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ST - What is your tenure with the Company?
This winter, I will have been with Sysco for six years.  I started as an

Assistant Marketing Associate for several months before moving into
the role of Marketing Associate and managing my own territory. Based
out of Saskatoon, I have been fortunate to have stayed with Sysco
Regina from the day I started training up until present.

ST - Describe the account composition of your territory.
My territory base ranges from the larger city of Saskatoon down to

smaller towns and rural communities. So as you can imagine, I work
with an equally wide range of customers.  I presently assist  numerous
pubs and  hotels in both the city and in smaller communities, along
with many family restaurants and even high volume buffet restaurants.

ST - How does this affect how you do your job?
With such a wide range in my customer base, it constantly pushes

me to be at my best.  As a resource for my customer, I need to be able
to recognize that similar challenges faced by two or more customers
may not necessarily require the same solution.   Yet at the same time,
the inverse may also hold true, as there may be several different
challenges faced by customers, but all can be answered with the same
solution.  You’ve got to know your customers’ business.

ST - What do you like best about Sysco Brand?
The confidence it brings.  We work hard to know all the products we

represent, but it just isn’t possible to sample every one of the thousands
of items available.  Because we know the protocol for becoming a

Sysco brand, it provides immediate assurance of quality and value, even
if I haven’t personally sampled that product.

ST - What has operator response been to Sysco Brand? 
Customers appreciate when you have something new in your “tool

box” for them.  When they see that you are confident in the
performance and value of your product, they in turn are confident in
utilizing it on their menu. All of my accounts use Sysco Brand - it reaches
into every facet of food service operations,  from fresh and frozen foods,
to complete beverage programs and cleaning supplies.  So even with
a wide range of customer businesses, there are Sysco solutions
available for every one of them.

ST - Describe how you have helped customers 
solve problems. 

Solving problems can be anything from developing a seasonal
menu to finding new labour-saving ideas, and everything in between.
I see two things as critical for problem solving: first, you’ve got to spend
the time to know their business. I put a lot of effort into seeing my
customers face-to-face on a regular basis and getting to know their
operation.  Secondly, you have to utilize the resources available (such as
our Business Reviews, Product Specialists and industry-leading Food
Shows).  There’s so much you can pack it into one personalized consul-
tation for your customer.

ST - What is the most rewarding aspect of your job? 
I love seeing my customers succeed. I recently had a customer ready

to throw in the proverbial towel, so we put together a Business Review

and designed a new menu addressing that restaurant’s specific
challenges.  Several weeks later, this same customer was beaming, and
couldn’t stop expressing his appreciation. The restaurant’s customers
were now complimenting them on the food services and amazing
turnaround. Wow, that’s rewarding! When your customer happily greets
you each week, you know you’re doing something right.

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

Relationships.  As you continue to assist customers, at some point
you move from being a “supplier” for them, to becoming a “partner”
with them.  This is a process which can take years, but the rewards are
great as you build these relationships and earn the customer’s
confidence.  When you’ve made the effort and taken the time to truly
partner with your customers, those relationships continue long after
the order is taken and product delivered.

ST - What do you enjoy most about working for Sysco? 
Success.  By this I am referring primarily to the success of the

customer. Just as a parent enjoys to see their child succeed, or a
manager enjoys seeing their protégé succeed, so I enjoy seeing the
success of my customer.  The more I can assist my customers in
overcoming obstacles or capitalizing on opportunities, the greater
satisfaction I have with my work.  It’s no secret, the more my customer
succeeds, the more I’ll succeed in turn.

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

One of the trends I see is for healthier choices and alternatives when
eating out in restaurants.  So much of today’s media and advertising is
promoting healthier lifestyles and an awareness of what we are eating.
I see this as another great opportunity to assist customers in modifying
their menus. This can be anything from adding creative salad selections,
introducing zero trans-fat products or building a deli sandwich bar.  The
Business Review team has proven to be a great tool to showcase many
of these new ideas, with the best part being that we can customize the
showcase specifically for that customer. 
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by Kelly Putter

Love ‘em or hate ‘em, 
tasting menus are a mainstay 

of many restaurants. 
They’re a lot of work, 

but the profits are worth it.

To taste or not to taste, when it comes to
menus, that is the big culinary question.

Are tasting menus dying a slow death, as
some suggest, or are they beginning to enjoy
a resurgence in popularity as we climb our
way out of the recession? That, of course,
depends on whom you talk to. 

Long a gustatory feature of higher-end
restaurants, the multi-course tasting menu is
designed to showcase the chef’s culinary
brilliance as well as the regional foods of the
area.  Not only can these menus be
profitable, but Chefs enjoy the opportunity
to strut their stuff. In addition, they are a
great way to test new ingredients or to get
creative with leftovers. Sometimes, they are
paired with wines.

Tasting menus are a popular choice for laid-back
food lovers who like to relinquish control and enjoy a
variety of flavours in smaller portions. Although Aura
Wallace, PR coordinator for Susur Lee Consulting and Lee
restaurant in Toronto  feels that “the tasting menu has
petered out a bit”, not all have given up on the tasting
menu. Some have just decided to scale them back.  At
Toronto’s Senses, that’s exactly what Chef Patrick Lin did,
reducing the number of courses from eight to four on
Sunday to Thursday. On Fridays and Saturdays, the courses
went from ten to six. At $55 and $78, the tasting menu at
Senses is quite reasonably priced.  

Many hit the $100 mark and well beyond. According to
www.forbes.com, the highest priced tasting menu is
reported to be $465 at L’Arpege in Paris. 

Vancouver restaurateur Harry Kambolis, who owns
Raincity Grill, C Restaurant and Nu, admits he’s experienced
a shifting mood when it comes to tasting menus. Spawned
in large part by the economic downturn two years ago,
Kambolis started to see a waning interest in tasting menus
and a reduction in spending in restaurants in general. Now,
however, he’s beginning to see a renewed interest and has
responded by increasing the number of courses at Raincity
and C, his two restaurants that offer tasting menus.

“We haven’t really carried the 14-course tasting menu for
the last year or so,” Kambolis says. “With the slower
economy, we reduced our nine courses to six or seven and
this year, we started feeling people were wanting it again so
we bumped up our menus up to nine and 14 courses.

But don’t be fooled into thinking a tasting menu is an
easy way to earn a fast buck.

MENUS of
Gastronomic

Proportions
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year’s venerable S. Pellegrino World's 100 Best Restaurants,
its tasting menu is more popular than ever with the kitchen
producing 25 to 30 six-course dinners each night.

“The appeal of the chef table is to let the kitchen surprise
you,” says Rouge owner Olivier Reynaud. “The customer
doesn’t know the menu at all. It’s really a surprise dinner.”
And who doesn’t like a good surprise?

Like many restaurants that offer tasting menus, Rouge
insists that each member of a party order the tasting menu
to help the kitchen and wait staff better coordinate service
and to avoid the potential for logistical nightmares. Its
tasting menu takes about two-and-a-half hours to complete
so it’s easier on all guests if they finish at roughly the same
time instead of one patron putting down his fork an hour
before the rest.

According to Lynne Olver, editor of the online resource
"The Food Timeline", articles published in the New York
Times state that menus, also known as menus degustation,
surfaced in the United States during the early 1980s. They
were a practical byproduct of nouvelle cuisine. On some
level, the concept is related to the classic table d’hôte and
the modern chef's table. 

Marc Brunet, an instructor at the Culinary Institute of

Canada, suggests a good tasting menu experience is like 
a symphony in which all instruments come together for the
ultimate performance.

“To coordinate a 12-course meal, you need a certain
strategy,” says Brunet. “The chair has to be comfortable, the
lighting just right and not too bright, the music appropriate.
It’s about the food, but it’s also about the experience.”
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Earn Double 
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“It’s a lot of work,” says Kambolis. “If you think about it,
someone comes in and orders an appetizer and a main.
That’s two plates. But in the same two hours, six or seven
plates go out instead of two or three. It takes more 
organization. Now we can do multiple menus in one night

and we can organize ourselves
to do it well. When we first
started everybody said it was
too complicated. ”

At Calgary’s Rouge, 
which earned a 

spot on this
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By Kelly Putter

Becoming an everyday part of the international
language of food has been something of a long
and hard-fought battle for “umami”.

Even the most culinary adventuresome and
knowledgeable among us may not have heard of
this term, although it’s been around for over a
hundred years.

When asked about taste, many will tell you our
palate is built on the four basic characteristics of
sweet, sour, bitter and salty. But there is actually a
fifth taste that is gaining attention called umami.
When trying to describe this Japanese term,
something invariably gets lost in translation.

But we’ll do our best. Umami, which means
deliciousness in Japanese, is the pleasant savoury taste
imparted by such foods as meat, fish, dairy and
vegetables. While some define umami as meaty, others
say it is a brothy flavour. Still others say it has to do with
the feeling of satisfaction and the mouth-feel you get
from certain foods. 

A website dedicated to promoting information about
umami describes it as “subtle and blends well with other
tastes to expand and round out flavours. Most people
don’t recognize umami when they encounter it, but it
plays an important role making food taste delicious. This
can make it difficult to both describe and recognize.”

Umami, (pronounced "oo-MA-mee"), was first
recognized in 1908 in Japan by Dr. Kidunae Ikeda. He
deduced that kombu, a type of edible seaweed, had a
different taste than most. What he discovered was that
kombu’s high level of tastiness came from its high
concentration of glutamate. He would go on to
crystallize monosodium glutamate or MSG, a well-
known synthetic flavour enhancer commonly used in
Chinese food and processed foods. While negative
health reports would see MSG fall out of favour decades
after his discovery, today we are seeing the rebranding of
umami as a new natural taste sensation.

Food products and restaurants are capitalizing on the
hype, which recently prompted the American Food
Channel to name umami as one of its top 10 food trends
for 2010. And recently, umami pitted contestants against
each other as the main ingredient in a cook-off challenge
on TV’s The Next Iron Chef.

Toronto’s Umami Sushi has been dishing out
kosher maki for nine years, although in the past six
months to a year, restaurant owner Andrew Novak
has seen a renewal of interest in umami. While not
every dish has an umami component, the
restaurant uses umami as a guiding philosophy.

“It has definitely picked up speed in the last year,”
says Novak. “Any time there’s a trend in anything,
everybody attaches their claws to it.”

Because it was a Japanese scientist who first
discovered umami, many people believe it to be a
uniquely Asian taste element, but in fact, it has
existed traditionally not only in Eastern, but also
Western culture.

Peterborough wine expert and cookbook author
Shari Darling describes umami as having a
roundness and depth of flavour. She’s written a
chapter on the subject in her award-winning
Orgasmic Appetizers and Matching Wines: Tiny Bites
with the Moan Factor.

“It’s the difference between the
satisfaction you derive from a beef stock
that you don’t get from most vegetable

stocks,” she explains. “It’s more complex.
That’s why we love broccoli soups but

broccoli soup with parmesan and cured
bacon makes us moan with delight by
loading the soup with umami. There’s

that depth of flavour.”

So what foods does umami naturally occur in? Mushrooms,
tomatoes, asparagus, potatoes, green tea, beef, seafood, pork and
soy sauce, among others.

To hike your dish’s umami taste, add ingredients rich in
glutamate, such as Parmesan or other types of aged cheese, 
soy sauce, tomato products such as juice, paste or ketchup, and
fish-based sauces such as Worcestershire, Thai fish sauce or
anchovy paste.

Cooks can also boost umami flavour through any process that
breaks down protein, including drying, aging, curing and slow
cooking, says Darling. This is because glutamate, normally bound
up in proteins, is released into a form the tongue can perceive as
umami when proteins are broken down.

“In North America, we’re addicted to slow cooked tomatoes
such as ketchup,” says Darling, “and that’s why cheese lovers tend
to favour old cheeses compared to young cheeses because the
flavour increases one-hundred fold.”

Darling says umami speaks to our survival instinct. It’s the
ingredient that makes us feel sated and that’s why we’re born
with the ability to distinguish, crave and adore umami. Great
chefs instinctively know how to use umami, whether they know
the word or not.

“They may not understand the word but they know how to
bring the dish into harmony,” she says. “It’s a chef’s secret weapon.
Some chefs keep things like fish sauce and throw it in spaghetti
sauce. That’s umami.”

After its initial discovery, the flavour concept reared its head
again in the 1980s, when scientists proved that separate taste
receptor cells in the tongue identify umami. Before then, it was
believed umami was a combination of the four other taste
senses, not one on its own. The discovery legitimized it as the 
fifth dimension of taste.

While the term is more common in culinary circles, expect 
the general public and food makers to hop on the 
umami bandwagon as more and more people talk about this
fifth taste.
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uma·mi
Pronunciation:  {oo-MA-mee}

Sweet, sour, salt and bitter are

joined by a fifth taste known as

umami.  In existence for a while,

It’s finally stepping up to take its

rightful place in the culinary
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By Michelle Ponto

Your security strategy may be the last 
thing on your mind over the frantic holiday

season, but having a safe establishment 
can help reduce stress and boost your
bottom line. Let’s face it, we all want a

restaurant that is inviting, but we don’t 
want it to be too inviting for thieves.

Ideally, planning your security system should be part of
the construction phase of your venue in order to make it
blend in with the décor. This way, wiring for a phone or
panic button, for example, in the bar or cashier area would
be built into the design, and closed circuit televisions,
security lighting or a camera could also become part of 
the planning.  

If your security was overlooked during construction or is
not meeting your needs, it is easy to upgrade.  You just need
to know which areas to focus on.

Analyzing Your Risk Areas
The design of your space and the type of venue you have

affect the type of security you need.  Some aspects to take
into consideration are the number of entrances, daytime
and nighttime visibility, employee and vendor access, and
your windows. 

High volume bars and restaurants are often seen by
criminals as easy targets.  Unlike a fast-food restaurant that
has plenty of windows and an active drive-thru, these types
of establishments tend to have less outside visibility. In other
words, people on the outside of the building can’t see
what’s going on inside, and don’t see a robbery happening.  

However, just because a fast-food venue has more
windows, doesn’t make it foolproof. Experts say they are

sometimes robbed as thieves believe they have more cash
on hand due to less credit card sales. Also, the employees 
in these venues are generally young, inexperienced 
and sometimes work alone late at night, making them
tempting targets.

Your location can also affect your security.  If you are in a
high-crime area or an area that has had a series of break-ins,
there is a higher chance of being robbed compared to a 
low crime area.  Your risk also increases if you are in 
a free-standing building.  In strip malls, only the façade 
and back need to be protected, but free-standing buildings
are exposed on all four sides.

Lights, Cameras, Action
Certain factors could make your establishment more

tempting to robbers than others.  First of all, take a look at
your lighting.  Are there any areas where the lighting is poor,
such as the alley by the delivery entrance or the parking lot?
Is there anything blocking your visibility such as garbage
bins? The more blind spots you have, the more areas you’ll
need to protect. 

To help reduce your risks, light all exterior points of entry
with permanent fixtures that are difficult to reach or tamper
with, and keep the lights on even when you are closed.
Making sure your venue is well-lit and installing external
cameras are a few of the best ways to deter thieves and
vandals.

Installing a fence is also a good idea, but make sure 
you can see through it, and if you do have hedges, keep
them wide, and not high. This way they can work as your 
first line of defense rather than something that hinders 
your visibility.

Protecting your cash area seems like a natural thing to do,
but keep in mind, the more cash registers you have, the
more panic buttons and internal video cameras you’ll need
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AVOIDING 
SECURITY RISKS
over the 
HOLIDAY SEASON

in order to monitor what’s going on at each of them.
Cameras should also be placed in your problem areas 
such as the kitchen and storage areas to help prevent
employee theft. 

You should also consider having some sort of alarm
system. Statistics show that businesses without a burglar
alarm are four times more likely to be burglarized than those
with an electronic alarm in place. 

Handling Internal Security Breeches
The restaurant industry often has high turnover and

disgruntled employees can end up being your most
successful criminals. Not only do they know your

5 Holiday 
Security Tips

1.  Never count or collect money
in front of windows that can
be seen from the outside

2.  Turn on all exterior lighting

3.  Make sure your employees
leave in groups rather 
than alone

4.  Do not make night deposits

5.  Review your restaurant’s
security measures with 
your staff

AVOIDING 
SECURITY RISKS
over the 
HOLIDAY SEASON
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establishment’s habits, they also know how your security works and the best
chances of beating it. Some ways to avoid this are by having locks on entry doors
with keys that can’t be duplicated, using controlled access rather than key access
for delivery and employee entrances, and using keypads or magnetic card
readers for entry access.

7

One way to avoid employee theft is to hire the right employees.  Make sure you check their
references.  Once they are hired, make sure you create a caring culture by treating your employees
well.  If they like working there, there is less chance they will steal from you.

Another way to reduce theft from current employees is by having procedures in place to help
keep track of inventory and cash. These can include doing a drawer check after each shift and
doing an inventory count.  If your employees know there is an accountability system in place, it
makes it harder for them to steal food or cash.

Your current staff should also be trained on secure opening and closing procedures to keep
them safe from potential robberies.  Tips include making sure the front and rear doors are locked
when the venue is closed. Entrances and exits should be monitored with either a security guard or
a camera, and employees leaving after dark should be walked to their cars. 

Customers that Steal
Other areas of risk in your establishment are places that contain expensive artwork, fixtures or

furnishings.  Items like these are tempting and are sometimes stolen by customers eating at the
restaurant.  While salt shakers, cutlery, vases and menus are often taken by patrons, these more
expensive items are also disappearing.  

Consider having security cameras in any area where you suspect theft could occur, but when it
comes to stopping your customers from taking home “souvenirs” there is no easy answer.  Many
food operators say it is part of the cost of doing business. 

Knowledge of potential weaknesses and proactive measures will allow you to keep your focus
on what really matters – keeping your customers happy!
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By Kelly Putter

As the floor manager of one of Niagara Falls’ busiest
restaurants, Lila Abnassar understands what it’s like to seat
hungry, cranky customers. She does it day in, day out at the
Copacabana, where customers can expect to wait up to
two-and-a-half hours on a “crazy-busy” Saturday night. The
280-seat Brazilian steakhouse is considering replacing its
current hand-held pagers for a new technology that uses
customers’ own cell phones. Abnassar hopes the move will
take the sting out of the long wait times.

“My main thing is that it’s going to be
convenient for the restaurant, convenient for
our guests and hopefully we’ll have less
frustrated customers,” she says. “When they wait for a
table they can get anxious, so we’re dealing with hungry,
cranky people.”

This new technology that helps manage restaurant wait
lists is revolutionizing how restaurants do business. The old,
hand-held pagers often kept customers tethered to the
establishment, not to mention mildly annoyed at their lack
of freedom because, frankly, no one likes to wait.

Known as cell phone pagers or SMS/text pagers, this new
technology essentially means you’re using your customers’
mobile phone to transmit messages about when their table
is ready.

“About 8.5 out of every 10 Americans and
Canadians carry a restaurant text pager with
them every day,” says Brandon Munson, CEO of Fulcrum
Design, the company that created Mobile Matradee. “Why
wouldn’t a restaurant want to manage their wait list,
increase their table turns or confirm reservations by simply
texting or calling a guest’s own device directly?”  The
Copacabana seems to agree, as this is the system being
implemented at that restaurant.

or do much of anything, so we thought we should 
change that.”

Other benefits include eliminating germs as pagers move
from one set of strange hands to another. “They tend to
be a harbinger of disease,” says Munson.

But perhaps the biggest advantage to the new
technology is the huge marketing potential of mobile
phones. Often, when a host asks for your cell number to
page you they will also ask if you’re interested in receiving
coupons on future offerings from that restaurant.

“Seventy-five per cent say yes to that,” says Hegge. “So
now that person is enrolled in the restaurant’s [mobile
marketing] club. That’s really the added bonus to this
system. Because people come in and out of restaurants all
day long and the owner often has no idea who they are.
Now he’s building a rapport with them.”

And if you’re thinking that’s just another ineffective direct
marketing strategy, you’re wrong. “The coupon redemption
our clients see is 10 to 19 per cent, which is outrageous!”
explains Hegge. “Direct mail is one or two per cent and email
is one to three per cent.”

The digital wait list also allows for fewer errors as staff can
read computerized text easier than someone’s handwriting.
Restaurant staff can also track how long a customer has
been waiting which should resolve discrepancies in wait
times especially with impatient and complaining customers.

“When the customer complains that he’s 
been waiting 30 minutes, the hostess can
actually check and tell him that it’s been 
only 15,” says Munson.

Hegge says this technology started in Europe about 10
years ago and has been catching on in the U.S. in the past
three or four years. His company is hoping to be in Canada
by 2011.  I’m not sure we can wait!

YOUR TABLE
IS READY...

Wait ListTechnology:The Wait is Over… 
Waiting list technology gets clever thanks to cell phones. Say good-bye to impatient and frustrated customers.

There are plenty of benefits to using smart phone 
pager systems starting with lower operating costs. The 
old portable pager system was costly, at about $4,000 for
the transmitter and $45 to $90 per pager. Add to that the
never-ending cost of replacing lost pagers and busy
restaurants could face up to a few hundred dollars a month
in recoup costs. In two years, the Copacabana has lost 32 
of its 40 pagers. 

By contrast, the average restaurant pager system starts 
at about $100 per month and goes up from there based 
on the number of pages sent. 

Your popularity with customers should increase
exponentially as they will be far less frustrated with the new
system, which allows them the freedom to shop, walk and
roam as far away from your establishment as possible.

“The old technology was almost like a leash because it
only allowed you to go 25 feet around the building,” explains
Hans Hegge, CEO of Text Ripple, a Detroit based mobile
marketing company. “You couldn’t go window shopping 
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By Patricia Nicholson

A classic example of a restaurant promotion is “Half-price
Appetizers from 5 to 7 pm!”, drawing in the after-work
crowd. Promotions attract customers by offering either
lower prices or greater perceived value, and they are almost
always limited to a time, place or product. 

Many promotions are designed to accomplish a specific
goal: Do you want to increase cheque size at dinner? Boost
traffic on a slow weekday or day part? Sell more desserts?
Increase repeat business? Reward customer loyalty?
Whenever possible, promotions should also have a way to
measure whether they reached that goal.

One of easiest ways to incorporate promotions into your
business is with seasonal promos. Acknowledging holidays
and seasons with special menu items or offers, such as
specially priced seasonal desserts or Christmas cocktails, can
help keep your regulars interested and also attract new
faces. They can also have the advantage of being perceived
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Productive Promotions:
Specials, Offers and 

Contests Can Build Business
as celebratory and engaging, rather than sales-oriented. 

Promotions that encourage customers to come back
more than once – such as a series of themed menus, food
and wine or beer pairing events, sports nights, pub quizzes
or contest draws – can build rapport as well as repeat visits. 

Promos that let customers have some input into the
restaurant, such as inviting customers to help choose the
new house wine or a new sandwich for the lunch menu, 
can help customers feel engaged and invested in 
your restaurant, while providing an incentive for repeat
visits. Feature a different sandwich or wine special every
week, and let customers vote on which will make the
permanent menu.

The Sysco Rewards program (www.syscorewards.ca) 
can help with promotional design. Bruce Pascoe of 
Sysco Vancouver says that by working with a Sysco
marketing associate, operators can maximize points to 
earn rewards faster. 

Once you’ve accumulated enough points to purchase

rewards, you can then put those rewards to work in other

promotions. Pascoe notes that operators can use their Sysco

rewards as staff incentives: offering a digital camera or a gift

certificate to the server with the highest promo sales helps

motivate staff.

Items from the rewards catalogue – from gift certificates

to travel – can also be used as prizes in customer draws or

contests. But perhaps the best customer prize is the one that

makes both the operator and the customer a winner: Sysco

Rewards points can be redeemed for gift certificates for a

member’s own establishment. That way, the operator is sure

to bring the contest winner back through their door.

Ask your Sysco marketing associate about getting the

most out of Sysco Rewards, and how you can use the

program in promotions that benefit you, your staff and 

your customers.



Sylvain Turpin & Peter Mattis, Owners
Harold’s Restaurant 

Kamloops, BC

“At Harold’s, 
home-style cooking 

is a family affair ”

Peter Mattis, 
Owner/Operator

Harold’s
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Harold’s restaurant has been serving family-friendly fare
in Kamloops, B.C. for more than 50 years.

Harold Knull and his wife Florence opened the restaurant
as a family business in 1959, and it’s still a family business to
this day. The business was sold to Manny & Marion Mattis,
who then passed it onto their children so that two
generations later, Peter Mattis and his sister Lisa Turpin –
along with Peter’s wife Shelly and Lisa’s husband Sylvain –
now run the busy restaurant. And another generation is
joining the business as well: the sons and daughters of the
current owners work as servers, cooks and dishwashers. 

Sylvain Turpin and Peter Mattis are proud of the family’s
history in foodservice.   

“We serve generous portions of homemade food made
from old family recipes that have been handed down from
our parents and grandparents,” Mattis says. 

“Our main focus is family dining, but we have great variety
on our menu to satisfy any hungry patron at any time of
day,” Turpin adds.

Harold’s is open for breakfast, lunch and dinner, serving its
varied menu to an equally eclectic clientele. The breakfast
crowd often includes construction workers on their way to
work, and golfers on their way to one of the many champi-
onship courses in the area. In the evening, it’s local families
looking for a home-style meal. In between, Harold’s
welcomes travelers from all over.

“Our restaurant is located on the Trans-Canada Highway,
which brings 10,000 cars a day past our front door,” says
Turpin. 

Harold’s whole menu is also available for takeout, so
travelers who are in a hurry, but who are weary of drive-
through food, can get a homemade meal to go. 

Turpin and Mattis describe the menu as Western
Canadian food with a Greek flare. They serve everything
from hand-pounded pork tenderloin cutlets, or their famous
homemade ground chuck burgers, to the house specialty:
the chicken souvlaki and calamari combo. Mountain-man
breakfasts and eggs “benny” are big favourites as well. 

The Western Canadian theme is incorporated into the
ambience as well: the large dining room features a real rock
fireplace with vaulted cedar ceilings.

Turpin and Mattis do the cooking themselves, following
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Greek Combo Platter

Serves 1
INGREDIENTS METRIC IMPERIAL
Chicken Skewers
Chicken breast, cubed 1 kg 2 ½ lb
Olive oil 125 ml ½ cup
Lemon juice, freshly squeezed 60 ml 4 Tbsp
Chicken stock 30 ml 2 Tbsp
Sysco Greek seasoning 45 ml 3 Tbsp
Garlic, crushed 3 cloves 3 cloves

Whisk all ingredients together, then add chicken breast.
Marinate overnight.  
Put chicken cubes on skewers and cook on charbroiler, 
or bake in oven, until the chicken is cooked through, 
turning occasionally.

Calamari
Squid, cleaned and sliced into rings 12 12
Vegetable oil 750 ml 3 cups
Salt 5 ml 1 tsp
Oregano 5 ml 1 tsp
Black pepper 2 ml ½ tsp
Baking soda 2 ml ½ tsp
All purpose flour 50 ml ¼ cup

Preheat oil to 365oF (185oC).
In a medium sized mixing bowl, mix together flour, salt,
oregano, black pepper and baking soda. Dredge squid
through flour and spice mixture.
Place squid in oil for 2-3 minutes, or until golden brown.
Plate skewers and calamari together.  Garnish with 
chopped onions and lemon wedges.
Serve with choice of Greek salad, rice, or pita bread 
and tzatziki.

Peter Mattis and Sylvain Turpin

long-standing family traditions. The family’s foodservice
history goes back to the early 1900s, when one of Mattis’s
great-grandfathers went into the restaurant business, and
the other started a meat company.

“We were all taught by our parents, who learned from
their parents,” Mattis says of their roles in the kitchen. “But if
we ever need the advice of a chef, Sysco has a European-
trained chef on staff that we consult. His name is Josef
Fritsch, and he is only a phone call away.”

Harold’s has been using Sysco as a supplier for 20 years.

“Not only do we depend on Sysco for on-time, accurate
orders,” says Turpin, “but we rely on them for assistance with
other things, such as menu planning.” 

Its long history, great food and friendly service have
helped to make Harold’s a mainstay in Kamloops for many
years. It has been named Kamloops’ Best Family Restaurant
for several years running, and has won Best All-Round
Restaurant for the last two years.

But Harold’s isn’t resting on its laurels after half a century
in business.

“For our 50th anniversary last year we did a 50 percent off
sale on a few of our best-selling items for the month of
November,” says Turpin. “When everybody else in town was
quiet, we had big lineups.” 

There is also a renovation in the planning stages: an
overhaul that will capture the feeling of a classic 1950s diner,
so customers can experience a nostalgic return to the good
old days of family dining.

Eventually, Harold’s will be passed on to the next
generation to maintain the family business. 

“But we still have a lot of passion for the business, and we
look forward to building our customer base even bigger,
without compromising our personal service.”

From left to right: Richard Payne, Sysco Marketing
Associate; Peter Mattis; Sylvain Turpin



varies between a casual pub and a hip nightclub, bringing in
a mix of customers.”

Chef Bosence has worked with Sysco Victoria since the
early days of North Douglas Distributors and has been on
the Victoria scene for many years. He worked at Bear
Mountain for the first two years of its opening and prior to
that, spent many years at Olympic View Golf Course working
in conjunction with Golf BC. He has worked with Marketing
Associate Jamie Cowan for the majority of those years and
has always had a great working relationship with Sysco.

Hotel Rialto won Where Magazine’s “Best New Restaurant”
honours for 2009 and is quickly becoming one of Victoria’s
favourite hotspots.

haven’t really been through a full season yet, but it has
already developed into a local hangout. Up to this point,
they’ve relied solely on word-of-mouth advertising but now
the sales and marketing team are gearing up their efforts to
bring in a wider demographic.

“There is nothing else like it in Victoria”, says Bosence. “It

“ Turning tapas items 
into full meals 

by serving them 
in three preparations 

gives the customer 
a variety of options”

Tod Bosence , 
Executive Chef 

Hotel Rialto - Veneto
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http://www.hotelrialto.ca
http://www.venetodining.com

Hotel Rialto, situated in a beautifully renovated landmark
building, has revitalized a corner of downtown Victoria with
a great new restaurant that local Victorians have come to
love. Opened in May of 2009, Veneto, the hotel’s restaurant,
has attracted an eclectic crowd of young adults looking for
late night cocktails as well as seasoned restaurant-goers
with fabulous food served in an unusual way: the menu is
based on the idea of “tapas with a twist”.

Executive Chef Tod Bosence developed a trio entrée
concept from ideas he’d seen used in Vancouver and San
Francisco. Each entrée consists of three smaller dishes, all
variations on a theme. For example, the beef entrée has beef
prepared in three different ways, making it perfect for those
who like to try a medley of flavours. “Turning tapas items into

full meals by serving them in three preparations gives the
customer a variety of options,” says Chef Bosence.

The menu has been a bit of an evolution and has had a
few incarnations in its short life. Originally there was a
Southwestern Creole theme to many of the dishes. At one
point, the kitchen staff tested, and then voted on, the best
three dishes from a choice of 6 to 8.

It was really a process of trial and error, but the consistent
idea has been variety. One dish can be spicy, another one
sweet and the third, savoury. Sometimes a cold item is
featured. Sous Chef Chris Thrift came up with many of the
dishes. Based on the results of online surveys, the most
popular dishes are the crab and beef.

The owners originally built a café adjacent to Veneto, but
that has since been adapted into a wine bar. The vision was
to have a unique bar – something modern and elegant.
With a casual lounge atmosphere, the focus is on cocktails
and martinis, all muddled by hand, with no syrups or 
pre-mixes used. Friday and Saturday are very busy nights
but the restaurant and bar do quite well at all times since
they are open for lunch and dinner 7 days a week. So it’s 
a good thing there is seating for 120 in both rooms! The
hotel is quick to address the needs of their guests and as
such, wine tastings are being planned. (Veneto has an
extensive wine list of over 300 labels.)

There is a staff of about 10 people in the kitchen and a
great front-end team on the floor. It took some time for each
staff member to learn the menu and cocktails and to
develop their wine knowledge, but after a few months they
got the hang of it. 

The downtown location is on a less travelled corner that
has been revitalized due to the hotel’s renovation. They
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Tod Bosence, Executive Chef 
Hotel Rialto - Veneto  

Edmonton, AB

Jamie Cowan, Sysco Marketing Associate; 
Tod Bosence, Executive Chef
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Multicultural 
Marketing 

for the Food Industry

By Hoejin Wang:

The Canadian marketplace is diverse and heterogeneous due to drastic changes
in both the growth and composition of the population.  According to Statistics
Canada, by the year 2030, one in three Canadians will belong to a visible minority
group, and one in four will be foreign-born.   The rapid growth of new cultures
means new markets and opportunities in the food and restaurant business.    

Further, Statistics Canada postulates that over the next 10 years, about 70
percent of the growth in Canadian consumer spending will come from visible
minorities, especially Asians.  For merchants in the food and restaurant industry,
responding to these shifts in demographics will be key to their success. 

Savvy ethnic grocers, food retailers and specialty restaurants can pose a huge
competitive threat to the large chains.  Individuals from underserved ethnic
groups are often extremely loyal to brands.  When new immigrants arrive in
Canada they are very open to new things.  Anyone who reaches out to them at
that stage is someone they will value and probably stay with for life.  

Large retail chains have all made attempts to chase multicultural customers with
limited success.  While foodservice operators have been slow to cash in on the
massive changes in demographics, many are now racing to serve these emerging
markets with new multicultural products.  But the biggest challenge is how to
advertise and promote these new products.

“Enticing the ethnic food consumer is a tricky thing, and can be a mine field for
marketers,” says Don Hutchison, President of Falkon Multicultural Marketing
Solutions.  “Language slip-ups or inappropriate product positioning can come off
as offensive and back-fire for foodservice establishments.  For example, in India
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alone there are 21 languages, 2000 dialects and seven
religions.  Some people are vegetarians, others don’t
eat pork and still others don’t eat beef”.  It comes as no
surprise then, that many operators get it wrong when
it comes to multicultural marketing.  “Although you
may be cognizant of marketing pork to a Jewish
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Over the next 10 years,

about 70 percent of the

growth in Canadian

consumer spending will

come from visible

minorities.

community, did you know, for instance, that Halal
meat marketed in a Sikh community could be a
significant faux pas?” 

The most common thing that business owners 
do today is take the safe route and just simply
advertise savings to budget-conscious multicultural
consumers, without trying to directly target specific
ethnic lifestyles, tastes and purchasing patterns.  “If
you get it right in the food and restaurant business,
and capture the attention of your target market - the
payoff from ethno-marketing can be huge” says
Hutchinson. “Knowledge and experience with the
diverse array of cultures in our society is critical.”        

Marketing programs specifically targeted at ethnic
markets promises new avenues of growth, untapped
market opportunities and increased profitability.
Companies in the food and restaurant business need
to imagine how they would position themselves if
their market was only South Asians, Chinese, Italians
or Portuguese. It is vital to look for differences in
marketing tactics to these ethnic groups than just
developing a general market plan. Sensitivities to
preferences in these groups are the key to success –
and many entrepreneurs are now starting to see the
benefits of proper multicultural marketing.
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By Michelle Ponto

As the temperature grows cooler, 
many Canadian chefs are turning to different

cultures for inspirational ways to warm 
up their menus this holiday season with 

spices from around the world.  
Spices have been around for centuries and every nationality has their

traditional ones. Whether it’s Indian curries, ginger-enhanced Thai-style beef or
savoury Mexican chicken stews and sauces, adding a few new spicy dishes to
your menu can turn cool winter days into warm memories.

Transforming the Old into New
When it comes to cooking with spices, it’s all about flavour, texture and

colour.  Certain spices like chili are known for their ability to add a little fire to
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Savoury
Spices 
for the

Food-Lover’s 
Soul
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decadent holiday treats.  Combining dark chocolate with
chilies can add a little something to brownies, chocolate
sauce and even hot chocolate.  Ginger is another spice that
conjures up feelings of warmth.  Adding it to pound cakes
and cheesecakes can turn some traditional items into
something new.  Ginger or Chai flavored ice cream can also
be used as topping on pies, cakes and other menu items. 

When it comes to using spices, there is no right or wrong
way. It’s all about experimenting and being creative. “If you
love food, it shows,” Zimmerman said.

Adding Flavour, Not Salt
Many people have acquired a taste for high salt diets, but

it’s not the healthiest way of eating since too much can lead
to high blood pressure, strokes, heart attacks, kidney disease
and other serious health problems. 

One way to cut back on salt without cutting back on
flavour is to use spices. Hot sauce, chili powder, ginger,
cumin and other spices bring out the natural flavour of food.
Enhancing your menu with spices like these will leave your
customers feeling warm and cozy – without the need to
add extra salt. 

Take a bite out of winter this season by heating up your
menu with a little exotic spice. You’ll be doing your
customers’ taste buds, and their heart, a big favour.

every dish, while others like saffron are known for their
bright yellow colour and bitter taste.  Then there’s nutmeg,
which can add a savoury punch to pumpkin soups.  Like a
good wine pairing, adding spice is all about finding that
perfect flavour combination.

“When I cook, I’m looking for a balance,” said Cecilia
Zimmerman. “I never measure or follow an exact recipe. For
me, it’s all about taste. I try it and I know if it’s good or not.”

Cecilia is the chef at The Grotto which just celebrated its
one year anniversary. Her Mexican-inspired spicy dishes
have become a favorite for people living around the
community of Vibank, Saskatchewan, which is located
about 30 minutes from Regina.   She says she isn’t a
traditionally trained chef, but has a passion for cooking and
she’s not afraid of experimenting in the kitchen.  

Her menu offerings include using different peppers,
chilies and other Mexican spices, but her dishes aren’t
always what you may expect to find in a Mexican restaurant. 

“People like our restaurant because we are different,”
Zimmerman said. “They say they can see my passion for
cooking in each dish.”

Winlai Wong has a similar philosophy when it comes to
cooking.  Winlai is the chef at The Spice Route located in
Toronto’s trendy King Street West area.  She says her menu
uses traditional Asian fare that has been transformed for our
Canadian taste buds.  

This doesn’t mean that she has toned down the heat.
Instead, she has taken menu items the average customer
recognizes and then used her creativity and exotic spices to
invent a whole new mouthwatering experience.  

Some of her menu items include spicy chicken and
Peking duck lettuce wraps and wasabi-crusted shrimp.  Even
her desserts play on a mix of Western and Far East cultures.
Her crème brulee is enhanced with ginger and lemongrass.
It’s these additions of exotic spices to recognizable dishes
that keep her customers coming back.

Kicking Your Menu Up a Notch
You don’t need to be an ethnic restaurant in order to add

exotic spices to your menu.  All it takes is adding a little
something to some old favourites.  One simple example is
adding Japanese wasabi to mashed potatoes.  The flavour of
this side dish pairs well with either a traditional steak or
seafood plate such as pan seared scallops or sea bass.

Other exotic twists could involve adding a hearty curry
lamb stew to the menu or a spicy Thai-inspired chicken or
beef stir fry.  Thick spicy soups are also a cold-weather
favourite and can range from a clove-enhanced butternut
squash and apple soup or ginger-carrot creation, to a
Moroccan inspired lentil soup.

Another way to add some spice is through your
appetizers.  Serving fresh Indian Nan bread with a couple of
thick and zesty curry dips makes a colourful addition to the
menu. Spring rolls that come with a sweet and spicy chili
dipping sauce is another simple way to heat up your
appetizer selections. The same sauce could be used with
Asian inspired dumplings and lettuce wraps.  

Cooking with spices doesn’t have to be complicated.
Take a lesson from Food Network’s Emeril Lagasse and add
a little “Bam!” to specific foods.  Jamaican-inspired jerk spice
or Cajun spice can be sprinkled over French fries, fried
calamari or even baked potatoes to create mouthwatering
appetizers and side dishes your customers will love.  You can
also try mixing curry with mayonnaise and using it as a
spread on sandwiches and burgers for an extra kick. The
same spicy mayonnaise could be used as a dipping sauce
for deep fried popcorn shrimp and calamari. 

Even your dessert menu can be spiced up to create some

Cooking with spices
doesn’t have to be
complicated... like

sprinkling Jamaican-
inspired jerk spice...



Ultimate 
Whipped Potatoes

Recipe courtesy of Gay Lea
Serves 4-6

INGREDIENTS METRIC IMPERIAL

Russet potatoes, peeled 1 kg 2 lb

Wholesome Farms Sour Cream 175 ml ¾ cup

Wholesome Farms Butter, melted 45 ml 3 Tbsp

Salt 2 ml ½ tsp

Pepper 2 ml ½ tsp

METHOD 
• Cook potatoes in salted water until fork tender. 
• Drain potatoes and return to pot. Cook over

medium heat until dry, then remove from heat. 
• Meanwhile, stir the sour cream with the melted

butter, salt and pepper. 
• Mash potatoes by hand until smooth. Add sour

cream mixture. Beat until combined and fluffy. 
• Adjust seasonings to taste. Keep potatoes warm

in a bain-marie until ready to serve.

Flavour Variations For One Serving: 
(1 cup/250 ml):
• Gourmet Goat Cheese: Stir 1 1/2 tsp (7 ml) 

herbed goat cheese in with the sour cream
mixture; serve with roast chicken or pork. 

• Tomato Pesto Perfect Mash: Stir 3/4 tsp (4 ml) 
sun-dried tomato pesto in with the sour cream
mixture; serve with veal or chicken scallopine 
or veal chops.  

• Horseradish Herb Mash: Stir 3/4 tsp (4 ml) each
horseradish and parsley in with sour cream; 
serve with roast beef or steak. 

• Pepper Mash: Stir a pinch each black pepper,
ancho chili powder or chipotle powder in with
the sour cream; serve with barbecued ribs or
fried chicken.

Try some spicy variations 
of these recipes to 

stay warm this winter.
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Spicy Chicken BLT 
WITH JALAPENO MAYONNAISE 

FEATURING: SYSCO SUPREME 1756 MAYONNAISE

Recipe courtesy of Ventura Foods
Serves 20

INGREDIENTS METRIC IMPERIAL

White or Wheat Bread, 
sliced and toasted 40 pieces 40 pieces

Chicken, boneless, skinless 
breast (5 oz / 140 g each) 20 pieces 20 pieces

Canadian Cheddar Cheese 
(1 oz / 30g ) slices 20 slices 20 slices

Bacon, cooked 80 pieces 80 pieces

Leaf Lettuce, whole leaf 20 pieces 20 pieces

Tomato, 1/4" slices 40 slices 40 slices

Pickle spears 20 pieces 20 pieces

Jalapeno Mayonnaise 2 1/3 cups 1 1/4 pint

Jalapeno Mayonnaise (Yield: 1 Gallon / 3.8 litres)

Sysco Supreme 1756 Mayonnaise 2.4 L 80 fl oz

Jalapeno, pickled or fresh, 1/4" 
diced with seeds and veins 900 g 32 oz wt

Sweet Pickle Relish 450 g 16 oz wt

METHOD 
• For Jalapeno Mayonnaise, in a large mixing

container, thoroughly combine all ingredients.
Transfer to an appropriate storage container,
cover, label, date and refrigerate until needed.

• For one order, lightly season chicken breast with
salt and pepper and place on seasoned grill.
Cook until chicken reaches an internal
temperature of 165˚F (74˚C).

• While chicken is cooking, line coat one side of
each piece of toasted bread with 1 fl oz (30 mL)
of Jalapeno Mayonnaise.

• Once the chicken breast is cooked, transfer it to
one of the pieces of bread.

• Top the chicken with 1 slice Canadian Cheddar
Cheese, 4 slices of bacon, 1 piece of leaf lettuce
and 2 slices of tomato.

• Finish by placing the second piece of bread over
the tomatoes and cut sandwich in half.

• Serve with French fries and a pickle spear.

Tomato Rubbed
Bruschetta

Recipe courtesy of Canada Bread / Olivieri
Serves  18 to 20

INGREDIENTS METRIC IMPERIAL

BakerSource® Garlic Artisan Loaf 1 loaf 1 loaf

Vine-ripened tomatoes, sliced 6 6

Olive oil 50 mL ¼ cup

Fresh basil, 
coarsely torn or chopped 250 – 500 mL 1 – 2 cups

Mozzarella cheese, sliced 15 g ½ oz

METHOD 

• Grill bread slices on a BBQ or under the broiler.  

• Drizzle olive oil on top of the grilled bread.  

• Place a slice of cheese and tomato over each
bread slice.  

• Season with salt and pepper, and sprinkle 
basil over each slice.

• Sprinkle lightly with chili powder for an 
extra taste kick.

• Enjoy warm. 

Bruschetta is a great 
complement to grilled 

chicken or pork.
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