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Top TenThe

Resolutions
For 2015

01. Stay fit and healthy     37 %
02. Lose weight      32 %
03. Enjoy life to the fullest    28 %
04. Spend less, save more    25 %
05. Spend more time with family & friends  19 %
06. Get organized     18 %
07. Will not make any resolutions   16 %
08. Learn something new/new hobby   14 %
09. Travel more      14 %
10. Read more      12 %

Food Service Facts

That’s a lot of dough!
The average Canadian household spent $2,459 (or 28%) of thier food 
budget at restaurants in 2013.

Dollar Rivalry
Competition heats up for the consumer dollar. Between 2010 and 
2013, consumers spent 31% more on each of education and personal 
care services, 13% more on technology and just 2% more on all food.

Chains vs. Indies
Independent restaurants still make up the largest portion of 
restaurants in Canada, though they haven’t kept pace with chains. 
Between 1999 and 2013, the number of chain operations jumped by 
48% compared to 6% for independents. Quebec has the greatest 
share of independent restaurants with 69% of all restaurants. By 
contrast, New Brunswick has the greater share of chains at 48%.

Jobs for Our Youth
Canada’s restaurants employ 512,200 young people under the age  
of 25 - that’s one in five youth jobs.

Happy New Year!
As customers pledge to stick to New Year’s resolutions, you may 
want to help them along by offering lower carb and lower calorie 
versions of their favourite dishes. Or perhaps use slower periods 
such as January and February to try a promotion that celebrates 
spending time with family and friends, or a cross-promotion with a 
local fitness facility?

A taste of Brazil awaits you in 
Richmond Hill, where Touro, a true 
Brazilian steakhouse serves up the 

legendary barbecue known as churrascaria, 
complete with costumed gauchos who 
arrive at your table bearing skewered meats 
that are then carved tableside.

 The tradition of churrasco, a 300 
year old southern Brazilian cooking style, 
lives on at Touro, where the finest meats 
are slowly turned over an open flame for 
all to see. This, as well as the Brazilian 
tradition of hospitality, heightens the 
wow factor.

Operating for the past two and a half 
years, this contemporary steakhouse 
employs chefs from Brazil as well as a 
grill master — a highly skilled, prestigious 
Brazilian profession incorporating the 
skills of a chef, butcher, and entertainer.

The 8,000 square foot restaurant 
accommodates 285 seats inside with 
another 120 on the patio. Traditional 
Brazilian music sets a tone that is fun and 
sophisticated, while the establishment’s 
50 employees, including the gauchos 
(traditional Brazilian cowboys), cater to 
every need. The unique vibe here offers 
a fun and interractive dining experience 
featuring 13 different types of meat, 
picanha, (Touro’s most popular dish 

which is a top sirloin served in a traditional 
style) as well as plenty of vegetarian 
dining options. 

Situated on York Blvd. in Richmond 
Hill, Touro is located in a large corporate 
area which offers immediate access to 
business professionals and groups in 
addition to families and foodies. The 
restaurant is open seven days a week and 
Brunch is served on Sundays.

Executive chef Mike Hernandez was 
inspired to cook as a young boy by his 
mother, who opened his eyes to flavours 
and cuisines from around the world. A 
graduate of George Brown College, 
Hernandez worked at such Toronto 
eateries as Marché Restaurant, Fire and 
Ice, Frankie Tomatto’s Italian Cuisine 
and Dave and Buster’s. Later, he moved 
on to become sous chef at Bellagio Event 
Centre where he would oversee functions 
for up to 1,000 guests. 

Hernandez joined Touro in May, 
2014 as executive chef and is responsible 

for ensuring the high quality of the food.  
He oversees a team of 15, creates new 
menu items, orders supplies, performs 
cost analysis and manages staffing. 

Besides his responsibilities as chef, 
Hernandez also enjoys participating with 
his staff in initiatives such as Taste of the 
Hill, an annual food festival at Richmond 
Green Park. 

Touro’s grill master, Mateus Carlos 
da Silva, has an impressive pedigree that 
goes back to Sao Paulo, Brazil, where he 
worked at numerous top-notch 
steakhouses, including the famous – 
Fogo de Chao. He also worked at Brasa 
Brazilian Steakhouse and Wine Bar in 
Niagara Falls.

Touro enjoys the relationship it has 
with Sysco thanks in large part to how 
well MA Dan Miragliotta listens and 
understands the unique complexities of 
running a Brazilian steakhouse.

The future looks bright for Touro, 
which has plans for expansion and 
continues to spread the word about 
churrasco thanks to ongoing marketing 
initiatives. In the meantime, Touro 
intends to nurture positive relationships 
with customers and staff by providing a 
Brazilian culinary experience that is both 
authentic and exceptional.  

Owners Paul Federico and Ajay Pahwa Grill Master Mateus Carlos da Silva

Richmond Hill, ON

The tradition of churrasco, a 300 
year old southern Brazilian cooking 

style, lives on at Touro!

Flavour of  Canada Profile:

Sources: Restaurants Canada, www.Nielsen.com
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When you think of the holidays, 
vegetables might not be the 
first thing that comes to mind. 

In fact, after alcohol, dessert, protein and 
carbohydrates, they probably straggle in 
last in terms of the amount of time and 
energy you exert thinking about what 
greens to serve.

But don’t let your produce fall by the 
wayside. If anything, try to use the 
holidays as a time when you might 
introduce your customers to some new 
vegetables or new variations on old 
favourites. 

“From rustic to elegant, there is a 
vegetable to suit every taste,” says Mauro 
Santelli of Freshpoint, a Sysco-owned 
fresh produce distributor that caters to 
foodservice and retail customers. “We try 
to encourage our customers to share their 
ideas so we can come up with vegetable 
mixes and blends that make their work 
easier, safer, quicker and more convenient.”

Celery and celeriac (celery root) 
appear to be trending right now, says 
Santelli. A trusted workhorse in the 
kitchen, celery has long been an 
underappreciated staple, but is finally 
getting the attention it deserves thanks to 
its long-standing contribution to soups 
and salads. Look for it in different 
applications, though, that will include 

braised and fried variations as well as 
desserts and cocktails.

Still riding its popularity from last year 
is cauliflower, a vegetable that is very 
universal and manages to pair nicely with 
many herbs, spices and seasoning blends. 
Consider charring cauliflower florets and 
brushing them with a curry spice blend or 
preparing Buffalo cauliflower for a 
vegetarian take on the Buffalo chicken 
wing sauce that is made of equal parts 
sriracha, Frank’s RedHot sauce and 
butter. Cauliflower is also delicious 
mashed.

At this time of year, you can’t go 
wrong with root vegetables, which not 
only make a lovely presentation thanks to 
their colour and shape, but are deliciously 
satiating especially in the cold dead of 
winter when heavier foods are called for, 
says Santelli. In soups or sautées, roasted 
and braised root vegetables blend well 
with many flavours and toppings. Consider 
drizzling squash or parsnips in a spicy 
honey glaze with pecans or try mashed 
rutabagas with ginger roasted pear. 
Freshpoint’s root vegetable blend includes 
butternut squash, rutabaga, yams and 
carrots, each of which are cut so that they 
all cook to be the same tenderness within 
the same amount of time.

Vegetable mixes and blends are 

By Kelly Putter

Pretty, colourful and tasty – you can’t say that about all 
foods. So this holiday, let’s give our veggies the respect 
they deserve.

Veggies:
of your holiday table
Unsung Heroes
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Unsung Heroes… continued.

something of an art at Freshpoint, which is continually assessing the 
foodservice and retail market in search of new vegetable mixes it  
can customize. 

“Because of the different ethnic groups coming into Canada, 
we’re looking at what veggies are from their homelands,” says Santelli. 
“We want to create new blends for the new demographics coming 
into the marketplace.  We’re always looking at different mixes and 
vegetables that are popular and that we can process into a blend that 
is suitable for them.”

Freshpoint offers a number of blends that serve various ethnic 
foodservice establishments such as its Pico de Gallo mix of green 
peppers, red onions and Roma tomatoes for Mexican restaurants and 
its blend of Spanish onions, green peppers and carrot sticks for 
Caribbean foodservice customers.

A colourful mix for the holidays, says Santelli, is known as 
Mountain mix, a blend of yellow zucchini, a carrot batonnet and red 
pepper triangles. Also perfect cold-weather fare is Freshpoint’s pot 
roast blend, a medley of seven veggies, including onion, parsnip, 
rutabaga, yam, squash, carrot and fennel. A matchstick blend of root 
vegetables is also offered with carrot, yam, butternut squash and 
celery root.

Adding colour and pretty shapes that taste delicious isn’t as hard 
as it might seem. And remember, there’s also the advantage of their 
nutritional appeal for that growing segment of diners interested in 
healthy eating.  

Breaded Whole Muscle
               Breast Strip with Flax

 
Breaded Whole Muscle Breast Strip with Flax 

Sysco Order Code:  4678479   •    80-100 portions per case   •   Pack Size:  2 x 2kg bags

 
Breaded Whole Muscle Breast Strip with Flax 

Sysco Order Code:  4678479   •    80-100 portions per case   •   Pack Size:  2 x 2kg bags

OMEGA 
3

GOOD SOURCE OF

Nutritious, lean breast 
strips in a delicious 
crispy coating with 
ground and whole �ax 
seeds. A source of 
Omega-3 fatty acids.

Great item for healthcare, 
school cafeteria, daycare…
Users who are looking for 
healthier alternatives

✔  100% chicken breast meat
✔  Source of fiber
✔  Trans-fat free
✔  Individually frozen – 
      use what you need 

E X P E R T S  M O N D I A U X  E N  V O L A I L L E

Frenched Chicken 
Wing Drumettes!New

This delectable 
premium wing 
offering is perfect 
served as an 
appetizer or on a 
shared platter. 
All the juicy great 
flavour without 
the mess. 
Fully cooked, just 
heat and serve 
with your favourite 
seasoning or dip. 
Gluten free, Halal 
certified.

Contact your Sysco 
Marketing Associate 
for more information.

·  Order Code 3314384
·  Pack Size 2 x 2kg

REVISION: FA DATE:     OCTOBER 23, 2015

DOCKET:   RI15 CLIENT:  Reuven International COLOUR:     CMYK 

PROJECT:  Drummettes TRIM SIZE:   3.725” x 4.875”

DESCRIPTION:  Sysco Drummettes 1/4 pg AD  -   ENGLISH BLEED SIZE:  n/a

CONTACT:  Barbara MacDonald/MaryJane Gibbons    DATE REQUIRED:   November 4, 2015 TYPE SAFETY:  n/a

Brand Culture Marketing & Promotions

14-5250 Satellite Drive, Mississauga, Ontario L4W 5G5

T: 905 361 0305     F: 905 629 9305 
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What’s the difference between sodium 
and salt?

Salt is made up of two minerals, 
sodium and chloride. Sodium comprises 
40% of salt, while chloride makes up the 
remaining 60%.
Do we need salt in our diet?

Believe it or not, we do. Salt is essential 
for the wellbeing of all human cells. Salt 
helps your nervous system function 
properly and helps with muscle 
contraction. It contributes to fluid balance, 
electrolyte balance and pH balance.
Why is too much salt bad for you?

Too much sodium is believed to raise 
blood pressure, which causes hypertension, 
a major factor in strokes and heart disease. 
High salt intake has also been linked to 
stomach cancer, osteoporosis, obesity, 
kidney disease, vascular dementia and 
water retention.

However, science is split on the debate 
over salt and whether it is really bad for 
you. Some researchers claim there is no 
strong evidence that reducing salt lowers 

the risk for heart attacks, strokes or  
death in people with normal or  
high blood pressure.

Still, about one in five Canadians over 
the age of 20 has been diagnosed with 
high blood pressure, and almost 30% of 
these cases are related to eating too much 
sodium.
How much salt should the average 
adult consume?

Canadians eat about 3,400 mg of 
sodium each day, which is more than 
double the amount we actually need. 
Health Canada is aiming to reduce  
the daily sodium intake of Canadians  
to 2,300 mg.
What foods contain a lot of sodium?

Processed and packaged foods. In fact, 
it’s said that nearly 80% of the sodium we 
consume comes from those foods and not 
the salt shaker. According to Health 
Canada, the top five sources of sodium 
are mixed dishes such as macaroni and 
cheese, lasagna, baked goods, processed 
meat such a deli cold cuts and hotdogs, 

soup and cheese.
Is it possible for restaurants to lighten up 
on the sodium?

Of course, it is. You may already 
include sodium-wise choices on your 
menu. If not, consider adding some. Start 
by checking the sodium levels in the 
prepared foods you buy. Then check with 
your suppliers to see if they offer a sodium-
reduced version of the same thing.

 Instead of constantly reaching for the 
salt, get reaquainted with herbs, spices, 
juices, wine and vinegars. Consider using 
fresh veggies, salads and fruits for your 
side dishes instead of pickled sides. 
Finally, you may want to think about 
restricting the amount of bread you  
serve as it is a big contributor of sodium 
in our diets.
Are other salts such as fleur de sel and 
kosher salt better for you?

 Apparently not. Salt is salt and  
the difference in sodium from a Himalayan, 
Celtic or kosher salt are too negligible  
to mention.

By Kelly Putter

Healthy eating means reducing sodium in everything from retail 
food to restaurant menus. Is the war on sodium worth its salt?

The Skinny
on Salt
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Customers love the taste, and the value
To your customers, value is a 

combination of food quality, price, and 
total dining experience. A poor quality 
meal equals poor value, regardless of price 
and ambience. As an operator, your goal 
is to offer menu items and prices that meet 
or exceed your customers’ expectations. 
Today’s turkey provides outstanding value 
on any menu, whether you’re selling a 
roast turkey sandwich in a deli or a full 
meal in a family restaurant. Turkey can 
please every customer while delivering 
excellent margins to you, the operator. 

Turkey offers homegrown taste 
You don’t have to go far to find the 

great taste of turkey. Ontario’s Turkey 
Farmers are dedicated professionals who 
produce a premium product right here at 
home. That means fresher meat, support 
for our local farmers, and a smaller carbon 

footprint. Just a few more reasons to feel 
good about serving today’s turkey.  

Beyond the whole bird,  
turkey is profitable

Turkey is versatile, profitable and 
delicious, any way you slice it… and you can 
do a lot more with turkey than just slice 
it! You can grind it, dice it, kabob it,  
make turkey sausages, kielbasa, bacon 
and even shred it for delicious pulled 
turkey poutine. 

It’s never been easier to substitute 
various cuts of turkey for other meats in 
your favourite menu items. Multi-talented 
turkey shines as an entrée, in soup stock, 
as sandwich meat or in a salad. Why not 
try it on your pizza, in your pasta or on 
the grill? It also comes as labour-saving  
burgers, sausages, steaks, meatballs and 
deli products.

Turkey is a mouth-watering choice 

for breakfast, lunch and dinner, and don’t 
forget, there’s a world of ethnic cuisine 
that turkey is perfect for too. Click on 
makesitsuper.ca and you can find delicious 
menu specials such as Wasabi Sesame 
Grilled Turkey, Quick Turkey Briyani or 
Turkey Ramen. Thought about creating 
a Turkey Tuesday promotion? The 
possibilities – and the recipes – are endless. 
By using either Whole Bird or time saving 
Semi Boneless Turkey, your menu mix 
will excite and delight for those looking 
for something different. 

Promote turkey on your menu. 
Ontario Turkey has been making turkey 
turn-key for operators. Through the 
Ontario Turkey Foodservice Program, 
we can help you locate a product or 
supplier, assist in adding tasty turkey 
dishes to your menu, provide appetizing 
food photographs and plan exciting 
turkey promotions.

Traditional Turkey Club Open Face Turkey Sandwich Stuffed Turkey BreastTurkey Stir Fry Turkey Club Roti

Any way you slice it…     and you can do a lot more with turkey than just slice it.

What’ll it cost you to create the recipes and promo  
materials you need to make turkey the star on your 
menu? Absolutely nothing!

Our Ambassador Program is a no-charge, customized 
service available exclusively to foodservice professionals 
like you. We’ll help you locate turkey products and 
suppliers, develop a turkey strategy and delectable 
recipes, and even create staff incentives and  
customer programs. Now that’s one turnkey turkey 
program and it’s FREE! 

Email us at: ambassador@turkeyfarmers.on.ca 
to get all the tasty details.

Our Fabulous
Ambassador Program

and FREE!
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Sysco  ::  the main ingredient
EXCLUSIVE RECIPE

 Pulled Turkey

Poutine

Use your slow cooker to make this delicious pulled 
turkey recipe that will give you enough to share at 
a big gathering. Serve it on its own in buns, or use 
half of it for a super tasty poutine or even nachos!

Prep Time: 15 minutes
Cook Time: 6 to 8 hours on Low,  
                    3 to 4 hours on High
Yield: 7 to 8 cups (1.75 to 2 L)
In a slow cooker, whisk together passata, broth, 
vinegar, chili powder, sugar, coriander, cumin, 
1/4 tsp (1 mL) of the salt and cayenne pepper.  
Stir in onions and garlic; set aside.
In a large bowl, rub turkey thighs with oil, thyme, 
remaining salt and pepper. Heat a large nonstick 
skillet over medium high heat and brown turkey thighs 
well on both sides. Nestle in sauce in slow cooker 
and cook on Low for 6 to 8 hours, or on High for  
3 to 4 hours until turkey meat is falling off the bones.
Remove turkey thighs from slow cooker and shred 
meat with two forks while removing any bones or 
cartilage. Return shredded turkey to slow cooker 
and stir into sauce to coat well. Serve on buns, over 
rice or noodles or in another great turkey recipe.

Makes 8 to 10 servings.

 

Pulled Turkey Poutine: You will need half of  
the pulled turkey recipe to make a deliciously 
meaty poutine!

• 1 bag (750 g to 1 kg) frozen french fries
• 3 1/2 cups (875 mL) pulled turkey,  
   hot (see recipe)
• 2 cups (500 mL) shredded mozzarella  
   cheddar cheese blend
Bake french fries according to package directions 
on a large parchment paper lined baking sheet. 
Then, ladle pulled turkey and sauce evenly over 
top of fries and sprinkle with cheese. Bake in  
400 F (200 C) oven for about 10 minutes or  
until cheese has melted.
Pulled Turkey Nachos: Omit baked fries  
and use 1 bag (300 g) tortilla chips.

Makes 6 servings.

1 jar (660-720 mL) tomato passata (strained tomato purée)

1/2 cup (125 mL) turkey or vegetable broth

1/4 cup (60 mL) apple cider vinegar

3 tbsp (45mL) packed brown sugar 

2 tbsp (30 mL) chili powder

1 1/2 tsp (7 mL) ground coriander

1 tsp (5 mL) ground cumin

3/4 tsp (4 mL) salt

1/4 tsp (1 mL) cayenne pepper 

1 onion, chopped

3 cloves garlic, minced

3 lb (1.5 kg) bone-in Ontario turkey thighs, skin removed  
                   or bone in, skinless Ontario turkey breast

1 tbsp (15 mL) canola oil

2 tsp (10 mL) dried thyme leaves

1/2 tsp (2 mL) fresh ground pepper

Directions:
In a large soup pot, heat oil and add onions and celery. 
Cook until onion is soft. Add turkey strips and sauté  
until no longer pink. Stir in turkey stock, all vegetables,  
barley, thyme and oregano. Simmer 10-12 minutes until 
vegetables are tender crisp. Stir in parsley and season 
with salt and pepper to taste.

Tip: instead of barley, add 1 cup (250mL) 
of cooked rice or pasta.

Ingredients:

1 tbsp (15 mL) oil

1 cooking onion, chopped

1 stalk celery, chopped

2 cups (500 mL) cooked Ontario turkey, cut into strips

4 cups (1 L) turkey or chicken stock

1/2 cup (total 3 cups (750 mL) 125 mL) each, fresh or frozen 
green beans, carrots, broccoli, lima beans, corn, zucchini

3 tomatoes, peeled and quartered

1/2 cup (125 mL) pearl barley

1/2 tsp (2 mL) each, thyme and oregano

2 tbsp (25 mL) fresh parsley, chopped

salt and pepper to taste

Source: Ontario Turkey (makesitsuper.ca)Source: Ontario Turkey (makesitsuper.ca)

Turkey
Vegetable Soup
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The foodservice landscape in Canada 
is a vast panorama of foods, flavours 
and ingredients that add to the 

richness, diversity and strength of our 
Canadian cuisine and culture.  We’ve seen 
many innovative and cool trends touch the 
restaurant industry and 2016 is no exception. 
From cold-pressed juices and craft cocktails 
to up-and-coming Indo-Asian cuisine and 
the latest in hot sauce, a fermented Korean 
take on the spicy condiment.

We asked food trend professionals to 
peek into their culinary crystal ball  
and here’s a taste of what they predict  
for next year:

Hakka is Hot – This cuisine borrows 
from Chinese ingredients and mixes in 
Indian spicing such as garam masala. Ever 
had those curried Singapore noodles from 
your local Chinese food place? Then 
you’ve eaten Hakka. It has become a 
segmentation of Chinese food just as 
Szechwan or Mandarin has, explains Dana 
McCauley, food trend tracker and chef.

“If you want to differentiate yourself 
and you already have stir fry and you 
already have butter chicken on your menu, 
then you have everything you need to 
make Hakka,” says McCauley. 

Another rising cuisine is Filipino, 

which is inspired by Spanish cookery 
techniques such as adobo. Look for lumpia, 
a Filipino version of the spring roll as well 
as torta (an omelette) and Philippine 
sausage known as longganisa. This cuisine, 
which incorporates sweet, salty and sour, 
has taken its time to hit the mainstream, 
says McCauley.

Juice bars are the new coffee shops, 
according to Victoria-based food trends 
expert and Chef Christine Couvelier of 
Culinary Concierge. 

“This trend is crazy,” says Coulvelier, 
“because nutritionally you are always 
better to eat a whole piece of fruit, but 

people seem to want to drink these juices 
and pay crazy money to do so. I think it’s 
a bit of a fashion statement, like when  
you see people walking around with one 
of those fancy Starbucks cups  
15 years ago.”

Still in the drinking category but of the 
alcohol kind are culinary craft cocktails 
with bartenders whose talents border on 
the culinary expertise of chefs. Expect to 
see this trend blow out of the water in 2016, 
says Couvelier. Look for unusual additions 
to craft cocktails such as shrubs, which is 
fruit preserved in vinegar, sugar, aromatics 
and water.

“Bartenders have become almost chefs, 
creating drinks and figuring out different 
flavour combinations,” says Couvelier. “As 
bartenders they have a focus group in front 
of them every day so they can play around 
with flavours and various combinations and 
see what people like.”

Expect craft beers to turn up in many 
different recipes, from Guinness stout 
chocolate cake to lots of rarebits and stews 
and what’s neat, adds McCauley, is that 
they’re using varietals and craft beers in 
the recipes so it’s very proprietary.

The latest condiment to spice things 
up is Gouchujang, a fermented Korean 

Curious about restaurant 
and food trends for 2016? 

Look no further.

Oktoberfest all year.   
There’s mounting consumer interest in 
comfort-heavy German fare, such as arti-
sanal sausages, beer cheese soups and soft 
pretzels. Think Bratwurst, housemade mus-
tards, Belgian-style fries, schnitzel, späetzle 
and Bavarian brews.

New ethnic niches flourish.  
Ethnic food and drink is trending towards 
a more adventurous niche. Look for foodie 
favourites like Chinese rou jia mo, Tijuana 
danger dogs, Hawaiian poke, Mexican 
eloté and Hong Kong egg waffles to 
emerge.

All-in on adult beverage inno-
vation.  
Smoky and bitter flavours, ultra-sour 
liqueurs and herb-infused spirits spark cre-
ativity behind the bar. Beer cocktails and 
“winetails” reveal the versatility of beer and 
wine. And the hard cider trend will spin 
off in new directions: expect “hard” soft 
drinks, especially spiked root beers and 
ginger ales, to capture the spotlight next. 

Workforce squeeze.  
Canada’s restaurant industry has been put 
on notice, with government regulations 
poised to shake up operations. The strict 
moratorium on temporary foreign work-
ers, coupled with newly enacted penalties 
for employer noncompliance, will have a 
disproportionate impact on restaurants. So 
will the rise in minimum wages across six 
provinces.

The slow-coffee movement.  
The everyday cup of java is becoming 
more refined, as forward-thinking cafés are 
taking coffee to the next level. Cold brews, 
single-origin coffees, limited bean batches 
and “pour over” techniques are being 
heavily promoted to emphasize unique, 
robust flavours, higher quality, premium 
components and artisanal preps. As the 
mainstream coffee consumer’s palate 
evolves, watch for elevated concept mod-
els—such as espresso tasting bars—also to 
come into vogue. 

By Kelly Putter
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2016 Food trends… continued.

hot sauce that McCauley suspects will be 
seen everywhere as the next new flavour 
in chicken wings, as a burger topping and 
wherever hot sauce is used.

Celery and celeriac are having a 
moment right now, says McCauley, 
adding the former vegetable is being 
treated more like parsnips and squash as 
it’s roasted and braised, while celeriac 
should be treated more like a potato 
thanks to its high water content.  “It’s an 
awesome vegetable and carb free and you 
can mash it and put it into mashed 
potatoes to lighten them up,” she adds. 
“Celery has been taken for granted for 
such a long time. Everybody has it in their 
kitchen. I like that it’s getting a boost.  
I think it’s well deserved.”

According to Couvelier, hummus is 
the new salsa and will be seen in many 
forms and flavours. Look for black bean 
or edamame hummus or how about spicy 
lentil hummus or sriracha carrot hummus? 
Couvelier says hummus is customizable 
and flexible and can be used as a side, as 

part of a main dish, as a snack or for 
lunch.

Popcorn continues to be an ingredient 
to watch in 2016, says Couvelier.  
“Popcorn is fun,” she says. “It can be 
adapted to any ethnicity and to any 
flavour profile so you can make it sweet, 
spicy, savoury and it’s not just a bar 
snack.” Cooks are using it in ice cream 
dishes and savoury applications in which 
it’s crumbled and used as a crust on 
chicken breast or used as a topping or 
perhaps a side dish.

Vegetables will continue to rein into 
2016. Vegetable rotisseries are showing 
up at certain restaurants and some even 
have vegetable butchers, who help buyers 
choose, clean, wash and carve up your 
veggies.

Watch this year for birch syrup, which 
is not as sweet as maple syrup. Couvelier 
says birch syrup lends itself really well to 
savoury dishes thanks to its earthy, smoky 
flavour. Drizzle it over brussel sprouts or 
sweet potato wedges.  The syrup is  

also delicious in a cocktail with bourbon, 
she adds.

Ingredient of the year will be toast, 
but not the kind you put peanut butter 
on. Couvelier is referring to more savoury 
artisanal breads topped with anchovies 
and tomatoes or a smoked Waldorf  
salad on toast.

Under pressure to offer breakfast at 
dinnertime, restaurants are starting to blur 
the lines when it comes to what they offer 
and when they offer it, says McCauley. 
“I don’t know how many, salads and 
noodle dishes and soups I’ve seen with a 
poached egg on top, and while it’s not 
technically breakfast, it’s a tip in that 
direction of taking foods we eat at certain 
times of the day and starting to offer them 
at all times of the day.”

Trends in food can keep us on  
our toes, wondering what the next  
up-and-coming hot trend will be.  
This business of predicting trends and 
seeing if they actually materialize is both 
fun and fascinating.

I N S P I R E D  I N N O V A T I O N

  Wishing 
Magic 

this

you 

Holiday
Season 

Featuring BakerSource Ciabatta Breakaway Roll – SUPC 3325291 Visit us at www.canadabreadfoodservice.com

Dried
Cranberries
a memorable option for the health-conscious consumer,

substitute in place of raisins for an exciting twist

David Roberts
Quarter Page Ad
Sysco Classic Dried Cranberries

Please contact your Sysco Marketing Associate for more information.

Cranberries Dried
Order Code [0737482] • Pack Size 2 x 1.5 kg  

Contact your Sysco Marketing Associate for more information.

Breathtakingly Delicious.

Sara Lee® Cheesecake

Product                                Net. Weight/Pack        Sysco Code  
French Cream Cheesecake Tray Pack           4 x 2070g/73oz       1011600
Creamy New York Style Cheesecake           4 x 1928g/68oz       1333095
French Cream Cheesecake                     8 x 1191g/42oz              1011485
New York Style Cheesecake           4 x 1928/68oz       1011576

Contact your Sysco Marketing Associate for more information.
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While doing some research online for this 
article I was not surprised to see 76,600,000 
results for “how to make a profit in the 
restaurant business” plus add another 
52,300,000 results for “how to fail in the 
restaurant business.” What surprised me, 
however, with these many articles, videos, 
books, motivational speaking sessions, tips, 
success stories and so on, was why do so many 
restaurateurs still struggle  with making  a 
decent profit or, in many cases, just barely 
surviving?

Of course, we hear of many reasons: the 
economy, the weather, there was a hockey 
game, there was no hockey game, pricing 
increases and fuel charges, our patrons just 
absolutely will not pay more, inflation, 
drinking and driving laws, I can’t find trained 
staff – I think we get the drift.

We have been very privileged in the last 
few years that so many of our customers have 
trusted our STIR Team to address some of 
these issues and while we would love to be 
able to say that we have all the solutions, that 
is not the case. We do, however, have a lot of 
the questions that need to be asked and we 
have found that by asking the right questions, 
solutions start to show up. Who better than 
the operator knows their own establishment? 
Our advantage is that we are able to look from 
the outside in.

Questions like: 
   • Who do you want to be? 
  • Does your present menu, pricing, décor,   
       atmosphere, kitchen and front of house  
      setup, etc. match who you want to be? 
    • Who is the customer you want to attract? 
   • Who is your competition? 
   • How much profit do you want to make? 
   • Do you have the right talent pool in within    
    your staff to accomplish this and are you  
     progressive with your wages? 

Of course, these and more questions seem 
to be self-evident and yet we find that many 
long term operators at one time had answered 
these very questions and operated quite 
successfully for many years. But, over time, 
in reaction to real and perceived circumstances, 
operators invariably end up altering many 
aspects of their business and, instead of staying 
true to their original intention, end up 
becoming everything to everybody. Oops, 
who are you now? Competing with your 
competition by having to lower prices or 
cutting staff or foregoing making a profit? So 
maybe we need to get back to basics then? 

Step 1: Let’s answer the questions above and 
re-evaluate all aspects of the business. 
Step 2: Deriving your financial data? Do you 
use an up to date POS system? Do you take 
a regular accurate inventory of your food items 
as well as your beverages with real prices? 
Step 3: Analyze your menu using a menu 
engineering program. Many establishments 
look at their POS print out and decide their 
menu changes based on how many of each 
item they sell. But what if those items you sell 
tons of are not profitable? Using a menu 
engineering program will point to issues on 
your menu and allow you to make well 
informed decisions about the needed 
changes. 
Step 4: Make the desired changes. 
Step 5: Collect your new accurate data, 
evaluate it to make sure you are seeing desired 
results, allowing a reasonable time for changes 
to take effect. If results are not as anticipated, 
re-evaluate and correct the issue.

And don’t forget; call your neighborhood 
STIR Team and we can lend a helping hand!

Spotlight on  
Sysco Calgary Alberta’s 
Foodservice Consulting Team

Christopher Chabot 
Corporate Chef, Sysco Calgary

Christopher Sprentz, CCC 
Business Resource Manager, Sysco Calgary

David Swanson Reinhardt, CCC 
Corporate Chef, Sysco Calgary

Chef Christopher Chabot was born and raised in Elmvale Ontario. 
His love of cooking came from cooking alongside is mother and 
grandmother for family gatherings. When he was 15 he started 
work at a local ski resort where he got his first taste of working 
in a commercial kitchen. Chris graduated with Honours from the 
Culinary Institute of American, in Hyde Park New York in 2004. 
After Graduation he moved to Vancouver BC, where he worked for 
8 years. Chris’s experience ranges from fine dining, hotels, high 
volume, pubs and even a floating fishing lodge. In his spare time he 
enjoys cooking for friends, reading up on current food trends, and 
relaxing with a nice glass of Scotch.

Christopher began his culinary career in 1982, working at a pizzeria 
in Saskatchewan. A few years later he was offered an opportunity to 
work in a hotel where he quickly established himself as a skilled cook. 
In 1988, Christopher moved to Calgary and obtained his Red Seal 
designation. In the years to follow, Christopher held several Executive 
Chef Positions at some of Calgary’s most well-known establishments. 
In 2002, he achieved the designation of Certified Chef de Cuisine 
(CCC) and in 2005 he was awarded “Chef of the Year” by his peers.
In 2006, Christopher was offered the prestigious role of Corporate 
Chef at Sysco Calgary. His other roles at Sysco have included 
Culinary Business Resource Specialist, Marketing Manager and his 
current role: Business Resource Manager. Christopher is happily 
married with two very active daughters. In his spare time he works as 
a firefighter with the county of Rocky View.

David began his culinary journey at the age of 14 working at a 
local restaurant. since that time Chef David has explored the many 
different faces of food service; private clubs, restaurants, hotels and 
gold clubs. Just prior to joining Sysco, David was training a large 
hotel group nationally on inventory and cost control. He was the 
corporate standards leader and member of the culinary task force for 
menu design and implementation. Chef David achieved his Red Seal 
early in his career and was thrilled to achieve his Certified Chef de 
Cuisine (CCC) designation in 2001. Recently he  obtained his Peer 
Auditor Certificate in Health and Safety, earning the title of Certified 
Food and Beverage Executive. When the apron is off, David can be 
found exploring our great province, hiking, camping, running the 
local trails and spending time with his wife Erin and their family. He 
is a scouting leader and the Vice President of the board of directors 
for the Children’s Link Society. Chef David is passionate about the 
environment, developing the chefs of tomorrow, being part of the 
vibrant food scene, sustainability, local products and Canadian wine.

To book your session, please contact us at stir@corp.sysco.ca

www.syscostir.ca

By Bob Frei C.C.C., Manager of Business Resources, Sysco Victoria
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Our variety cookie mix and your imagination 
will deliver the homemade look and taste that 
you are looking for this season.

ardentmills.ca

©2014 Ardent Mills
ROBIN HOOD is a registered trademark of Smucker Foods of Canada Corp., used under license.

Ardent Mills can help you serve up 

INNOVATIVE  
OFFERINGS
with holiday cheer.

A great new era  
for grain.

SUPC PRODUCT PACK

6412680 Robin Hood Variety  
Cookie Base

20 kg

6685103 Robin Hood Soft ‘N Chewy Oatmeal  
Cookie Mix

20 kg

1543095 Robin Hood Authentic Oatmeal  
Cookie Mix

20 kg

6552123 Robin Hood Shortbread  
Cookie Mix

20 kg

Imagine being able to train, play and 
watch a variety of sports and 
recreational activities year round on 

the same campus where most Canadian 
Winter Olympic athletes train. WinSport 
in Calgary, Alberta, is that place.

Originally founded in 1956 to bid on 
behalf of Calgary to host the Olympic 
Winter Games, WinSport – formally 
known as Calgary Olympic Development 
Association – won the bid and hosted the 
XV Olympic Winter Games in 1988. 
Since then, it has been evolving into a 
new vision for Canadian winter sport by 
creating one of the most unique winter 
sport environments in the world. Athletes 
of all levels and disciplines train at the 
world-class facilities, which also 
provides a space for the public to 
maintain an active lifestyle and 
participate in variety of summer and 
winter recreational activities. Out of 
210 athletes that went to the Sochi 
Winter Olympics, 180 trained or 
competed at WinSport facilities. Outside 
of Olympic training, more than 1.2 million 
people locally and from around the world 
visit WinSport every year to do everything 
from skiing, playing hockey, ziplining, 
mountain biking, mini golfing, and trying 
bobsleigh and luge.  

Given the diverse group of visitors, it 
is no easy task to provide exceptional food 
and beverage items at the facilities. From 
family visitors looking for burgers and fries, 
to healthy meals for athletes and world-
class catering for large events, Director of 
Food & Beverage Jason McKay and 
Executive Chef Liana Robberecht face a 
challenge. But they take it upon 

themselves to make sure their culinary 
creations satisfy their diverse range of 
guests. 

Jason has been with WinSport for 
more than 15 years, starting out as a Line 
Cook and working through virtually every 
position in their culinary operations, 
including Banquet Chef, Sous Chef, 
Executive Chef, and finally to his current 
position where he oversees WinSport’s 
entire food, beverage and catering services. 
Having always found passion in sales and 
marketing, the role was a natural fit. Jason 
takes the pride in being a part of Canadian 
athletes’ journey to winning it all. For him, 
it’s also very gratifying to be able to give 
back to the community on a regular basis.  

Chef Liana transitioned from working 
at one of Calgary’s most prestigious 
private clubs in downtown to taking the 
helm at WinSport in June, 2015. Although 
a different atmosphere, her passion for 
food and creativeness remains the same. 
The team-oriented environment and 
dedication to nutrition and wellness are a 
great fit to what Liana believes in. She 
remains engaged in the industry and 
advocates for local and regional food. Her 
goal with the culinary operations is to 
enhance the current food offerings 
through expanding the healthier options 
to include comfort foods. 

With such a busy operation, it’s 

natural that Liana and Jason have high 
expectations in the quality of service and 
products on the foodservice supplier. 
Jason believes that Sysco’s commitment 
in building a longstanding partnership 
instead of just delivering boxes of product, 
is what makes Sysco different. For Chef 
Liana, it’s the market and business 
resources available through Sysco that she 
finds very valuable. She also believes in 
working with the supplier as a partnership. 
As a matter of fact, Liana had worked on 
a project directly with Sysco to launch 
the West Coast Oyster Program which 
reduces the company’s carbon footprint.

Since its inception, WinSport has set 
out to serve and inspire people of all fitness 

levels. The goal is to provide a 
destination with world-class facilities 
for athletes to discover, develop and 
excel, while allowing Calgarians and 
other visitors to be active and partake 
in a variety of recreational activities 
all year long. As a non-profit 

organization, every dollar the visitors 
spend goes towards training Canadian 
athletes and introducing thousands of 
Calgarians to sports and recreation every 
year. Of course, there’s no exception to 
their culinary operations either – Chef 
Liana and her team are here to deliver the 
best possible food for everyone, all while 
sourcing as many local products as 
possible. Whether you are from the 
Calgary area, or a visitor planning on 
coming to Calgary, make sure you mark 
WinSport down for some of the best 
winter sport activities our country has to 
offer and take advantage of Canada’s  
best backyard. 

Calgary, AB

WinSport – formally known as  
Calgary Olympic Development Association – 

won the bid and hosted the 
XV Olympic Winter Games in 1988

Flavour of  Canada Profile:

WinSport • Creating Canada’s Best Backyard

Jason McKay Liana Robberecht

Holiday
R E F R E S H E D

SYSCO IMPERIAL ROASTED GARLIC AIOLI 
DIP AND SPREAD

Order code 3242050 2/3.78L
- Deep fried panko crusted italian sausage risotto balls.
-  Korean style grilled ham and cheese sandwich with  
 gochujang roasted garlic aioli on sweet milk bread.

SYSCO IMPERIAL BALSAMIC VINAIGRETTE 
Order code 0391938 2/3.78L

- Baby spinach salad with dried cherries, toasted pine  
 nuts, asian pear and goat cheese
-  Fresh heirloom tomatoes, frisee lettuce, fresh berries,  
 green wheat cracked freekeh, feta cheese.

SYSCO IMPERIAL CRANBERRY CITRUS VINAIGRETTE 
Order code 9590555 2/3.78L

- Roasted beet, orange, baby arugula, red quinoa and  
 feta cheese
-    Warm seasonal mushroom, peppered bacon, red pear  
 and baby kale

SYSCO CLASSIC CHIPOTLE MAYONNAISE 
Order code 1415340 2/3.78L

-  Cotija steak torta, red onion, crushed avocado, pico de  
 gallo, shredded cabbage, sliced jalapeno
-  Fire roasted veggie wrap, quinoa, fresh spring greens,  
 roasted red peppers, fresh seasonal vegetables in a  
 cilantro tortilla

Contact your Sysco Marketing Associate 
for more information.
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Gift cards are a great way to increase 
profits during the holidays 
especially among gift givers who 

are starved for time and in need of a fast and 
easy purchase.

Independent restaurateurs need to make 
their cards readily available and convenient 
in order to compete with the big franchise 
operations, whose gift cards are seemingly 
for sale everywhere. Make sure your cards 
are attractively displayed in your restaurant. 
Advertise your gift-card program on your 
website, menu and front door.

It’s believed that businesses who use 
plastic gift cards instead of paper gift 
certificates hike their sales anywhere from 
35 to 50%. Let’s face it, when you’re giving 
a gift to your boss, your paper girl or your 
cousin, you want it to reflect well on you. 
Dusty, dirty, wrinkled and hand-written 
gift certificates are not proper or suitable no 
matter how much they are for.  Invest in 
plastic cards and watch your sales soar.

Customers don’t price shop
Another good reason to invest the time and 
energy in a gift-card program has to do with 
the fact that those who redeem their gift 
cards are typically much less price sensitive 
than they are when spending their own 
money. Research data reveals that customers 
are more apt to spend more than the value 
of their gift card, pay full price for items 
when they might consider specials normally, 
buy more expensive items and buy items 

they didn’t plan on purchasing.
Having a well-placed gift-card program 

at your restaurant is bound to bring in new 
business, especially if you reward both 
parties. Each gift card means a visit from 
the gift giver and the receiver, opening the 
door for new customers and repeat business. 
You may want to offer incentives to the 
purchaser of the card, such as purchase a 
$100 gift card and receive $10 bonus. 
Typically, the bonus can be used during 
slow periods such as January 1 to February 
10. For the receiver, you could offer a reward 
such as use your gift card on a Monday and 
receive 10% off.

An e-gift program encourages recipients 
to visit your website to activate the gift card, 
check the balance, reload it, check for 
specials and browse the menu. If the card 
is linked to a loyalty program, you can 
reward customers with each visit, purchase 
and reload. This typically leads to repeat 
business. 

Other benefits include reduced fraud 
because photocopying a plastic gift card is 
much trickier than obtaining a high-quality 
photocopy of a paper gift certificate. Don’t 
forget the benefit, too, of unredeemed gift 
cards. There’s nothing like being paid in 
advance.

Pretty Up Your Cards
Getting the most out of your gift-card 
program may take a little extra thought and 
planning, but it will be well worth it thanks 

to increased sales. Begin by making your 
gift card look like a present. That means 
offer the buyer an attractive envelope or 
holder in which to hold the card. Or place 
the card in a pretty cellophane bag and tie 
it with a ribbon. If your restaurant sells other 
items such as t-shirts or signature sauces, 
offer customers an enticing POS display 
that features both the card and your special 
marinara sauce.

Let your program drive those killer slow 
months at the beginning of the year. By 
offering incentives to use the gift card in 
January and February you can boost sales. 
If you offer an incentive for the lunch hour, 
let’s say, just be sure to advertise your 
promotion to those customers who have 
outstanding gift cards.

Give the gift of gratitude to your best 
customers. You don’t need to set up a formal 
loyalty program for this one, but just as 
rewarding loyalty keeps customers coming 
back for more, so does recognizing the 
allegiance of true-blue customers. Reward 
regulars once they’ve spent a certain amount 
or send a gift card to a big spender who’s 
been absent for a while. 

The holiday season is the perfect time 
to launch a new gift-card program or perhaps 
offer new promos with the purchase of a gift 
card.  Be sure to tell everyone about your 
program and make sure it looks attractive. 
When it comes to gifts, and especially gift 
cards, presentation is everything!

Want to boost sales this holiday season?
Consider gift cards.

Gift CardsGive

(Source: www.giftcards.com)                       By Kelly Putter
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Have your guests rise to a Real fresh cup of 
coffee or tea, brewed one RealCup® at a time.

RealCup® In Room Solution
Convenience and Portion Control in every cup.

For more information about the RealCup® brand and EcoCup™ capsules, 
contact Mother Parkers at 1-800-387-9398.   realcup.com   mother-parkers.com

• Convenient and cost effective in room  
hot beverage solution.

• RealCup® offers a wide variety of satisfying coffee 
and tea blends in a recyclable EcoCup™ format.

• Consistent taste. 
• Easy to use, place the RealCup® capsule  

into the brewer, add water and  
press a button.

 

Sysco Marketing Associate Profile: 
Ryan Gurney • Sysco Kelowna

Q: 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.
A: I was a chef and a restaurant manager for 12 years before 
getting into sales. I went to College for three years to study 
culinary and restaurant management. I can’t imagine doing this 
job without having the kind of experience I have had in the past.

Q: Your Geographic territory? 
A: Quite large. My primary territory is Penticton, but I also work 
in West Kelowna, Oliver, Princeton and Osoyoos. I do some 
outlying areas like Naramata and Apex mountain. 

Q: Describe the account composition of your territory (ie 
street, pub, fine dining etc.)
A: I am known as the winery guy. I service 12 different wineries 
in the region. I also work with a couple of resorts and ski hills 
and like most Marketing Associates I service a few pubs.

Q: How does this affect how you do your job? 
A: My customer base is a little different than most Marketing 
Associates’. I service a lot of white table cloth type of restaurants. 
I have to work outside of the box most of the time. Most of my 
clients are looking for non traditional items (not fries and chick-
en fingers). I work a lot with specialty food companies and I am 
always looking for the next trendy item like Wagyu Beef and 
Colorado Lamb.

Q: What do you like best about Sysco Brand? 
A: That I can sell it with confidence. I know that the customer 
is getting a consistent, quality product.

Q: Do many of your accounts use Sysco Brand and what has 
operator response been to Sysco Brand?
I sell a fair amout of our brand. I think the customers like it 
because it is not available anywhere else, which allows them to 
offer a product that people cannot get at a grocery store or a 
competitor’s restaurant.

Q: Describe how you have helped customers solve problems.
A: I use past experiences from previous employment or what I 
learned in school. I also help with keeping up on market trends, 
especially in the protein market.

Q: What is the most rewarding aspect of your job? 
A: Knowing that I can make a difference in my clients’ business.

Q: What are the good things about working with your accounts?
A: I love it. All my clients are very welcoming and it makes my 
job very easy.

Q: What are your goals for the future? Future plans with any 
particular accounts.
A: Too much to list here.

Q: What do you enjoy most about working for Sysco?
A: The freedom to manage my territory the way that works best.

Q: What foodservice trends do you see emerging? How do you 
respond to them?
A: I see a big change in the way restaurants market and sell 
proteins. I think traditional meat items like the Steak Sandwich, 
Halibut and Chips, New York Steak to name a few are going 
to change dramatically. Chefs and business owners are going to 
start being very creative when it comes to centre of the plate 
and to keep pace with rising costs of traditional protein items.

Q: What do you think is the biggest mistake that an operator 
might make in today’s market?
A: Being afraid of change. Things that have worked in the past 
don’t work as well today. A new generation of consumers is in-
fluencing the demand in the market place. Identifying the de-
mand and capitalizing on it is so important. Being able to keep 
up with change is the most challenging part in today’s market.

Q: What do you think makes some operators successful and 
others not so successful, particularly when they are running 
similar sizes and types of businesses?
A: Operators need to be innovative and keep up with market 
trends. Need to be very proactive with menu pricing. Have to 
be active with marketing campaigns. Need to have structure in 
their business. These are just a few ways to help with being 
successful. The list could go on and on. 

Don’t forget your pan liners for all your 
cooking needs!

(SUPC #9748187)

High Performance 
Nitrile Gloves
Available in:

4/100
Small (SUPC #3384650)
Medium (SUPC #3384646)
Large (SUPC #3384629)
XLarge (SUPC #3384668)

10/100
Small (SUPC #3384697)
Medium (SUPC #3384680)
Large (SUPC #3384675)
XLarge (SUPC #3384709)

Contact your Sysco Marketing 
Associate for more information.

Increase customer stat isfact ion and grow sales! For s ignature burgers,  sandwhiches, salads and more!

For More Recipes & Inspirat ion, Vis i t  Us Onl ine 
www.saucemakerinspired.com 

F O R  T H E  L O V E  O F  C H I C K E N  W I N G S  
A N D  S P O R T S  F A N S  

F O R  T H E  L O V E  O F  C H I C K E N  W I N G S  
A N D  S P O R T S  F A N S  



BRING CALIFORNIA 
HOME FOR THE HOLIDAYS 

For more recipe ideas visit
www.calclingpeach.ca

California Cling Peaches
are available from your
Sysco Marketing Associate.

Serve canned California Cling Peaches.

They’re the perfect choice for foodservice: delicious and decadent, sweet and succulent. Better still, 
canned California Cling Peaches are easy and inexpensive to work with. Canned at peak ripeness, 
all the flavour, nutrition and freshness are locked in. And they stay that way for up to two years, 
ensuring you always have consistently perfect peaches to serve. In fact, Nutrition & Food Sciences 
found that canned often trumps fresh in price, prep time and food waste.


