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57% of consumers 
now order takeout 

at least once a week, 
compared to just 49% 

of consumers polled 
just three years ago. 

Technomic

47%
Although 47% of consumers

want more healthy 
restaurant options, just 23%

tend to order healthy food
when dining out.

Technomic

Going out to a 
restaurant is the 
number one preferred
activity for spending
time with family 
and friends.

CRFA

$300million
Restaurateurs contribute
nearly $300 million annually 
to charitable causes.

CRFA

77%
More than three out of four
consumers (77%) purchase
prepared foods from retailers
at least once a month. 

Technomic

Nearly 9 out of 
10 consumers
eat poultry 
once a week or
more often.

Technomic

48%
Nearly half of 
consumers (48%) snack
at least twice a day, up
from 25% in 2010. 

Technomic

57%
9

81,577 
There are 81,577 full-service restaurants, limited-service

restaurants, caterers and drinking places in Canada. 

CRFA

#1

foodservice 
facts
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ST - What is your tenure with the Company?
In September of 2001, I joined Serca Calgary as an Inside

Sales Coordinator. A year later, I became a Marketing 
Associate at Sysco Calgary which is what I’ve been doing
for the last 10 years.

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

At age 13, I got my first job working in a foodservice 
operation at the old Winnipeg Arena. It was there that I
gained a great appreciation for the value of good customer
service and striving to differentiate myself from competitors.
I also learned about the wholesale produce business and
its distribution challenges from my father, alongside whom
I worked while he ran a produce brokerage in Calgary.

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

All of my customers are primarily within one 
concentrated area: a tourist market with a small-town feel.

ST - Describe the account composition of 
your territory and how it affects how you
do your job.

My account composition is very diverse. I service large
conference and education facilities, large and small 
boutique hotels and conference centres, back-country
lodges and a ski resort. I also have accounts that range from
fine dining to casual dining and pubs. Each of these 
customers has very unique needs and I have to adapt 
my products and services to best suit their requirements.
While hotels and conference centres can be somewhat 
predictable, other customers in our area may require 
drop-offs to helicopters, ski-do’s or horses in order to get the
products where they need to be.

ST - What do you like best about Sysco Brand?
In a word: Reliability! I can sell Sysco Brand products with

confidence in the knowledge that the customer will be 

satisfied and I know I will get repeat business as a result.  I
also like the selection our brand offers since the needs and
goals of every operator can be so unique.

ST - Do a lot of your accounts use Sysco Brand?
Yes, many of my accounts use Sysco Brand. They 

have built up a faith in the brand and often ask for the 
Sysco Brand option as a first request when looking for a 
new product.

ST - What has operator response been to 
Sysco Brand?

Customers like to know what’s unique or different about
their Sysco brand products when trying something new.
We have built good value into our brand. Customers want
more out of a product than a cheaper price, and they are
confident in their choices when they purchase Sysco Brand.

ST - Describe how you have helped customers
solve problems.

One of my greatest strengths is my problem solving 
ability which has helped contribute to my success at Sysco.
I enjoy helping customers adapt to last minute requests
from their guests by tracking down unique or hard-to-find
products and helping them to meet their food cost goals
and maximize cost-savings potential. I also love to see the
end results of new menu development, and how bringing
new ideas to my customers can help to keep them ahead
of their competitors.

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

The seasonality of this work can be a real challenge.
Weather changes can directly affect tourist levels, so I work
with my customers to make sure they’re ready for the highs
and lows of managing inventory.  This is a task that really
keeps me on my toes every week!

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

This is very easy to answer: the people. I have met some

very amazing people in the years I have worked in this area
and I have customers that make me feel like I’m going to
work with family every day! Also, the people I work with at
Sysco are such a fantastic group. We share common values
that are demonstrated in how we work collaboratively 
to look after our customers – not just our own individual
customers, but we share responsibility for looking after
every customer with whom we do business.

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

Shared success and knowledge.  I have been successful
in my career because my customers have been equally 
successful with their businesses.  I am proud to be their 
business partner of choice. Also, I have had the opportunity
to work with very talented chefs who have given me 
knowledge and tools I can apply to other customers to help
them solve their own unique problems.

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

In this area, there is a continued emergence of Asian and
Indian fusion foods, as well as modern twists on classic, 
simple menu items. In our role as Marketing Associates, we
have to take advantage of all of the learning resources 
we have available to make sure our product offering 
and knowledge is constantly evolving to meet our 
customers’ needs.

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

Operators can get left behind by resisting change; the
successful ones will be more adept at changing menu 
offerings, modernizing concepts or adapting menu 
prices to match the economic environment in which 
they are competing.

profile

WeTurn the 

Spotlight on...
Rob Wowryk  

Marketing Associate, Sysco Calgary
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Soup’s On!

Soup is on-trend, with more patrons 

choosing soup at lunch and dinner as a 

satisfying way to experience new flavours and

classic favourites.1 Canadians’ continued love of

ethnic and regional cuisines also makes soup

the perfect menu addition. With the right soup

selection, it’s easy to offer patrons a range 

of options that will keep them coming back.

Campbell’s®, the #1 foodservice soup brand in

Canada2, is committed to helping operators

Campbell’s® soups are available in multiple 
formats including frozen ready-to-cook
pouches, frozen condensed tubs, dry, shelf-
stable condensed cans and frozen ready-to-
serve pouches for ultimate convenience. 

To appeal to flavour-seeking customers 
looking for on-trend taste experiences, and to
ensure that soup is easier than ever to menu,
Campbell’s® is introducing seven new soups
and one delicious chili in this convenient 
ready-to-serve frozen pouch format. Each is
made with authentic, quality ingredients 
for made-from-scratch taste in a variety of 
bold, unique flavours. Available under the
Campbell’s® Signature line, they were designed
by Campbell’s® chefs to perform back- and
front-of-house. 

As every operator knows, format is key to
streamlining back-of-house prep and providing
consistency within operational constraints. 
The frozen pouch format is easy to use: just
thaw, heat and serve. And with 4 four-pound
pouches per case, operators can make only as
much soup as they need – reducing waste and
ensuring freshness.

offer the flavour, variety, and quality their 

customers are looking for.

Every operation is unique, which is why the

Campbell Foodservice soup portfolio includes

a broad range of flavours and formats. Their

portfolio ranges from time-tested favourites 

like Cream of Mushroom Soup to premium, 

indulgent soups like Wicked Thai Soup with

Chicken. All their soups are expertly crafted 

to satisfy chefs and please patrons. And 

Ready for Success: NEW ready-to-serve soups from 
Campbell's Foodservice deliver on flavour and ease
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Campbell's® Signature Ready-to-Serve 
Frozen Pouch Soup varieties include:

Be sure to check out our “What's Cooking?” page to learn how you can do more 
with Campbell’s®Signature ready-to-serve frozen pouch soups.

1 Technomic 2012, The Left Side of the Menu: Soup and Salad Consumer Trends Report              2 Direct Link Market Share, 52 weeks ending March 2012.

Hearty Beef 
Chili with Beans
Classic, Southwest-style beef chili
crafted with a complex chili-spice blend.

1678970 Broccoli Cheddar
Made with broccoli and real cheese, this
smooth, velvety soup brings authentic
Cheddar flavour to the bowl.

1678962 Chicken Corn Chowder 
with Sweet Peppers 
Rich, creamy chowder made with sweet
red and green peppers and seasoned
chicken. A dash of lime and a hint of
jalapeño add complexity and depth.

1678950

Roasted Chicken 
Noodle with Herbs
Made with slow-roasted chicken and a
savoury blend of herbs, this soup is
crafted to taste like home.

1678917 Chicken Tortilla
A vibrant soup crafted with seasoned
chicken, corn, black beans, and green
and red peppers. Simmered with South-
west-style spices for incredible flavour.

1678939 Loaded Baked Potato
Classic comfort soup, reinterpreted. A
rich, creamy base loaded with chunky
roasted potatoes, bacon bits and chives
for indulgent flavour.

1678991

Tomato Bisque 
with Basil: 
Crafted for richness and depth, this
creamy soup begins with a tomato base
made with cream and butter, seasoned
with onions and finished with basil.

1678947 Sautéed Mushroom 
and Onion Bisque
Made with three mushroom varieties
(button, portabella and shiitake) for
deeper flavour. This deliciously creamy
soup is accented with herbs and sherry
wine for an indulgent twist on traditional
French onion soup.

1678921

To learn more about 
the Campbell’s Foodservice 

soup portfolio, ask your 
Sysco Marketing Associate 

for more information, 
visit CampbellsFoodservice.ca, 

or call 1.800.461.7687.
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Caterers and Banquet 
Facilities Adapt to 

Increasing Dietary Needs
Caterers and Banquet 

Facilities Adapt to 
Increasing Dietary Needs

Caterers and Banquet 
Facilities Adapt to 

Increasing Dietary Needs
made months earlier and guests some-
times forget that they made a special 
dietary request.  Or the guest who 
requested fish is no longer sitting at 
the seat he was originally assigned. What’s
a server to do?

Woodcock navigates
what could potentially
be a logistical night-
mare with colour.
The centre uses

By Kelly Putter

Concerns about gluten-free 
and allergy-conscious dining 

ranked as the third hottest menu 
trend this year in a chef survey by 

the Canadian Restaurant and 
Foodservices Association.

With good reason.

More and more Canadians are request-
ing special dietary needs when dining 
out. There’s gluten-free, allergen-free, 
vegetarian, lactose intolerance, nut 
allergies and a host of other allergies and
sensitivities to contend with. Gluten-free
eating might even be considered some-
thing of a movement or trend these days
as more people try out the diet adopted 
by those with celiac disease.

If you’re in the foodservice business, 
accommodating special diets can be a
challenge. Double that if you cater large
functions. Tenfold it if those functions are
plated service.

“It’s challenging if you don’t have a 
system,” says Stuart Woodcock, Interim 
Director for Food and Beverage, Hospitality
and Client Services of Northlands, 
the multi-facility mega conference and 
entertainment centre in Edmonton. “You
don’t want people going to the table and
auctioning off food, saying who’s the
celiac? and who’s the vegetarian? That’s 
not good form.”

The logistics of getting the right food to
the right person can be difficult. Perhaps
the arrangements for the banquet were
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four different coloured plates to designate
dietary requests. Green is generally re-
served for vegetarian, yellow is used for
gluten-free meals and red is reserved for
guests who have severe allergies. De-
pending on the types of dietary requests,
the colours may change from one func-
tion to the next so that green plates could
be used for nut allergies.

Naturally, there were some concerns
within the ranks when he came up with
his colour-coded scheme.

“Part of the discussion was about what
guests would say, but it’s all in how you
present it,” he says. “If the server says here’s
your XY plate and we have it on a red
plate because we know there are some
sensitivities, most guests are appreciative.
It shows we’ve taken the time and atten-
tion to get them the food they’ve re-
quested.”

The colour-coded scheme fol-
lows guests from the minute they

arrive at the function. Guests who
request special diets are given the

appropriate coloured-card at check-
in or registration. That stays with them

at the table. This system is employed
only after prior approval from the

organizer of the event.

“If Mr. Smith is a vegetarian,
they will give him a green
card,” says Woodcock.
“When the guest sits down
and the server comes to
serve salad and the guest
has a green card, they’ll see

it. Now the server knows 
he or she has a vegetarian at

the table.”

The facility has a separate pick-
up section for special meals.

Two lines are set up so they
can get regular meals at

one and special meals at
the other line. 

“In this day and age,
you go to restaurants and

they have gluten-free

could be gluten-free cupcakes or gluten-free fruit 
pie. The possibilities may not be endless, but they’re 
certainly ample.

“We find it sometimes challenging but it’s also fairly
easy to make sure people have lots of options,” says
Macaulay. “There’s nothing worse than having a special
allergy and not being able to eat while everyone else
around you is.”

As for the logistics of delivering the special meals to
the right guests, Gumtree’s approach is more low-key.
They designate a server as the point person who is 
responsible for knowing who gets what while working
the buffet line.

“I’ve actually seen guests who requested special diet
meals get paged over the microphone and that’s not
cool for us,” says Pruckl. “We come over to the guest and
we’re discreet. We tell them what’s safe and what’s not
safe to eat.”

As the country’s dietary requirements shift, catering
companies and conference facilities must adapt as 
well. How to manage special diets at large events will
continue to be a growing challenge for foodservice as
more food sensitivities come to the fore.

menu items, pizza crusts and so on. It’s a
trend and it’s really socially acceptable. It’s
not seen as a negative. I’ve never seen any
backlash. In the old days, if you had food
allergies you might as well have just
stayed home – but that’s not hospitality.
We have to adjust. Our goal is to serve our
guests well.”

Woodcock thinks gluten-free and diets
with an allergy focus are the tip of the 
iceberg for the hospitality industry, 
especially those in larger centres.  As
Canada’s immigrant population grows
and their cuisines enter the mainstream,
dining facilities will need to adjust.

“Cities like Montreal and Toronto have
seen different cultures and the foods that
different groups eat. The next step for us
is redesigning our menus and putting
some of these items in our repertoire.”

In Vernon, BC, Gumtree Catering own-
ers Kyla Macaulay and Sarah Pruckl built a
separate gluten-free kitchen six months
ago to cater to the growing numbers of
guests adhering to the diet. The move
was also prompted by Macaulay’s son
Quinn, who was diagnosed with a gluten
allergy when he was seven.

Now the catering company, which also
operates a wholesale bakery for coffee
shops in the Okanagan Valley, has one
specific person watching over special
diets and allergies to make sure it’s done
properly.

So for a catering event of 500 guests,
10 or 20 on average might request a 
special diet. For ease of operation, the
caterers prefer to select one meal that can
be adjusted to meet many of the criteria
of special diets. 

Dinner could include a cup of quinoa
mixed with wild rice topped with salad,
vegetables and a protein. If the guest is
vegetarian, the caterers might use tofu, or
if some other dietary requirement,
chicken. The salad is dressed in a mixture
of nutritional yeast, apple cider vinegar oil
and herbs and topped with toasted
pumpkin and sunflower seeds. Dessert
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As Easy 
as Pie

Regional Sales Manager for Plats du Chef, 
formerly known as Thyme and Truffles. “I’m 
expecting big things from our newly developed
pot pies.”

In addition, this leading manufacturer of
frozen hors d’oeuvre, canapés and appetizers
makes a variety of mini quiches with two of 
the most popular being quiche Lorraine and 
Florentine.  Lorraine is filled with custard, 
Monterey Jack cheese and bacon while 
Florentine incorporates a blend of cheese,
spinach, cream and a variety of spices.

Sysco offers an assortment of pie shells under
the Sysco Classic brand. There’s a 10-inch shell

and a deep-dish, five-inch, which is
perfect for quiches or steak and 
kidney pies. Both come with easy-to-

use pie-shell tops. Two- and –three-
inch tart shells are also available. These

smaller shells are perfect for mini quiches,
tourtiere, mushroom tarts – again the 

possibilities are endless. Made in 
Canada, these shells are low in 
trans fats and some products 
come trans-fat free. The shells 

are kosher and made 
with   shortening,

not animal lard.

respects, is the perfect 
comfort food.  It can be relatively inexpensive

to make, can offer guests a quaint reminder of
days gone by and pies are a warm and tasty
tummy-filler, especially in cooler weather.  

Plats du Chef is responding to the trend by
rolling out its mini pot pies, which comprise
chicken and lobster pot pies.

“I’m anticipating the pot pies will do very well
because research is indicating that they’re the 
ultimate in comfort food,” says Lyndon Schreyer,
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By Kelly Putter

The word pie conjures up mouth-watering
thoughts of sweet, saucy fruits, creamed fillings
or sugary nut-laden wedges often crowned with
cold creamy toppings.

And though we all know pies are just not for
dessert any more, we sometimes overlook their
savoury cousins as the perfect go-to entrée. But
that is beginning to change, according to U.S. pie
enthusiast Jane Fisher who operates a website
called PieChef.com 

“There seems to be a resurgence of interest in
chicken pot pies and turkey pies,” says Fisher
whose website tries to simplify the pie-making
process. “They’re adding more poultry and 
vegetables and making them more interesting
and savoury.”

Savoury pies or pot pies, as they’re often called,
have had a bad rap for quite some time. Fisher
puts it down to the fact that guests will ooh and
aah over a dessert pie, but are unlikely to show
as much enthusiasm for savoury pies, which by
comparison might be considered old-fashioned
and somewhat plain.

But as restaurants pull out of the post-
recessionary economic doldrums, pie, in many 

The Romans
who offered
up pies to
their deities.
Could that 
be where the
expression pie
in the sky
originated?
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The secret to a good pie is the crust.

Around the Globe
Scour the world and you’d be hard-pressed to find a country that 

doesn’t have some variation of pie in its cuisine. How about a Moroccan
lamb pie? Tourtiere is the classic French-Canadian meat pie. In Greece,
Spanakopita is the nation’s favourite spinach pie. 

The Brits probably have the market cornered on savoury pies. They lay
claim to many variations that include cottage or shepherd’s pie, fish pie,
pork pie and steak and kidney pie. 

When it comes to pie flavours, you’re limited only by your mind's eye.
For an updated take on savoury pies why not try oyster pie, leek and po-
tato pie or make a free-form spinach, herb and ricotta pie. Search savoury
pies online and you’ll discover a world of recipes from which to choose.

Pies in History
Like any long-standing culinary practice, the history of the pie is multi-

layered and loose.  But most sources agree that this staple can be traced
back to ancient times, when Egyptians filled their pies with honey, nuts
and fruit. Their much-loved dish made its way to ancient Greece and then
to the Romans who offered up pies to their deities. Could that be where
the expression pie in the sky originated?

The first pie crusts were made less to be eaten than to be used as a
baking dish with which to cook and hold the pie’s filling. Pastry shells
weren’t buttery and flaky then. In fact, they were usually too hard to eat.
These pies were called coffins – which meant basket or box – and they
tended to be aromatic meat pies.

Savoury or sweet, the common pie eventually made its way around
the world in countless incarnations. Given that its basic definition is a mix
of ingredients enclosed in pastry and baked, variations on the genre go
on and on: pizza, pasties, turnovers, grunts, quiche, tarts, gallettes.

The secret to a good pie is, of course, the pie crust. Tender, flaky, and
buttery is what most guests want. So whether you’re dealing with turkey
leftovers from Thanksgiving, some extra ground lamb or an assortment
of tasty fall vegetables, think about throwing them into a pie. Your 
customers will be glad you did.

1590.07 - Sysco Today OCT12_Layout 1  18/09/2012  10:02 PM  Page 11



S y s c o  T O D A Y -   O c t o b e r  2 0 1 21 0

By Michelle Ponto

The mention of pumpkin usually conjures up images of jack-o’-lanterns
and pumpkin pie.  But this fall, the bright orange vegetable is taking over
breakfast, lunch and dinner menus in creative new ways.

Like many vegetables in the squash family, pumpkin’s mild flavour pairs
well with many different spices from sweet to savoury allowing it to be
used in a number of recipes.  It can be added to muffins and loaves, but it
can also be substituted in other recipes to transform the ordinary into
something extraordinary.

Pumpkin for Breakfast
One of the easiest ways to incorporate pumpkin into your breakfast

menu is by serving pumpkin pancakes.  Using either canned or cooked
fresh pumpkin, add the pumpkin to your pancake mix along with spices
like allspice, cinnamon and ground ginger.  If you have pumpkin pie spice,
you can use that as well.

Complement your pumpkin pancakes with pumpkin-inspired 
beverages. Create your own signature pumpkin latte by whisking 
pumpkin puree and pumpkin pie spice into the milk you would normally
use in your lattes. Top with whipped cream sprinkled with ground 
nutmeg for a special seasonal treat.

Pumpkin for Lunch
Pumpkin soups are a great way to warm up your customers this fall.

They can range from a mild-flavoured pumpkin bisque to a thick and spicy
curry-flavoured soup with shrimp and chunks of potatoes. The bright
colour also makes it easy to garnish with decorative sour cream swirls,
fresh herbs or grated cheese.

Another way to serve pumpkin is to grill it and add it to grilled vegetable
sandwiches.  It also makes a great sandwich spread.  Try adding maple
syrup and allspice to create a maple/pumpkin spread that works well with
Portobello sandwiches or burgers.  For a spicier spread, add curry spices
and use as a spread for chicken
pita sandwiches, vegetarian
wraps or turkey burgers.

Pumpkin for Dinner
There is something about see-

ing pumpkin on a menu that 
instantly creates the feeling of
comfort.  While pumpkin curries
are still a popular fall item, other
pumpkin-inspired dishes are also
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Pumpkin
Takes the Spotlight this Season
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becoming trendy such as
pumpkin ravioli with sage and
toasted hazelnuts or roasted
mini-pumpkins stuffed with
duck and mushroom risotto.
Pumpkin can also be used as
a side dish.  Add it to garlic
mashed potatoes or serve it
grilled on its own with a
maple syrup glaze.

And don’t forget about pumpkin pizza. One tasty idea is to replace the
traditional tomato sauce with a garlic cream sauce and top with pumpkin,
sage, shaved prosciutto, goat cheese and mozzarella. 

The Sweet Stuff
And then there are the traditional post-dinner treats.  Pumpkin can 

easily be added to cheesecakes, crème brûlées, ice creams and a host of
other desserts.  Pumpkin pie lovers look forward to this time of year 
when they can indulge in one of their favorite desserts, and for some,
Thanksgiving would not be the same without it.

Contact your Sysco Marketing Associate for more information.

The Bottle BoxTM

Extremely durable and eco-chic, 
the Bottle Box is made from 100% 

post consumer recycled PET 
beverage bottles. The unique 
hinged and stackable design 

with the airtight button locking 
system makes them perfect for takeout 

(Grab & Go), salads, deli items and entrées 
(not to exceed 135oF/57oC).

Tuxedo - Platinum Series
The ultimate eco-friendly and
most versatile packaging in
today’s market place. With
convenient pack sizes, a
variety of shapes and sizes 
at affordable prices … the
product presentation speaks
for itself! Whether your 
application is for prepared foods, 
grilling on the BBQ or baking, 
you can save money and time 
and avoid the messy clean up. 
Aluminum is 100% recyclable.

n
n

· Fresh baked and ash frozen, locking in 
moisture to give  you a fresh-from-the-oven
taste

· Quick-prep, thaw & serve convenience; thaw
uncovered at room temperature for 1-2 hrs 

· Perfect for continental breakfast or a
grab-and-go snack

Contact your Sysco Marketing Associate 
to order a selection of donuts.

©2012 Sysco Corporation

Sysco®BakerSource®

Classic Donuts

Fresh-Baked Quality 
In Every Bite.

1590.07 - Sysco Today OCT12_Layout 1  18/09/2012  10:02 PM  Page 13



S y s c o  T O D A Y -   O c t o b e r  2 0 1 21 2

By Michelle Ponto

In the food industry, Thanksgiving starts in
early October and can continue until the end of
the holiday season.  It’s the time of year when
your customers are looking for traditional foods
and places to hold family gatherings. But even if
you are not a full service restaurant, you can take

advantage of the season by tempting your cus-
tomers with limited-time Thanksgiving menu of-
ferings – and promoting them.

Transforming Thanksgiving into 
Mouthwatering Offerings

Before you can start promoting Thanksgiving,

Marketing
Thanksgiving
for Success

you need to know what you’re offering.  During
this time of year, people are craving and ready to
indulge in what they consider limited-time
menu items including pumpkin pie, mashed 
potatoes, green beans and anything with 
stuffing, turkey or cranberries. 

But don’t stop with the traditional meal.
Thanksgiving items can utilized throughout the
menu.  For example, offer a turkey, stuffing and
cranberry sandwich for lunch or a salad topped
with roast chicken, dried cranberries, almonds
and croutons.  Even adding side dishes like 
green beans with dried cranberries, green bean
casserole or wild rice stuffing could help boost
your sales.

Pre-Promoting 
Thanksgiving

Don’t wait until the last minute to
start telling your customers about
your Thanksgiving offerings.  Many
people add visiting a restaurant 
to their “to-do” list and the last thing
you want is to have your competition
on their list before you.  

A couple of weeks before your
Thanksgiving menu launches, begin
teasing your customers with “coming
soon” mentions.  These can be as sim-
ple as adding a starburst to your daily
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the season or by making sure the limited-time
items are at the top of the menu.  Customers
read a menu from top to bottom so don’t hide
your offerings by blending them in with your
regular items.

If you have a daily special board, ensure that
your Thanksgiving offerings are listed on top or
separated out in a way that they won’t get mixed
in with the daily soup or fish of the day.  You
should also make sure your wait staff is well 
informed about the specials and that they 
mention them to the guests as a reminder. 

Another way to boost sales is to offer a Thanks-
giving dinner “to go.”  Many people don’t have
the time to cook, are working during the holiday
or may live alone and don’t like the idea of eating
in a restaurant by themselves.  Giving these peo-
ple the option to order in advance and pick up
their meals helps them celebrate the holiday and
allows you to sell more.  If take-out is something
you don’t normally do, consider offering this as a
special holiday courtesy where the orders need
to be placed 24 hours in advance and picked up

during certain hours.

Promoting
Through Social

Media
Social media is 

continuing to grow –
especially in the food
industry.  Customers
love looking at and shar-
ing photos of food, and
they like taking 
pictures of what they
order.  On your venue’s
Facebook page, make sure
you post appetizing 
photos of your new items
and say when they will 
be available.  You should
also keep your customers
updated by letting them
know how they can make 

a reservation to ensure 
they don’t miss out on your 
Thanksgiving feast.  

Your photos can also keep your

customers engaged by asking them what their
favourite Thanksgiving food item is or what they
would put on their pumpkin pie.  You can also
use your Facebook and Twitter accounts to pro-
mote one-day items such as a turkey pot pie
lunch special or bottomless mimosas for Thanks-
giving brunch.

In addition to Facebook and your venue’s
website, Four Square and Yelp are two other
popular social media tools that could help get
the word out. Both of them allow you to 
add comments which could mention the
Thanksgiving offerings or some of the unique
items you have for the season.  

Each venue is different and it doesn’t matter
how you promote your Thanksgiving foods.
What does matter is that you pre-promote 
and continue to market the menu items all 
season long.

10Ways to Market Thanksgiving

1. Print a special 
Thanksgiving menu

2. Add a mention to your 
phone message

3. Create Thanksgiving 
table toppers

4. Have the wait staff mention
the offerings to customers

5. Create handouts with the
Thanksgiving menu

6. Promote Thanksgiving 
take-out dinners

7. Photograph the menu items
and post online

8. Starburst the specials on 
your daily special board

9. Paste a poster or sign on the
door or waiting area

10. Post your Thanksgiving 
specials on your website 
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special chalkboard or adding a sentence to the
thank-you note on the customer’s bill.  More
elaborate pre-promotion ideas include creating
a special table topper or large posters to 
promote the upcoming Thanksgiving specials.  

Some additional ways you can pre-promote
your offerings include posting flyers on the door
and at the cash register.  If you a planning a prix
fixe menu for Thanksgiving brunch, dinner or
that holiday weekend, the flyer can focus on that
and should also push for reservations. 

And don’t forget your website.  Your Thanks-
giving specials need to be posted on the site to
give your customers a “sneak peek” of what’s
coming.  

During the Thanksgiving Season
When the season arrives, your marketing

needs to continue to remind your customers
what you have and what they’ll be missing if
they go somewhere else. The good news is that
your customers will be looking for these special
items; the bad news is your
competition will also be
promoting their specials at
the same time.

To stay ahead of them,
make sure you cover all
your bases.  Begin by 
either having a special
Thanksgiving menu for

Begin 
teasing your 

customers with“COMING SOON” 
mentions

Begin 
teasing your 

customers with“COMING SOON” 
mentions
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Adding Fish to Classic Salads
According to Len Little, owner of Lucy’s

Seafood Kitchen in Mississauga, a developing
trend in foodservice is the improved profile 
of fish.  He says fish has increased in popularity
because there is a growing consciousness of 
sustainability, and cooking and serving sustain-
able species. To keep up with the demand, he
says he’s expanding his menu to include new
lunchtime items.

“We’ve introduced a number of warm salad
preparations such as a blackened salmon with a
Greek salad. It’s a traditional Greek salad with a
piece of spicy Atlantic salmon on it drizzled with
balsamic vinegar,” Little said. “It’s very popular 
at lunch.”

Another possible lunchtime salad preparation
is to serve a Mediterranean salad with warm
seafood such as calamari, scallops and shrimp
mixed with feta, black olives and spicy salsa over
romaine lettuce.  You could also try spicing up an
old favourite by adding either crab meat,
smoked or blackened salmon, or shrimp over a
classic Caesar salad. 

In all of these cases, many of the fish fillets you
would normally use in entrées could be used to
create warm lunch salads.  The additional menu
item will not only help you turn over your stock
quicker, but it will add something new -- without
going too far out of your customer’s comfort
zone.

By Michelle Ponto

Battered fish and chips are a dinner staple, but serving up
other creative fish items can boost your lunchtime clientele 

and help improve your profit margins – especially if you 
already serve fish as entrées or with pasta.

Fall Fish Ideas 
FOR THE LUNCH CROWD

an Asian herb slaw for a lighter autumn sandwich
that’s perfect for patio dining.

Fish and seafood can be substituted for 
meats such as chicken in many menu items.
Salmon, cod or halibut on a grilled sandwich or
Panini work remarkably well and offer a low-fat
alternative to traditional options. 

Another new trend that’s growing in popular-
ity is fish tacos and wraps.  These can made from
most fish including halibut, mahi mahi and
salmon.  Spice them up Caribbean style with
mango salsas or keep them simple with lettuce,
spicy mayonnaise and tomatoes. 

Another option is to take the same concept 
of the warm fish salad, but instead of putting it
in a bowl, put it in a wrap or on a baguette.  A
blackened salmon Caesar sandwich or a zesty
olive, feta and tomato fish wrap are perfect for
those customers who want more than a salad.

Fresh and Mild Flavours Rule
Customers want to enjoy their fish, but they

Fish Sandwiches 
Stealing the Spotlight 

Fish sandwiches are continuing to grow in
popularity. They range from gourmet tuna sand-
wiches made with fire-roasted wild Canadian 
albacore, provolone cheese, mixed lettuce and
tomatoes on grilled sourdough, to pan-seared
grouper sandwiches and exotic fish tacos.

“We are currently working on our new menu
and are developing some new fish sandwiches.
We already have a traditional Southern Po’boy on
the menu, but we also have a lobster roll with
fresh lobster meat, mixed vegetables and lettuce
which is very popular at lunch,” said Little.

Even traditional sandwiches can be freshened
up for the fall.  Instead of using Cajun spices in
your Po-boy, switch things up by serving your
shrimp with chipotle remoulade on a focaccia
roll.  And there is no rule that the shrimp always
has to be battered and deep fried.  Sauté the
shrimp in a spicy citrus butter and serve it with
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don’t want it to be too fishy.  

“We are serving mountain-stream tilapia at the
moment, but halibut is still one of our most pop-
ular fish even though it’s one of the most expen-
sive.  Farm-raised Catfish and farm-raised Arctic
char are still extremely popular,” Little said. “Mahi
mahi is popular but not as much as the halibut.”

In addition to fish with mild flavours, restaurant
patrons are looking for fish that has been caught
in a humane fashion.  If not farm raised, then 
line-caught fish are popular choices.  

“They are looking for things that are not 
over-fished. We are conscious that what we are
serving is sustainable,” Little said.

Preparation and Reducing Waste
Pan-searing is still very popular when it comes

to preparing fish.  The reason is because the 
majority of fish is not well suited for poaching or
steaming since it falls apart.  With pan searing,
you quickly seal in the meat and only need about
10 minutes per inch when cooking fresh fish.
Also, searing in the pan and then finishing it in

Choosing the Catch of the Day
When choosing fresh fish look for:

Bright, clear eyes

Bright red or pink gills

Shiny skin with tight scales

Fillets and steaks that appear moist

Avoid fish with:

Cloudy, pink or sunken eyes

Gray, brown or green coloured gills

Soft flesh that slips away from the bone

A fishy or ammonia smell

the oven is very efficient. You can then take the
hot pan and add whatever sauce or reduction
you want to accompany it. 

If using fresh fish, try to order only small 
quantities. Also, look at your menu and see
which fish you can use in multiple applications
to help reduce waste and boost turnover.

“We make sure that popular items like halibut
have a number of different applications so we
can use it for salad, fish and chips or fresh.  Then
we can use the end pieces for seafood pastas
and that kind of thing,” Little said. 

One other tip is to be conscious of what you
are buying and that it comes from a reputable
source like Sysco.  The last thing you want is bad
fish from the beginning.

Light, fresh flavours and creative choices are
what your fish-loving customers are looking for
this fall.  Add a new spin to traditional salad and
sandwich offerings by adding salmon, halibut
and seafood in the place of traditional meats. You
just may create some seasonal bestsellers that
last all year long.
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Good Hand Hygiene Goes 
Hand in Hand with Foodservice

Good Hand Hygiene Goes 
Hand in Hand with Foodservice

By Patricia Nicholson

One of the simplest 
and most effective ways 

to halt the spread of 
germs and prevent 

cross-contamination 
is handwashing. antibacterial hand soaps. “But the most impor-

tant thing with whatever product you choose, is
proper handwashing technique and procedure.”

In areas where there is no sink, hand sanitizer
is a useful quick-fix solution, says Matt Del 
Vecchio, Vice-President of Foodservice at Avmor. 

“Sanitizers are to be used strictly where there’s
not a water source available,” says Del Vecchio.
Hand sanitizer dispensers should be strategically
placed in locations such as hostess stations, 
busboy stations, cash registers, lobbies and 
outside bathrooms.

Del Vecchio notes that hand sanitizers have
evolved quite a bit from traditional alcohol gels,
which tended to dry out the hands, creating a
deterrent to frequent use. 

“There’s a major trend toward the alcohol-free
and foaming-type sanitizers distributed by Sysco,”
he says. Not only are foaming sanitizers more
economical because less product is required, but
alcohol-free sanitizers are particularly useful in
foodservice.

“Customers simply do not like the smell 
of alcohol,” says Del Vecchio, adding that 

A successful hand hygiene program can help
build customer loyalty by improving customer
confidence, and help reduce employee sick days
by preventing the spread of illness.

“Hand hygiene is the most basic form of 
sanitation, but it’s the one that contributes the
most to a safer environment,” says Paul Goldin,
Director of Marketing and Customer Satisfaction
at Avmor, a leading manufacturer of professional
cleaning chemicals. “It should be an automatic
reflex for all of us, but it also gives the biggest
gain in terms of avoiding cross-contamination.”

The gold standard 
for clean hands 

is soap and water. 
If there’s a water source available, wash 

thoroughly using the method outlined in Hand-
washing 101. Wash for 15 to 30 seconds. Goldin
suggests humming the Happy Birthday song
while washing to ensure you’re washing long
enough. He adds that proper handwashing
method is more important than whether you
use a regular soap or an antibacterial one.

“Both have a place,” he says of regular and 
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alcohol-free foam sanitizers seem to be a lot 
more accepted by customers and employees.

To ensure that employees are aware of the 

importance of hand hygiene, operators should
encourage handwashing and sanitizing with a
comprehensive program that includes not only
signage in kitchens and bathrooms to remind
employees to wash their hands, but also quick

proactive lessons in handwashing technique and
importance.

“It’s not good enough anymore just to say ‘be
sure to wash your hands,’” says Goldin. “They
should really be shown the right way to do it.”

Handwashing 101
1. Wet your hands under warm running water.

2. Using soap, rub your hands together to make a lather.

3. Wash your hands all over: front, back, between fingers and
under nails. Wash for at least 15 seconds. Spots that tend to
get missed most frequently include the back of the thumb,
between fingers and finger tips.

4. Rinse well under warm running water.

5. Dry thoroughly.
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ThanksgivingThanksgiving
By Patricia Nicholson 

Canadians gobble up millions of pounds
of turkey every Thanksgiving. While you can’t
really go wrong with the traditional Thanks-
giving fare, it’s fun to give turkey a twist in
taste, preparation or presentation.

“It is an exciting protein to work with 
because it does have that versatility,” says
Emily Richards, a home economist with 
Ontario Turkey. 

“Even though it’s something that’s very
traditional in the sense of the holidays and
Thanksgiving, it can still bring on that excite-
ment – especially in the foodservice industry
where you’re trying to create things that are
a little bit new and add some vibrancy into
your presentation and your menus. It’s
something that can go the distance.”

One of the reasons turkey is so adaptable
is that it will take on any flavour because it’s so lean. Also, it has lots of
great texture to work with: the breast is extremely lean, but there’s
some fat and lots of flavour in the dark meat.

Making the most of that fat and flavour is the reasoning behind one
alternative preparation: flipping the turkey over and cooking the bird
breast side down so all those delicious juices from the dark meat flow
down into the breast meat. The result is a juicy, savoury turkey. 

Another preparation variation that’s been
gaining popularity is brining. By soaking a
whole turkey in a salt-water solution prior to
cooking, you add flavour and juiciness.

If you’re looking to step away from sage
and cranberries and try something different
for Thanksgiving, turkey is an excellent start-
ing point.

“Because the turkey really does suck in all
the flavours you give it, you can even try
something like curry,” Richards says. “One year
I did a curry-spiced turkey where I took some
curry paste, a little bit of butter and some co-
riander and rubbed it under the skin. Then it
also produced this really nice golden colour.” 

Turkey possibilities are limited only by the
chef’s imagination. 

“Something a little different could involve
spicing it up with some chili peppers and
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Turkey can be traditional, 
or have a tempting twist

Rethinking
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then adding fresh herbs. And you can go under the skin as well as on top.
That under-the-skin process is something I really like to do because 
getting that flavour right onto the meat adds that added bonus. Not just
on the breast but also along the thighs.”

But it’s not necessary to cook a turkey whole, even if you’re cooking a
whole bird. By cutting up the carcass before cooking, you not only reduce
the cooking time, but also expand your options in terms of preparation
and presentation. The separate pieces can be cooked differently, says
Richards. For example, the legs can be prepared as a turkey confit while
the breast is roasting. 

She adds that you can serve two different taste profiles on the same
plate. For example, if you roasted the turkey breast with sundried tomato
and basil stuffed under the skin, and the legs and wings with a chili spice
profile, taking the meat off the bone and serving both together on the
same plate is an exciting presentation. 

Of course, with the
accessibility of different
cuts, you can serve
turkey without roasting
a whole bird. Breasts
and legs are available,
but don’t be afraid to
grill turkey scallopini for
Thanksgiving. Or try 
fillets, ground turkey, or
a turkey roll, which are
very easy to serve and
have become very 
popular, Richards says.

“You don’t have to
have this commitment
to buy the whole turkey,
but you can buy smaller

amounts and then incorporate them differently.”

But not all foodservice operators are looking to reinvent Thanksgiving:
classics are classic for a reason. Many diners are looking for a traditional
turkey dinner at this time of year.

Richards notes that people like the tried and true, adding that no matter
how many exciting new recipes she develops for the holidays, many 
people are still looking for turkey and mashed potatoes.    

“Trying to move away from the traditional sage and cranberry can be
difficult for some people because it’s a time when you’re with family 
and memories are made,” she explains. “There are a lot of food-related
memories during the holidays.”

That’s why you’ll see so many classic roast turkey dinners available
around holiday time. For some operators, that’s what their clientele is 
looking for.

“It’s exciting to see what chefs will do with turkey during those times of
year. Presentation-wise and flavour-wise, it’s amazing what they come up
with,” Richards says. But twists on tradition may not suit every menu.

“You know your clientele and if you think they’re going to be the clients
who are willing to try something a little bit different, then it’s a great time
to do it. You’re probably going to be selling more turkey just because it’s
that time of year,” Richards says.

“But I think there are some areas in foodservice that do a roast 
turkey dinner really well and they sell really well because of that – they’re 
committed to that classic flavour and classic presentation.”
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marketplace

Sysco offers a wide variety of
tomato products - from whole to
paste and everything in between.
Our Sysco Brand tomatoes are picked red off 
the vine and canned within hours of harvest.

Ask your Sysco 
Marketing Associate 
for more information.
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The 
Flavour of 

Canada

“The inspirational 
surroundings present 
the ideal backdrop for

dining at its best.”

Alan Wilson, Food & Beverage Manager
Chateau Jasper

Jasper, AB
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Written & Photographed by Megan Fleming,
Sysco Marketing Coordinator

The beautiful township of Jasper, Alberta is
known for its awe-inspiring wildlife, amazing
landscapes, and majestic mountain views. 
This wonderland is also the perfect destination
for locals and visitors who are seeking top-notch
dining and quality accommodations. Home to
the popular dining hotspot Silverwater Grill &

floor plan includes a large formal dining area, a
connected lounge with cozy seating, and a view
of the gorgeous Alberta landscape.  

The service at Silverwater Grill & Lounge 
truly stands out. As Jasper is a hub for nature 
enthusiasts from all over the world, each staff
member offers their own diverse service style.
Upon entering through the ornate double wood
doors from the hotel lobby, guests are welcomed
by the friendly staff and accompanied to their
table. Offering booth and lounge-style seating,
Silverwater Grill & Lounge presents the ideal 
location for family breakfasts, business lunches,
or intimate evenings. Soothing sounds from the
water features throughout add a calming 
ambiance, rounding out the entire dining 
package. Whether they’re seated in the large 
dining area or the intimate lounge, guests can
relax and enjoy their surroundings. 

Presenting a variety of flavours, the menu at
Silverwater Grill & Lounge has something for
everyone. From Canadian-themed fare to multi-
cultural flavours, this dining dynamo is perfect for
visiting tourists looking to enjoy local fare or 
residents seeking unique selections. Offering two
other large meeting rooms in their facility, 
Executive Chef Jamie McMath and his team have
a lot on their plate. From the busy breakfast 
buffets, to the corporate lunch events, and 
wedding receptions, the Silverwater Grill &
Lounge is constantly creating new dishes to add
variety to its already full menu. As tourist buses
often frequent Chateau Jasper, the culinary staff
look to inspire their casual fine dining menu with
flavours from all over the world. Gluten-free 
options, foods for the lactose intolerant, and 
vegetarian selections are also available as the

Lounge, Chateau Jasper is perfectly located in
the heart of downtown. This quality restaurant
and lodging facility offers modern décor, diverse
service staff, and amazing fare. 

Nature lovers, adventure seekers, and tourists
alike will all agree that Jasper is the perfect
sparkling symbol of our province’s beauty. The
inspirational surroundings present the ideal
backdrop for dining at its best. Owned by the
Mountain Park Lodges Group, Silverwater Grill &
Lounge offers a sunny outside patio so guests
can enjoy the warm summer days. Inside, the
grill’s modern decor provides a perfect escape
with warm honey woods, pops of autumn
colours, and soft water features creating the 
perfect ambiance for an amazing dining 
experience. Rustic accents add a touch of 
western influence to the entire open space. The
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team focuses on accommodating guests with various needs, further
showcasing their attention to service. 

Chateau Jasper’s award-winning restaurant has been partnered with
Sysco Edmonton for years. Food & Beverage Manager Alan Wilson 
summarizes the relationship as “very strong.” He asserts that their Sysco
Marketing Associate is knowledgeable and has been a “very good” asset
to the team. Silverwater Grill & Lounge utilizes Sysco’s one-stop-shop 
offerings and appreciates the convenience of delivery and service.

Food & Beverage Manager Alan Wilson, Restaurant Manager Rafael 
Marquez-Brito, and Executive Chef Jamie McMath all bring an immense
variety of experience to the Silverwater Grill & Lounge team. Alan’s passion
for food started at the age of nineteen when he decided to pursue a 
culinary education. After completing his diploma, he obtained jobs
throughout Banff and Lake Louise, Alberta. Throughout the years, Alan
worked in Ontario, Alberta, New Brunswick, and eventually moved again
in 2006 to fill the position at Chateau Jasper. Rafael Marquez-Brito 
was born into the culinary world. His father ran and owned a popular
restaurant in his hometown in Mexico. He grew up into the family business
while it continued to transform and eventually expanded to three dining

throughout Canada, Northern Oregon, and even worked in the Big Apple
where he further enhanced his culinary skills. 

Looking to the future, Silverwater Grill & Lounge has plans to further di-
versify its menu to accommodate its multicultural guests. As the tourist
market changes, this dining gem looks to evolve as well. With a local focus
already being front-of-mind, the culinary team seeks to further utilize their
small herb garden and farmer’s-market offerings to add even fresher in-
gredients to the mouth-watering menu. This pursuit, paired with their abil-
ity to source local products through Sysco, will continue to enhance their
menu as a culinary showcase of the best that Western Canada has to offer. 

Silverwater Grill & Lounge’s inspired culinary delights provide a 
perfect pairing to its breathtaking natural surroundings. Guests can revel
in the diverse atmosphere, savour the tasty cuisine, and fully immerse
themselves in the splendour of Alberta’s bounty.
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locations from cafe-style to fine dining options. After moving to Canada,
Rafael completed his university education and took a job with the Moun-
tain Park Lodges group in 2008 where he moved up to his current Restau-
rant Manager position. Executive Chef Jamie McMath has been with the
Mountain Park Lodge group for over five years and was a part of the orig-
inal conception of the Silverwater Grill & Lounge. Through his culinary ex-
periences from adolescence to adulthood, he learned of his love for the
hustle-and-bustle of this challenging industry. Jamie became a Red Seal
chef and obtained his education at two culinary schools in Vancouver Is-
land and Prince Edward Island. He has worked at a variety of positions

                                                                    

INGREDIENTS                          METRIC IMPERIAL
Red wine                                    250 mL 1 cup
Soya sauce                                 250 mL 1 cup
Garlic                                        4 cloves 4 cloves
Ginger                                         2.5 cm 1 inch piece
Sesame seed oil                           74 mL 5 Tbsp
Cracked black pepper                     5 mL 1 tsp
Brown sugar                              355 mL 1 1/2 cups
Beef Tenderloin                             170 g 6 oz
Method

Mince garlic and ginger. 
Add all of the wet and dry ingredients together and mix well.
Set aside. 
Julienne beef tenderloin, place in glass casserole dish, and
pour seasoning mixture on top. Let beef marinade for about 
2 hours. 
Strain marinade and set aside. 
Cook beef tenderloin strips until medium-well. Pour strained
marinade in a sauce pan and reduce until as thick as syrup. 
Pour over cooked beef strips and serve.

Candied Ginger Beef Marinade
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Since 1988, Papa Joe’s has been known 
as a local eatery in Charlottetown. During 
that time, it has built a reputation as the 
place to go to get an authentic taste of Prince
Edward Island.

Serving lunch and dinner seven days a
week, the 150-seat casual dining establish-
ment has been owned and operated by the
Jabbour family for 24 years. 

Papa Joe’s location on University Ave. 
in Charlottetown – with ample parking 

The 
Flavour of 

Canada
Barbara, Johnny and Jo-Anne Jabbour, 

Owner/Operators
Papa Joe’s Restaurant

Charlottetown, P.E.I

“Papa Joe’s 
offers a taste of 

Prince Edward Island”

Papa Joe’s has won many awards in its 24-year history, 
and continues to collect accolades. Last year, the restaurant
was the proud recipient of the Taste Our Island Award. 
The Jabbours were delighted to receive the award, which 
recognizes excellence in local P.E.I. food. In 2012, Papa Joe’s
was named P.E.I.’s Most Loved Burger as the winner of the 
P.E.I. Burger Love Award.

and accessibility – plays a big role in the
restaurant’s business, as does its award-
winning menu. Papa Joe’s serves classics as
well as island favourites such as Island 
Scallops, and house specialties such as Pot
Roast with Horseradish Whipped Potatoes
and Roasted Vegetables (see recipe).

The restaurant also operates an offsite
catering business for large and small events.
On one occasion, Papa Joe’s was catering a
lobster dinner for 250 people, and had to
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INGREDIENTS                          METRIC IMPERIAL
Short Ribs                                    15-18 15-18
Montreal Steak Spice                      45 g 3 Tbsp
Canola Oil                                     30 mL 2 Tbsp
Bacon, cut into batons                  230 g ½ lb
Carrots, large diced                              3 3
Celery Stalks, large diced                     4 4
Onions, large diced                              5 5
Cloves Garlic, roughly chopped         12 12
Red Wine                                         ½ L 8 ½ cups
Balsamic Vinegar                       118 mL ½ cup
Demi Glace                                 710 mL 3 cups
Sprigs Fresh Rosemary                        2 2
Bay Leaves                                           2 2
5 ½ oz can Tomato Paste                     1 1
Water                                             1.9 L 8 cups
Whole Black Peppercorns               15 g 1 Tbsp

Method
Season ribs with Montreal Steak Spice
Heat Canola oil in large pot.  Sear beef on both sides in 
small batches of five to six pieces.  Remove from pan and 
set aside.
Add bacon pieces and cook until browned.  Leave in pot.
Sweat carrots, celery and onions in pot.  
Stir in garlic and cook until aromatic.
Add rest of ingredients and stir.
Place meat back into the pot and bring to a boil.
Remove from heat, cover and place in 350OF (177OC) oven. 
Braise for 2 ½ hours or until tender.

Pot Roast

Jo-Anne Jabbour, Chef Irwin MacKinnon and Barbara Jabbour.
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rush to get the entrée on the table when the fisherman was late 
delivering the fresh lobster.

Executive Chef Irwin MacKinnon is no stranger to awards, having
won several gold medals at events throughout eastern Canada.
MacKinnon has been with the Jabbour family for 21 years. 

A PEI native, MacKinnon attended the Culinary Institute of 
Canada. He then worked in Canada, Switzerland and Germany –
where he worked in a Michelin-star-rated restaurant – before settling
in P.E.I. once again. In the two decades since resettling on the 
island, MacKinnon has travelled extensively in Europe, Asia and 
the U.S. promoting some of P.E.I.’s finest products.

As Executive Chef, MacKinnon is also responsible for menu 
planning, hiring, training, purchasing, scheduling and receiving. He
asserts that Sysco can be a big help when it comes to keeping 
all those balls in the air.

Papa Joe’s is a long-time Sysco customer.

“I like their large product list, variety of choices 
and the personal service we get from our Sysco

Marketing Associate,” says MacKinnon.

After 24 years, Papa Joe’s has perfected a
winning formula, and plans to forge ahead
into the future continuing to serve
favourites in Charlottetown.
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Tom Braidwood

Tom Braidwood
Corporate Chef 
Sysco Kelowna

Tell us about your 
favourite all-time dish.

Good sushi.

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

I grew up in a house that contained very few
spices. At about 12, I remember going to a friend’s
house for dinner and his mom’s cooking blew my
mind! That’s when the experimentation began.

What’s your favourite cookbook?
Now, it’s the internet.

What’s your best cooking tip?
If you want to be a good cook, you have to start

cooking.

Do you have a favourite 
kitchen disaster story to share?

I came into work and started up the line in one
of the kitchens for a busy lunch service. I worked
on prep in another kitchen and then returned to
the line to find the deep fryers boiling over onto
the floor. The canopy had been cleaned the night
before and nobody had covered the deep fryers!
With minimal time before service we got the mess
cleaned up and then skated our way through a
busy lunch.

Your last meal would be.........what?
Really big with many, many courses!

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

piece of equipment) and why 
do you like it so much? 

I think it all starts with a good, sharp chef’s knife.
I love my Wusthof Classic Ikon 9-inch French knife.

What’s the best tip you 
offer foodservice operators?  

Focus on what you’re good at and know your
value proposition.

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

his or her establishment?
Schedule daily or weekly walk-abouts on 

the property to see things through the eyes of
your customers. Don’t get used to a mess, 
damage or even regular wear-and-tear that 
happens. Clean it up!

How important is service 
and ambience in the overall 

standing of a restaurant?
It starts from the moment you walk through 

the door. With technology and social media, 
customers immediately judge your establishment
and can be quick to spread their thoughts.

Finish this sentence. When running a
restaurant, operators should always....
Try to have all the pieces to the puzzle. With

good information, decisions and change are 
focused and more effective.

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

I am continually being inspired by many 
different chefs for different reasons. From some, it’s
work ethic or systems, from others it’s technique
or creativity.

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

Two words... Pork Belly!

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

I’m a big fan of rustic and simple. Good quality,
in season and fresh. Less is more.
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Try these quick and easy

recipes that your customers

are sure to enjoy: the 

Maple Bacon Burger, 

a Double-Tomato Flatbread,

Chicken Saltimbocca or the

Ultimate Loaded Strip Steak.

They may very well become

your new fall favourites!
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what’s cooking?

Maple Bacon Burger 
WITH WHITE CHEDDAR, MUSHROOMS 

& CARAMELIZED ONIONS

Recipe courtesy of Kraft Foodservice
24 servings, 1 sandwich (270 g) each

INGREDIENTS                              METRIC  IMPERIAL
Ground beef patties, 

115 g / 4 oz. each                                       24                   24
Kraft Extra Aged 

White Cheddar Slices                         508 g      1lb+2 oz
Lettuce leaves                                          340 g              12 oz
Large tomatoes, 

cut into 1/2-inch-thick slices          845 g    1lb+14 oz
Hamburger buns, toasted                         24                   24
Maple-flavoured bacon, cooked      340 g              12 oz
Fresh mushrooms, 

sliced, sautéed                                  750 mL           3 cups
Onions, sliced, caramelized                508 g       1 ½ cups
Bull's-Eye Bold 

Original Barbecue Sauce              375 mL       1 ½ cups

METHOD
For each serving:

• Grill 1 beef patty on medium-high heat 4 to 5 min. on each
side or until done (165ºF/74ºC); top with 1 cheese slice. 

• Place 1 each lettuce leaf and tomato slice on bottom half 
of bun; top with cheeseburger, 2 bacon slices and 3/4 oz.
(20 g) each mushrooms and onions. Drizzle with 1 Tbsp
barbecue sauce; cover with top of bun. 

Variation: 

• Prepare using Kraft Extra Swiss Cheese Slices.

Recipe courtesy of Kraft Foodservice
48 servings, 2 wedges (100 g) each

INGREDIENTS                              METRIC  IMPERIAL

Small Greek-style 
pita flatbreads                                            24                   24

Sun-dried tomato pesto                  375 mL       1 ½ cups

Kraft Extra Mozzarella 
Cheese Slices, divided                             48                   48

Roma tomatoes, thinly sliced               1 kg    2 lb + 4 oz 

Fresh basil leaves, chiffonade            170 g                6 oz

METHOD
For each flatbread (2 servings):

• Place 1 pita on heatproof tray; spread with 2 Tbsp. 
(30 mL) pesto. Top with 1 cheese slice and 3 tomato
slices. Cut second cheese slice into 1-inch pieces; 
place over tomatoes. 

• Bake in 400ºF (200ºC) standard oven 10 min. or until
cheese is melted. 

• Sprinkle with basil. Cut into 4 wedges to serve. 

Substitute: 

• Can also be prepared using basil pesto

Double-Tomato 
Flatbread
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Recipe courtesy of Campbell’s Foodservice 
Serves 8

INGREDIENTS                              METRIC  IMPERIAL

Boneless, skinless 
chicken breasts, 8 oz ea.                  1.8 kg              4 lbs

Prosciutto, sliced                                    225 g                8 oz

Mozzarella cheese, 
sliced or shredded                              225 g                8 oz

Fresh sage leaves, 
whole or chiffonade                          60 mL            ¼ cup

Italian parsley, chopped                     60 mL            ¼ cup

Campbell’s® Sautéed 
Mushroom and Onion Bisque             1 L              35 oz

METHOD
• Pan sear or grill chicken breasts until seared and lightly

browned.

• Top each breast with 2 oz (57 g) of mozzarella and a
slice of prosciutto and transfer to a 350ºF (177ºC) oven.

• Bake until cheese begins to bubble and chicken is fully
cooked.

• Transfer to a serving plate and pour over 4 oz (120 mL)
of prepared Campbell’s Sautéed Mushroom and Onion
Bisque; garnish with 1 tsp (5 mL) sage leaves and 1 tsp
(5 mL) of parsley.

Recipe courtesy of Campbell’s Foodservice 
Serves 8

INGREDIENTS                              METRIC  IMPERIAL

Striploin Steak, 8 oz ea.                       1.8 kg               4 lbs

Leeks, sliced, whites 
and pale green only                        500 mL           2 cups

Scallions, sliced                                   500 mL           2 cups

Sour cream                                            250 mL             1 cup

Campbell’s® Loaded 
Baked Potato Soup                                  1 L              35 oz

METHOD
• Grill or pan sear steak until desired doneness.

• In a separate pan, sauté leeks until soft and just starting
to brown.

• Transfer steak to a serving plate and top each with 1 oz
(30 mL) sour cream and 2 oz (60 mL) of sautéed leaks.

• Pour over 4 oz (120 mL) of prepared Campbell’s Loaded
Baked Potato Soup and garnish with 2 oz (60 mL) of
sliced scallions.

Ultimate Loaded 
Strip Steak

Chicken 
Saltimbocca
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