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     Order Code          Product Description                                                                                                    Pack Size
       0603136            House Recipe Old Fashioned Rolled Oats - Tube                                                        12/1.19kg
       0603163            House Recipe Instant Regular Oatmeal Single Serve 28g Pouch                                12/12 ct.
       0603151            House Recipe Instant Maple Brown Sugar Oatmeal Single Serve 43g Pouch            12/10 ct.
       0603146            House Recipe Instant Maple Brown Sugar Oatmeal Single Serve Cups                     24/1.9 oz.
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1,084,500  
Number of foodservice employees in Canada

72,721

foodservice 
facts

Sources: Statistics Canada, NPD Group Canada and CRFA, 2011 

$7.13 Number of commercial 
foodservice establishments 
in Canada

4.4%
Foodservice pre-tax 
profit margin

1 in 10 
Meals and snacks sourced
from restaurants account for:
1 in 10 meal occasions 

Average 
per-person 

check

$1,756 
Province with highest annual

household spending at
restaurants: Alberta: 

$1,756 per capita 

Percentage 
of foodservice
employees
that are 
young people
between ages
15 and 24

63.8%
Share that are 
independent 
restaurants

43%
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ST - What is your tenure with the
company?

I’ve been with Sysco Quebec for 26 years.  
I started off with the Inside sales team and then
moved to the position of Marketing Associate.

ST - What is your geographic 
territory? Where do your 
accounts fall in relation to your
territory?  Do you have to visit
several communities?

My geographic territory is the Greater Laval
area.  I currently have 32 customers that I visit
from Monday to Thursday.  I take their orders in
person once or twice a week. 

ST - Describe the account 
composition of your territory.

My account composition is very diverse.  Fine
dining is the majority of my business, along with
healthcare residences, golf clubs and caterers. 
I enjoy having a diverse clientele and the 
relationships I have with my customers.

ST - What do you like best about
Sysco Brand? 

Sysco exclusively offers these products which
differentiates us from our competitors. This
helps us sell our products at better margins
thanks to  better value leading to a healthy 
overall financial picture. 

ST - What has operator response
been to Sysco Brand?

Once operators try our products they 

continue to purchase them weekly. My 
experience is that they see the overall value 
and appreciate the quality assurance that is 
in place.

ST - Do a lot of your accounts use
Sysco Brand? 

Yes, and we continue to list additional items
on a weekly basis which is very exciting to me. 

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

The way I help my customers is by assisting
them with their menu building, labour 
challenges, food cost and net contributions, 
to name a few.

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

The most challenging but rewarding aspect
of my job is acquiring new customers from the
competition. But when that happens it is quite
rewarding to help them succeed.

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

Building a relationship. Making sure the 
account is profitable, which benefits everyone.

ST - What are your goals for the 
future? 

I’m hoping to land Cavalia and Cirque du
Soleil.

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

I like that it’s a big company that is well 
organized with a wide assortment of  Sysco
products.

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

We continue to set the bar, by diversifying
promos for customers to keep them interested
in trying new products. Customers are 
seeing the benefits of dealing with reputable
companies like Sysco and developing even
stronger relationships with us.

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

Doing the same thing as your next-door
competitor and not trying to always improve
their  offering.

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

Distinguishing your business from the others
is very important as is great service.

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

I recommend booking a business review with
us. Together we can brainstorm and come up
with new ideas for spring.

profile

WeTurn the 

Spotlight on...
Romane Vaillancourt  

Marketing Associate, Sysco Quebec 
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Transforming Daily Brew 
to Festive Java

Creating signature beverages doesn’t
mean you have to make massive changes
to your hot beverage menu.  Sometimes
all it takes is a little whipped cream 
and creativity.

“Whipped cream on coffee is always a
great addition and becomes a carrier for
colourful additions such as red or green
sprinkles, mints or candies, or flavoured
syrups,” said Alan Grebinski, Director of 
Regional Sales for Mother Parkers Tea 
& Coffee in Canada.

While you can buy specialty flavoured
coffees, what is popular for 2012 is adding
additional flavour and ingredients to 
regular fresh coffee and tea.  Not only
does this help reduce costs as you won’t
have to brew a whole pot of coffee for 
a couple of guests who want a special
beverage, but most customers like 
knowing they are getting “real” coffee
with a kick to it.

“Specialty drinks are becoming more
popular and are a good way for operators
to earn more profits,” said Grebinski.
“Adding peppermint flavoured syrup in
small doses to coffee will provide taste
and aroma as well.  Eggnog is another
seasonal beverage that screams festive
times.”

Hot 
Beverages
for the Festive Season

By Michelle Ponto

When you combine cold weather with the festive season,
you have the perfect recipe for indulgence and that includes
decadent hot beverages.  Many of your customers will be out

doing holiday shopping or gathering for festive socials this
month, so why not give them a little holiday treat to 

go along with their traditional coffee break?  
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those who love decadence, but want
to watch their weight.

Catering to the Tea
Drinkers

It’s a little tougher to dress up tea for
the holidays, but Grebinski says it is
possible by suggesting items that
speak to a cozy warm feel. 

“Chai tea has a spicy bold flavour 
that would be a good feature for this
time of year as well as peppermint.
Serve Chai with a cinnamon stick and
the peppermint with a candy cane,”
Grebinski said.

Also consider adding tea to steamed
milk for a more decadent treat. 

Chai, Earl Grey and even black tea
with a shot of vanilla or cherry
flavoured syrup taste great when
brewed in steamed milk.  You may
even want to come up with your own

Operators can add an eggnog
flavoured syrup to the coffee as an 
alternative to milk or cream.  It can also 
be served to make an eggnog latte 
or cappuccino.  To finish it off, sprinkle 
cinnamon or fresh nutmeg on top.  

Other garnishes that make a festive im-
pact on specialty java drinks are holiday
candies, maraschino cherries, candy canes,
shaved chocolate and coloured sugar.

Tempting Customers with
Hot Chocolate

If you thought the number of options
for dressing up coffee for the holidays
were numerous, the options for hot
chocolate are nearly endless.  Plus, 
depending on your venue, you have 
the option of serving creative alcoholic
and non-alcoholic drinks.

One idea is to create Mexican hot
chocolate by adding a pinch of cinnamon
and a touch of cayenne.  Another idea is
to create your own signature mint hot
chocolate by rimming a glass in Lynch Classic Chocolate Fudge Topping,
then dipping the rim in candy cane crumbs.  Serve the hot chocolate with
a candy cane or a peppermint stick with chocolate shavings.

A third idea from the creative minds of Lynch Foods is offering a home-
made salted caramel hot chocolate.  You can do this by simply adding 2
tablespoons of Lynch Classic Caramel Topping and a pinch of sea salt.  Top
the hot chocolate with whipped cream and a caramel drizzle.  To make
the drink even more decadent, rim the mug with caramel and sprinkle a
dash of sea salt on top of the caramel.

For the ultimate family experience and to up-sell the drink, offer a hot
chocolate kit on the menu for the entire table. With this, the hot chocolate
arrives plain, but the garnishes such as shaved chocolate, marshmallows,
candy sprinkles, whipped cream and cherries all arrive on the side.  This
way each person can make their own ultimate hot chocolate.

Keep in mind that not every
hot chocolate recipe has to be
rich.  The experts at Lynch
Foods recommend adding
fresh mint or fresh rosemary for
a lighter taste.  Another idea is
to add fresh orange peel to
create a match made in
heaven. You may also want
to have low fat versions for
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unique combinations depending on the type of tea you have
in stock.

Promoting Your Signature Beverages
Just as there is no limit to the number of specialty hot 

beverages available, there is no limit on how you promote
your signature drinks.  Make sure they appear in your menu
or on table toppers so that your customers know you have
them available, but that’s just the beginning.

Dress up your creations by serving them in festive mugs
with snowmen or snowflakes, or consider serving them in
glass mugs to give them an elegant appearance. Your wait
staff should also get in the habit of promoting them at the
end of the meal or as an alternative to dessert.

“Restaurants can have a beverage of the day or of the week
to promote one of their specialty beverages,” Grebinski said.
“However, one thing that is hard to overcome is that people
feel very strongly about their personal likes and dislikes to cof-
fee and tea.”

In other words, make sure you keep the basics on the
menu and be open to having customers wanting to 
customize the signature beverages to meet their own 
personal tastes.

After Dinner Hot Chocolate Ideas
1. After Dinner Mint – Hot chocolate and Peppermint Schnapps 2. Butter Baby – Hot chocolate and Butterscotch Schnapps3. French Dream – Hot chocolate and Brandy or Cognac4. Irish Chocolate – Hot chocolate and Irish Whisky or Baileys5. Nutty Paradise – Hot chocolate and Amaretto or FrangelicoDon’t forget to top your “after dinner” hot chocolates with whipped cream and garnish with shaved chocolate.

Jazzed Up Ciders
1. Hot Apple Pie –

Apple Cider with Amaretto
2. Apple Jack – 

Apple Cider with Jack Daniel’s
3. Apple Rum – 

Apple Cider with Dark Rum
4. Black Apple Russian – 

Apple Cider with Vodka and KahluaAdd a cinnamon stick 
when appropriate. 

4

5
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By Patricia Nicholson

The song says it’s the most wonderful time of
the year, but for restaurants, the holiday season
can also be one of the busiest times of the year.
There are opportunities to not only bring in 
parties, groups and seasonal traffic, but also to
build your year-round business. Holiday parties
and gatherings can bring new customers into
your establishment, and provide you with a
chance to make them repeat customers. Making
the most of all those opportunities will require
some planning and extra effort.

Make sure your guests are comfortable 
despite the weather. To ensure safety and 
accessibility, be sure to arrange for snow and 
ice removal in parking lots, on sidewalks and

walkways, and at your service entrance through-
out the winter. Your floors should be ready for
wet boots: use mats if there is a danger of 
slipping, and keep floors dry. Depending on the
type of entrance you have, you may want to
arrange for some type of wind block – such as
heavy curtains – near the door to avoid having
the winter wind whip through your restaurant
every time the door opens. 

If you’re expecting more traffic over the 
holidays, you may need more staff. Be sure 
you’ve got the manpower to handle large
groups, parties and events, and that your staff 
is well prepared.

“Operators should ensure they are properly
staffed for the holiday season, first and foremost,”
says Toronto restaurant consultant Diane Chias-
son, FCSI, President of Chiasson Consultants Inc.,
which provides foodservice and retail merchan-
dising programs, interior design, branding, menu
engineering, marketing and promotional 
campaigns. “Make sure you hire those extra
hands in both front of house and back of house.”

“The holiday season also means larger groups
of people dining together, so ensure that the
kitchen staff preps the food in advance, and will
be able to produce large sets of meals at the
same time,” says Chiasson. “To make the kitchen
more efficient, set menus are recommended for
large groups. Consider selling beverages in 
pitchers instead of individual servings to cut
down on beverage service.”

Appearance counts at this time of year. Be sure
your establishment looks and feels festive. The
type of holiday décor you choose to use will 
depend on the style of your restaurant, and
should reflect your ambience. Be sure that 
holiday décor does not represent a fire or safety
risk, and if your lights or other decorations require
a lot of work on ladders, consider having them
installed by a professional to avoid risk of staff 
accidents. Regardless of what kind of decorations
you choose, do be sure to deck the halls this 
holiday season.

“It is very important to decorate your 
restaurant or foodservice operation properly for
the holidays,” says Chiasson. “While it may not
generate direct additional income, a festive 
atmosphere will help you book more events/
parties at your venue, as customers want to 
celebrate in an environment that really evokes
the holiday spirit.”

Your holiday menu needs to be attractive 
to groups and people planning parties, while
also keeping things manageable for kitchen and
serving staff.

“In order to get people to choose your 
restaurant as the place to celebrate, make sure
you offer a reasonably-priced set holiday menu
with vegetarian, vegan, gluten-free and lactose-
free options,” Chiasson says, adding that party
menus don’t have to be limited to sit-down
lunches and dinners. “Include a choice for 
either a three- or four-course sit-down menu, 
or a cocktail party with just hors d’oeuvres and
finger foods.”

Chiasson explains that a set menu helps your
customers budget for their parties, and also

makes life easier for the
kitchen staff because

large groups will be 
ordering the same
choice of food. 
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‘ Tis the season
for Successful Festive Planning

Work some 
holiday magic 

to draw 
business
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promoting your restaurant as a destination for
celebrations, as is offering a set menu. But you
also have to spread the word and promote your
establishment as a destination for holiday events.
Chiasson recommends using a combination of
social media and traditional methods to get 
the word out.

“Take lots of photos of your decorated 
restaurant, as well as photos of your holiday
dishes, and make PDFs of all your holiday menus
that are properly branded. Post the photos and
menus on your website, Pinterest, Instagram,
Facebook page and Twitter accounts,” she says. 

Keeping in mind that many holiday parties are
work-related events, it’s important to ensure that
local businesses know what you’re offering. 

“Use direct mail or fax to send copies of your
holiday specials and menus to all the local offices
in your area,” Chiasson says.  

Throughout the holiday season, foodservice
operators should be looking for ways to maintain

momentum after the busy holiday season 
and leverage their holiday rush into continued
business.

“While December may be the busiest month
for restaurants, January is the complete opposite,”
Chiasson says. She recommends encouraging
customers to come back to your restaurant 
in January by using a simple bounce-back 
program. 

“Give all your customers who dine at your 
establishment in December a coupon to use 
between January 1st and January 31st,” she 
says. “You can also get customers who dine at
your restaurant during the holidays to join 
your mailing list, so you can continue to grow
your database.”

Bringing back holiday diners for future visits
may depend on the impression you make during
seasonal events. Offering festive fare and a sense
of celebration during the holidays can not only
contribute to a successful holiday season, but
also to a happy new year.
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Don’t forget beverages. The holidays are an
opportunity to offer festive drinks as well as food.
Chiasson notes that a seasonal menu should also
include specialty cocktails created just for the
holiday season, such as egg nog, hot toddies, hot
chocolate and cranberry drinks. 

Looking festive and inviting is crucial to 

g

Sysco Code Product Description Pack Size
0631820 4” Super Cocktail Black 1 x 2500
0346809 6” Super Cocktail Black 1 x 2500
9451634 8” Super Cocktail Black 1 x 2500
2269181 8” Super Cocktail Green 1 x 2500
0631598 8” Super Cocktail Red 1 x 2500
0631465 10” Super Cocktail Black 1 x 2500
2830578 6” Assorted Arrows 1 x 2000
0345546 3.5” Assorted Ace Picks 1 x 2000
0345546 6” Slim Muddlers Clear 1 x 2000
0631754 Assorted Swords 1 x 2000
6204713 4.5” Clear Ice Picks 1 x 2000

Contact your Sysco Marketing Associate for more information
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“When you’re using good quality prime rib or something where you
paid a premium, just because you have it left over doesn’t mean you need
to give it away,” says John Hood, corporate chef with Sysco Toronto. 

Depending on your hours of operation, leftover prime rib can be on
the menu at any time of day. Hood suggests things like prime rib hash,
steak and eggs or a steak eggs Benedict early in the day; a nice open-faced
shaved prime rib sandwich with horseradish mayo at lunch; or do a dinner
feature like a steak and mushroom pasta with wild mushrooms and a little
truffle oil, or cube the meat and use it in place of ground beef in a prime
rib Texas-style steak chili. Pies and stews are also good options, especially
in cooler months.

“With a bit of work and a bit of thought to create that pasta, to create
that homemade steak chili, you can demand a premium for your efforts,”
Hood says.

It comes down to planning and having multiple uses for the product,
says Franklin. “The goal is zero per cent food waste, and that only comes
through smart purchasing and careful planning.”

By Patricia Nicholson

Every business strives to reduce
waste, but foodservice operators
have the added – and constant –

challenge of working with perish-
ables. From vegetables to high-

end proteins, chefs have to be 
constantly vigilant about how to use 

those ingredients profitably. 

“Having a strategy for perishables is absolutely 
essential to menu planning” says David Franklin, corporate chef with 
Sysco Central Ontario. He likes to have two, if not three uses for fresh 
ingredients.

“I may have intended it for a particular dish for a particular meal 
period but I’ve got to know what else I can do with it,” Franklin says. That’s
especially true for premium proteins. For example, lobsters left over from
New Years Eve's surf and turf can be steamed or poached and used 
for other dishes. 

“For example, can I do a lobster roll, can I put it into a pasta, can I put 
it into a salad and still get the profitability out of it that I want,” Franklin
says. Then you can also find uses for the byproduct: the lobster shells 
you’re left with after steaming or poaching, that can be used for things
like lobster butter. 

At this time of year, it may be turkey that’s left over. Franklin 
recommends resisting the impulse to throw it in the soup pot. Instead,
he’s currently experimenting with a Thanksgiving or Christmas springroll
with dark turkey meat, stuffing and cranberries, served with turkey jus on
the side. Franklin also suggests using turkey as a flatbread pizza topping,
or in next-generation comfort foods such as poutine or nachos.

Beyond the Stockpot: 
fresh ideas when you’re left with leftovers

Imagination
in the
kitchen 
can help 
get the 
most 
profit from 
leftovers.
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Food trends: 
the good, the
bad, the ugly

Year-End-Review
By Kelly Putter

What draws customers to restaurants today goes
above and beyond mere dollars and cents. Where 
food hails from, how we get it, what’s in it, its flavour
and quality, its nutritional breakdown, even the 
ethics of food factor in when looking at food trends
and the ways consumers approach their dining out
preferences.

The push to eat local is clearly still a big trend so
you’d think that Canadian chefs promoting 100-mile
menus would be getting all the attention. Not so, says
Dana McCauley, a food trends expert and culinary 
director at Janes Family Foods. She cites the media 
attention lavished on American-made star chefs 
Daniel Boulud and David Chang, who both opened
restaurants in Toronto this year. 

“We say we want local but we’re kind of like
groupies,” says McCauley. “We’re more in awe from what
comes from away than what we have here. There are
many, many chefs in Canada who are equally talented.”

Still, the eat-local movement has carved a noticeable
niche within Canadian foodservice thanks in part to 
educated consumers who want food that is grown and
produced locally because they believe it’s a higher
quality product.

“I think this trend will continue to be part of the 
dialogue in terms of positioning for different menus
and restaurants,” says Robert Carter, the Foodservice 
Executive Director for NPD Canada, a leading 
market research firm.  “How influential it is to drive 
purchase decisions is a different discussion but it needs
to be part of the dialogue.”

Sustainability ranked as the number two menu

with celiac disease (those who can’t digest glutens in
foods), gluten-free dishes hardly seem like a permanent
trend.

“I’ve had many heated debates about this,” says
Carter “Should you dedicate 25 to 35 per cent of 
your menu towards this, like some operators have? I
think that’s a bad strategy. I don’t see it as a very strong,
sustainable trend.”

His market research company surveyed 10,000 
people about what influences their purchasing 
decisions in restaurants. A relatively low figure of about
four per cent pointed to gluten-free dishes, says Carter. 

But McCauley believes the gluten-free diet is getting
more attention thanks not so much to those who have
celiac disease but to those who prefer to eliminate
gluten from their diets in order to lose weight, feel less
bloated and generally healthier.

The trend to highlight farm or estate-branded 
ingredients on menus clearly underscores our farmer-
as-hero food mentality, says McCauley. But higher-end
establishments are pulling back from citing detailed
sources on their menus in favour of more minimalist
descriptions.

While a return to simplicity and back-to-basics cook-
ing was cited as the fifth trend in the CRFA survey,
Carter struggles with the notion as his research shows
Canadian foodservice consumers are driven by more
complex and unique flavours and food innovations.

“People, from what we see, don’t go to restaurants
for simplistic, basic comfort foods,” Carter says. “They 
go out for foods that are not easily made at home,
foods that are innovative and have different flavour
profiles such as fish and ethnic foods.”

“A focus on nutrition and health is rearing its head
in terms of the disclosure of what’s in the food,” says
McCauley. With mass-market restaurants, consumers
are gaining more access to nutrition information with
QR codes on menus that let mobile phone users
download information in seconds. 

Ethnic food and street foods are taking a toehold 
in big Canadian cities as high-end chefs glamourize
these cuisines. Asian food will continue to be a huge
influence and it’s becoming more regionalized as 
westerners become savvier about differentiating 
between Japanese, Vietnamese and Korean cuisines.

“It’s going to keep on keeping on because 
millennials who are coming of age are eclectic eaters
and they want to travel around the world on a plate,”
says McCauley.

trend for 2012, according to the Canadian Restaurant
and Foodservices Association (CRFA), which represents
30,000 foodservice members. But McCauley says trying
to convince consumers as to why they need to pay 
a premium for items such as sustainable seafood is a
tall order.

“It’s at the awareness level now,” she says. “I hope it
continues to grow. Consumers say it’s important but
they’re not willing to pay for it.”

There’s no doubt that restaurants have opened their
eyes to customer concerns around food allergies and
sensitivities. Gluten-free food is perhaps one of the
biggest trends in this arena right now. Just don’t hang
your hat on it, says restaurant industry observers. With
less than one per cent of the population diagnosed
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“Our love affair with food trucks is starting to go mainstream and will likely
blend into the foodservice landscape as consumers come to accept them 
as a regular part of eating out,” McCauley says. Some foodservice operations 
have added food trucks to their businesses as an additional way to market 
their offerings.

Carter understands how the food truck movement has exploded in the U.S.,
but doesn’t see it as a sustainable business model in Canada. 

“We don’t have the population base to support a truck-based food industry,”
he says. “We’ve got great quick service restaurants pretty much everywhere you
go that have strong, innovative menu items. I just don’t see the niche that food
trucks can fill in the Canadian market.”

Carter says trends around customization and convenience don’t get talked
about as much but they’re both key trends in foodservice. Customization is 
showing up on many different menu items that offer a whole range of different
toppings and flavours. Convenience is an overarching trend in foodservice 
and will likely play out in the meal replacement category, which is very under-
developed especially in grocery and convenience stores.

Fast casual restaurants, which have really taken off in the U.S., are starting to do
so in Canada. Carter suspects this category will likely put pressure on full-service
and quick-service restaurants particularly around the lunch daypart. 

While a good number of these trends are expected to grow and continue into
2013, it will be interesting to see what new developments take place and how
foodservice steps up to meet it.
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3 Easy Ways 
to Turn your Venue 

into a Winter Refuge
By Michelle Ponto

Beat the cold this season by creating a venue that’s so warm 
and inviting, your customers won’t want to leave.

It may be cold outside, but that doesn’t mean your customers won’t
still be looking for places to eat.  Embrace the winter, by creating an 
atmosphere that’s warm and inviting.  

Step 1

Setting the Cozy Table
The winter months conjure up images of fireplaces, hot chocolate and

cocooning. While not every venue is going to have their own fireplace,
there are things you can do to simulate the comforts of home in your
venue.  One of easiest things to do is switch up the colours in your 
restaurant to ones that remind people of cozy nights by the fire. Reds,
chocolates, deep greens and burgundies all suggest warmth.

Changing the colours doesn’t mean you have to paint.  It can be as 
simple as changing your tablecloths and napkins to switching your 
lampshades or light fixtures.  Other small things that can be done at the
table level include changing up the candle fixtures and if you have plants
or flowers on the table, changing them up from ones that are light 
and summer-like to ones that are remind people of winter such as mini
poinsettias, roses, holly, cedar, and flowers with bigger petals. 

Step 2

Creating a Comforting Ambience
Two ways of increasing your bottom line is to create an atmosphere

that people want to stay in and return again and again. No one wants to

go back in the cold, so make them feel comfortable when they arrive by

offering to take their coats for them.  If that’s not an option due to staffing

issues, consider having a coat rack near the tables or hooks under the bar.

If you can make it easy for your customer to get comfortable and out of

their winter coats, they will stay longer.

Depending on your establishment, you may want to change up your

music during this time of year.  Holiday music comes in a wide range of

styles from instrumental to new age to pop.  Adding a few of these to your

play list will help set the mood.  Also, consider promoting free Wi-Fi if you

have it.  People with tablets and smartphones may hang out and linger

over coffee and dessert if they know they can check email and other apps

rather than racing home or back to the office to do it. 

Step 3

Adding Personal Touches
The main seating area isn’t the only part of the venue customers notice.

When creating a comforting atmosphere, make sure it carries through to

the hostess area and the restrooms.  Keep the entrance clean by mopping

up salt and melted snow as often as possible. And in the restrooms, adding

vanilla or cinnamon scented candles or holiday inspired potpourri can

help bring the warmth you created in the main area to that area as well. 

You already have the food they want.  All it takes is a few little added

touches to transform your venue into a cozy winter hideaway.
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By Kelly Putter

If you’re thinking of the greatest possible 
location for your next restaurant, you’re best to
go west.

Foodservice industry insiders say Alberta,
Manitoba and Saskatchewan are provinces in
which the highest restaurant growth is expected
to take place in the coming months and years.
They’re ideal locations thanks to flourishing
economies, low unemployment and the fact
that restaurants haven’t saturated the market
there unlike some other provinces.
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Saskatchewan and Alberta will boast the
fastest restaurant sales growth at annual aver-
ages of 5.4 per cent and 5.3 per cent, respectively,
according to a recent report by the Canadian
Restaurant and Foodservices Association.

That news shouldn’t come as a big surprise 
to close observers of the foodservice sector. In
2011, Albertans led the country in food service
industry sales growth and per capita sales. The
province witnessed sales growth of 7.6 per cent
from the previous year to just shy of $7.2 billion.
By comparison, national sales increased by just 
4 per cent to 63.5 billion over the same time 
period.

The opportunities for growth in these
provinces are especially strong within the full
service restaurant segment, says Robert Carter,
NPD Canada’s Executive Director for foodservice.

“We’re starting to see a lot of expansion in that
area now,” says Carter. “And it will continue to take
place.”

While foodservice growth in Canada’s western
provinces is welcome news, a hot market often
creates a downside which amounts to
certain difficulties, says CRFA president
and CEO Garth Whyte, who’s hearing
horror stories about labour shortages
from western operators.

“Every silver lining has a dark cloud
attached to it,” says Whyte. “We’re 
currently working on a whole menu
of issues that tie into this such as 
immigration policies, foreign workers
and issues around training.”

Canada’s love affair with restaurants

was difficult to quash despite the economy’s best
efforts over the past five years. Unlike the U.S.
where foodservice sales actually declined,
Canada’s remained stable. In fact, the number of
consumers who use restaurants daily has in-
creased to 47 per cent, placing Canada number
two globally in terms of daily restaurant penetra-
tion, second only to Italy.

The CRFA says rising disposable income and a
growing population will boost restaurant sales in
Canada by an annual average of 4.1 per cent over
the next five years. Commercial restaurant sales
will jump to $61.7 billion a year by 2016 – up
from the current $52.9 billion.

“Despite the economy’s ebb and flow, sales are
on the upswing – proving that Canadians have
a strong connection to the restaurant industry,”
says Whyte. “Eighteen million Canadians come
through our doors every day. This is an important
relationship – for the restaurateur, the consumer
and the economy. We’re one of the largest em-
ployers in the country and the number one
source of first jobs.”

Commercial restaurant sales will jump to $61.7 billion 
a year by 2016 – up from the current $52.9 billion.

Young Restaurateur

1598.10 - Sysco Today Dec12_Layout 1  21/11/2012  10:26 AM  Page 20



S y s c o  T O D A Y -   D e c e m b e r  2 0 1 2 1 9

While steady sales gains are expected in the coming years, 2013 will see
a modest slowdown in growth – advancing just 3.9 per cent following
2012’s solid 4.7 per cent increase. This is due to moderate economic
growth and expanding consumer debt, which will hinder spending.

However, restaurant sales will pick up steam again in 2014. As the 
Canadian economy improves, growing disposable income and greater
job creation will lift sales by 4.2 per cent.

Other highlights from the CRFA 
report for 2012 to 2016 include:

• The catering segment will grow the fastest, with an average annual
sales increase of 4.6 per cent

• Quick-service restaurants will be close behind with annual average
sales growth of 4.5 per cent

• Full-service restaurants are on the road to recovery, as sales will rise
an average of 4.0 per cent per year.

Given our national fondness for restaurants and foodservice operations
this good news is certainly welcome. After all, a brighter tomorrow is a
clear win-win for operators and customers alike.
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Gift Card 
Marketing

1) Mention you have gift cards 
on the menu

2) Promote “gift cards available” 
on the daily special board

3) Have your staff mention them
when thanking the customer 
at the end of the meal

4) If possible, have the gift cards
visible so the customer can 
see them

5) Add gift card mentions to your
website

6) Send out a special holiday 
e-newsletter that includes your
specials and the gift cards

7) Mention the gift cards as 
stocking stuffers on Facebook,
Yelp, Foursquare and Twitter

8) Add an “Ask me about gift
cards” message to your staff’s
name badge

9) If tying in with a charity, ensure
they co-promote the cards

10) Promote gift cards on any 
holiday table toppers

Other low-tech ways to help save your 
customer time is to have the cards available at
the cash register. This way they will see them and
can purchase them right there as last minute
stocking stuffers.

The Gift of Goodwill

Make your cards stand out by making them
two gifts in one by donating a portion of the
sales to charity.  For example, $1 for every $20 gift
card can go towards a local homeless shelter 
or another local charity that has people talking
in your area.  

Not only will your customer be buying a 
gift for a friend, but both they and the friend will
feel good about it as they are helping a good
cause at the same time.  Your venue will also
shine in the holiday light as every time they 
use the card, they’ll think about how you helped
the community.

The Gift for the Giver

Help boost your gift card sales and your 
2013 sales by developing a gift-back campaign.
Similar to the cash back concept that credit 
cards use, customers would get a “gift-back” card
with each card they purchased over a certain
price point.  For example, if your customer 
purchases a $50 gift card, they would get a $5
thank-you card that is valid in January 2013.

Another gift-back idea is to give the customer
a coupon for a free dessert, beverage or 
appetizer that has to be used in 2013.  In either
case, their chances of returning to your venue are
greater as they have an incentive to come back
and redeem their card or coupon.

Regardless of which unique way you decide
to sell your gift cards, once you have an idea, 
promote it.  The only way your customer will
know about your cards is to tell them. In other
words, if you’ve got them; flaunt them.

Gift Card 
Ideas for 
the Holidays

By Michelle Ponto

Gift cards – everyone’s got
them, but how can you make

yours standout?
The holidays are coming and that means it is

gift card season. But the problem is that every
restaurant and food service venue has them and
your customer only has so much money to
spend.  The way you can make yours stand out
is by giving them what they want.

The Gift of Time

November and December are some of the
busiest months of the year.  Not only are you
busy with holiday parties, but your customer is
also busy shopping, visiting and getting every-
thing done in time for the big day.  There never
seems to be enough time in the day – so make
purchasing your gift cards easy for them.  

One way to do this is to make them available
online.  This way they don’t have to go out of the
way to go pick them up.  The cards can be either
mailed to them or sent via email. If you have an
app for your venue, add purchasing the cards to
that as well.

Ask me 
about 

gift cards

$50
Restaurant 

Gift Card
Proceeds to the support 

our local Children’s Hospital$50
Restaurant Gift Card

Proceeds to support our local Children’s Hospital

1598.10 - Sysco Today Dec12_Layout 1  21/11/2012  10:26 AM  Page 22



S y s c o  T O D A Y -   D e c e m b e r  2 0 1 2 2 1

marketplace

Contact your Sysco Representative 
for more information about our products.

Happy New Year

Our Vision: To be our customers’ most valued and trusted business partner
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“Good food and service
at a reasonable price 

is the secret to 
The Dog House 

Restaurant’s success.”

David Lee, Owner-operator
The Dog House Restaurant 

Duncan, BC
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The iconic Dog House restaurant got its start
in 1954 as a hot dog stand in the small logging
community of Duncan, BC. It became famous
due to  its foot-long hot dogs and grew so 
popular that in 1959 the owner expanded it 
into a full-service drive-in with a 50 seat, eat-in
restaurant.

The Dog House’s reputation grew steadily, and
it was purchased in 1977 by former logger Bud
Lee. Three generations later Bud and his family

are still serving those famous dogs plus many
more delicious dishes. They’ve expanded the
kitchen and dining room to a 150 seat establish-
ment and now employ more than 60 people.
The restaurant is open 364 days a year and serves
an average of  800 customers  for breakfast, lunch
and dinner in the Cowichan Valley.

Transitioning to the food business was a major
change for Bud but he managed it successfully
by offering great made-from-scratch  food and
hiring good people to work the restaurant. His
son David, who had been working in logging
and construction himself, started helping out in
1984 at the till. He gradually began working in
other areas of the restaurant with his two sisters
and would  eventually take over from his father.
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Today, at 87, Bud is still a Dog House regular 
coming in daily to chat with customers, friends
and family.   

Now one of the longest operating restaurants
in the Cowichan Valley, the Dog House has a
homey atmosphere with comfortable tables and
booths. Lining the walls are 1950’s era posters
and the paintings of EJ Hughes, a famous 
Canadian artist who was a frequent diner. 
The rafters are lined with knick knacks and 
memorabilia. It’s the kind of place where you can
count on seeing your usual server with a piping
hot cup of coffee always at the ready.  

Currently David’s son Blair – the family’s third
generation -- is taking a greater role in the  
business. Starting in the kitchen at the age of 13,
Blair progressed from washing dishes and 
chopping onions on the prep line to being one
of the most efficient line cooks in the area, 
according to David. David and Blair spend most
of their day in the restaurant covering positions
in both front- and back-of-house.

David believes the secret to the Dog House’s
success “is good food and good service at a 
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provide help. “From dealing with an emergency to planning for the future
with, for example, halibut layaways, Nick has always looked after us,” says
David. Using the volume of product that their restaurant does, Nick was
able to work with them to establish a delivery schedule that worked.

David has been partnering with Sysco for as long as he has been in the
family business. He remarked that the great service became even better
when North Douglas Distributors joined with Sysco to become Sysco 
Victoria. Sysco is able to provide more than just a truck full of product: 
the buying power and quality assurance allows him to feel more confident
in the products being delivered.  

For the future, David and Blair are talking of expanding to accommo-
date even more guests and have a revamp of the menu in the works 
as well. Sysco will be right there with great service and quality products
every step of the way.

wonderful creations vary from tasty classics like Dutch apple pie to unique
creations like mango mousse, and peanut butter pie. Guests often finish
off their meal sharing a generous portion of one of these desserts or stop
by during the day just to have a slice and a coffee.

David appreciates that his Sysco MA Nick Scott goes the extra mile to

4 Servings
INGREDIENTS                          METRIC IMPERIAL
Water                                                3 L 13 cups
Chicken Base                              250mL 1 cup                    
Margarine                                   750mL 3 cups                 
Curry Powder                              200mL ¾ cup                   
Flour                                           285mL 1 ¼ cup  

Method
In large pot add approximately 3L water and chicken base and
bring to a boil.
In separate pot melt margarine and add curry powder and
flour. Whisk until smooth.
Cook roux until it has darkened.
Add water and chicken base mixture to roux and cook on
medium heat for 15 minutes
Add cornstarch until desired consistency is reached.
Let simmer another 15 minutes.
Ladle sauce over grilled or crispy chicken with rice.

Doghouse Curry Sauce

reasonable price” in addition to having  great staff including several long
term employees. He credits the extensive menu full of simple, home-style
meals made with quality ingredients for a loyal following among the locals
in the Cowichan Valley.  “The Vancouver Island tourists keep us hopping
through the summer months,” says David, “but it’s our local guests that
keep us consistently busy through the winter.”

Most of the items on the menu are still made from scratch today. Blair
orders whole fresh turkeys to be cooked off for use in turkey sandwiches
and turkey noodle soup, and the hash browns are cut daily from raw 
potatoes. Not many restaurants can boast going that far to make sure your
meal tastes just like mom used to make.

The menu includes some mainstays that have been favourites for
decades, including the foot-long hot dog that made them famous in 1954.
The curried chicken has become so popular that people travel an hour
away from Victoria just to enjoy it. For breakfast the Dog House specialty
is the Logger’s Breakfast, its version of steak and eggs, so called due to 
its popularity with the local forest workers looking for a hearty start to 
the day. 

The daily specials are also popular items on the specials board, which is
regularly  updated for breakfast, lunch and dinner. Rather

than cycle through a list of regular specials,
Blair and the kitchen crew are constantly 
coming up with new and creative dishes like
Pulled Pork Eggs Benny. It’s no wonder that
these specials often sell out. 

Last but certainly not least are the desserts,
all made in-house by a full-time baker. These
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Written by Megan Fleming, 
Sysco Marketing Coordinator

Providing three prime locations in British 
Columbia and Alberta, the Podollan Hotels 
Collection is setting high standards in both the 
accommodations and culinary industries. Whether
guests are looking for superior spa selections, 
comfortable lodging options, or top-notch fare,
the Podollan locations provide it all and much

career and immersed himself in the hotel business.
The Podollan family now own and operate these
three established locations. 

Setting the stage for the Podollan Hotels 
Collection in 1998, the Fort McMurray location 
offers both Podollan Inn and Podollan Rez-idence
options for guests to choose from. Situated near

The 
Flavour of 

Canada
Jason Podollan, Co-owner
Podollan Hotels Collection

B.C. & Alberta

“These premier facilities 
are shining stars in the 
industry, providing a 

mixture of home comfort, 
luxurious amenities, 

and flavour-driven fare.”

more. Each facility has been Green Leaf approved
and boasts first-class offerings that will leave 
guests wishing their stay would never end. Luckily
this is an option at two of the Podollan locations
where the first-rate Rez-idence offerings are 
ideal for visitors who require a long-term lodging
experience.

The Podollan Hotels Collection offers truly 
exceptional boutique hotel experiences in Grande
Prairie, Fort McMurray, and Salmon Arm. These 
premier facilities are shining stars in the industry,
providing a mixture of home comfort, luxurious
amenities, and flavour-driven fare. This amazing
portfolio of offerings is all due to the dedication 
of the Podollan family. In the late 1990's David
Podollan, a contractor by trade and owner of 
a successful construction company, saw the 
need for quality accommodation options in Fort
McMurray during a short business trip.  Deciding
to capitalize on the opportunity, David and his wife
Leah opened the first Podollan Inn in 1998. 
The wonderful customer service approach and
top-notch lodgings quickly became a success
story and from then on the Podollan Hotels 
Collection has continued to grow. In 2006, 
David’s son started to become more involved in
developing the business. Since the ripe age of five,
Jason Podollan had focused his entire life around
achieving his dreams of NHL stardom. After many
years of hard work Jason advanced his career and
reached this remarkable goal.  However, after 
taking on more aspects of the family business in
2006, he decided to leave his professional hockey

MacDonald Island Park, this chic hotel provides 
an endless array of on-site amenities including 
secure heated underground parking for the 
cold winters, large scale suites, and tasty menu 
options at the much-loved Podollan Pub. For
guests who are searching for condominium style 
accommodations, the Podollan Rez-idence is 
a perfect fit. Condo options come in one or 
two bedrooms, a fully equipped kitchen, and 
comfortable furnishings for long-term visitors 
to enjoy.  

Creating the perfect experience for nature-
lovers and adventure-seekers, the Salmon Arm 
location features views of beautiful Shuswap 
Lake and is surrounded by regal mountain 
landscapes. A proud member of the Canadian 
Signature Experience Collection, this Podollan 
Inn offers guided tours and feature packages.
These include golf options, local wine tours, and
dinner packages such as the interactive Salute 
the Sockeye experience at Adams River. After a
fun-filled day of adventure, guests can savour a
tasty feast at Podollan’s ever-popular fine dining
gem Table 24 and take a refreshing dip in the
breathtaking outdoor pool.  This beautiful outdoor
retreat is one of the largest free-formed hotel pools
in Canada.

The newest member of the Podollan 
Hotels Collection is the Grande Prairie facility which
includes Podollan Hotel & Spa and Podollan 
Rez-idence. Providing spacious and elegantly
modern suites, guests can personalize their room
selection whether they prefer a firm mattress 
or memory foam, hypo-allergenic furnishings, a
sundeck, or a large seven hundred square foot
space. The Rez-idence includes vast studios that
are fully equipped and furnished, offering upscale
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2 Servings
INGREDIENTS                          METRIC IMPERIAL
Chicken breast, baked                      
Real maple syrup                         15 mL 1Tbsp
Shallot, diced                                       1 1
Parmesan cheese, grated             28 mL 1/8 cups
Butter                                          30 mL 2 Tbsp                            
Red pepper, minced                             1 1
Garlic, minced                            1 clove 1 clove              
35 % cream                               125 mL 1/2 cup
White wine                                      30 g 1 fl. oz  
Penne, cooked                              225 g 8 oz
Red curry paste                             5 mL 1 tsp
Salt and pepper
Yellow curry powder                    22 mL 1.5 Tbsp
Chopped coriander

Method
Sauté shallots, garlic, red curry, and baked chicken. 
When well heated, add white wine. As soon as most of the wine
is cooked off, add cream. 
Bring to a boil and reduce to simmer. Add curry powder, pasta,
cheese, coriander, maple syrup, red peppers, salt, and pepper.
Remove from heat when thickened.

Maple Curry Chicken Penne
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Executive Chef Frank Berard has been with the Podollan Hotels family for
several years and brings a wealth of experience and training to his position
at the Podollan Pub. His amazing culinary management background 
includes over twelve years throughout restaurants in the Rocky Mountains
and several years in central Alberta where he worked with chefs from all over
the world. Chef Frank is dedicated to providing guests with only the freshest
of ingredients and is continuously creating new and exciting options for 
visitors to enjoy. The amazing success of the Podollan Pub is all due to the
hard work and dedication of Chef Frank and his talented team.

Superior customer service is a model the entire Podollan team follows and
it will continue to be a main focus as they look towards the future. Growth is
an exciting topic and Saskatoon is already on the radar for their next location.
As Jason asserts, the Podollan Hotels Collection is “in a great spot” and the
team looks forward to providing the same quality of customer service to
their valued guests for years to come.amenities for extended-stay guests. A quick ride down the elevator brings

visitors to the relaxing L Spa & Wellness Centre. A member of The Leading
Spas of Canada, this world-class spa has been recognized as one of the Top
50 Spas in Canada. After a calming spa experience, guests can take in the 
elegant furnishings and distinctive culinary creations at Jax Grill & Lounge.

Whether guests frequent the award winning Table 24 Restaurant, the 
ever-popular Jax Grill & Lounge, or the local favorite Podollan Pub, it’s obvious
that each menu is created with flavour at the forefront. The dynamic dishes,
which include sterling silver steak selections and signature options such 
as the maple curry chicken, are all thanks to Podollan's skilled Executive
Chef's and their team of staff. At triple diamond restaurant Table 24, 
fresh flavours and homemade treats are commonplace. The chic décor, 
intimate ambience, and friendly staff create the best of fine dining 
experiences perfect for special occasions and romantic evenings. Podollan
Pub has the same quality of fare but in a more casual environment complete
with pool tables, arcade games, and big screen televisions for the gang 
to enjoy action-packed sporting events. Grande Prairie’s Jax Grill & Lounge 
is the symbol of contemporary hotel dining. Offering a stylish ambience 
with chic leather seating and stonework throughout, Jax is one of the 
newest dining hot spots in this prairie city.     

Sysco Edmonton has been a part of the Podollon Hotels Collection 
team since the first location opened in 1998. Both Jason and Podollan Pub’s
Executive Chef Frank Berard appreciate the attentive sales representatives
and feel that the “service is the best in the industry, hands down.” They value
the diversity of services that Sysco has to offer and look forward to building
on the great business relationship.
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Brent Durec

Brent Durec
Corporate Chef 
Sysco Kelowna

with me trying to keep up and him trying to train me.
I felt like I wanted to leave but after it was over I had
the biggest smile and I knew this was for me. I WAS
HOOKED!

What’s your favourite cookbook?
To be honest I haven’t looked at a cookbook in

years. But I am on the internet daily looking at web-
sites, blogs and menus. I find it’s way more current.

What’s your best cooking tip?
Cook with your heart. If you don’t love it, you won’t

like it.

Do you have a favourite kitchen 
disaster story to share?

Too many to write down, but there’s one that
makes me smile every time. I worked as a chef in a
hotel and we were under the wire with conventions.
We had just finished a huge 500-plus dinner and still
had to prep for the next day’s functions. A couple of
my younger staff (great bunch of boys) agreed to stay
late on a Friday night to help me plate 400-plus
desserts for the next day’s lunch. We decided to use
one of the banquet rooms as space was always an
issue. Right around 3 a.m. we were getting a little tired
and laughing way too much when one of the guys
went to move a trolley of 100 plated desserts. He
pushed and the brake was still on. Needless to say the
desserts came crashing to the ground in a mound of
broken plates and chocolate cake. It wasn’t the
desserts I was worried about. It was all the chocolate
that stuck to the carpet (in a room that was booked
for later that weekend). We spent the next two or
three hours replacing desserts and I cleaned the 
carpet.  Wouldn’t have traded that team for anything.
A great bunch of people and friends!

Your last meal would be...what?
Doing what I do best. Creating from  whatever we

have in the fridge with a bunch of friends,  sitting
around having fun and enjoying course after
course........knowing that I’m not doing the dishes!

What is your favourite kitchen item 
(this could be a tool, ingredient, piece of 

equipment) and why do you like it so much?
A lemon. I use lemons in just about everything. You

can grate them to give that punch of flavour, add the
juice to dressings or sauces, grill or roast them to go
on fish or lamb, preserve them or just slice them in
my iced tea at dinner.

What’s the best tip you offer 
foodservice operators?

I think the best piece of advice that I can give an
operator is keep on top of your menu. A menu that is
left alone can cost you in the long run -- your cost of
goods changes, trends change and, most important,
customers’ needs change. 

What is one of the easiest things 
an operator can do to improve 

his or her establishment?
Be consistent. A customer comes back because

they or someone they know had something they
liked. If the product you buy is different week to week
this will reflect on the end user. Saving a dime here
and there sometimes will cost you more in the long
run. 

How important is service and ambience 
in the overall standing of a restaurant?

I think it’s huge. If I’m comfortable and having a
great time in a restaurant I stay longer and spend
more money. 

Finish this sentence. When running 
a restaurant, operators should always...
Open the door like it’s your first day. They should

remember the enthusiasm, passion and pride that
got them there.

What cooking techniques and/or chefs 
have inspired your work?

I can still remember as a young kid sitting in front
of the TV on a Saturday morning and instead of

watching cartoons, I’m watching cooking shows on
public access TV. I think that this is what really got my
love for cooking started. Charlie Trotter, Rick Bayless,
and Tom Douglas are the chefs that really inspired me.

Do you have a guilty pleasure 
when it comes to food?

Pork crackling........love it.

What’s your favourite culinary trend, 
past or present? 

Braising, from veal cheek to lamb shank the deep
rich flavours to me will always be classic. 

Tell us about your favourite all-time dish.
As much as I just said I love braised food, if I see

Crème brulee on a menu.......I’m having it.

How and when did you know that 
working in a kitchen was for you?

It was during my first day on the job in a kitchen
right out of cooking school. The sous chef quit and
left just me and my chef. We got rocked over lunch
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Ready to spruce up your 

holiday menu? Why not 

try the Cheesecake Cloud

Shooters, Specialty Hot

Chocolate Ideas, Crusty 

Peach Cobbler or “add a little”

Raspberry Royale Chipotle

BBQ Sauce to your entrées. 

A little creativity will go 

a long way!
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what’s cooking?

Crusty 
Peach Cobbler

Recipe courtesy of California Cling Peach Board
Serves 4 to 6

INGREDIENTS                           METRIC     IMPERIAL

Filling:  

California Cling Peaches 
in Pear Juice                                     796 mL     2 cans (28oz)

Granulated Sugar                              50 mL               ¼ cup
Almond Extract                                     2 mL                 ½ tsp
Lemon                                                   1 each               1 each
Topping:                                                                                           

All-Purpose Flour                             375 mL          1 ½ cups
Granulated Sugar                              50 mL               ¼ cup
Baking Powder                                      5 mL               1 Tbsp
Salt                                                             1 mL                 ¼ tsp
Cold Butter, cut into cubes             75 mL            1/3 cup
Milk                                                       125 mL               ½ cup
Egg                                                         1 each               1 each

METHOD
• Preheat oven to 400˚F (200˚C). Lightly butter an 8x8-inch (20x20-cm)

square baking dish. Drain peaches well, reserving 1/2 cup (125 mL) juice.
Slice peaches into wedges then place in baking dish along with reserved
juice, 1/4 cup (50 mL) sugar and almond extract. Finely grate lemon peel
over peaches and squeeze out 1 tbsp (15 mL) lemon juice. Stir to mix.
Place in oven while preparing topping.

• In a large bowl, stir flour with 2 tbsp (30 mL) sugar, baking powder and
salt. Using your fingers or a pastry cutter, cut in butter until coarse
crumbs form. In a separate bowl, whisk milk with egg until blended. 
Stir into flour mixture just until moistened.

• Remove peaches from oven. Drop batter onto peaches, leaving spaces
for syrup to bubble up during baking. Sprinkle remaining 2 tbsp (30 mL)
sugar over batter. Set on a baking sheet to catch any drips. Continue 
to bake, until biscuits are baked and golden, 35 to 40 minutes. 
Let stand 10 minutes before serving.

Recipe courtesy of WT Lynch Foods 
Serves 1

HOT CHOCOLATE RECIPES

Directions:

Add 1 pouch of Citavo Hot Chocolate to 170ml (6oz)
boiling water and stir to dissolve.

Mexican Hot Chocolate

•  Add a pinch of cinnamon, or use a cinnamon stick
•  Make it spicier and add a hint of cayenne

Mint Hot Chocolate

•  Add a mint patty and stir
•  Garnish with a Candy Cane
•  Add a drop of peppermint extract

Butterscotch Hot Chocolate

•  Add 2 tbsp of Lynch Butterscotch Topping

Salted Carmel Hot Chocolate

•  Add 2 tbsp Lynch Caramel Topping and a pinch of
sea salt

•  Top with whipped cream, drizzle with caramel 
topping

Toppings

•  Whipped cream, and drizzle with any dessert 
topping

•  Pecan crumbs
•  Chocolate shavings
•  Cinnamon

Citavo Hot 
Chocolate Recipes
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Recipe courtesy of Kraft Foodservice
Serves 24, 1 “shooter” (50 mL) each

INGREDIENTS                              METRIC  IMPERIAL

Chocolate Wafer Cookies, crushed  125 mL      1/2 cup 
Egg Whites                                              4 each         1/2 cup  
Sugar                                                         90 mL           6 Tbsp
Philadelphia Light Brick Cream 

Cheese Spread, softened               500mL           2 cups  
Sugar                                                       175 mL         3/4 cup 
Plain Non-Fat Yogurt                         250 mL             1 cup 
Peppermint Extract                              10 mL               2 tsp   
Baker’s Semi-Sweet Chocolate, grated  15 mL           1 Tbsp 
Candy Canes, finely crushed             15 mL           1 Tbsp

METHOD
• Place 1 tsp. (5 mL) cookie crumbs in each of 24 (2-oz./50-mL) shooter-

style glasses or ramekins. 

• Beat egg whites in small bowl with mixer fitted with whip attachment on
high speed until soft peaks form. Gradually beat in 6 Tbsp. (90 mL) sugar
until whites are shiny and stiff peaks form. Set aside. 

• Beat cream cheese spread and 3/4 cup (175 mL) sugar in mixer fitted
with paddle attachment until blended. Gradually beat in yogurt. Blend in
extract. Fold in 1/3 of the egg white mixture just until blended, then fold
in remaining egg white mixture. (Do not overmix.)  

• Spoon into pastry bag fitted with plain tip. Use to portion 3 Tbsp. (45 mL)
cream cheese mixture over crumbs in each glass. Refrigerate 1 hour or
until ready to serve. 

• Garnish each shooter with 1/4 tsp. (1 mL) each grated chocolate and
crushed candy just before serving. 

Make Ahead: Cream cheese mixture can be piped into glasses, 
covered and refrigerated for up to 1 day before serving.

Variation: Substitute graham cracker crumbs for the chocolate wafer 
cookie crumbs, and omit the chocolate wafer crumb garnish.

Recipe courtesy of WT Lynch Foods
Makes approx. 2 cups

INGREDIENTS                              METRIC  IMPERIAL

Sysco Imperial South Western 
Chipotle Sauce                                 250 mL             1 cup

Liquid Honey                                          60 mL            ¼ cup

Fresh Raspberries                               125 mL            ½ cup

Raspberry Jam                                       60 mL            ¼ cup

Apple Cider Vinegar                             15 mL           1 Tbsp

METHOD

• In a small bowl, mix the chipotle sauce, with the liquid
honey and raspberry jam. 

• Mash the 1/2 cups of fresh raspberries with a fork and
add them to the mix, adding the vinegar last. 

• Stir until the fresh raspberries are evenly mixed through
the sauce. 

Perfect on any cut of pork, ribs or chicken. 

Good for grilling on the BBQ or baking in the oven.

Raspberry Royale
Chipotle BBQ Sauce

CANDY CANE & CHOCOLATE 

Cheesecake 
Cloud “Shooters”
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