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ST - What is your tenure with the Company?
I began working for Hickeson Langs on June 6th, 1990. This

eventually became Serca and then Sysco.

ST - What is your Geographic territory?
I started off working in the Burlington/Hamilton area. After the

birth of my son 15 years ago, a territory closer to my home opened
up and I have been working in the Niagara area ever since.

ST - Where do your accounts fall in relation to 
your territory?

Most of my calls are within 15 minutes of my house.  This allows
me the opportunity to visit customers more often and it also
provides a sense of community and connection between Sysco and
our customers.

ST - Describe the account composition of your territory.
Most of my accounts are family dining establishments with a few

new upscale restaurants.  I have one larger account called The Five
Brothers Hospitality Group which is composed of 5 different
restaurants and hotels.

ST - What do you like best about Sysco Brand?
I think it’s great seeing Sysco brand products in the kitchen of so

many operators and it’s even better when customers order by the
brand name.  It means that they see the value in what it offers.

Sysco departments, the operator and myself.  Communication
between these groups is crucial and without it, the simplest things
can quickly escalate to disasters.  The value of this open communi-
cation cannot be underestimated.

ST - What is the most rewarding aspect of your job? 
Without a doubt, the best part of this job is the people.  There are

so many unique and interesting people I get to interact with: from
the customers, to vendors and coworkers.  I love my accounts - they
are like family. And to think that I get paid for talking to all of them!

ST - What do you enjoy most about working for Sysco? 
Again, it comes down to the great people I get to work with –

from the warehouse personnel, support staff, merchandisers,
coworkers, and even management! They all make it worthwhile.

ST - What are your goals for the future? 
For the future, I would like to continue to help my customers grow

their businesses. Tough economic times can breed negativity, so I
want to help my customers gain back the passion they’ve had for
this industry.

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

It can be a grave mistake for operators not to keep up with the
latest trends. Also, owners need to ensure that they maintain control
throughout every aspect of their business.

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

When an owner/operator is not present at his or her own
establishment, he loses touch with his patrons as well as his staff.  If
he is not careful, the business can quickly start to decline. I think it is
critical for the operator to be on-site regularly to maintain a sense of
where the business is going.
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Customers also love when they see these products on cooking
shows because they make the connection between the brand and
the quality it stands for.  

ST - What has operator response been to Sysco Brand?
Overall, the operators find great value and consistency in Sysco

branded products.  I have amazing success with Sysco Butcher’s
Block center-of-the-plate items, especially.

ST - Do a lot of your accounts use Sysco Brand?
All of my accounts use Sysco products.  There is definitely

something for everyone: ranging from our great produce to pastas,
and sauces to meats.

ST - Describe how you have helped customers 
solve problems. 

In difficult economic times, customers really need our help.  With
the assistance of our wonderful Business Review team in Toronto, I
do a lot of menu overhauls for customers as well as cost reviews to
determine profitability.  I also take customers to the Toronto branch
to do extensive on-site business reviews with our team.  It is a great
opportunity to review gaps in their product mix and services, and to
assist with the ever growing demands of running a restaurant.

ST - What is the most challenging aspect of your job? 
The most challenging part of my job is trying to coordinate all the
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By Kelly Putter

For a menu item that gets 
unprecedented attention, praise and

adulation, the humble hamburger 
has a rather questionable past.

Hamburger History
Its past is questionable in that there doesn’t appear to be

a definitive answer as to who invented North America’s
national dish. There are theories, of course, from two Ohio
brothers who are said to have used a beef patty when they
ran out of sausage while selling food at a county fair in 1892
to a report stating that a Wisconsin man invented the
hamburger when he prepared sandwiches with meatballs
at another county fair in 1885.

Perhaps lending an air of credibility is a theory endorsed
by the government of Connecticut together with the
Library of Congress, both of which agreed that Louis Lunch
owner Louis Lassen invented the hamburger. And finally, a
Texas historian attributed the creation of the first hamburger

to Athens, Texas resident Fletcher Davis, who is believed to
have offered the sandwiches at a small lunch counter in the
1880s.

Debatable origins aside, it’s clear that our beloved burger
has a long history rooted in simple but flavourful fair food.
The casual, non-utensil, walk-as-you-eat kind.

Fast forward one hundred years and the burger has
evolved for some to an exalted status. These high-priced

patties come with unusual toppings such as fig jam, foie
gras and truffles. And while shelling out $100 for a burger
might be the ultimate notch in a foodie’s belt, thankfully
there are still plenty of foodservice establishments offering
great burgers at affordable prices.

“They’re a perennial favourite,” says Garth Whyte, President
of the Canadian Restaurant and Foodservice Association
(CRFA). “I think it’s telling that restaurants are looking at
different ways of serving burgers from gourmet burgers to
sliders to veggie burgers. They’re so versatile.”

Whyte believes the wave of new burger restaurants
speaks to Canadians’ desire to return to basics, simplicity and
home-style cooking.

“People are getting back to tradition,” Whyte says. “I 
think another trigger that might explain their surge in
popularity is the recession we’re coming out of. The
economic tough times could have played a role in their
rising popularity because, let’s face it, burgers are good
value for the money.”

But the author of Napoleon’s Everyday Gourmet Burgers
thinks the hamburger fad has deteriorated with too many
bad burger joints opening their doors.
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According to Mintel Menu Insights Research, before the
recession hit, restaurants had begun adding small meals as
a way to drive traffic during off-peak hours and to cater to
consumers’ fast-paced lifestyles. But the economic
downturn and sharp drop in consumer spending made
snacks a centerpiece of menus.

Variety is the Spice of Life
According to NPD Group, a recent survey of 6,000

customers across Canada indicated that 73 per cent of
respondents said they would like to see new items on full-
service menus. But what’s especially interesting is that
customers said they wanted to see more variety in
appetizers and more options in chicken dishes.

Burger trends for 2011 seem to focus more on toppings
and sides than the actual patty and bun, according to
www.burgerbusiness.com. Look for cheese-stuffed burgers

thanks to at least one major quick service restaurant rolling
out its own version. Others will likely follow suit. 

Toppings will include white cheddar cheese, barbecue/
steak sauce and onion straws.

As burgers return more and more to their roots, fries are
going a little wild. The website reports growing trends in
unusual-flavoured dipping sauces such as cinnamon-pecan
aioli for sweet potato fries or fries seasoned with truffle-
Parmesan, lemon-chive or chipotle-maple. Look also for fries
cooked in duck fat or tossed in ranch dressing.

The gourmet burger craze may settle down some, but it’s
unlikely we’ll ever forfeit our enthusiasm for ground beef on
a bun. If you’re looking for ways to change it up a bit,
consider adding different proteins, unique toppings or
sliders to your menu this summer. And don’t forget those
wild fries.
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“I think we’re still in middle of this trend and it’s people
opening up bad burger shops,” says Toronto’s Ted Reader, a
barbecue chef and culinary personality. “I’ve been to a lot of
these new ones.  And there are too many bad burgers out
on the marketplace and people are tired of it.”

The key to making a good burger is to keep it simple, says
Reader. Start with good quality beef that’s not overly lean.
There should be more meat than bun. And, he urges, please
stop squishing the meat.

“You gotta stop squishing and pressing burgers,” he urges.
“Every time you want to press that burger, go have a sip of
beer.  You’re pushing out all the fat, juices and flavour.  You
want the juices running down your chin, not into your grill.”

When Size Matters
Not only has the gourmet hamburger fad seen a 

proliferation of new burger joints, but variations such 
as mini burgers and sliders have also emerged. These
amuse-bouche or bite-sized foods have gained in
popularity due to the convergence of several factors
including our national obsession with watching our
waistlines, the affordability factor of smaller portions and the
fact that the Net generation likes to share things.

“Sliders are the trendiest appetizers,” says Claudia Joanis,
Assistant Product Manager for Pinty’s Delicious Foods Inc. 
“If you visit the bar section of a Turtle Jack’s, for example, 
a larger portion of the menu is dedicated to sharable
appetizers. From a generational standpoint, Gen Y is as
comfortable sharing food as they are sharing the details of
their lives on social media.”

Joanis says sliders and 
miniature foods are a low-risk way 

to introduce new items 
to customers.

“Different ways 
of serving burgers 

from gourmet 
burgers to sliders 

to veggie burgers.
They’re so 
versatile.”



S y s c o  T O D A Y -   J u n e  2 0 1 1

By Michelle Ponto

With warmer temperatures comes summertime fun … and with that
come the summertime drinks.  Now is the time to tempt your customers
with the flavours and colours of the season, and keep them coming 
back for more.  Whether it is smoothies, frozen beverages or exotic twists
on old classics, adding a little pizzazz to your drink menu can create a
lasting impression that will stay with your customers and help increase
your revenue.

“Restaurants often concentrate on their entrée items, but a 
restaurateur can make twice as much from beverages as they can 
from an entrée,” said Janet Chantry, co-owner and Vice President of
Mixology Canada. “A customer can drink two or three cocktails, but 
it’s very hard for them to eat more than one entrée.”

Chantry says cocktails can be just as important as the entrée since
they are often the first experience the customer has with a restaurant. 

“If the waitress brings them a cocktail, and it’s dressed up, presentable
and tastes good, it automatically puts the person in the frame of 
mind that they’re in for a fantastic meal and a wonderful experience,”
Chantry said.

The Secrets to a Successful Drink Menu
Serving memorable summertime beverages starts with variety, but it

doesn’t matter how many drinks you have if you don’t promote them.

“People consume with their eyes,” Chantry said. “You have to be able
to promote it so someone would want to take it right off the page and
drink it.”

In other words, to implement a successful drink menu there must be
photos of the beverages and a description that makes the drink sound
unique and mouth-watering.  Many times, when a customer comes into
a restaurant, they have no idea what they want to drink.  Use this as an
opportunity to upsell them on a signature drink. Photos and a good
descriptive menu can further help the customer make up their mind. 

Rolly Kimble, the Director of Corporate Accounts of
Nestlé Professional Vitality, has similar advice.

“The visual look and presentation is what induces the
beverage trial, but it’s the quality and flavour that keeps
them coming back,” Kimble said. “Set out ‘hero’ versions
of signature beverages to catch your customer’s eye
and draw them to that drink.”

This advice doesn’t just apply to cocktails and
smoothies. It also applies to the frozen specialty coffee
category. Tempt the customer by presenting them with
something they can’t make at home.

It’s All About Presentation
Glassware plays a major role when it comes to the

presentation of a beverage. In a restaurant environment,
it is important for the operator to dress up the glass and
make it fun for the consumer.
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GARDEN CRISP
PICKLES

Order Code Product Description Pack Size Shelf Life 

8244224 Pickle Dill Whole 1/19 L 180 Days

8244230 Pickle Dill Hamburger Slice 1/19 L 180 Days

8244248 Relish Sweet Green 1/19 L 180 Days

8244388 Pickle Sweet Mixed 1/19 L 180 Days 

strawberries together and menu it as an afternoon combo – it’s a
beverage and a snack,” Kimble said. 

The more an operator can mix and match their flavours and
create different presentations, the more they can expand their drink
offerings without having to expand their product list.  

“Our slogan is, ‘Why drink it straight?’ They should mix and match.
We try to show our customers how they can turn four flavours into
a myriad of drinks without adding anything to their product list – 
all through creative mixing and blending,” Kimble said.

The Hot Drinks of the Season are Cold
Pina Coladas are still popular this year, but so are Mojitos –

especially frozen Mojitos.  Bellinis are still in demand, too. But like 
the Pina Coladas, customers are looking for the newest Bellini 
twist, such as a mango or strawberry Bellini. Classic cocktails are 
also here to stay.  

“I don’t think Margueritas will disappear. They remain a consistent
favourite.  But you have to offer more than the ‘tried & true’ for
today’s more adventurous consumer,” Kimble said.

So what is the most popular flavour of 2011?
“Lemonade. Everyone is doing lemonade.  Both alcoholic and

non-alcoholic - and all frozen,” Chantry said.

Kimble agrees that lemonade and limeade are the most popular
flavours of the season – along with combinations of lemonade such
as lemonade-blueberry, lemonade-raspberry and lemonade-
strawberry swirls. The possibilities are endless.

“We’re launching a couple of new flavours including limeade and
Mojito limeade. Lime also seems to be very popular this year,”
Kimble said. 

And don’t forget about the frozen coffee category.  Customers
are still looking for chilled coffees and lattes as an afternoon treat or
as an alternative to dessert.  Just like cocktails, presentation is what

will sell these items.  Showing photographs of your iced coffees
served over ice with cream or frozen lattes or mochaccinos topped
with whipped cream and syrups will tempt your customers into
trying these decadent drinks.  

Remember, it doesn’t matter how fantastic your drinks are, you
have to let the customer know they exist. And the only way to do
this is through promotion, promotion, promotion. 

So now that the warm weather is here, don’t miss out on the
opportunity to let your profits pour with sumptuous summertime
beverages.

“When they see something beautiful come to the table, it makes
them appreciate that cocktail even more. It’s not just ordering a
cocktail, it’s a whole event,” Chantry said.

One of the benefits of frozen drinks, whether they are alcoholic
or non-alcoholic, is that you are able to layer them.  Using the
different flavours and syrups, you can add different colours and
flavour profiles. In addition, drinks can be dressed up with different
coloured rimmers, funky straws and fruit. All of these little touches
add to the “wow” factor of the drink.  

It’s all about offering consumers newness and variety.  Try taking
old favorites and creating your own new twists – like adding
strawberries to a Pina Colada for a “Lava Flow” or adding coconut
and mango for a “Coco-Mang-ada.” 

“There is also strong demand for smoothie drinks. All types of
smoothies. Many operators are now incorporating fruit into their
beverages to add texture, interest and the opportunity for a
healthful meal occasion.  Blend lemonade, orange juice and

Responsible bartending tips:
•  Do not let patrons get to the point of intoxication.
•  Check all IDs.
•  If an intoxicated person enters your establishment, 

do not give them more to drink.
•  Have a Responsible Serving Policy in place and post 

it in visible areas such as doorways.
•  Do not let intoxicated guests drive home.
•  Make sure your staff all completes the Smart Serve 

or Serving It Right program.
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By Kelly Putter

You know you’re onto the next big food trend when they
start writing musicals about it.

Schwartz's -The Musical opened late March in Montreal.
It’s based on the city’s most famous delicatessen and a
woman who believes that everything in the world can be
exploited, including smoked meat.

Sound a little weird? Perhaps. But as Canadians, we’ve
long loved our smoked protein, whether it’s salmon, trout,
sausage, deli meats or -- the newest kid on the smoked
meat block – American style barbecue, which is also known
as Southern style barbecue.

“The trend in barbecue is real American-style barbecue,
where the food is smoked,” says Ted Reader, a well-known

barbecue aficionado and chef who’s written cookbooks and
developed a line of barbecue products. “That kind of meat is
here now and it’s going to stay. Canadians are starting to
adopt the love of American barbecue.”

Reader isn’t the only one touting the virtues of fire and
smoke. Partners at Toad ‘n’ Turtle pubs in Red Deer and
Calgary transferred their penchant for all things smoked
from the campground to the kitchen about three years ago.

“We thought, let’s do this at the pub,” says Dave McHugh,
a partner at the pub in Red Deer, who enjoyed experi-
menting with smoke flavours while camping with his family.
“We slowly transitioned it in while I was teaching myself
everything I could by reading every book I could get my
hands on.”

Today, the pubs have a big commercial smoking ovens
and a competition smoking team, known as the Toad ‘n’
Turtle Swamp Smokers.

With 25 to 30 smokers on his Etobicoke property, Reader
knows his stuff. He’s smoked all but the kitchen sink as

he’s tried to infuse chocolate, cheeses, all kinds of
poultry, fish, veal, lamb, venison, burgers and hips of
beef with a unique smoky flavour. At his former
restaurant in the Dominican Republic, Reader even
smoked whole pigs by burying them in pits on the

beach.

“I want to know everything there is to know about it
because I love what I do,” Reader explains of his obsession

for fire and smoke. “As a barbecue chef and personality, a lot
of my fans want to understand how different grills and
machines work. And I want to help them. I’m here to inspire
them to get out and cook and relax and have some fun and
enjoy life that way.”

Traditional barbecue foods include pork shoulder, pulled
pork, chicken, ribs (back ribs or St. Louis ribs) brisket and tri-
tip, which is a relatively inexpensive triangular piece of sirloin
– all of which can be successfully smoked.

For instance, at Toad ‘n’ Turtle, they smoke pulled pork,
beef brisket, chicken, ribs, pastrami and ham. McHugh is also
something of a fanatic when it comes to smoking and
admits that he’s applied smoke to just about everything,
including  rabbit, all variations of seafood, chocolate chip
cookies, apple pies, pineapple upside down cake, chicken
wings, pizza, nachos and even salt.

“Chefs have been smoking foods forever,” McHugh says.
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Sustainable. Versatile. Delicious.

Cape Capensis 2-3 oz Fillets #4778720

Cape Capensis 3-4 oz Fillets #5690872

Cape Capensis 4-5 oz Fillets #3423092

Cape Capensis 6 oz Fillets #0126037

Cape Capensis 7 oz Fillets #2713014

.



S y s c o  T O D A Y -   J u n e  2 0 1 1 7

Don’t forget: 
You can earn Sysco Rewards 

points on all purchases 
of qualifying products!

“It’s one of the oldest forms of cooking. I think it’s taking us back to comfort food. In
restaurants, everything seemed to be about chefs pushing the envelope of what dining
is and that’s great, but sometimes you just want basic food. You’re not always out for some
esoteric culinary adventure.”

Uninitiated chefs and cooks can take courses on smoking foods. Check with your local
smokehouse for information on courses. Barrie’s Danielle Dimovski, a professional
barbecuer who competes and hires herself out for corporate team-building gigs centred
on barbecuing, also offers courses. Go to www.divaq.ca to find out more.

Dimovski recommends chefs experiment with all types of wood. Mesquite wood, for
example, does not pair well with lighter coloured meats so it should be used sparingly.
Apple wood and other sweeter fruit woods are perfect with just about anything. “Wood
should be used to enhance your food,” she says. “But you shouldn’t feel like you’re tasting
logs.”

Reader says restaurant operators need to decide first what and how much they want to
smoke. Once that’s chosen, research the different kinds of smokers available. Some of the
“big daddies”, says Reader, are Southern Pride, Ole Hickory, Viking and Bradley. Explore the
differences between charcoal, gas and electric smokers, he says. And make sure you’re
aware of the fire bylaws in your municipality. Also, keep in mind that smoking takes
practice because you need to learn how to control the fire, the heat and the smoke.

“I’ve smoked with pecan, black walnut, licorice, corn husks, orange zest, cinnamon
sticks, pine needles, coconut shells, teas, peat moss,” says Reader. “You’re only limited by
your imagination. The chef just needs to get creative.”

The key to good barbecue and smoking is cooking “low and slow”. To make pulled pork,
for instance, Reader typically cooks his pork at 180 degrees for about 18 hours until it’s just
falling off the bone. He seasons it with salt and pepper, crushed chili flakes, apple cider
vinegar and those crispy, flavour-packed crackling bits from the outside of the pork. He
might add a little extra barbecue sauce. “I like it served out of a bowl, with sauce on the
side and maybe with some cornbread. I also like it on a bun with coleslaw on top or served
in an ice cream cone and topped with coleslaw. I call them pork-cone-eh’s.”

These barbecue enthusiasts talk about it as if it were a religious experience. McHugh
says you can’t fake being a part of the barbecue culture, while Reader says it’s a way of life
that requires passion, patience and perseverance. Dimovski says she lives, eats and
breathes barbecue.

“ I don’t have OCD (obsessive- compulsive disorder),” she explains. “ I have OCB –
obsessive -compulsive barbecue. Barbecue is true, honest, integrity-filled food. It’s 
planned and methodical. It’s very congenial and very family centric. You’re not going to
make 30 pounds of pulled pork for just yourself, so it’s not only about the food itself - 
it’s a communal experience.”

This is not about smoke and mirrors. Your customers will undoubtedly appreciate the
flavours and hospitality that naturally emanate from
cooking barbecue style, so consider adding 
a little fire and smoke to your menu 
this summer.
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By Michelle Ponto

With the sun setting later and the temperatures warming
up, patio season has officially arrived.  For many restaurants
and cafés, an outdoor dining area can mean extra revenue
and new customers.

Dining al fresco can range from a few tables and chairs on
the sidewalk to an elaborate outdoor patio with a fountains
and music.  Some venues are lucky enough to have a view,
but even if you aren’t blessed with being located next to a
lake, golf course or park, you can still create an area with
ambiance that will make your customers say, “Do you have a
table available outside?”

Setting the Mood
No matter what kind of space you have, keep in mind that

your patio is an extension of your indoor restaurant and
should reflect the same theme and atmosphere.  An easy
way to accomplish this is by using cushions or umbrellas
that follow the same colour theme as your indoor venue.
While they don’t have to match exactly, flowers and
decorative features should also match the same theme as
your indoor space.  

If you are a fine dining venue, make sure you use the same
linens on your patio as you do in the inside area.  Your
customers are coming to your restaurant because they are
looking for a particular experience. That experience
shouldn’t change just because they are sitting outside.

1 0

PATIOTIME
Creating 
the Perfect 
al Fresco
Experience
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Table linens and cushions aren’t the only things that can set the mood.  When dining
outside, you have to take into consideration the exterior elements.  Do you need vines and
shrubs to screen the view?  Do you need to create a focal point like a fountain or a fire pit?
Do you need a speaker system to play music? 

If your patio is on a busy sidewalk, one tip is to set up a wrought iron fence and line it with
flower boxes.  The flowers will not only soften the atmosphere, but they will give your diners
some privacy from the people passing by.  

Sun, Rain and Chills ... Oh, My!
The summer months may be here, but that doesn’t mean the weather will be perfect every

day.   Create shade for your customers with umbrellas or canopies. If you live in a place where
rain and wind occur often, you may want to invest in an awning to protect your outdoor
space.  Some of these come with plastic windows that can be removed on warm days and
closed on rainy days so you never have to worry about losing your outdoor dining
area during the summer. 

If an awning isn’t something that would work for your
space, make sure you have a plan in place in case
showers suddenly erupt. Train your staff on what to
do in this type of situation and how they should
accommodate customers.  They should also be
trained on how to clean up and reset the area quickly
after a shower.

On windy days, using clips to secure the table cloths
can help prevent them from flying away and rolling up the
flatware inside the napkins is a simple way to keep
everything in one place.  If your patio furniture is light, weigh
it down with sandbags or metal weights.

For chilly evenings, have heaters readily available and teach your staff how to light and
maneuver them safely.  They should watch the customer flow and be ready to move them
to effectively accommodate the guests throughout the night. 

The Buzz About Bugs
Outdoor venues are great, but there’s just one problem: they are outdoors.  This means

they are fair game for pests such as bugs and birds.  To deter birds from perching in the area,
experts recommend physical repellants such as bird spikes and placing netting in areas, such
as HVAC vents, where they would most likely roost.  

Insects like flies, mosquitoes, wasps, cockroaches and ants are a little harder to keep away
just because they are so small. The good news is there are things you can do:

•   Cover all trash cans with tightly sealed lids and empty them regularly. 

•   Clear plates quickly and wipe down tables and chairs in between customers. 

•   Pressure-wash your patio or
deck each night to remove
crumbs and debris.

•   Keep parking and sidewalk
areas free of trash. 

•   Cut down grassy areas
surrounding the patio area. 

•   Try citronella torches 
or other natural insect
repellants.

Keeping the 
Service Coming

Now that you have your outdoor patio
ready, you need to make sure your staff is trained on how 

to serve that area since you don’t want your patrons to feel forgotten.  If the
kitchen is running behind, have the servers stop by to regularly refill coffee and 
other beverages.  

During slow periods when your wait
staff is taking care of both inside and
outside patrons, having a checklist in
place can help them ensure their
outdoor customers stay as happy as
their indoor ones.

When it comes to outdoor
dining, size does doesn’t matter.
It’s all about creating a consistent
atmosphere that keeps your
customers comfortable and happy.  
It you keep your patrons top of
mind, they’ll come back again 
and again.

1 1
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an operator convert every day into a special occasion? What
can be done to build business? Consistency and perceived
value are the two benchmarks that will keep guests coming
back time after time. 

•  Though it may seem obvious, the hours of operation 
for your business need to be punctual and reliable. 

•  Without question, your establishment must be clean
and inviting. 

•  Within your allocated budget range, the quality of the
food and the execution of the menu offerings must
be of the highest quality.  You must consider
“perceived value” and charge accordingly.  

By William Wallace CCC

As the proverbial rollercoaster we call an economy takes
us for a ride, every foodservice operator knows that
consumers are tightening their belts. Unfortunately, dining
out is often seen as a luxury, and can be one of the first
things to go when people are trying to cut costs. Those
operators that can ride out the economic downturns are the
ones that will remain profitable for many years to come. 

Consistency is Key
Recent studies show that over 60 per cent of meals eaten

outside of the home are for “special occasions” only and are
seen as a luxury expense. Unfortunately, these one-time
meals do not translate into repeat business. How then can

These are not options, but necessities. Customers seek
out value and exceptional service and are willing to pay for
it.  However, if they feel shortchanged in one of these areas,
they will likely not return. One-time customers can only be
relied upon as a business strategy in very limited markets
such as Niagara Falls or other tourist areas which are well
known for short-stay visitors. To build a restaurant business,
a base of loyal customers is essential. These regulars support
your business by dining at your establishment at least once
a month or more.

Do What You Do Well
Once you have selected the type of business you are

going to operate, remain true to your vision. Barring specific
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themed formats, changing or conflicting business strategies
can be confusing for customers who are coming to you
looking for a familiar experience. For example, the classic
diner is a well documented restaurant approach.
Consumers know they can expect lower cost meals, with
large portions and a wide ranging menu. If a diner suddenly
starts to offer seasonal menus, with wine parings and price
points over $30 a plate at dinner, the inconsistency
becomes difficult for a consumer to reconcile – the
perception of a traditional diner is divergent to the higher-
end offerings and customers may not come back.

Conversely, a fine dining restaurant known for providing
unique local vintages of wines and exceptional cuisine
would not be well advised to offer “discount bacon and eggs
all day” as a menu option. Consumers come to your
establishment expecting an experience they’ve enjoyed in
the past so once you’ve decided on the business approach
you’d like to follow, stick with it.

The Face of Your Business
The quality of your staff is another area where consistency

is essential. Every dollar spent training employees to deliver
excellent service along with increased perception of value is
a solid investment in your business. Running a payroll is
often the second highest expense in a foodservice business
and making sure you have the right people in the right roles
is crucial.  Motivating workers who are competent, reliable
and who want to come to work is best accomplished
through leading by example. The most successful restaurant
businesses have hands-on owners who are a part of the
team, either as the chef or dining room manager, and who
work with their staff to offer the best possible experience to
their guests every time. This can be hard work and yet some

of the most rewarding work there is. When guests enjoy the
food on their plates and the surroundings they are in, they
are very likely to come back. Repeat business is the
cornerstone of success. 

Select Your Partners Carefully
The next crucial part of running a successful business is

the selection of your business partners: the suppliers.
Without a doubt, Sysco is the consistent choice.

There are Sysco operating companies across Canada,
delivering consistency and value to every kind of
foodservice business, with associates working tirelessly to
bring what is needed to operate profitable and successful
establishments. By working with national brand suppliers,
household names recognized and trusted for decades in the
foodservice industry, as well as Sysco’s own premium brand

products, there is not a single part of the business that Sysco
cannot supply. For example, Sysco offers four distinct levels
of brand excellence in all categories of foods, from canned
tomatoes to portioned control-cut broccoli. Also available
are cleaning supplies covering the kitchen to the dining
room, and paper products ranging from meals on-the-go to
restroom needs. 

A further advantage of partnering with the largest food
distributor in North America is the knowledge and
experience of Sysco’s specialty companies which work to
meet the expanding needs of the industry. Sysco Fine Meats
Toronto and Vancouver are Sysco companies that offer the
consistency and attention to detail that guests demand and
are willing to pay for. 

Proteins are generally the most expensive part of the
dinner menu. When a guest is paying more than $25 for a
single plate of food at dinner, the margin for error is
extremely small. The expertise and knowledge needed to
purchase, age, trim, portion and cost-control proteins like
beef is vast and complicated. By working with a Sysco
specialty meat company, that margin of error can virtually
be eliminated.   As a result, the quality and value that any
guest is looking for can be served to them consistently, time
after time. 

From the front door of the restaurant to the back end of
the kitchen, Sysco provides the consistency and reliability
demanded by operators and guests. By delivering these
benchmarks of service and value to the restaurant industry
as business partners, Sysco can ensure that the keys to
success, repeat business and consistent value, are offered
every day.
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Jodh Singh, Managing Partner  
Packrat Louie Restaurant   

Edmonton, AB

“Enjoy a dining experience
that truly shows respect

towards tradition.”
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Written & Photographed by 
Megan Faulkner, Sysco Marketing Coordinator

Located right off of the energetic and eclectic streets 
of Edmonton’s celebrated Whyte Avenue, Packrat Louie
Restaurant stands as a beacon in the bustling boulevards
with its beautiful architecture and enticing fare. This beloved
dining destination offers up a tantalizing menu that boasts a
variety of incredible dishes, all of which pair perfectly with
their award-winning wine selection. Whether guests are
planning a romantic evening, a family gathering, or a
business dinner, Packrat Louie Restaurant is sure to lavish
each visitor with amazing flavours and tempting aromas.
Savour your surroundings in the landmark that Packrat 
Louie Restaurant calls home and enjoy a truly classic 
culinary journey. 

Packrat Louie Restaurant has been awarded numerous
honours since its opening in 1993; the most recent of these
awards being Open Table’s Diners’ Choice Winner and Wine
Spectator Award of Excellence for 2010. With its offering of
superior cuisine in a classy and casual environment, it’s no
wonder why this culinary attraction has created such an
amazing reputation and immense guest following. Even just
a glance at Packrat Louie’s enchanting exterior compels
guests to pay a visit as they admire the historic setting. The
delightful building, located on the corner of 103rd street
and 83rd avenue, shows off its notable brick construction
and features a welcoming side patio. Inside, an array of large
wood paned windows immerse the dining room and

lounge in natural light and offer a view of Edmonton’s
animated theatre district as the flurry of activity goes on
outside. The urban red brick walls, soothing music, and
contemporary artwork add even more to this inspired fine
dining masterpiece. 

With its characteristic atmosphere, quality service, and
flavour-driven fare, it’s obvious that Packrat Louie was set-up
for success from the start. As Managing Partner Jodh Singh
states, it's an “incredible formula, and being located right off
of one of the most interesting streets in Canada just adds to
that equation”. After enjoying the diverse offerings of Whyte
Avenue, guests can enter through the rustic double doors
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and enjoy a dining experience that truly “shows respect
towards tradition.” Upon being seated by a member of the
skilled and experienced staff, each guest is offered a variety
of savoury options from the vibrant menu. To pair perfectly
with each chosen entrée, guests are also presented with the
first-rate wine selections where they can choose from over
two-hundred and fifty listings. After taking advantage of
Packrat Louie’s inviting environment and mouth-watering
cuisine, guests are sure to plan a trip to the busy streets of
Whyte Ave just to get another taste of this exciting dining
experience.

When it comes to the menu, Chef Jan Trittenbach and his
team continue to “take it a step higher.” The selections are
constantly being adjusted in order to keep everything fresh
and new. Alternatively, guests needn’t worry about their
beloved dish choices disappearing. As Managing Partner
Jodh Singh asserts, the “favourites have to stay and 
Packrat Louie will always keep the dishes that everyone
loves.” However, he affirms that “we also need to strive to
incorporate new trends and styles in our menu because our
guests deserve it.” In order to guarantee that the menu
remains current and vibrant, Packrat Louie’s culinary team
follows three rules when considering each dish: keep it,
tweak it, or change it. Chef Jan has truly taken this challenge
on and run with it. Furthermore, his team is not afraid to take
a few chances and boldly introduces new items and unique
ingredients to the menu regularly. The whole culinary 
family acts as a large part of the creative process and after
each tasting all feedback and comments are taken into
consideration while building each dish. As Jodh states, 
these are “incredibly talented guys and no matter what
curve balls I throw at them the results are always really
good.” Some of Jodh’s favourites from the team’s creations
include the lemon pizza, lovingly cooked in the clay oven,
and the rack of lamb with an aromatic Moroccan rub. Since
guests have been coming  to Packrat Louie for over
seventeen years it’s no surprise that they’ve come to expect
a level of quality from every new option that pops up on this
flavour-filled menu.

Packrat Louie Restaurant has been a partner of Sysco
Edmonton’s since Packrat Group Limited took over the
business in 2006. Jodh Singh, however, has had more than
ten years of experience working with Sysco Edmonton and
feels that his first experience as a manager is what
“cemented him in as a fan.” As he states, “Sysco has always

Scallop and Crab Cakes

Serves 6

INGREDIENTS METRIC IMPERIAL
Scallops 200 g 8 oz
Crab meat, canned 200 g 8 oz
Red onion, finely chopped ½ ½
Parsley, chopped 7 g ¼ oz
Celery 1 stalk 1 stalk
Red bell pepper, finely chopped ½ ½
Panko breadcrumbs 50-75 g 2-3 oz
Egg 1 1
Cajun spice 5 mL 1 tsp
Flour 50 g 2 oz
Salt and cracked black pepper, to taste

Thaw, drain and chop the scallops roughly. Mix in with crabmeat.
Add the chopped red bell peppers, red onion, parsley, celery, flour,
egg, and cajun spice: mix well to incorporate the ingredients.
Add 1 oz of panko breadcrumbs and mix again. Season with salt
and cracked black pepper.
Divide the mixture into 6 equal portions. Press the divided portions
into the shape of small cakes and crumb them with the remaining
breadcrumbs.
Heat olive oil in a flat frying pan (1/4 inch deep). Fry cakes for 1
minute, then flip and fry other side. Put cakes on a baking sheet
and put in 325F degree oven for 10 minutes, or until hot in center.
Serve with chipotle aioli.

CHIPOTLE AIOLI:
Mayonnaise 250 mL 1 cup
Honey 10 mL 2 tsp
Chipotle powder 2 mL ½ tsp

Mix ingredients to incorporate thoroughly. Refrigerate unused
portions.

solved problems along with me” and, in his opinion, an
attribute of a truly great business is in how they resolve
issues when things aren’t perfect. Additionally, Packrat
Louie’s is always trying to get the best products available
and Sysco is a perfect fit in this regard. Jodh Singh 
affirms that Sysco has always “taken care of everything and
he appreciates their people as they are what truly set 
Sysco apart.”

A future filled with growth is in store for Packrat Louie.
With a collection of awards, variety of charity endeavors, and
a menu that is brimming with options for the celiac, vegan,
and vegetarian palates, it’s plain to see that this fine dining
restaurant already has its hands full. Nevertheless, the
culinary team does a fair bit of catering and would love to
expand this category by building off of it over years to come.
Overall, Managing Partner Jodh affirms that they are having
a lot of fun with Packrat. “Seeing that this is a concept 
that people have asked us to take elsewhere, Packrat Louie
is always on the lookout for a good fit and would love to
open another property.”

Whether guests are looking for quality fare, incredible
service, or the perfect fine dining atmosphere, Packrat Louie
Restaurant offers this and so much more. Become a
member of their Gourmet Club and keep tabs on some of
the most exciting and enticing culinary events that Packrat
Louie Restaurant has to offer, or just enjoy a casual evening
out. After which, guests should be sure to unwind with a
glass of wine as they revel in the comfort and style of this
restaurant’s eclectic culinary tradition.



John, Paul and Mark Watts, Owners 
Joe Badali’s Ristorante & OverDraught Irish Pub  

Toronto, ON

“We want people to feel
comfortable, casual, 

relaxed, and dine with 
a sense of celebration.” 
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Joe Badali’s and the OverDraught 
share dedication to hospitality 

What do an Italian country eatery and a traditional Irish
pub have in common? If it’s Joe Badali’s Ristorante Italiano
and Bar and the OverDraught Irish Pub in Toronto, they don’t

just share owners and space in the same building, but also a
formula for success based on service and hospitality.

“This for us is our great staff and how we make you feel in
our restaurants” explains President and Co-Owner John
Watts. “It’s a basket of service, friendly thoughtfulness, food
and beverage offerings, quality and price. It is the basics: the
core and essence of what we should do and what our
guests expect. It’s easy to say, but very difficult to execute
day after day.”

Joe Badali’s and the OverDraught are both owned by
brothers John, Paul and Mark Watts. Since 1994, Joe Badali’s
has occupied 12,000 square feet in a century-old building at
the heart of Toronto’s entertainment district. John Watts
describes it as a country Italian restaurant featuring family
hospitality and comfortable casual dining at popular prices. 

In 2003, the Watts brothers opened the OverDraught in
the 4,500-square-foot space below Joe Badali’s, serving
traditional pub and Irish fare with friendly Irish hospitality.

Although they share an address, the two restaurants offer
different menus and unique environments. Joe Badali’s large
space is divided into several rooms. Guests can opt for the
vintage style of 1940s Italian restaurants, or the feel of an al
fresco meal in an Italian piazza.

“We want people to feel comfortable, casual, relaxed, and
dine with a sense of celebration,” Watts says.

Diners can choose from traditional Italian entrées –
including executive chef Norman K. Wong’s favourite Vitello
Marsala – as well as pizza, salads and appetizers.  But the
core of Joe Badali’s menu is pasta – freshly prepared. 

“Everything is prepared to order using the freshest

Entertainment District, close to the  business centre, putting
them in the middle of the city’s action, whether it be sports,
conventions, theatre or concerts. Joe Badali’s and the
OverDraught share their neighbourhood with Toronto’s
biggest sports and event venues – including the Air Canada
Centre, the Rogers Centre and the convention centre – as
well as some of the city’s top live theatre and concert
venues.

“We seem to be two blocks from whatever is going on,”
Watts says. 

Lunchtime traffic is driven by local businesses, but
evenings and weekends are fuelled by the vast array of
events and attractions in the neighbourhood. That can
make service a challenge, such as when 500 guests arrive
before an event like a hockey game. It can be difficult 
to provide them all with a full hospitality experience within
an hour or so, and still get them all out before the puck
drops.  But the brothers seem to successfully manage 
the impossible.

“Dinner is a very rushed and hectic ‘pre-event’ period, as
everyone arrives at the same time, all wanting to get to their
show on time,” Watts says. “Post-event, we have a more
relaxed meal period where our guests come in focused on
spending time with their friends and celebrating whatever it
was that made them come in that evening. We try to help
them make their night special.”

That kind of service is what Joe Badali’s and the
OverDraught focus on, and continually strive to improve. It’s
a goal that Sysco shares.

“We use Sysco because we find them to be a particularly
service-driven organization with a wide range of
progressive, ever-evolving, high quality, innovative products
and services,” Watts says. “They are aggressive and help us
negotiate pricing and quality and food safety through a
broad range of products. We think both our guests, and our
income statement, notice the difference!”
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ingredients and sent out immediately to the guests,” Watts
explains. “We have absolutely no heat lamps to hold foods.”

One of the unique aspects of the operation is its ability to
serve both large parties as well as traditional smaller groups
with the same great hospitality, often under great time
pressure, and at great prices.

Downstairs at the OverDraught, the menu focuses on
savoury pub pies, stews, burgers, salads, sandwiches and
wings, but the crowd favourite is the Pub-Style Fish & Chips.
It’s all served up in an atmosphere reminiscent of an old
world Irish pub.

“Lots of millwork, comfortable chairs, cozy snugs and a
copper-topped bar all give our guests an intimate and
comfortable environment to enjoy the company of their
friends, a bite to eat, and a good Irish pint,” Watts says.

The restaurants share an enviable location in Toronto’s



Chicken Zucchini 
and Mozzarella 

Cheese Sandwich
Recipe courtesy of 

Reuven International
Serves 4

INGREDIENTS METRIC IMPERIAL

Medium zucchini, thinly sliced 4 4

Medium red peppers, sliced 2 2

Salt  10 mL 2 tsp

Olive oil  15 mL 1 Tbsp

Lemon, grated  5 mL 1 tsp

Mozzarella cheese, shredded 84 g 3 oz

Focaccia or Ciabatta bread, 
halved horizontally, 5”x4” pieces 4 4

Sysco Shredded Chicken 
(SUPC 7718905) 360 g 10.80 oz

Salt and pepper, to taste

METHOD 

• Mix zucchini and salt in medium bowl. Transfer to
colander; set over bowl. Let stand 15 minutes to
drain liquid from zucchini. Rinse and drain
zucchini. Squeeze zucchini to remove liquid.

• Heat oil in large skillet over medium heat. Add
zucchini and red peppers, sauté 2 minutes.
Transfer zucchini and red peppers to a bowl, and
allow to cool slightly. Add lemon peel and stir to
blend. Season with salt and pepper to taste.

• Preheat broiler. Arrange bread pieces cut side up
on baking sheet. Broil bread just until lightly
toasted. 

• Top 4 bread pieces with mozzarella cheese, then
with shredded chicken, dividing equally. Sprinkle
with salt and pepper. Cover with remaining 4
bread pieces, zucchini and red pepper mixture.
Cut sandwiches diagonally in half and serve.

Add some heat to your
summertime menu with these

thrilling recipes. 
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California Dreamin’
Chicken Taco with 

Peach Slaw
Recipe courtesy of the 

California Cling Peach Board
Makes 8 Tacos

INGREDIENTS METRIC IMPERIAL
California Cling Peach halves, 

1 can, in fruit juice 
or light syrup 398 mL 14 oz

Mayonnaise, light or regular 50 mL ¼ cup
Plain yogurt 50 mL ¼ cup
Lime juice 15 mL 1 Tbsp
Garlic clove, minced 1 1
Salt 2 mL ½ tsp
Cayenne pepper pinch pinch
Coleslaw or broccoli slaw mix 500 mL 2 cups
Coriander, chopped 50 mL ¼ cup
Skinless boneless 

chicken cutlets, 3 to 4 500 g 1 lb
TexMex seasoning 10 mL 2 tsp
Large taco shells or flour tortillas 8 8
Hot sauce, to taste (optional) 

METHOD 
• In a bowl, stir mayonnaise with yogurt, lime juice,

garlic, salt and cayenne. Grease grill and preheat
barbecue to medium-high. 

• Drain peaches well and chop. Place in a bowl
along with slaw, coriander and mayo mixture.
Stir.

• Sprinkle both sides of chicken with TexMex
seasoning and a pinch of salt if there isn’t any in
the seasoning mix. Set on barbecue and grill,
turning halfway through until cooked, 4 to 6
minutes in total. Thinly slice. 

• To assemble, warm shells or tortillas. Toss chicken
with slaw and serve with hot sauce, if using. 

For a more authentic taste, the chicken 
is grilled, but you can also season the 
chicken and simply stir fry. Salsa and 
guacamole are delicious on the side. 

Shrimp & 
Peach Skewer

Recipe courtesy of the 
California Cling Peach Board

Serves 8

INGREDIENTS METRIC IMPERIAL

California Cling Peach slices,
1 can 796 mL 28 oz

Mint or basil leaves, chopped 250 mL 1 cup

Jalapeno peppers, small 2 2

Lime juice 50 mL 1/4 cup

Fish sauce 30 mL 2 Tbsp

Extra large shrimp, 
cooked and peeled 30 30

Skewers, medium-size 8 8

Salt and pepper, to taste

METHOD 
• Drain peaches in a sieve, set over a bowl. 
• Meanwhile, finely chop herbs. Slice jalapeno in

half and remove seeds if you don’t like your food
too spicy. Finely mince jalapeno. Place in a
medium bowl along with basil. 

• Add lime juice, fish sauce and pepper. Stir to
combine.

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

• Thread onto skewers. Lightly sprinkle with salt. 
• Serve at room temperature with marinade

spooned over top, or warm over a medium grill
basting with marinade. 
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