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Now, we have a world of ever-more-exotic spices available to us not only conveniently, but also
inexpensively. 

“Spices account for 0.25% of the recipe cost, but provide the majority of the flavour,” says Anna
Stolee, Product Manager for Food Service at McCormick Canada.

Rubbing your steak with a blend of cinnamon, chipotle chili pepper, cumin, oregano and parsley
before grilling will add plenty to its perceived value and make the meal memorable with very little
addition to the cost.

“People are getting more adventurous in their eating,” Stolee explains. Customers are looking 
for bigger, more exotic flavours, and are open to sampling exotic cuisines. Regional cuisines – for
example, not just Thai food, but the fiery green chilli pastes that distinguish Northern Thai cuisine
– are increasingly sought after. 

Flavour is the driving force behind our palates, and that flavour is mostly stemming from the
East: Thai, North African, Indian, and Middle Eastern, as well as South American and Caribbean,
are the palates people are exploring now.
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Spice UpYour Menu Profits
By Patricia Nicholson

A few hundred years ago, eating a well-seasoned meal was a luxury 
available only to the wealthy. Spices were precious commodities,

prized for their flavours and believed to have medicinal properties. 



“You can add adventure to your menu without re-doing your whole
menu,” Stolee says. “You can add those flavours to standard fare.”

Gourmet pizzas are a good example of using spices and seasonings
to create an up-market version of a menu staple. The spices cost very
little, but the seasoned specialty dish will command a higher price.

Thai or Mediterranean pizza can be as simple as marinating pizza
dough by brushing it with an oil flavoured by Thai or Greek
seasonings, and using appropriate toppings. 

Dipping sauces and spreads are another way to enhance a menu. For
example, if you serve a chicken salad with mayonnaise, try using
mayonnaise flavoured with chipotle or a mild curry. 

“The cost is minimal,” Stolee says. “You’re going to put mayonnaise
on it anyway – but this elevates the dish to a different level.”

Side dishes are another element that can add new flavours to a
menu.

In place of ordinary potatoes, chipotle and cheddar potato wedges
make an entirely different meal, Stolee says. Or, Stolee suggests
offering a side such as sweet potatoes seasoned with Caribbean 
spices – a very simple change with a big payoff.

“One other way to introduce spice is to be a little more adventurous
in marinating your proteins,” she adds. It’s a very easy way to bring
exotic flavours and trends to your menu.  Spices are always an
alternative, even for the smallest operator.

For kitchens that would like to add a Caribbean Jerk dish, or a meal
with Greek influences, McCormick and SYSCO offer authentic spice
blends.

These blends are expertly formulated to reflect the authentic flavours
of regional cuisines. They may contain as many as 18 ingredients to
achieve that authenticity.

“If you want to add Thai to your menu, you don’t have to have the
core ingredients,” Stolee says. “Thai seasoning blend is an economical
and convenient way to introduce the more complex flavours.”

Those complex flavours that were once prized by ancient spice
traders are still a precious commodity to today’s customers, bringing
new dimensions to a meal’s perceived value as well as to its taste.
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Flavours to Watch
Our continuing love affair with global

cuisines is predicted to drive 
a growing interest in the following 

flavours in the coming year:

Allspice – With its inviting blend of clove,
nutmeg and cinnamon notes, this signature spice
of on-trend cuisines such as Caribbean, Latin
American and Indian is becoming indispensable.

Annatto – This earthy, mildly peppery spice is
widely used in Caribbean and Latin American
cuisine. It is used to make a flavoured oil, or
blended with other spices in a rub for meats. It is
prized for the rich, golden colour it brings to
foods. 

Cardamom – Its floral and woody notes, with a
hint of menthol, lend a fragrant quality to Indian
curries as well as to Chinese and Latin American
cooking. 

Cinnamon – Used in savoury dishes as well as
sweets, cinnamon is a culinary staple all over the
world.

Curry – With blends ranging from sweet to fiery,
curry offers a world of possibilities.

Ginger – With its floral zest layered over spicy
heat, ginger offers multidimensional flavour. 
It’s no wonder it’s one of the world’s most
essential spices.

Mint – Fresh, cool and aromatic, this herb is fast
becoming a key culinary element as a central
flavour, or as a balance for hot spices.

Pickling spice – A mixture of trendy flavours,
this aromatic blend of cinnamon, allspice, ginger,
cardamom, mustard seed, coriander, bay leaves,
chili peppers, cloves and black pepper is the
perfect partner for slow-cooked comfort foods
such as stews and braised meats. 

Sage – Poultry’s perennial partner is branching
out as a key flavouring for everything from pork,
beef and lamb, to vegetables, potatoes, rice 
and pasta. 

Vanilla – This culinary classic is finding new
uses complementing fruits and cereals, flavouring
butters, and bringing new dimension to savoury
tastes such as salad dressings.



By Ian Foster

A frightening new book should concern every restaurant
and bar owner.  R. Chip DeGlinkta and Peter Francis, two
New Orleans waiters, have written “How to Burn Down
the House: The Infamous Waiter and Bartender’s Scam
Bible.” The book is a how-to guide explaining exactly 
how a waiter or bartender can steal from their employer.

DeGlinkta and Francis have been vilified for promoting
theft and dishonesty.  But, the authors say, this criticism is
blaming the messengers – and missing the point.  “The
Scam Bible,” says DeGlinkta, “is simply the most truthful
portrait of the scamming bartender or waiter.”

As DeGlintka points out, this is the “other team’s
playbook” and as such can actually be of great benefit to
restaurateurs. After all, knowing the other team’s moves 
is a sure-fire way to win the game.

There shouldn’t be any doubt that theft is a major
problem in our industry.  A recent study of 600
establishments by the California Restaurant Association
and Bevinco found that the average loss from theft and
over-pouring in a bar is more than 20%.  This amounts to
$50,000 to $100,000 a year in lost alcohol profits for most
owners.  While alcohol losses are higher than food losses,
the facts suggest that dishonesty is too often part of the
restaurant culture. 

DeGlinkta says “It often starts with $10 here or there.
One thing leads to another and after a while you get used
to making $50k a year by supplementing your income
with scamming. It’s hard to walk away from at that point.”

The “Scam Bible” describes twenty ways to steal from
restaurants, bars, customers and fellow employees.  Some
are pretty simple, such as re-using buffet checks or using
the restaurant’s coupons to steal.  There are tips on
stealing steaks, liquor and wine from the stockroom,
faking walk-outs and forging gratuities.

But the most frightening, and ingenious, scam in the
book is “The Wagon Wheel.” Frightening because it takes
advantage of the sophisticated computerized POS systems
that are supposed to help us reduce theft.  DeGlinkta and
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New book is a     

Take
a Look
at the 
Other
Team’s

Playbook



evidence to catch even the most committed scammer”.

You should improve your inventory control by matching
your inventory depletion to your sales reports.  You can
start by counting your beer and wine bottles as well as
selected high-cost food items, like steaks, every week and
comparing them to your sales tapes.

In the bar, consider using an alcohol auditing company
– they will weigh all the tapped kegs and open liquor
bottles to compare with your sales.  Your increased profits
will pay their fee many times over.

But, says DeGlinkta, the key is that “management also
has to have the determination to take action when the
evidence is discovered, and you would be amazed at how
much a person will sacrifice to avoid confrontation”.

For more information about Bevinco’s auditing services 
visit www.bevinco.com or call directly to 

Bevinco Global Office at 1-888-238-4626
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   how-to guide on restaurant scams.

Francis write that “almost all restaurant computer systems
have the capacity to organize a single table’s order into
different seat numbers.” This capability is employed to
ring up a common item only once but collect payment on
it several times – with the “extra” money going into the
scammers pocket.  The process is described in great detail
and for this alone the book is worth reading.

They also tell would-be thieves how to wriggle out 
of trouble if caught in a scam.  According to DeGlinkta,
“servers and bartenders know that if they have even a 
half-baked explanation, they will not get into any real
trouble.”

How can bar and restaurant owners protect their profits
from the scams illustrated in this dangerous book?  Well,
understanding these scams is the first step in spotting and
preventing them.  Armed with that knowledge, managers
need to randomly inspect checks and cash drawers and
examine the POS system for unusual activity such as
combined or split checks as well as any checks that have
been open for a long time.  DeGlinkta notes that “if a
diligent manager digs into the paper trail, he will find



Dolce de Leche Caramel Tiramisu Strawberry Kiwi

Chocolate Turtle Mango

A Classic Selection...A Classic Selection...

SYSCO Classic Buffet Cakes 
provide the perfect solution to your
buffet and catering dessert needs.

A more attractive alternative to
sheetcakes, they offer superb quality, 

portion control and flexibility.  

Select from a variety of six delicious
cakes - two flavours in each case

- For a Sweeter Bottom Line -

Chocolate Raspberry



D espite a growing awareness of health and nutrition in recent years, consumers still love to 
indulge in their favourite treats.  For many, desserts satisfy their cravings whether they are at home 
or dining out.  Among the many choices, cakes continue to be very popular.  At in-store bakeries 

they account for nearly 28% of all sales, more than any other baked goods category, while 
in Foodservice, it is well known that cakes are essential items on any dessert menu.1

Buffet cakes are the perfect dessert solution for many foodservice operators, especially for catering and
buffet restaurant owners and managers.  They offer great quality, convenience, flexibility and portion
control - features that are critical to the success of these businesses.  These temptations provide the

versatility required for conventions, meetings, weddings, institutional cafeterias and many other 
venues and events.  They are also perfect birthday cakes for large gatherings and celebrations.

Consider this: According to a survey conducted by Technomic, Inc., many consumers think that 
away-from-home desserts are too big and have expressed a desire for smaller portions.  They have also
found that, with the growth in the size of entrées at many restaurants, they are often too full to try a
dessert.2 This can be very true at buffets, where customers can choose from an array of salads and
entrée items.  Eight-inch round Buffet cakes satisfy this need for downsized desserts as they yield

smaller portions than the larger ten-inch standard Foodservice cakes.  They are also just pre-scored,
instead of cut, allowing operators to slice them into whatever size required for better portion control.  

Consumers have also commented that they will sometimes pay more for desserts that are displayed
well, as this conveys “better quality and more freshness.” They described good presentation of 

desserts as “Artistic, with special touches like delicate decorations on cakes.”3 Foodservice operators
can greatly enhance dessert presentations with Buffet cakes, which are great on their own or can be
dressed up with fresh fruit, coffee beans, chocolate shavings and sauces to create signature desserts 
that are even more enticing.  Consider creating a sampler plate of two or more varieties as a way of
offering smaller portions and a larger selection at the same time.  What’s more, frozen Buffet cakes 
may be thawed only as needed, maintaining freshness, and since each case contains two flavours,

operators can offer more variety without having to purchase a full case of each. 

So, for your next function, try a decadent look for your buffet table.  Choose an assortment 
of these exceptional cakes and keep your customers coming back for more. 

With contributions from Gourmet Baker
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Cakes in various 
forms have existed since 
the days of the ancient 

Egyptians, but cakes 
as we know them today 
only came into existence 

in the early 
nineteenth century. 4

SweetSuccess !

1 “What’s In Store 2006”, International Dairy, Deli, Bakery Association, 2005.
2, 3 “Away-From-Home Bakery Products”, Technomic, Inc., March, 2005.
4 “The Peerless Cake Baker: The Surprising History of The Cake”, Helen Stringer, themediadrome.com



Grilling – cooking on a surface that
allows fat to drain away – lends itself to
the most modern of food trends, such as
melding regional cuisines, as well as to
the oldest: cooking meat on a grill
hearkens back to our ancestors’ simple
meals. 

From a culinary standpoint, one of the
key advantages to grilling is the unique
flavour profile it imparts to food. 

“If you’re frying, you’re always frying 
in fat,” says SYSCO Corporate Chef Bob
Villeneuve. “A grill allows it to drain
away.” That factor combined with higher
heat gives grilled foods their distinct
flavour and texture: the outside gets
intense surface heat, so it forms a faster-
cooked shell while the inside roasts,
resulting in that combination of textures
we associate with grilled foods.

One other distinctive characteristic of
grilled foods is also a result of its high

surface contact heat – a very hot, bottom-
up heat, with a surface temperature of
around 900 degrees Fahrenheit. This type
of heat results in the carmelization of the
natural sugars in the meat, or in whatever
food is on the grill.

“That’s what that distinctive grilled
flavour is,” Villeneuve says: caramelized
sugar. It’s also what colours the criss-cross
markings that immediately identify 
grilled foods.

You can grill anything that you can
physically put on a grilling surface –
meaning any food that can withstand 
the grilling process without falling apart.
Unlike a flat cooking surface, the 
ridges on the grill will only provide a
limited amount of structural support
for whatever food is cooking. Fragile
foods tend to fall apart when
manipulated on a grill. A delicate
fish – such as sole, for example – is
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TheThrill
of the Grill

By Mary Gordon



crosses a broader culinary spectrum
than any other method of cooking. 

“There’s the big grills of the
southwestern U.S., and there’s the little
street corner carts in Thailand,”
Villeneuve says. “Both are grills.”

And of course there’s the backyard
barbecue revered by Canadians from
spring through early autumn, which
helps make grilled foods so dear to 
our northern hearts. 

Another factor that makes grills
indispensable is customer expectation.
When most people in Canada order a
steak, they expect it to be grilled,
Villeneuve says.

As a cooking trend, grilling has been
at the forefront, and continues to
remain there. The southwest influence,
which has been big for the past 10 years
but which many still consider to be
new, is continuing. Chipotles, smoked
jalapenos, southern barbecue and
southern grill are popular options.

For foodservice operators, one of 
the newest trends is cooking meat on
the bone.

“We’re seeing a resurgence of grilling
meats with the bone in,” Villeneuve
says. “Rib eye steaks, veal chops, pork
chops. It’s a more rustic look. People
seem to like the idea of the bone still
being attached.”

Only a kitchen workhorse as versatile
and dependable as the grill could
inspire a “new” trend that’s as old as
gastronomy itself.
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“About 80% of
restaurants have
a grill. For some

it’s almost the
only piece of

equipment. It’s
the backbone 

of the kitchen.”

too fragile and will just disintegrate. But
other fish and seafood, such as salmon
and shrimp, lend themselves very well
to grilling.

Any meat or poultry can be grilled,
and just about any vegetable fares well
on the grill. A lot of fruit also lends
itself well to this cooking process.
Pineapple, pear and peach are just 
a few examples of fruit that comes 
alive on a grill.

The main health advantage of grilling
foods is that you don’t have to add fat
while cooking. Although many grilled
foods are healthier choices than fried
options, and many nutrition guides
recommend grilling – along with
broiling and baking – as part of a
health-conscious diet, it may be
misleading to say that grilled food is
inherently low in fat. Although no fat 
is added to grilled foods, and some 
fats will drip away during the cooking
process, a fatty cut of meat will still
retain a lot of its fat when grilled. 

“The main thing about grilling from
a foodservice standpoint is -- it’s pretty
key,” Villeneuve says. “About 80% of
restaurants have a grill. For some it’s
almost the only piece of equipment.
It’s the backbone of the kitchen.”

One of the factors that makes it so
indispensable is its versatility. Grilling 
is the most versatile cooking method
because it encompasses so many

different ingredients, and so
many cultural styles of

grilling. It probably



Gone are the days of over cooked, over seasoned
and flavourless pork.  White Marble Farms premium
pork delivers a first-class dining experience, with
juiciness and tenderness you won’t find anywhere
else.  The rich rosy colour, generous marbling and
exceptional natural flavour make it the most 
extraordinary pork on the market. 

It is a natural meat with no added hormones,
preservatives or additives.  Exclusive to SYSCO, White
Marble Farms premium pork is hand selected for
both colour and superior marbling score of 2.5 and
greater.  Traditionally pork scores a 1.66 in marbling.

This premium pork not
only meets USDA
standards but also
SYSCO’s own White
Marble Farms criteria,
making SYSCO one 

of the few foodservice distributors to not only
participate in the USDA Process Verification Program
(PVP), but to also go above and beyond by setting
our own internal guidelines.

SYSCO Quality Assurance specialists ensure that
before pork is considered for the White Marble
Farms line, it has met the following criteria:

• Animal ID and source verification

• Compliance with animal genetics

• Participation in animal welfare audits

The end result is a handpicked, premium product
that has required no enhancements but is naturally
juicy, with a great succulent texture and an exquisite
flavour that can truly stand on its own.  This
premium product will certainly linger in your
customers’ minds long after their plates are cleared. 

Premium Pork at its Finest!



Spice up your menu 

with these great recipe

ideas.  Whether it 

be Twice-Cooked

Bangkok Chicken,

Tandoor Chicken Pita,

South-West Szechwan

Stir Fry or BBQ Pulled

Beef Sandwich.  These

delicious and innovative

recipes are sure 

to satisfy.
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Twice-CookedBangkok Chicken
Recipe courtesy of McCormick Canada -  Serves 24

INGREDIENTS METRIC IMPERIAL

Bangkok Chicken   
Chicken, whole fryers* 6 - 1 1/8 to 1 3/8 kg ea. 6 - 2 1/4 to 2 3/4 lbs ea.
Club House Thai Seasoning 90 mL 6 Tbsp  

Curried Coconut Sauce 
Coconut milk, canned 1.125 L 4 1/2 cups  
SYSCO Imperial/McCormick Granulated Garlic 7 mL 1 1/2 tsp  
Mango, jarred, drained, diced 375 mL 1 1/2 cups  
Pineapple, canned, drained, diced 375 mL 1 1/2 cups  
Coconut, shaved, toasted** 375 mL 1 1/2 cups  
Club House Thai Seasoning 125 mL 1/2 cup  
Scallions, chopped** 375 mL 1 1/2 cups
SYSCO Imperial/McCormick Paprika 30 mL 6 tsp  
Water 1.125 L 4 1/2 cups  

Honey Cumin Jasmine Rice 
Jasmine rice, cooked 6 L 24 cups  
Honey 375 mL 1 1/2 cups  
SYSCO Imperial/McCormick Ground Cumin 30 mL 6 tsp  

METHOD - BANGKOK CHICKEN
• Rub seasoning onto whole chicken. Slow-roast approximately 1 to 2 hours at 300°F.

Remove chicken from oven when it reaches 165°F internal temperature. Remove from
roasting pan and set aside to cool. Remove skin and bones from chicken and discard.
Shred chicken meat and set aside. Note: Cooked chicken should yield 1 1/4 to 1 1/2 lb.
Natural-portioned pulled chicken also works well. 

*Can use half of a roasting chicken if fryers are unavailable.

METHOD - CURRIED COCONUT SAUCE
• Combine all sauce ingredients in a saucepan. Fold in shredded chicken and simmer over

low heat for 10 to 15 minutes.

METHOD - HONEY CUMIN JASMINE RICE
• Cook rice according to manufacturer’s directions. After rice is fully cooked, stir in honey

and cumin. Plate 1 cup Honey Cumin Jasmine Rice with 1 cup Curried Coconut Chicken.

** If desired, garnish with additional scallions and toasted coconut.
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Roasted, shredded
Thai-seasoned
chicken simmered
in rich-and-creamy
curried coconut
sauce with mango
and pineapple.
Served with 
honey cumin
jasmine rice.



TandoorChickenPita
Recipe courtesy of McCormick Canada -  Serves 24

INGREDIENTS METRIC IMPERIAL

Marinade
Yogurt, plain 1.5 L 6 cups
SYSCO Imperial/McCormick Curry Powder 90 mL 6 Tbsp  

Pita 
Ghee (clarified butter) 175 mL 3/4 cup
Chicken breasts, boneless, skinless, marinated 24 - 100 g each 24 - 4 oz each
Pita bread, whole-wheat, warm, cut in half 12 12
Tabouleh (see recipe)
Honey Goat Cheese Dressing (see recipe)

Tabouleh 
Bulgur wheat, hydrated 2.25 L 9 cups  
Mint leaves 50 mL 1/4 cup  
SYSCO Imperial/McCormick Parsley Flakes 175 mL 3/4 cup  
Tomato, seeded, diced 750 mL 3 cups  
Cucumber, peeled, seeded, diced 1.5 L 6 cups  
Green onions, diced 750 mL 3 cups  
Olive oil 300 mL 1 1/4 cup
Lemon juice 300 mL 1 1/4 cup  
Club House Pepper Supreme® 30 mL 2 Tbsp  
Salt 15 mL 1 Tbsp  

Honey Goat Cheese Dressing
Yogurt, plain 750 mL 3 cups  
Goat cheese, plain 375 mL 1 1/2 cups  
Honey 175 mL 3/4 cup  
SYSCO Imperial/McCormick Granulated Garlic 15 mL 1 Tbsp  
Club House Chipotle Chili Pepper 15 mL 1 Tbsp
Mint leaves 15 mL 1 Tbsp
Club House French Mediterranean Sea Salt to taste  
SYSCO Imperial/McCormick Ground Black Pepper to taste

METHOD - MARINADE
• Combine yogurt and curry powder. Refrigerate overnight to allow flavours to marry.

Use as a marinade for chicken.

METHOD - TANDOOR CHICKEN PITA
• Heat ghee in a sauté pan. Sear marinated chicken breast on both sides, transfer to a sizzle

plate, and finish in a 350°F oven until internal temperature reaches 165°F (approximately
5 to 7 minutes). Slice chicken. Stuff 1/2 warm pita bread with 1/4 cup Tabouleh and
cooked chicken. Top with Honey Goat Cheese Dressing and serve.
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METHOD -
TABOULEH

• Combine all
tabouleh
ingredients in a
stainless steel
bowl. Mix well
and let stand
approximately 
2 hours prior 
to using.

METHOD - HONEY
GOAT CHEESE
DRESSING
• Combine all

dressing
ingredients in 
a mixing bowl,
blend well. Add
salt and pepper
to taste.

Yogurt and curry
marinated chicken
breast, pan-seared
and mixed with
honey goat cheese
dressing. Mixed
with refreshing
lemon herb
tabouleh and
served in a 
warm pita.



South-West SzechwanStir Fry
Recipe courtesy of E.D. Smith Serves 25

INGREDIENTS METRIC IMPERIAL
Marinade
Sirloin steak 2.2 kg 5 lbs
SYSCO Imperial Szechwan Sauce (1) 300 mL 1-1/4 cups 
Stir Fry
SYSCO Imperial Szechwan Sauce (2) 150 mL 2/3 cup 
Canola oil (1) 125 mL 1/2 cup 
Garlic purée (1) 60 mL 1/4 cup 
Ginger, minced (1) 60 mL 1/4 cup 
Spanish onions, sliced 2 L 8 cups 
Red peppers, julienne 2.25 L 9 cups 
Green peppers, julienne 3.25 L 13 cups 
Chilies, crushed 15 mL 1 Tbsp 
SYSCO Imperial Szechwan Sauce (3) 75 mL 1/3 cup 
Canola oil (2) 125 mL 1/2 cup 
Garlic purée (2) 75 mL 1/3 cup 
Ginger, minced (2) 30 mL 2 Tbsp 
Converted white rice, raw 2.2 kg 5 lbs 
SYSCO Imperial Szechwan Sauce (4) 750 mL 3 cups 

METHOD - STIR FRY
• Grill beef, brushing with SYSCO Imperial Szechwan Sauce (2) until it reaches an internal

temperature of 70°C (158°F). Slice into 1/2-inch strips.
• Heat oil (1), add garlic (1) and ginger (1) and sauté for about 30 seconds.
• Add vegetables and cook until tender crisp.
• Sprinkle crushed chilies over cooked vegetables.
• Pour SYSCO Imperial Szechwan Sauce (3) over the vegetable mixture and heat through.
• Heat oil (2) and sauté remaining garlic (2) and ginger (2) for 30 seconds; add beef strips

and cook until internal temperature reaches 158°F. Remove from heat.
• Cook rice according to directions.
• To serve, place cooked rice into Asian-style bowl and top with stir fry mixture and then

grilled beef.
• Drizzle with SYSCO Imperial Szechwan Sauce.
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METHOD -
MARINADE
• Marinate steak

in SYSCO
Imperial
Szechwan 
Sauce (1)
overnight in 
the refrigerator.



NORTHERN LEGEND SMOKY

BBQ PulledBeef Sandwich
Recipe courtesy of Heinz Canada

Serves 25

INGREDIENTS METRIC IMPERIAL

Beef roast, boneless 3 kg 6 lbs

Oil 30 mL 2 Tbsp

Onions, chopped 1.5 L 6 cups

Celery, chopped 1.125 L 4 1/2 cups

Green pepper, chopped 550 mL 2 1/4 cups

Garlic Powder 10 mL 2 tsp

Worcestershire sauce 100 mL 1/3 cup

Northern Legend Smoky Barbecue Sauce 775 mL 3 1/8 cup

METHOD 
• Brown beef in hot oil.  Turn to brown all sides.  Place beef in deep

baking pan.

• Combine remaining ingredients and pour over beef.  

• Cover tightly and bake at 325°F for 3 to 4 hours or until beef
shreds easily.

• Serve on onion bun with fried potato wedges, salad or coleslaw, 
and an extra side of barbecue sauce
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Production employees are rewarded 
for accuracy and not criticized for
overproduction. Management should
continuously work with employees 
to reduce discarded portions to
acceptable levels.

This simple tool will focus attention on
the areas that need correction. Before a
Wastage Sheet was implemented, one
of our operations had an unusually
high dairy cost. The scenario was 
as follows:

On Friday afternoon an employee
discarded all milk containers that had
an expiring code date over the weekend.
Another employee, an hour later,
ordered milk for the next week.
Noticing that they were “sold out”,
the employee increased the order. 
Next Friday there was more milk with
expiring dates and more milk in the
trash can. The employee doing the
ordering increased the order by more
cartons than the previous week. This
insanity continued, but by utilizing 
the wastage sheet, management was
easily able to see how the dairy costs
had increased and were able to rectify
this problem. 

In order to ensure that seasonal
changes don’t get the better of you, it 
is good practice to use this simple and
effective tool.  Watch your food cost
improve in just a couple of weeks.
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A Simple Tool 
to Lower Your Food Cost 

Contributed by Tepper Kalmar Associates,
Operational Consulting and Training for the 

Foodservice Industry, Emeryville, CA. 
For further information, call 510-655-0936 or visit us 

on the web at www.restaurantprofitmakers.com  
We welcome Canadian inquiries.

Barry Tepper and 
Frank Kalmar

Menu PortionsItem DiscardedChicken rrice soup 12
Chili 10
Milk cartons 9

Production planning has a large impact
on food cost, especially when business
volume is cyclical. If production
employees regularly throw away a
couple of litres of soup, it may not be
significant if you are selling 15 or 20
litres per day. When sales drop to 6 or 
8 litres per day, because of a change 
of seasons, the impact becomes very
significant. The example below shows
how food costs on soup can increase
from 28% to 33% because of a drop 
in sales volume.

•  If we get 4 portions per litre of soup
and our average cost per portion is
50 cents, then our cost of producing
18 litres is 50 cents x 4 (portions per
litre) x 18 (litres produced) = $36 

•  If we sell all but 2 litres at $2 per
portion, our revenue is $2 x 4
(portions per litre) x 16 (litres sold)
= $128.

•  Our food cost percentage during this
busy period is $36 ÷ $128 = 28%

•  If during warmer months we are

selling only 6 litres per day, but still
throwing away 2 litres, our math
looks like this: cost of production = 
8 litres x 4 (portions per litre) x 50
cents (per portion) = $16.

•  Our revenue equals $2 per portion x
6 (litres sold) x 4 (portions per litre)
= $48.

•  Our food cost percent during this
slow period is $16 ÷ $48 = 33%

The obvious solution to this problem is
to cut production during slow periods
and increase it during busy periods.
However, due to the 1001 details that
we manage every day, this is easier said
than done. What we need is an easy 
to use management tool to help us
through this process. It’s called a
“WASTAGE SHEET” and this is how 
it works:

Production employees are assigned
tasks of recording all discarded 
portions daily on a Wastage Sheet,
as shown below.
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By Patricia Nicholson

If your customers love the food at your restaurant, it stands
to reason that they’d enjoy it at home. A well-executed meal
pick-up business can give restaurants an entry into the
growing home meal replacement market.

“People aren’t preparing meals at home the way they once
did,” says Aaron Allen, founder and CEO of Quantified
Marketing Group, a full-service strategic marketing and public
relations firm focused exclusively on the restaurant industry. 

Instead, people who are pinched for time often find it a 
lot easier to buy prepared food. 

“But people don’t want just fast food anymore,” Allen says. 
“We want better meals.”

Curbside and takeout service fit into that growing trend very nicely,
he says.

Traditional takeout operations, in which the customer comes into the
restaurant to pick up an order, often require a dedicated area within the
restaurant where takeout service won’t disrupt in-house diners, but can 
still work efficiently. If possible, this is something that should be thought
through at the architecture planning stage.

Another entry into the home meal replacement market that is gaining
popularity is curbside pick-up: customers call their order in ahead, pull up
to a designated parking area or pick-up zone, and a staff member brings
their order out to their waiting car.

“For some chain operators, curbside pickup now accounts for as much as
9% to 11% of sales,” Allen says.



“It can require very little investment,” he says. “It’s a
great option for those businesses who can effectively
execute it.”

However, if you’re thinking of just throwing some quick
meals into to-go boxes, you may do more harm than
good, Allen warns.  

Make sure the product people are taking home is one
you would be proud to serve in your restaurant. A poorly
thought-out curbside operation is unlikely to succeed, he
says. Details count: think about containers, condiments,
utensils, service.

Not all foods travel well. Limit your menu to those
items that do. Offering the wrong products for pick up can
actually damage the brand, Allen says. For example, if your
specialty is a steak topped with crunchy fried onions, keep
in mind that once it’s boxed up in a takeout container, the
steam from the steak will make the onions
unappetizingly soggy – not a specialty you’ll
want to be known for. 

Similarly, dishes that combine both hot
and cold foods are notoriously difficult to
transport. 

Some menus translate to takeout more
easily than others, but it’s important that
your signature menu items are portable.

Make sure the curbside staff is trained for
curbside operations: handling payments and
cash, getting the right utensils and the right
garnishes for each dish into the package,
knowing when curbside customers have
arrived. Many operators have training
programs specific to curbside service that
could be replicated for any operation.
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In order to use your service, people have to know it’s
available, so give some thought to marketing. Mention the
service on your Web site, and let your in-house customers
know about it, too.

The most important thing, is to keep in mind the old
adage that you can never make it too easy for customers 
to buy your product. 

The more convenience you can offer, the better.
Curbside service can make all the difference because your
customer doesn’t have to find a local parking spot,
doesn’t have to get out of his or her car, doesn’t have to
feel rain or wind, and doesn’t have to wrestle a toddler in
and out of a car seat to pick up a dinner order. 

With a well-executed curbside operation, it’s possible to
achieve sales increases in the 10% range. Independent
restaurants should take that into account because it’s a
great way to boost sales.

There will be some crossover between restaurant
customers and pick-up customers, but the service will help
build a new customer base.

“There’s an overall top-line sales increase even though
some in-restaurant sales may be cannibalized,” Allen says.
But just as sit-down clients may use the curbside service,
new curbside customers will also come into the restaurant.
The service helps attract and “cross pollinate” customers.

“It’s going to affect the restaurant industry as a whole,”
Allen says of the trend toward home meal replacement.
“Operators should be figuring out if they should make
this part of their business strategy.”



Cale Price, Corporate Chef
Reid Ogdon, Director of Operations

Denman St. Free House, Vancouver, BC
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“We have everything
from duck confit 
to a house made

burger with 
onion marmalade”

Reid Ogdon, Director of Operations

Denman St. Free House

Denman St. Free House Captures 
Vancouver’s Urban Bustle

With venues such as the Granville Room in Vancouver’s arty and
eclectic Granville entertainment district, Bimini’s Tap House in the
bohemian Kitsilano neighbourhood, and the Denman St. Free House in
the West End, Donnelly Hospitality Management’s (DHM) Vancouver
venues capture the essence of the city and its unique regions.  

“DHM is a Vancouver-based hospitality business whose methodology
for success is to consistently provide customers with superior products,
comfortable, stylish interior design, and exceptional customer service,”
says DHM’s Director of Operations Reid Ogdon.

The Denman St. Free House, established in 2003, is the perfect
example of blending place and purpose. Its ideal location combines the
bustle of one of North America’s most diverse and populous
neighbourhoods with breathtaking scenery. 

“Free House is located at the corner of Denman and Davie; one of 
the most active corners in Vancouver,” Ogdon says. “Free House was
designed to provide a casual yet chic atmosphere, complete with the 
best view in the city.  We designed the property to allow the customer 
to share in the views of English Bay.”

The buzz of this dynamic and densely populated quarter of the city 
is reflected inside the Free House as well, where the open kitchen and
animated atmosphere contribute to the bistro-style character. The kitchen
is staffed by five to seven people, serving lunch and dinner from noon
until 2:00 a.m. Mondays through Saturdays, and noon until midnight 
on Sundays.  

The dinner menu combines classic international elements with fresh
local ingredients.

“We have everything from duck confit to a house made burger with
onion marmalade” Ogdon says. “We also cater to a more casual crowd
with a bar-style menu containing healthy items as well as traditional 
pub favourites.”

The Free House lunch menu features large salads, house-made soups
and panini sandwiches that customers can eat on the run, or enjoy while
admiring the view of English Bay in the relaxing café-style atmosphere
that the venue takes on during the day.

The Free House’s busy corner brings in a core clientele composed of
locals from this diverse and populous neighbourhood. The culturally rich
West End is also one of Vancouver’s most popular tourist areas, as well as
being host to year-round special events, including the Pride festival, the
world’s largest fireworks display: the HSBC Festival of Lights, and the
New Year’s Day Polar Bear Swim.

No matter what the occasion or the season, DHM is committed to
sourcing the best available foodservice products.  

“We choose foodservice partners that will add value and enrich the
dining experience,” Ogdon says. “We partner with suppliers, such as
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Grilled Wild Salmon Fillet
Smoked shallot and red potato cake,
local wild mushrooms, lemon balm 

and ice wine butter.

Serves 1
INGREDIENTS METRIC IMPERIAL

Wild salmon, without skin and pin-bones 4 – 125 g 4 – 5 oz portions

Large smoked shallots,  10 10
(smoked in a fish smoker and diced roughly)

Large whole baby red potatoes 12 12
(boiled until soft and cooled and then grated with a cheese grater)

Egg Whites 2 2

Sea salt and cracked black pepper to taste.

All purpose flour 5 mL 1 tsp

Butter, unsalted 15 mL 1 Tbsp

Fresh chanterelle mushrooms 
(trimmed and wiped clean) 200 g 1/2 lb

Preparation· In a large bowl, mix together smoked shallots, grated potatoes,
egg whites and flour.  Season with sea salt, a grind of black pepper
and shape into single portion sized cakes.  

· Place cakes in the refrigerator and allow to set for one hour.  

· Once set, place in a pre-heated, deep pan with a thin layer of oil
and low heat, flipping them over once until golden brown.  

· While these are frying, oil seasoned salmon portions and grill until
desired doneness is reached. 

· Warm another shallow pan with the butter and sauté chanterelles
lightly for about 1 1/2 minutes.  Season chanterelles and set aside. 

· In the centre of a plate, place a potato cake that has been patted
dry on a paper towl or cloth to remove excess oil.  

· Spoon the sautéed chanterelles tightly around the potato cake 
and place a portion of salmon on top.  

· Run a knife under hot water and slice a piece of the lemon balm
and ice wine butter.  Place this on top of the salmon and serve
immediately.

Ice Wine and Lemon Balm ButterServes 1
INGREDIENTS METRIC IMPERIAL

Butter, unsalted 200 g 7 oz

Finely chopped fresh lemon balm 125 mL 1/2 cup

Lemon juiced 1/2 1/2

Lemon zest 1 1

Ice wine 40 mL 8 tsp

Sea salt and cracked black pepper to taste

Preparation· Allow butter to soften at room temperature and mix lemon balm
and remaining ingredients slowly and in 4 stages.

· Adjust seasoning and spoon into a log shape on a sheet of saran
wrap.  Wrap saran around the butter and roll into a cylindrical
shape, tighten and hold the ends while rolling it along the table
towards you making a nicely shaped package. 

· Refrigerate until hardened and cut into desired thickness to be put
on grilled or poached seafood.

SYSCO, that have flexible delivery schedules to ensure fresh
availability.”

As a long-time SYSCO customer, DHM stocks its kitchens
with SYSCO staples, such as spices, canned goods, dairy
products, bacon and butter.

Corporate Chef Cale Price has been with the Denman St.
Free House since its conception. His own interest in food
began early, kindled in the family kitchen.

“My mother and grandmother always prepared great meals.
My Grandmother was French and taught my mother a lot of
classic dishes along with the style of French cooking,” Price
says. “I started working in a restaurant naturally and made my
way into the kitchen. I happened to be working with a great
chef at a place called Milieu on Robson Street back in 1989
who inspired me enough to stay with the career.”

After building his credentials in Vancouver’s kitchens,
including Lola’s, Moustache Café and Le Crocodile, Price
headed to London, England to work with some of the most
progressive and exciting chefs in the U.K. Upon returning to
Vancouver, he took on Head Chef duties at the Raintree
restaurant, and at the now-defunct Moomba.

Today, Price says his inspiration to be creative in the kitchen
is simple: a passion for the art of cooking.

“Discovering new dishes and presentations through trial 
and error, and the science of food, is the drive for a lot of
chefs,” Price says.



Mike McKinnon, Executive Chef
The Westin Nova Scotian Hotel, 

Halifax, Nova Scotia
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“If somebody 
feels that a certain
dish or presentation 

is not possible 
to achieve in 

a banquet setting,
I prove that it is”

Mike McKinnon, Executive Chef

The Westin Nova Scotian Hotel

Down East Hospitality
Even at a banquet with hundreds of attendees, each guest’s dining

experience matters. The Westin Nova Scotian Hotel in Halifax, Nova
Scotia is committed to raising the bar in banquet foodservice to give a
true restaurant experience on the catering floor.

With nearly 25,000 square feet of catering space, the Westin Nova
Scotian is one of Atlantic Canada’s premiere banquet facilities. The hotel
is part of the New Castle Hotels family based in Shelton, Connecticut,
USA. The Westin Nova Scotian re-opened in Halifax in the summer of
1996 after being lovingly restored to its full grandeur. 

The hotel’s upscale and casual foodservice outlets include Elements
Restaurant, Eve Lounge, Café Pronto and Tradewinds Bar. But its primary
foodservice focus is on its catering floor, where executive Chef Mike
McKinnon makes every guest’s dining experience his business.

“I truly care about every individual that allows me and the staff the
honour of cooking for them,” he says. Part of his concept of foodservice
is to make impossible things possible. “If somebody feels that a certain
dish or presentation is not possible to achieve in a banquet setting, I
prove that it is,” he says.

McKinnon says he believes in working until the job is done. Although
that philosophy can sometimes mean working very long hours, he says
it’s all worth it when it results in great food experiences and satisfied
guests.

The Westin Nova Scotian’s clientele comes from all over Canada and
the United States. Halifax attracts a broad spectrum of visitors who come
to enjoy the city’s rich history and its legendary Down East Hospitality.

Executive Chef Mike McKinnon and 
SYSCO Marketing Associate, David McGrattan
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Crabcakes
INGREDIENTS METRIC IMPERIAL
Cayenne pepper 2 mL 1/2 tsp
Granulated garlic 5 mL 1 tsp
Worcestershire sauce 30 mL 2 Tbsp
Onions, finely chopped 250 mL 1 cup
Celery, finely chopped 125 mL 1/2 cup
Bell pepper, finely chopped 125 mL 1/2 cup
Dry mustard 2 mL 1/2 tsp
Salt 2 mL 1/2 tsp
Mayonnaise 425 mL 1 3/4 cups
Crabmeat, Atlantic snow crab 1 kg 2 lbs
Fresh breadcrumbs 375 mL 1 1/2 cups
Dash of Tabasco

· Mix all ingredients except crabmeat and breadcrumbs.  Carefully 
fold in crabmeat and mix well.  Carefully fold in breadcrumbs.  
Mold into 3-ounce cakes.  Bread with flour, then egg wash and then
breadcrumbs.  In a skillet, pan sauté in a small amount of oil until
golden brown on both sides, or deep fry at 350 degrees for 3 to 
4 minutes. 

Corn Relish
Jalapeno pepper, finely diced 1 1
Frozen corn, thawed 250 mL 1 cup
Red and green bell pepper, diced 1 each 1 each
Tomato, seeded and diced 1 1
Garlic, minced 15 mL 1 Tbsp
Fresh parsley, chopped 15 mL 1 Tbsp
Cilantro, chopped 15 mL 1 Tbsp
Lime juiced 1 1
Olive oil 15 mL 1 Tbsp
White balsamic vinegar 15 mL 1 Tbsp
Honey 15 mL 1 Tbsp
Salt and pepper to taste

· Mix all ingredients well and let marinate.

Chipotle Pepper cream
Chipotle pepper paste 20 mL 1 1/2 Tbsp
Mayonnaise 500 mL 2 cups
Sour cream 500 mL 2 cups
Lime juiced 1/2 1/2
Fresh cilantro 15 mL 1 Tbsp
Cracked black pepper to taste
Coarse salt to taste

· Mix all ingredients and whisk until flavours are evenly distributed.
· Chill and allow to remain in fridge up to two hours before serving.
· Place in squirt bottle for use.

“The Westin Nova Scotian Hotel prides itself on having
the friendliest staff in the world, but at the same time
giving a modern and first class experience,” McKinnon
says. The ambience is casual upscale: unflagging service in
an inviting, friendly and, most importantly, fun
atmosphere.

Halifax’s heritage is not only reflected in the ambience
and service, but on the menu as well. The bounty from
the east coast fisheries is second to none, and enables
menu creation that directly reflects the hotel’s location
and people.

Simple food presented with a classical touch is the key
menu theme, with favourites that include:

•  Pan Seared Blue Lump Crab Cake Presented with 
fire roasted Corn relish, Chipotle Aioli, baby
watercress and Chive Oil (see recipe right)

•  Pan Roasted Black Chilean Sea Bass presented 
with pesto drizzled fingerling potatoes, wilted 
Swiss Chard and sweet Corn water

•  Slow Roasted Cornish Game Hen with fresh thyme
and lemon, garlic smashed baby potatoes, baby
vegetables and veal jus

Chef McKinnon grew up in the restaurant business.
His family ran their own restaurants for over 20 years,
and McKinnon began helping in the kitchen at age 11. 

Since then, he has worked for Canadian Pacific Hotels,
Delta Hotels and Westin Hotels. In 2002 he completed
the Professional Chef’s Certification Program at Johnson
& Wales Culinary University in Providence, Rhode 
Island, USA.

For the past seven years, he has been with the Westin
Nova Scotian, where he is responsible for all food
production for banquets, Elements Restaurant, Eve
Lounge and Café Pronto. 

He also takes care of  purchasing for the hotel’s
foodservice and banquet facilities. That’s a big job, but
SYSCO – and services such as e-SYSCO online ordering –
makes it easier.

“SYSCO for me represents 110% customer service. Any
problem that might arise only results in solutions,”
McKinnon says. “The education that SYSCO provides on
all products is second to none. From flavour profiles to
financial breakdown, it is complete service. It truly is food
professionals helping food professionals.”

Atlantic Snow
Crab Crabcakes

Chipotle Cream
and Corn

Relish



Trevor Hanna, Food Manager
Deerfoot Inn and Casino, 

Calgary, Alberta
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“We are 
a destination 

for entertainment 
and lodging”

Trevor Hanna, Food Manager

Deerfoot Inn and Casino

Having it all in Calgary

With a fully integrated hotel, conference centre and casino, the
new Deerfoot Inn and Casino in Calgary seems to have it all. 

Combining a 188-room hotel with a 17,000-square-foot conference
facility and an extensive entertainment complex, the Deerfoot Inn and
Casino has an appeal for all tastes, and offers several foodservice
options to meet its guests’ needs.

“We are a destination for entertainment and lodging,” says Food
Manager Trevor Hanna. “We also rely on our neighbourhood for
regular business.”

Groups of 10 to 900 people may enjoy the Deerfoot Inn and
Casino’s custom catering service, using the freshest ingredients for
unique and themed menus. Expert guidance on table settings and
room layout brings unique touches to every gathering, from business
meetings to wedding receptions.

Much like its clientele, the Deerfoot Inn and Casino’s culinary
traditions hail from both near and far away.  The facility has 3 dining
outlets to showcase this diversity.

The Southwestern themed Mohave Grill is located in the hotel, and
kicks off the day with full breakfast service. Later, the grill serves



S Y S C O To d a y   -   M a r c h  2 0 0 6 2 5

chicken, steak, ribs and seafood entrées in a comfortable
family-style environment.

In the casino, the Wild Horse Café gets its inspiration from
closer to home, using the local Alberta prairie landscapes as its
theme. In addition to beverages, the café serves a full menu 
of finger foods, entrées and desserts for the customer with a
limited timeframe. Guests can also enjoy live entertainment 
at the Wild Horse on Thursday, Friday and Saturday nights. 

Meanwhile, the All World Buffet roams the globe for lunch
and dinner ideas. Also located in the casino, the buffet serves
up different meals each day of the week, ranging from Pasta 
By Design on Mondays, to All Alberta Beef on Fridays. On
Thursdays, guests can take a whirlwind global culinary tour
with Around the World in 20 Dishes.

Executive Chef Michael Nowik manages all aspects of food
production with the assistance of a brigade of sous chefs and
kitchen help. Nowik began working in kitchens at a young age.
Once he decided to make a career of it, he attended Maraspina
College in Nanaimo, B.C. 

For Nowik, great food is both his inspiration and his goal.
One of his signature dishes – Indian Candied Salmon with
wild rice pancake and crab-apple marmalade – is made from
his wife’s family recipe.

Launching a multi-faceted venue such as the Deerfoot Inn

and Casino can be both a daunting task and a great adventure
in foodservice planning. Running several integrated food
outlets is an opportunity to hone both planning skills and
culinary imagination.

“Opening this property in December was extremely
challenging,” says food manager Trevor Hanna. Heavy volumes
and a frantic pace were business-as-usual during the final push.
“It was non-stop for six weeks,” Hanna says. 

The Deerfoot Inn and Casino chose SYSCO products from
the outset, and has been a SYSCO customer since its launch. 

“SYSCO has proven themselves to be a good business
partner by providing competitive pricing and a strong
commitment to maintaining the relationship,” says Hanna.

In the coming months, the new facility hopes to expand its
customer base as it strives to create and maintain a consistently
high level of food quality and service for all of its customers.
Now that its doors are open, the Deerfoot Inn and Casino 
invites you to come and experience this incredible facility. 





Although some trans fats are
naturally occurring in meats and dairy
products, many of the varieties used to
prepare foods are man-made through a
hydrogenation process.  Simply put,
hydrogen gas is added to liquid
vegetable oils to make them thicker or
more solid.  But it’s what trans fat does
to the human body that has Health
Canada and the Food and Drug
Administration (FDA) worried.

Trans Fat Health Concerns
Because trans fats are thicker than

saturated fats, they are more likely to
clog arteries which can lead to coronary
heart disease.  They also raise overall
cholesterol levels while reducing the
amount of healthy HDL cholesterol in
the body.  As trans fat exists in so many
foods, recent research from the
University of Maryland has shown
children as young as eight with elevated
cholesterol —increasing their risk for
heart attacks.   

To help consumers take control of
their fat intake, the Health Canada has
required that saturated fats and dietary
cholesterol be listed on food labels
since 1993.  This past December, they
took it a step further by mandating that
food manufacturers also list the
amount of trans fat in their products.
Currently restaurants are not required
to provide nutrition labeling for their
food products unless they claim they
are low fat or low sodium.  However, as
customers become savvy about their
health, it’s a good idea to have the
nutritional content available.  

With trans fats an international
health concern, many manufacturers
and restaurant owners are voluntarily
replacing their trans fats with
alternative solutions such as saturated
fats, soybean oils, and canola oils.  In
fact, Denmark has completely removed
trans fat from their food supply and
New York City has asked all its
restaurants to eliminate trans fat from
their offerings, on a voluntary basis.   

What about Canada?
Canada ranks high in trans fat

consumption, and many Canadians
think more should be done than just
labeling foods.  In November 2004, a
motion to replace trans fat was
introduced by the NDP.  A task force
was set up in conjunction with the
Heart and Stroke Foundation and
Health Canada, and as of April 2005,
they were assessing the situation and
possible alternatives.

In the meantime, Health Canada has
allowed the industry to go ahead with
the labelling.  Perhaps consumers will
take the initiative and decide for
themselves how much saturated, trans
and unsaturated fats they should be
consuming.
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The The 
Factacts

onon 
TrTranans

FaFat

The 
Facts

on 
Trans

Fat

By Michelle Ponto

Used in everything 
from baked goods and
crackers, to margarines
and shortenings, trans
fats (otherwise known 
as hydrogenated fats)
have been around for 
20 years.  Not only do
they help prolong a
product’s shelf life, but
they also improve the
taste and consistency 
of food.  There’s only
one problem - they 
are not healthy.

healthwise



We Turn the 
Spotlight on...

profile

Martine Beaudoin
Relationship Manager, SYSCO Food Services of Central Ontario

ST - Your tenure with the Company.

I am a proud member of the SYSCO
Services of Central Ontario family.  I
joined ten years ago and yet, it seems
like yesterday!

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

My account base consists of Ottawa’s
finest dining establishments, hotels and
caterers.  Partnering with these people 
is a real pleasure.

ST - Describe how you have helped
customers solve problems.

Customers are well aware that our
professionalism, dedication and
personal commitment are second to
none.  Here’s an example of how sales
were increased by providing a training
seminar at the customers location:

I partnered with one of SYSCO’s
Product Specialists as we conducted a
training seminar with Ottawa’s most
successful restaurants.  Our Protein
Specialist trained the back of the house

staff on meat handling.  We then
followed with a front of the house
training session on how to improve
beef sales.  The whole event proved 
to be very beneficial to all and the
restaurant’s beef sales were significantly
higher than the previous year’s!

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

The most rewarding aspect of my 
job is the success of my customers.  I
constantly seek to increase my clients’
profitability and overall success.  Their
success is my success, and SYSCO’s
success.  I feel well equipped to
continue on this growing path.  My
passion for food and the continuous
training provided by SYSCO enables
me to go the extra and value-added 
step that makes all the difference in 
the world.

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

In today’s fast evolving world, it is
crucial that we stay ahead of the wave,
that we anticipate change, even

influence it, rather than just react to it.
I enjoy assisting my customers in every
way possible so that they are the leaders
in their marketplace.  From the SYSCO
brand product selection to its delivery
to my accounts, every task is performed
by the best people in the industry.

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

As I reflect on this last decade, I can
attest of a significant, positive, and
remarkable evolution in the way we
conduct business.  My colleagues and 
I used to be “Sales Representatives”, we
then became “Marketing Associates”,
and we are now “Relationship
Managers”.  The tasks have also
changed.  Gone is the daylong routine
of taking customers’ orders, always at
the same time, with a binder, and
transmitting these through a Telxon.
Today, I use my knowledge, expertise,
and skills on menu analysis, training
servers, discussing profitability and a 
lot more with my customers.  SYSCO’s
support makes this possible.
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It’s Easy to put Shrimp
on Your Menu!

Shrimp is the number one most
popular seafood item on today’s menu.
Recognizing that trend, SYSCO is
proud to introduce PORTICO™
frozen IQF Peeled and Deveined
Shrimp. The Portico line-up provides
operators with a wide selection of
shrimp sizes and options for every
dining occasion. From short order
cooks to master chefs, family dining
establishments to white tablecloth
restaurants, the Portico portfolio of
top quality shrimp products makes
putting shrimp on the menu effortless.

Choose from:
• Black Tiger Shrimp
• Pacific White Shrimp

Select from raw or fully cooked,
tail on or tail off – all available in
a variety of sizes to suit your needs.

Best of all, the wide selection,
great taste and consistent quality
of Portico IQF Peeled and Deveined
Shrimp, means you can include
shrimp on your menu with
confidence.
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