip the notion of boiling or braising ribs before
they’re grilled or barbecued because all the flavour ends up in the water. Instead,
peel the membrane off the back of the ribs and rub with a spice blend before
putting in the smoker for anywhere between three to five hours.

Try Reader’s Bone Dust BBQ seasoning, a 13-ingredient spice blend that can
be used all summer long, (see recipe).

This barbecue guru also likes to use a variety of different smokes made from
traditional hardwoods. For pork, he prefers a blend of hickory, maple and
apple, whereas with beef, it’s maple and cherry.

Burgers are one of Reader’s all-time grill
favourites. In fact, his cookbook Napoleon’s
Everyday Gourmet Burgers has 110 different
recipes from the more traditional beef, pork and
chicken to less traditional such as turkey, duck,
fish and seafood. Vegetarians and dessert lovers
can also find recipes that they’ll enjoy. Some of
his interpretations on this classic include chilled
lobster and avocado burgers, mushroom risotto
burgers, lamb roti burgers and ostrich burgers.

“There are no rules when it comes to burgers.
And that’s great for chefs because they can get
creative,” says Reader.

According to the Canadian Restaurant and
Foodservices Association, barbecue is the most
common flavour note for specialty burgers followed

by jalapeno and chipotle, which indicates consumers’ love of heat and their leaning toward
a bolder burger.

Ethnic flavours are also hot with mole sauce, pineapple, Cajun, pico de gallo and teriyaki 
as popular burger toppings inspired by international cuisines.

Whether you’re flipping beef patties on a gas grill or barbecuing ribs low and slow 
this summer, know that your customers appreciate food that’s carefully cooked with 
smoke and fire.

TED READER’S BONE DUST BBQ SEASONING 

By Ted Reader

Bone Dust BBQ Seasoning is used in many of the recipes in my book.               Makes about 2 1/4 cups

Paprika 1⁄2 cup

Chili powder 1⁄4 cup

Kosher salt 3 Tbsp

Ground coriander 2 Tbsp

Garlic powder 2 Tbsp

Granulated sugar 2 Tbsp

Mild Indian curry powder 2 Tbsp

In a large bowl, whisk together all the ingredients. Transfer the seasoning mixture to a container, seal

tightly, and store in a cool, dry place for up to 6 months.

Ted Reader’s recipes come from Napoleon’s Everyday Gourmet Plank Grilling (Key Porter Books Limited,

Toronto, Ontario, 2009). Reprinted with the permission of the author.

Dry hot mustard powder 2 Tbsp

Freshly ground black pepper 1 Tbsp

Dried basil 1 Tbsp

Dried thyme 1 Tbsp

Ground cumin 1 Tbsp

Ground cayenne pepper 1 Tbsp

EASY AS PIE........
JUST GOT EASIER

New pre-sliced pies deliver consistently 
uniform slices while eliminating unusable pieces

and broken crusts. The innovative parchment
dividers let you thaw and serve the slices you 

need in half the time...guaranteed.

NOW AVAILABLE:
APPLE • DUTCH APPLE • CHERRY •

BLUEBERRY • PUMPKIN • PECAN



Lou Biffis, Owner
Nottawasaga Inn Resort  

Alliston, ON

“Overall, we are proud to 
offer premium foodservice,
catering to upscale or more
casual dining in a relaxing

country setting.”

Paul Dills, 
Executive Chef 

Nottawasaga Inn Resort 
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When he opened the 40-room Nottawasaga Inn Resort
in 1968, owner Lou Biffis dreamed of building a resort that
would make full use of its remarkable location: on the banks
of a river, amid the beautiful rolling hills of Ontario’s
Nottawasaga Valley, but still only 45 minutes north of
Toronto.

Numerous expansions, renovations and innovations 
over the past 42 years have created the Nottawasaga Inn
Resort & Convention Centre, with 269 guestrooms,
including 34 deluxe suites with jacuzzi and fireplace; 36
meeting rooms; the Sports and Leisure Dome recreation
complex; a 45-hole golf course; the Centre Ice Hockey
Arena; and three restaurants.

Throughout all of these changes and additions, the resort
has remained family owned and operated, combining
family tradition with great hospitality and service. Although
Lou Biffis is still an active owner, his sons, daughter and
nephew are taking an active role in running the resort.

Two full-service kitchens serve the resort’s three
restaurants, which range from casual to fine dining and 
seat a combined total of 350 guests. Menu highlights
include Pan Seared Halibut with Sweet Leeks and Grapefruit
Marmalade (see recipe).

The casual Inn Café is open for breakfast, lunch and
dinner, specializing in light dining in a relaxed setting.  

The Riverview Dining Room is the resort’s largest public
dining room. It is open daily for buffet breakfasts and
lunches, and offers full service at dinner. The room features a
high wood-beam ceiling, large stone fireplace and
spectacular view of the golf courses, Nottawasaga Valley
and the Nottawasaga River winding through the property.  

The Mahogany Room offers fine dining with an elegant
and intimate décor, including an exquisite private dining
room for up to 18 guests.   

Private banquet rooms are all uniquely appointed, from
elegant ballrooms seating up to 300 guests to smaller
banquet rooms with individual décor. 

“Overall, we are proud to offer premium foodservice,
catering to upscale or more casual dining in a relaxing
country setting,” says Executive Chef Paul Dills, who has 
been with the resort for over 10 years. 

The resort operates year-round, serving a broad clientele
that includes corporate functions, golf tournaments,
weddings, trade shows, hockey tournaments, couples
retreats and family reunions and getaways. 

“With several foodservice outlets, the possibilities are
endless,” Dills says. “I am constantly challenging myself to
keep things fresh and exciting through the many culinary
styles we offer.” 

Dills focuses on seasonal menu changes, reflecting the
time of year as well as special occasions. In summer and fall,
that means highlighting locally grown produce with
seasonal soups, entrées, vegetables, salads and dessert
options. 

“I am fortunate to be able to use some fresh herbs and
vegetables grown in our own garden on site when
preparing meals,” he says.

For things he can’t grow himself, Dills uses Sysco as his
main supplier. 

“Sysco offers a wide range of products and offers endless
possibilities when changing menus or sourcing new
products,” he says. “I always call when I am looking for
products or have questions.”

One of the resort’s biggest events is its Annual

Nottawasaga Foundation golf fundraiser, which includes a
barbecue lunch for up to 400 golfers and buffet dinner for
over 800 guests.  To date, the foundation has raised close to
$2.9 million dollars, with $294,000 raised in last year’s
tournament alone. The funds are used to support many vital
community programs and charities. 

The resort is also implementing an ambitious environ-
mental program. It currently has several green initiatives in
place, including waste reduction policies, recycling
programs, water-saving plumbing fixtures and energy
efficient bulbs, in addition to regular waste audits. 

The environmental program is only the latest in a long
series of continuous improvements that the Nottawasaga
Inn has implemented since 1968. In its restaurants and
banquet facilities, it is dedicated to offering guests the 
best value, quality and presentation of food products
available, while meeting ever-changing dietary needs 
and food trends. 
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Pan Seared Halibut 
with Sweet Leeks and
Grapefruit Marmalade

Serves 4
INGREDIENTS METRIC IMPERIAL
Red grapefruits 2 2
Sweet leeks (whites only) 3 3
Grapefruit juice 125 mL 1/2 cup
White wine 125 mL 1/2 cup
White balsamic vinegar 50 mL 1/4 cup
Brown sugar 50 mL 1/4 cup
Salt and pepper, to taste
Halibut steaks 4 – 175 g portions 4 – 7oz portions

Sweet Leeks and Grapefruit Marmalade
Peel the grapefruits and remove all the pith, then
julienne the skin of the grapefruits.
Place the grapefruit skin, half of the wine, half of 
the vinegar, all of the juice and all of the sugar into 
a large sauce pot and bring to a simmer.
Reduce the mixture until all the liquid has been
reduced. Remove from the heat and reserve.
Sauté the leeks in a large frying pan until they
become soft. Add the remaining wine and vinegar 
and reduce by half and reserve.
Add the grapefruit mixture to the leeks and combine.
Season with salt and pepper. 

Halibut Steaks
Season the halibut steaks with salt and pepper.
Place into preheated pan and sear until golden 
brown on each side; 3 to 4 minutes per side to cook
the halibut.
Warm the marmalade in a small frying pan and place
over low heat until hot.
Spoon the marmalade over top of the halibut, pour
any remaining juice from the pan around the edge 
of the plate and serve.
Serve with mashed potatoes, risotto or rice and
garden fresh vegetables.
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“We believe 
we are unique 

in the amount of 
true ‘homemade’ 

products we offer.”

Bruce McLaren, 
President

Home Restaurants Ltd.
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This B.C. chain is committed to home cooking as well 

as to raising funds for autism.

If Home Restaurant’s menu and approach to food seem

to come from another era, that’s because the original Home

Restaurant opened in Hope, B.C. in 1953. When Bruce

McLaren, Beverly Scott and Greg McConnell took over the

operation in 1993, they continued the restaurant’s long

tradition of home-style comfort food. 

Home now operates in five B.C. locations: Hope, Merritt,

Sorrento, Maple Ridge (also the head office location) and
Salmon Arm. While each has a different ownership group,
they are all controlled by one of the three partners who took
the helm in 1993, with many family and friends taking on
key roles in the organization. 

All of the restaurants focus on the Home specialty: family-
oriented comfort food in a casual environment. The
operation’s mission statement sums up its approach: Our
team is dedicated to providing quality comfort food, relaxed
friendly service and a real “Home” experience.

Location plays a major role in Home’s business. All 
five restaurants are situated either on a highway or very
close to one, and a large portion of the restaurants’ business
comes from travelers – both tourists and business people 
on the road. 

“We believe we are unique in the amount of true
‘homemade’ products we offer,” McLaren says. “We still cook
our turkeys on site and make our own gravy from the
drippings. We make our own meatloaf, salisbury steaks,
mac’n’cheese, soups and sauces. We still chip our own
french fries fresh in each restaurant! In an industry serving so
much pre-made and processed food, I think this makes us
unique, and living up to our name: Home Restaurants!”

In keeping with the home-style theme, the Home
Restaurants keep the decor comfortable and casual. All of
the locations are open daily for breakfast, lunch and dinner,
and all three day-parts are equally important to the business.

At Home, the menu focuses on comfort food, including
bacon and eggs, meatloaf, clubhouse sandwiches,
schnitzels and amazing burgers served with real fresh french
fries. And the pies are a perennial bestseller.

“If you are hungry and want a unique experience, try our
Mountain of Mushroom Burger or our Mountain Man
Breakfast,” McLaren suggests. The burger buried under a
cascade of mushrooms that definitely require a knife and
fork. The Mountain Man includes three eggs, bacon, ham
and sausage, and is served all day.

Home is a business that has been built by valuing honest
cooking, comfortable surroundings, friendly service, and the
value of family and friends. Like any true home, Home
Restaurants are where the heart is: the whole chain gets
behind efforts to support Autism Speaks Canada, Home’s
charity of choice. In 2009, Home Restaurants raised over
$22,000 for this most worthy cause. Autism Speaks Canada’s
mission is to support research, family services and advocacy

for people affected by autism spectrum disorders, and to
raise awareness about autism and its impact. 

Last year, all five Home locations participated in a
campaign to raise funds and awareness for Autism Speaks
Canada. All of the restaurants installed donation boxes, and
throughout the month of September, they also donated $1
for every hamburger or chicken burger sold. Home also put
together Team Carter – named for co-owner Bruce
McLaren’s grandson, who has autism – to participate in the
B.C. Walk Now for Autism Speaks event. 

The sense of community among the owners, staff and
customers has inspired many employees and guests to
support Home Restaurants’ commitment to Autism Speaks
Canada. Together, they hope to raise even more funds in
2010.

Home’s philosophy about comfort food is echoed in its
charity work: the best results come from a hands-on
approach. 

7

Photo left to right: Bruce McLaren, President; 
Garry Steel, Director of Operation; 

Bob Coulter, Sysco Marketing Associate

Peppered Bacon 
Chicken Burger

Serves 4

INGREDIENTS METRIC IMPERIAL

Chicken breast 4 4

Bacon slices 8 8

Black pepper 15 mL 1 Tbsp

White onions, sliced 100 g 4 oz

Barbecue sauce 100 mL 4 oz

Burger buns       4 4                      

Mayonnaise                      100 mL 4 oz

Lettuce leafs 4 4                 

Tomato slices 8 8                        

On a flat plate sprinkle pepper over bacon, cover, 
and allow to marinate for 4 hours or overnight in 
a fridge.

Place chicken breast on a medium high heat grill 
and cook through, approximately 7 minutes.

Place bun onto grill and toast. 

Place bacon on the grill and cook to a crispy texture. 

Place onions into a skillet and grill. 

Remove cooked bacon and reserve.

Once the onions are tender, mix well with the
barbecue sauce.

Place mayonnaise on the base of the bun and top
with tomato and lettuce.

Add cooked chicken breast and top with bacon, 
onion and bun top.
Accompany with a light mixed green salad.

Bruce McLaren, Beverly Scott 
and Greg McConnell , Owners

Home Restaurants Ltd. 
Hope, Merritt, Sorrento, 

Maple Ridge and Salmon Arm, BC
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By Patricia Nicholson

When David Craig was running a catering business, he built two small mobile kitchen
units to use on location jobs and film shoots. When he started getting requests from larger
organizations needing mobile kitchen facilities to use while their own kitchens were
under renovation, Craig began to see the true potential for mobile units.

Craig launched Mobile Kitchens Canada Inc. in Ontario in 2003, and expanded with
American Mobile Kitchens LLC in Michigan in 2006. Mobile Kitchens Canada now includes
32 rental units, and the company has access to another 150 units.

“The core usage is renovation and remodeling,” Craig says. “In a nursing home, for
instance, if they’re going to remodel their kitchen, they’ll rent these kitchens to mirror their
existing facility while it’s under renovation. They use their own staff and are still able to
produce the food and maintain the operation and its facilities.”

Renting a mobile facility to continue operating during a renovation is more cost-
effective than closing, and more convenient than using outside catering, he explains.

“For operations like hospitals and nursing homes, using outside catering has its own
challenges, such as health rules concerning transporting of food. It’s better to cook on site
in a mobile kitchen.”

Due to the fact that the units may be used in various locations in both Canada and the
U.S., they must meet the standards of many jurisdictions.

“Because we use them on both sides of the border, we pick the most stringent certifi-
cations,” Craig says. “They’re built in Ontario, but we actually build them to California health
code standards because those are the most stringent in North America.”

Before they leave the factory, they are certified by the Electrical Safety Authority, the
National Fire Protection Association, Canadian Standards Association, Underwriters
Laboratories and National Sanitation Foundation.

Most foodservice personnel feel right at home in a mobile kitchen almost immediately.

“If they’re familiar with a commercial kitchen, the equipment is exactly the same. When
we do a set-up we generally do an orientation to get people comfortable with it first,”
Craig says. Orientation usually only takes a couple of hours.

“The equipment is pretty much identical to what you would find in a high-end
restaurant or a high-end commercial kitchen.”

That means that not only are staff members comfortable with the set-up, but also that
they can produce the same high quality meals as they can in a permanent kitchen.

Mobile Kitchens Canada’s standard 44-foot unit is equipped with a 7 x 10-foot walk-in
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cooler, double stacked full-size convection ovens, a six-burner range
with 36-inch griddle and two under ovens, a 24-inch char-broiler,
deep fryers, work tables, sinks and hot water tanks, among other
amenities. Power, propane and water are provided by the host
facility, and Mobile Kitchens Canada provides certified personnel for
installations and maintenance.

Other units are totally self-contained, with on-board electric
generators, water tanks and gray water storage. These are designed
for catering special events, off-site use and mobile use.

Mobile Kitchens Canada Inc. supplies a wide variety of special
events and sports tournaments, including LPGA Canada, the
Canadian Open and it also supplied the Vancouver Olympic Games.

The company is also active in
emergency response and relief
operations.

“We’re very involved in a lot of the risk
management and readiness and
preparedness throughout North
America, so if there’s a natural disaster
we’re on the list,” Craig says. Mobile
Kitchens provided facilities for FEMA in
New Orleans following Hurricane
Katrina.

Mobile Kitchens Canada Inc. is also a
Sysco iCare national partner, providing
foodservice operators with solutions

from coast to coast. After supplying some of the biggest events and worst disasters in North
America, Craig’s team is able to address almost any kitchen situation.

For more information on Mobile Kitchens visit www.mobilekitchenscanada.com

Mobile Kitchens 
for Renovations 
and Events 
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A Superfood for 
Summertime Menus

By Michelle Ponto

Start this summer right by adding one of nature’s superfoods to your menu.  Low in
calories, great tasting and good for you, eggs are an economical protein alternative for
breakfast, lunch and dinner menus.  Eggs are also growing in popularity among casual dining
and quick service restaurants.

“Egg white consumption is definitely up,” says Karen Maguire, Account & Marketing
Manager for Burnbrae Farms. “You see egg whites featured on menus in hotels as ‘lighter fare’
and paired with green salads and fruit salads. Egg whites are also used in power drinks and
smoothies. They can be prepared in so many ways.”

Creating Egg-citing Menus
According to the Egg Farmer’s of Canada, the average Canadian consumes 15.6 dozen
eggs a year. Not only are they a natural source of many essential vitamins and minerals,

they also contain all nine essential amino acids and are a great addition to 
foodservice menus.

There is no limit to the number of recipes you can create with eggs.
They can be fried, poached and boiled. Eggs can be used to top a

spinach salad, added raw to Asian and Japanese hot pots and soups
or whipped into a meringue for desserts. 

Eggs are an inexpensive form of protein allowing you to cut costs
without cutting back on taste. Whether you are cracking shell eggs
or using liquid whole egg to save on labour, your cost per protein
serving is significantly lower when compared to using beef, pork or

seafood.

The secret is thinking of eggs beyond the breakfast menu. Some
creative ideas include white soufflé omelets, salmon broccoli quiches

with a rice crust, hot and sour soups, egg and turkey tortillas and soufflé
topped salmon bakes. They can also be used in rollups and wraps.

Eggs and Wine? Why Not!
Some people question whether wine goes with eggs, but wine experts say why not?  Eggs

go beautifully with champagne, which makes them a must-have with mimosas in the
morning. Another decadent delight are tiny meringues drizzled with dark chocolate served
with a chilled rose or Kir Royale (crème de cassis and champagne).  

But don’t stop there. A good Beaujolas goes well with hearty wild mushroom omelets, ham
frittatas and Spanish inspired egg dishes. You can also try a Muscadet. This pairs well with
eggs combined with ham and onions and so does a Barbera. 

Consider pairing a pinot noir with a poached egg, cheese and ham sandwich made with
thick artisan bread or try a crisp Riesling with an egg and salmon (or lobster) torte. 

When it comes to wine and eggs, a little experimenting goes a long way.

The ‘Super’ Qualities of Eggs
Eggs are full of high-quality, easily digested protein and are the standard against which

other proteins are rated. To get the same amount of protein found in two large eggs, you
would have to eat four cups of Honey Nut Cheerios.  But the protein levels found in eggs are
just one of the reasons they may be one of nature’s superfoods.

A new 2010 study reveals eggs have the ability to boost health and help tackle obesity. The
results of the study suggest that eating two scrambled eggs for breakfast can contribute to
greater satiety.  Researchers also found eggs and the antioxidants inside them could help
prevent age-related macular degeneration, which is an eye condition that could lead to
blindness. 

“The health benefits of eggs appear to be so great that it’s perhaps no exaggeration to call

them a superfood,” says Dr. Carrie Ruxton, lead author of the report and dietitian and
registered public health nutritionist.

Eggs are low in calories, but high in protein and nutrients such as vitamin D, vitamin B12,
selenium and choline.

Surprisingly, the study also showed that people who ate eggs had lower cholesterol levels
than non-egg eaters. In fact, the study dispelled myths from when researchers wrongly
believed the cholesterol in eggs could increase coronary heart disease. Instead, the
researchers recommend one or two eggs daily.

According to Ruxton, new evidence now suggests that, although eggs provide dietary
cholesterol, other lifestyle factors such as smoking, exercise levels, obesity and the amount
of saturated fat in the diet, are far stronger risk factors for heart disease.

Inexpensive and Low in Labour
Eggs are an inexpensive, low labour food that can help create variety on your menu while

helping you save money.

To help reduce waste and keep your eggs fresh, keep them refrigerated.  Shell eggs 
come in trays that can be easily stored, but there are also a number of other egg products
on the market to help you save on labour. These include: liquid egg products, scrambled
blended products, hard boiled eggs and pickled eggs. Liquid eggs also reduce waste as
there is no chance of cracked shells.This summer, spruce up your menu with some sunny-
side up ideas. Eggs are a low cost protein that will make both your customers and your
bottom line happy.
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By Kelly Putter

One of the nation’s rising food trends points to proof that good things come in small
packages.

Of course, we’re talking about the move toward the miniature in everything from
sandwiches and desserts to a host of other traditional and not-so-traditional dishes.

“I think it’s a trend that’s here to stay,” says Garth Whyte, President and CEO of the Canadian
Restaurant and Foodservice Association (CRFA). “It reflects what consumers want.”

Chefs across Canada identified mini food as a new and emerging menu trend in a 2010
survey conducted by the CRFA. Chefs, in fact, pointed to mini food in two out of 10
categories as their top picks. The two categories were small plates/tapas/mezze/dim sum
and the other was identified as bite size and mini desserts.

“Restaurant chefs are not only listening to their customers,” says Whyte of the survey that
polled nearly 400 chefs, “they are helping to drive the trend toward health, nutrition and
sustainability through innovative menu offerings.”

Traffic hikes experienced by foodservice during 2009 occurred only in the snacking 
day-parts, while breakfast, lunch and dinner all saw declines in traffic. Traffic was up 4.9 
per cent for the morning snack, 3.4 per cent for the afternoon snack and 2.7 per cent for 
the evening snack, according to figures from the NPD Group Inc., a leading market 
research company.

The trend keeps in line with Canadian consumers’ desire to eat more healthfully. These
mini-meals provide the perfect replacements especially for time-strapped Canadians with
hectic lifestyles. Sliders (mini burgers), for example, have been a popular menu item for
some time. So rather than meal portions that would satisfy a Sumo wrestler, restaurants are
saying less may be more. 

Edmonton chef and food maven Gail Hall loves dining small because it presents the best
opportunity for sharing food and trying a number of different menu items. She predicts
smaller foods will be on menus for some time and that the mini-food movement will be
especially popular among women, who tend to prefer smaller portions because they tend
to be more health conscious. 

Hall enjoys noshing on stuffed mushroom
caps, little salads and mini trios that
combine three food groups such as an
Asian-inspired dish that might
include, for instance, marinated
shrimp, coleslaw and a dumpling
or two. 

The mini-meal movement is
perhaps nowhere more
apparent than in the current
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mini-dessert craze, which lets diners indulge in a few bites of
their favourite sweet treat.  Miniature-sized cupcakes,
tiramisu, apple crisp, the possibilities are virtually limitless. 

The small food movement has resonated so well with
customers that it is even infiltrating the menus of popular
fast-food chains.  For example, Dairy Queen is introducing a
Mini Blizzard to mark the 25th anniversary of the frozen dairy
treat.

Toronto food trends expert Dana McCauley calls the
miniaturization of food the have-your-cake-and-eat-it-too
trend because it allows patrons to have a little taste of the
foods they love without being tempted to over-indulge.
Like many food trends, it reared its head in the retail sector
first with such items as two-bite brownies before extending
its reach into the foodservice industry.

McCauley, who also operated a foodservice consulting
firm, developed an all-miniature menu in 2007 for a
prominent client at a very high-traffic spot in Toronto. The

menu, though, fared poorly. She puts that experience down
to introducing mini food before the public was ready to
accept it. “It’s obviously reaching that critical mass and
tipping point now,” she says.

The mini food trend speaks to consumers’ desire to move
away from the three-square-meal tradition to a type of
grazing, McCauley says. In addition, miniature food is a great
way to introduce new menu concepts to customers.

CRFA’s Whyte agrees with McCauley. He believes that the
new trend will be a boon for foodservice as it increases the
size of the market, rather than dividing the existing market
into smaller segments.

“This opens the market more,” says Whyte. “It’s a way of
making food fun and different. It’s not all about price point
and portion size – it’s a fun industry. People want to try
different things and what better way than with a small taste.”

As McCauley points out, though, it takes as much labour

to make a regular-size
meal as it does a mini-
size one so restaurants
embracing the trend in
miniature food should
be mindful of that. Still,
she sees mini-food as a
draw that will attract
customers for a
multitude of reasons,
prompting them to 
buy other products 
to accompany their
smaller food portions.

Sounds like mini is emerging with some might. After all,
what’s not to like about offering customers menu choices
that encourage health, value and the sociable art of
breaking bread with fellow diners?
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By Patricia Nicholson

Trends behind the bar include 
classics and culinary creativity.

With summer on the horizon, it’s time to put together a
drinks menu that will satisfy not only your customers’ thirst,
but also your own bottom line. Current cocktail trends
favour both the epicurean and the retro-chic.

Going Retro
A growing popularity for all things retro has helped fuel a

renaissance for old-school drinks. Old favourites to highlight
on your classic cocktails list include martinis (the purist
version, made with gin or vodka and dry vermouth), the
Manhattan, Rob Roy, whiskey sour, sazerac, old-fashioned,
Tom Collins and gimlet. 

Tiki-themed rum drinks such as mai tais, planter’s punch
and daiquiris have great patio allure for summer, as well as

retro appeal. Stacee Roth, LCBO Category Manager for white
spirits, says flavoured and spiced rum was the spirit category
with the biggest sales jump last year, with growth of 19 per
cent. However, versatile vodka continues to lead spirit sales,
driven by premium and deluxe brands.

Culinary Cocktails
Bringing gourmet influence from the kitchen to behind

the bar is one of the most talked-about beverage trends.
Armed with ingredients such as heirloom tomato juice, fresh
fruit purées, rosewater, fresh herbs, house-made syrups and
specialty bitters, mixologists are becoming known as “bar
chefs” and raising the standard for signature cocktails.

While there are cocktails around that call for beeswax or
foie gras, or involve melting, carmelizing or infusing, the key
to making this trend work may be simplicity. Mixologist
Shawn Soole of Clive’s Classic Lounge in Victoria, B.C.
cautions against taking culinary cocktails a bit too far.

At Clive’s, juices are squeezed fresh, by hand, at the time
the customer orders the cocktail. The syrups are all house-
made and can include specialty items like Guinness syrup.
And the bar itself is well-stocked and includes hard-to-find
items such as Zirbenz stone pine liqueur.

“People could probably call us culinary, but really at the
end of the day the cocktails are pretty simple but just use
interesting ingredients,” Soole says. “I think that’s where
culinary cocktails need to focus before they go nuts with the
cooking style.”

Spirit Trends
Flavoured vodkas continue to evolve. Fruit and berry-

infused vodkas remain popular, but savoury and complex

flavours are also coming into vogue, as well as fun products
such as bubble gum vodka and root beer vodka. At the
Ultimate Spirit Challenge held in New York in March,
flavoured entries made up a sizable portion of the vodka
category. The list suggests that vegetables are now
following fruit into flavoured spirits, such as tomato vodka
and cucumber vodka. Entries included vodkas flavoured
with herbs ranging from bison grass or mint tea to ginger or
spicy peppers. Caramel, coconut, coffee and vanilla vodkas
also made the list.

Grape Expectations
When composing your cocktail list, don’t overlook 

wine-based drinks and cocktails. Refreshing choices such 
as sangria and spritzers are great summer coolers, but other
traditional options include agua de Valencia and the classic

champagne cocktail (a
dollop of brandy is poured
over a bitters-soaked sugar
cube in the bottom of a
champagne glass, which is
then filled with sparkling
wine). Use up-to-the-
minute flavours to bring a
modern twist to familiar
favourites, such as replacing

the cassis in kir royale with pomegranate liqueur. Sherry and
other fortified wines, such as vermouth and port, are also
making a comeback behind the bar as bases for cocktails.

Current cocktail trends leave plenty of room for
imagination behind the bar. By taking cues from some of
these hot concepts, operators can mix up the freshest
signature cocktails for summer.
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Buffalo
Hamburger

Recipe courtesy of French’s® Foodservice
Serves 16

INGREDIENTS METRIC IMPERIAL

Frank’s® RedHot® Buffalo Wing Sauce 500 mL 2 cups

Onions, sliced 4 4

Fire River Farms™ beef burger , 6.2 oz 16 16

Kaiser or hamburger rolls 16 each 16 each

Lettuce and tomatos, sliced 16 each 16 each

Blue cheese or mozzarella cheese 454 g 1 lb

Condiments as needed

METHOD 
• Sauté onions in 1 cup of Frank’s® RedHot® Buffalo Wing Sauce

for about 5 minutes and then remove from heat.

• Prepare 16 burgers to desired doneness and then brush
remaining Frank’s® RedHot® Buffalo Wing Sauce on cooked
burgers.

• To assemble one burger, place lettuce and tomato on bottom
of roll and top burger with 1 ounce of sautéed onions and 
1 ounce of cheese. Cover with top of roll and serve with
desired condiments.

Chicken Alfredo
Prima Vera

Recipe courtesy of Aliments ED Foods
Serves 20

INGREDIENTS METRIC IMPERIAL
Sysco Classic alfredo sauce 900 mL 30 oz
Olive oil 150 mL 5 oz
Chicken breasts, boneless,

cut into 3/4” cubes 1 kg 2 lbs
Red bell peppers or 1 of each

colour (red, yellow, green) 3 3
Zucchini, diced 1/2" 400 g 16 oz
Broccoli, cut into small pieces, blanched 500 g 20 oz
Sysco Classic aromatic seasoning mix 50 g 2 oz
Green onions, finely chopped 150 mL 5 oz
Cooking cream, 15% 200 mL 8 oz
Fettucini noodles, cooked and drained 1.3 kg 3 lbs
Parmesan cheese 125 mL 4.5 oz

METHOD 
• Prepare the Sysco Classic alfredo sauce according to package

directions and keep warm.

• In a large sauté pan, heat the olive oil on high until almost
smoking.

• Sauté the chicken until 90% cooked. Add the peppers, zucchini
and the blanched broccoli.

• Season with the Sysco Classic aromatic seasoning. Add the green
onions, alfredo sauce and cream and bring to a rapid boil.

• Toss in the pasta and the parmesan cheese and serve.

Tempt your customers 
to some summertime sizzle 

with these new recipes.

S y s c o  T O D A Y -   M a y  2 0 1 01 6



Eggs Benedict with
Classic Hollandaise Sauce

Recipe courtesy of Gay Lea Foods
Serves 8

INGREDIENTS METRIC IMPERIAL
Hollandaise Sauce
Egg yolks 3 3
Light cream, 5% or water 15 mL 1 Tbsp
Salt pinch pinch
Cayenne pepper pinch pinch
Wholesome Farms butter, melted 250 g 1/2 lb
Lemon juice or white wine vinegar 20 mL 4 tsp

Eggs Benedict
Cooked ham, slices or Canadian bacon 8 8
English muffins, toasted 4 4
Poached eggs 8 8

METHOD 
Hollandaise Sauce
• Place the egg yolks, cream, salt and cayenne pepper in a

blender. Blend on high for 30 to 60 seconds or until foamy.
Place a funnel in the opening of the blender; with the motor
running, add half the butter in a slow, steady stream. Add the
lemon juice and then slowly pour in the remaining butter.
Transfer sauce to a bain marie, cover and hold in a warm water
bath for up to 3 hours.

Eggs Benedict
• Place a slice of cooked ham on an English muffin half, top with

a poached egg and a spoonful of hollandaise sauce. Sprinkle
with additional cayenne pepper to taste.

Tip: To hold poached eggs for service, place poached eggs in a
cold water bath and refrigerate until needed or for up to 3
hours. Warm in hot water before serving.

Eggplant Roulade
Recipe courtesy of Burnbrae Farms

Serves 6

INGREDIENTS METRIC IMPERIAL
Japanese eggplant 2 (500 g) 2 (1 lb)

Whole wheat flour 50 mL 1/4 cup

Salt 2 mL 1/2 tsp

Pepper 2 mL 1/2 tsp

Dried basil leaves 2 mL 1/2 tsp

Fresh whole wheat bread crumbs 750 mL 3 cups

Naturegg frozen egg whites, thawed 125 mL 1/2 cup

Prepared marinara sauce, divided 500 mL 2 cups

Red, green & yellow peppers, diced 750 mL 3 cups

Parmesan cheese, grated 50 mL 1/4 cup

Partly-skim milk mozzarella, shredded 125 mL 1/2 cup

METHOD 
• Slice each eggplant into long, thin strips, about 6 per eggplant.

Blend the flour with the salt, pepper and basil until well
combined. Reserve the flour mixture and bread crumbs on
separate dinner plates. Dip each eggplant strip in the flour
mixture to coat evenly; dip into the egg whites and then coat
evenly with bread crumbs, shaking off any excess. 

• Spray a large, nonstick skillet with cooking spray and set over
medium heat. Add the eggplant strips in batches; cook,
turning as necessary to prevent scorching, for about 7 minutes
or until eggplant is softened and golden. Cool on a paper
towel-lined baking sheet. Preheat the oven to 350° F (180° C). 

• Spread all but 1/2 cup (125 mL) of the marinara sauce into the
bottom of a 7 x 11-inch (2 L) casserole dish. Stir the vegetables
with the remaining sauce and the Parmesan cheese until
combined. Divide the vegetable mixture evenly between the
eggplant strips and roll up.  Stand in the prepared casserole
dish. Sprinkle with mozzarella and bake for 30 minutes. 
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