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Features & Benefits
· Italian flavour is suitable for a variety of

menu applications
· Product is fully cooked, offering tremendous

labour savings
· Consistent quality, texture, and flavour
· Simply heat and serve
· Cook only what is required – minimizing waste

Made from beef, these meatballs are seasoned with
traditional Italian spices and Parmesan cheese.

Arrezzio Fully Cooked Italian Meatballs with Cheese
make it easy to add an Italian flair to your pasta dishes,
appetizer menu, and submarine sandwiches! 

6853000 Fully Cooked Italian Meatballs with Cheese, Beef, 0.5 oz 4.54 kg 324
6852984 Fully Cooked Italian Meatballs with Cheese, Beef, 1 oz   4.54 kg 162

    Order Code Product Description Pack Size Approx. Pcs/Pkg

Fully Cooked
Italian Meatballs with Cheese

Distributed by Sysco Corporation, Toronto, Ontario   M9B 6J8    ©2009
TM
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Providing versatility for a number 

of menu applications with a clean taste 

that your customers will love

High Performance 
Canola Oil

Order Code Product Description Pack Size

7297280 Imperial High Performance Canola Oil 17.3 L
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By Patricia Nicholson

As Canada follows other G8 nations into a
recession, this spring – and the year that follows
– will no doubt have its challenges. But the news
is not all bad, and operators offering their
customers good value and service can hope to
look beyond the downturn.



Overall, the forecast for
commercial foodservice –
restaurants, catering, bars

and nightclubs – is a drop in
sales of 2.5% from 2008

levels, according to forecasts
from the Canadian

Restaurant and Foodservices
Association (CRFA). Full-
service restaurants and

catering are expected to see
sales drop a little more

steeply than limited-service
restaurants.

Although consumers may be
tightening their belts and spending
less, the good news is that dining out
is a luxury that people are likely to
trim, rather than cut out entirely, says
Chris Wadham, president of
Restaurant Office Intelligence Inc.
(ROI).

“It’s going to get worse before it

gets better, but going out to eat is one of those things
that people loathe to take out of their budget completely,
” Wadham says. 

One of the reasons for this is that when household
budgets are slashed, big luxuries can become out of
reach. Wadham explains that people who will not be
buying a new car or going on vacation this year still want
to treat themselves to something. In many cases, that
treat is dining out. 

Wadham adds that while people will continue to dine
out, their patterns may change. For example, they may
switch from fine dining to mid-price restaurants, or they
may switch from frequent casual dining to one upscale
dinner per week, or they may choose to go out on
weekends rather than weeknights. “But they’re still 
going out,” he says.

That adjustment in habits is one of the biggest changes
operators have seen so far as a result of the economic
crisis.

“Restaurants that used to have steady flow every night
are finding it quieter during the week, but they’re actually
busier on the weekend,” Wadham says.

For many operators, the best predictor for 2009 may be
their current business. 

“I think that wherever the sales levels have been for
operators in the last three months – so whether they’ve
seen a slight increase, a zero increase, or a decrease –
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One of the keys to keeping customers in an
uncertain economy is offering value for their money.
Wadham notes that many restaurateurs have already

adjusted their prices, and many customers have
adjusted their spending by moving from 
high-end restaurants to more mid-price 

options, or from mid-range to lower-priced.

that’s where they’re going to be for 2009,”  Wadham says. 

The businesses that are likely to have the toughest time
during this downturn are those that have what Wadham
calls a “fatal flaw.”  One example might be restaurants that
are completely dependent on American tourism.

“If you have a fatal flaw in your operation, it will really
show up now,” Wadham says. “I think the more an
operation is dependent on tourism, the harder it’s going
to be for them. Especially American tourists.”

Offering customers good value depends on more than

your menu pricing. Better marketing and better service
are also important.

“There are three things in this business: food quality,
service and atmosphere. And if restaurateurs focus on
those three things, they’ll keep customers coming back,”
Wadham says. 

He notes that offering good value doesn’t necessarily
mean dropping prices or offering two-for-one specials. It
means that this spring and throughout 2009, operators
have to be certain their customers know they’re getting
good use of their dollar.



Fruit that lands on the ground stays there, and the
California Cling Peach industry rules are more rigorous
than those found in the U.S. Federal Government.

“While the planting of new trees occurs every year due
to older trees becoming non bearing or due to weather
damage, the Califiornia Cling Peach industry has worked
very hard to achieve a balance so that there are markets
for every peach that is canned,” said Valentine. “This has
been achieved by an active tree pull program that has put
production and sales into balance.”

The quality continues from the tree to the canning
process.  In most cases, the peaches are canned within 24
hours of delivery to the processing plant, which ensures
the fruit maintains its nutritional value.
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Kick-Start 
the Spring Season 

with Peaches
By Michelle Ponto

Firm, juicy and full of flavour, peaches are a 
mouthwatering delight that says goodbye to winter 
and hello to spring. The good news is that you don’t 
have to wait until the fruit falls from the tree to offer it 
to your patrons.  Canned varieties are available any time
and make a perfect addition to seasonal menus.

Known for their exceptional quality, Sysco only uses the
best California Cling Peaches for their canned varieties,
and each peach is carefully screened during the
production run.  

“California Cling Peaches are uniform in size and have a
firmer flesh than others, so they do not separate when
cooked. They are also readily available year round,” said
Jean Valentine, Export Program Coordinator for the
California Cling Peach Board.

Valentine who is an expert when it comes to peaches
said that in addition to size and availability, California Cling
Peaches are packed in the peak of ripeness to seal in their
valuable nutrients and fresh taste. 

Low Waste and Fresh Taste
The advantage of using canned peaches compared to

fresh fruit is that there is lower waste and a much longer
shelf life. But the advantage of using California Cling
Peaches is that they are famous for providing the most
flavourful fruit in the industry.  In fact, this type of peach is
so well suited for canning that they are rarely sold fresh. 

Quality and control are extremely rigid in the industry.



S y s c o  T O D A Y -   F e b r u a r y  2 0 0 9 7

“The peaches are processed as quickly as possible and
are free of preservatives,” said Valentine. “The only thing

added is a light syrup.”

But if you require syrup-free fruit for
carbohydrate and calorie-controlled diets
or work in a healthcare institute, they do
offer varieties packed in pear juice

instead.

One other advantage to using Sysco’s canned
peaches is that they are pre-cooked during the canning
process. This means, that even though you can use them
just like you would fresh fruit when making salads and as
topping on waffles, they don’t take as long to cook as
fresh fruit when used in pies, sauces and other dishes.
This can save you preparation time in the kitchen. Plus,
because they don’t need to be washed, trimmed, peeled
or cut prior to cooking, the peaches can go straight from
the pantry to the recipe.

According to Valentine, chefs like to use canned Cling
Peaches because they can rely on the texture, uniformity
and taste, which does not breakdown in the cooking
process. The price is also constant, unlike fresh fruit,
making it easy to calculate the cost per plate.

Flavourful Menu Ideas 
Without the risk of bruising, unnecessary waste or

inconsistent flavour, canned peaches can be a reliable
and colourful addition to your spring menu.  They are also
available in a variety of ways including diced, chunks,
halves and slices to meet all your recipe needs.

In addition to peach cobblers, pies and breakfast items
such as granola & peaches or peach pancakes, a great way
to add the fresh taste of spring to your menu is to add
peaches to spinach and Asian salads. They also make a
great colourful mango-peach chutney for fish, or can be
used to add flavour to chicken. 

Fresh ideas for lunch menus include adding chopped
peaches to a chicken wrap or turkey sandwich. Another
idea is to create a specialty flatbread or thin crust pizza.

Peaches pair well with Mediterranean flavours, a
flatbread with goat cheese, roasted peppers, peaches and
pesto is an innovative spring appetizer or lunch item that
will keep patrons coming back for more.

Peaches can also be a great way to introduce ethnic
trends to a menu by combining a little of what customers
recognize with spicy flavours that may be new to their
palates.  A Thai curried chicken with peaches or pork
chops with a Teriyaki peach sauce could be a spring and
summer seasonal entrée that sets your restaurant apart
from the competition. 

Expand your patron’s tastes and bid farewell to the
winter blues by introducing them to the sweet and

savoury world of peaches
this spring.

For more peach recipe
ideas for your spring menu,
visit the California Cling
Peach Board website at
www.calclingpeach.com.



• California Cling Peaches are canned at their peak, and maintain the same 
nutritional value as fresh peaches.

• The canning process is one of the safest forms of packaging fruit, the high 
heat and vacuum seal destroy micro-organisms that cause food-borne illness.

• California Cling canned peaches have a minimum shelf life of 36 months.

California Cling Peaches are available from your Sysco Marketing Associate.

A participant of
Heart and Stroke Foundation of 
Canada’s Health CheckTM Program

For more recipe ideas, visit the California Cling Peach Board at:  www.calclingpeach.com

Madras Chicken Spinach
Salad with Peaches

California Peaches
and Cream Pie

California Cling Peach &
Prosciutto Puff 

Pastry Pizza

Moroccan Chicken with
California Cling Peaches

Crusty Peach Cobbler

Award Winning Recipe Ideas

Distributed by Sysco Corporation, Toronto, Ontario   M9B 6J8    ©2009
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Brewing 
Profits 

Coffee Perks up 
your Bottom Line this Spring 



By Patricia Nicholson

This spring, take a fresh look at the item that appears on
just about every menu from fast food and quickserve
right up to fine dining: coffee. If it’s still hiding at the
bottom of your menu, it might be time to put a spotlight
on it.

“The fastest growing segment in the beverage industry
is specialty coffee,” says Bing Smith, Vice President of
Coffee Sales for Vitality Foodservice Canada Inc. “It has
become part of our social fabric.” 

Smith explains that coffee underwent a profound
metamorphosis about 20 years ago: it went from being a
menu caterpillar – a simple cup of joe that sold for 50
cents – to a high-profit butterfly: a specialty beverage
with a pedigree, a specific roast and a quadrupled price. 

By presenting, roasting and preparing coffee differently,
the coffee house chains that gained so much ground in
the 1980s were able to charge more by adding perceived
extra value. 

“Now the bar is raised, and the profit margins are pretty
phenomenal,” Smith says. The profit margins on a
premium cup of coffee can be over 90 percent.

But Daniel Pregent, Regional Sales Manager with

Mother Parker’s Tea and Coffee, notes that it’s important
to make sure that you’re selling quality.

“If you serve a better quality cup of coffee, you can
charge more for it – and more than offset your increase in
cost by improving your profit margin,” Pregent says. “The
consumer is willing to pay more for a cup of coffee, but
you have to deliver on those expectations.”

Pregent says the trend toward better quality coffee
includes using more coffee to make a pot, using darker
roasts for a more full-bodied flavour, and using better
beans.

While there are coffees from many regions, there are
only two species of coffee bean: arabica and robusta.
Arabica is a hard bean that comes from trees that are
grown at high altitudes. The best arabica beans come
from mountainous areas. Robusta beans grow on bushes
that grow abundantly at sea level. They are easier to
access and easier to pick than arabica beans, but arabica
beans are higher quality. 

“We’ve definitely seen a switch from coffees that used
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“The consumer is willing to pay m
for a cup of coffee, b



to include robusta in their blend to 100 percent arabica
blend coffees which are more desirable on the palate and
give you a nicer flavour,” Pregent says.

Smith notes that most supermarket coffees are
composed of lower grade beans that contain a higher
proportion of robusta beans. Foodservice coffees tend to
use a higher proportion of arabica beans.

“Foodservice beans are really roasted to make sure the
customer has a consistent cup of coffee,” Smith says,
noting that a bad cup of coffee at the end of a good meal
can spoil a customer’s dining experience. 

Smith suggests choosing a coffee that matches the
cuisine of the restaurant. For example, a steakhouse could
serve a darker, more full-bodied coffee, while a seafood
restaurant might choose something a little bit lighter. A
restaurant known for its heavy desserts needs a strong
coffee to complement those flavours.

It’s nice if the server can answer any questions
customers may have about the coffee you’re serving,
particularly if you’re serving an organic coffee or one that

is specifically “fair trade” –
issues that are especially
important in certain
markets and age groups. 

Smith notes that there
are a lot of similarities
between wine and coffee
in terms of marketing and
customer perception.

“Restaurateurs spend a
lot of time on wine
education,” Smith says. “But
coffee has been forgotten
until now.”

Diners are starting to expect restaurants to offer
specialty beverages such as cappuccino and lattes, and
most casual and fine dining restaurants with more than
60 seats now have an espresso maker. However, merely
listing espresso, cappuccino and café latte at the bottom
of your beverage menu wastes an opportunity to
promote an item with a huge profit margin.

Worse still is to merely list regular or decaf coffee,
Pregent says. Letting the customer know a bit about the
coffee makes it more attractive and lets you charge more
for it. Describe coffee as you would an entrée: a European
roasted, 100 percent arabica specially blended coffee
sounds much more tempting. 

Pregent suggests pairing your desserts with different
coffees – a dark roast with cheesecake, for example, or an
African blend with a torte. Offer better value with a coffee
plus dessert option for a single price. You might even
want to make a separate coffee and dessert menu to
highlight those features.

“Get them excited about the end part of the meal,”
Pregent says.

That end part of the meal might be the beginning of
new profits if you position your coffee right this spring.
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The development of branded beef merchandising
programs has taken off in the Canadian foodservice
industry in recent years. Branded programs deliver results,
creating benefits across the board for operators and
ultimately, guests. Sysco’s Butcher’s Block™ fresh boxed
beef program was launched in 2002, revolutionizing the
Canadian foodservice industry and restaurant dining has
never been the same.

The basis of any branded beef program is the specific
attributes of each brand. These quality-based points
define the product and provide assurance to the operator
that they will get the same great product, consistently.

William Wallace, Corporate Chef for Honeyman’s Beef
Purveyors, has been working with a number of branded
beef programs over the years and is a big fan. “Branded
beef is a consumer’s dream,” says Chef Wallace.
“Restaurant diners are much savvier these days and know
what they are looking for in their dining-out experience,
especially when it comes to beef. The brand gives them

the assurance that they are going to have a great steak.”
Chef Wallace goes on to say that one of the great
advantages for restaurant operators with a branded
program is the crossover from foodservice to retail. “You
can order a wonderful Angus steak at your favourite
restaurant; then find an Angus steak in the meat case at
your local grocery store. It reinforces that brand in the
consumer’s mind, which is a great marketing tool.”

According to Chef Wallace, when it comes to breed
specific brands, Canadian Angus beef is definitely a
favourite of both operators and customers. “I’m 
so pleased to see Sysco launching
Reserve Angus. Customers
using Reserve Angus will
find it is an amazing product
to work with, and their guests
are going to love it.”

Another great innovation in
foodservice has been the
introduction of portion-cut
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Canada
AAA

Butcher’s BlockTM the
Best Steak on the Block
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The specifications that define a 
branded program include the following:

Product size – Look for specifications that ensure

product is sized to provide a thick steak. This

allows for great plate presentation and thicker

steaks are easier to prepare to the correct

doneness level. Butcher’s Block™ steaks are

expertly cut and trimmed to deliver a uniformly

shaped and thick steak every time.  

Grade – Butcher’s Block™ steaks are cut from only

Canada AAA and AA grades.

Trim specifications – Trim specifications are an

important part of many branded programs.

Butcher’s Block™ steaks are trimmed and portion

cut to deliver a 100% yield.

Age – Aging is the process of storing beef under

controlled temperature and humidity conditions

to allow naturally occurring enzymes to break

down the connective tissues that cause

toughness, (14 – 21 days is considered the gold

standard for aging in foodservice). Aging will lead

to improved tenderness and flavour. Butcher’s

Block™ steaks are aged a minimum of 21 days. 

Breed branding – Positioning beef by breed is a

proven and effective sales strategy.  Angus beef is

well known for it's marbling, flavour and taste, and

is highly sought after by patrons. With this in

mind, Butcher’s Block™ is pleased to launch its

new Reserve Angus steak program. Juicy, tender,

delicious steaks… every time.

Technical information for this article 
was provided by the Beef Information Centre.

steaks, with steaks arriving at the restaurant already cut into
the serving size required for the menu. Butcher’s Block™ 
Fresh Portion Cut Steak program was launched in 2008.
Available nationally, this line of fresh steak products is crafted
at Sysco’s own special meat companies with the pride and
expertise that only their own skilled butchers can deliver.

As proud members of the Sysco Canada family, both Trimpac
and Honeyman’s Beef Purveyors, have long been known as
experts in delivering premium meat products to discerning
customers. Distinguished as the national leaders in the fine
dining sector, their expertise is sought after by many of
Canada’s top chef’s and restaurateurs.  Every Butcher’s Block TM

Steak is manufactured with the same craftsmanship and
attention to detail that earned both meat companies their
distinguished reputations.

One of the most beneficial advantages of purchasing
portion-cut steaks is the significant labour-cost savings that
result.  Some operators believe that purchasing whole 
sub-primals and then having trained staff take care of the
cutting is a cost-effective procedure.  With labour costs 
rising, the price of training and maintaining staff to
competently handle the job of in-house cutting is high. 
Even with the most highly-trained professional handling 
your product, inevitably, in-house cutting means waste due 
to cutting errors and miscalculations resulting in product that
can only be used for trim. 

Additionally, portion-cut steaks provide operators the ability to
better monitor their inventory and cost controls. Knowing
how many steaks are in each box allows operators to calculate
the exact cost of each steak and to reconcile daily sales
reports, quickly identifying both discrepancies and order
requirements.

Without question, one of the most important advantages of
portion-cut steaks is consistency. For guests, it means that
they get a thick, visually appetizing steak every time they order
it…and for every order at the table. Consistency is also a plus
in the kitchen. It is easier to manage the grill and the doneness
levels when steaks are sized consistently. It is also much easier
to train your cooks when the product they are cooking is the
same size and shape every time.

Sysco’s Butcher’s BlockTM Fresh Steak program allows
customers to choose the grade and steak that meets their
business needs while delivering exceptional quality. Sysco’s
Butcher’s BlockTM steaks are aged, highly marbled and 
trimmed to perfection. These steaks deliver the tender and
flavourful beef that steak lovers crave and satisfied guests
mean repeat business and higher cheque averages for
restaurant operators.



WeTurn the 

Spotlight on...

profile

Bobby MacMillan 
Marketing Associate, Sysco Moncton

ST - What is your tenure with 
the Company?

I began my career with Sysco Moncton 
6 years ago.

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

I worked in a food, beverage and
entertainment operation for 18 years.
Having worked previously in foodservice 
has helped me immensely, as I have a 
better appreciation of my customers’ wants
and needs. 

ST - Describe the account
composition of your territory?

My territory consists of a variety of
accounts including Family Dining, Pubs &
Breweries, Casual Dining, Steak Houses,
Resorts, Camps, Schools, Fine Dining, Hotels
and Inns.  My accounts are in Charlottetown,
Western and Eastern Prince Edward Island. 

ST - What do you like best about
Sysco Brand?

The best thing I like about Sysco Brand is
the quality and consistency in comparison
to other products.  Sysco Brand is unique
and something we can call our own.  My
customers see the value that Sysco Brand
products bring to their establishments.
Beyond exceptional selection, Sysco Brand
provides peace of mind because all of the
products are of the highest quality.  I think
that Sysco Brand quality assurance plays a
major role in its success.   

ST - What has operator response
been to Sysco Brand?

Customers are happy and have come to
expect the best when it comes to Sysco
Brand.  In a time when there are so many
food safety concerns, customers have peace
of mind and can count on Sysco Brand for its
consistent specifications and superior yields.
Over 50% of the products I sell to my
customers are Sysco Brand.

ST - Describe how you have helped
customers solve problems.

Different customers have different
problems and finding solutions can be
challenging.  Sysco provides our customers
with many different resources to help solve
their problems and finding the right
resources or combination of resources is
what I enjoy.  Customers truly enjoy working
with our category specialists and the
customer business review team to help
them succeed and accomplish the
customers’ individual goals.

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

The most rewarding aspect of my job is
knowing that I have helped my customers
succeed by helping them grow their
business and become more profitable.  The
relationships and friendships that I have
developed with my customers is also very
rewarding.

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

I believe operators need to partner with a
strong supplier.  An establishment that has
many suppliers for the most part gets very
little from any of them.  An establishment
also needs to have reliable systems in place
so they can properly measure their results.
You need to know the average check size,
what items really make you money,
inventory control procedures for food &
beverage products and understand the
market trends.

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

The biggest thing that differentiates a
successful business from an unsuccessful
business is the setting up of proper systems
and proper training in their establishment
right from the front of house to the back of
house.  A successful operator sees Sysco not
as just another distributor but as a valuable
partner to their business.

ST - How do some of your
customers plan for the 
spring season?  

This is the time of the year when I have
customers prepare for a menu analysis and a
business review so we can see how their
current menu is performing, and make
adjustments if necessary. As part of the
review, we also look at and sample new
items in the test kitchen that may fit their
new menus or daily features.  This is a
valuable time of the year because we are
planning for the busiest and most profitable
time of the year. 

S y s c o  T O D A Y -   F e b r u a r y  2 0 0 91 4



mijote ?

Qu’est-ce qui
mijote ?

Revitalize your

customers’ taste buds

with Chipotle

Enchiladas, Whole

Wheat Beef and

Vegetable Tortelloni,

Peach and Prosciutto

Puff Pastry Pizza and

Madras Chicken

Spinach Salad.  

These delicious and

fresh recipes are sure 

to put a spring in 

your customers’ 

step this season.
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Chipotle Enchiladas
Recipe courtesy of Lynch Foodservice 

Serves 6

INGREDIENTS METRIC IMPERIAL

Sysco Imperial South Western 
chipotle sauce 250 mL 1 cup

Boneless skinless chicken breast, 
cooked and cubed 2 large 2 large

Olive oil 15 mL 1 Tbsp
Onion, minced 250 mL 1 cup
Garlic, minced 2 cloves 2 cloves
Water 500 mL 2 cups
Instant beef gravy mix 60 mL 4 Tbsp
Sour cream 30 mL 2 Tbsp
Cheddar cheese, grated 500 mL 2 cups
Corn tortillas 12 12

METHOD 
• In a large pan using olive oil, sauté  1/4 cup of onions and garlic 

until onions are translucent.  

• Add water, beef gravy and chipotle sauce, and simmer uncovered 
for 20 minutes. Whisk in sour cream.

• Place corn tortilla in sauce to soften.  Place on a plate and fill with 
1 tablespoon of cheese, 1 tablespoon of minced onion, and 1
tablespoon of  chicken. Roll and place in 9x13 inch baking dish.
Repeat 11 times.  

• Cover the enchiladas with Sysco Imperial South Western chipotle
sauce and top with remaining onions and cheese.  

• Bake at 375° F for 8 to10 minutes, just until the sauce bubbles.
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Whole Wheat Beef & Vegetable Tortelloni
WITH CHUNKY MARINARA

Recipe courtesy of Olivieri Foodservice
Serves 1

INGREDIENTS METRIC IMPERIAL

Olivieri Whole Wheat Beef 
& Vegetable Tortelloni 125 g 5 oz

Olivieri Chunky Marinara Sauce 125 mL 1/2 cup 
Red sweet peppers, raw 25 g 1 oz 
Spinach, raw 75 g 3 oz 
Onions, spring or scallions 

(includes tops and bulb), raw 15 g 1/2 oz 
Parmesan cheese, grated 8 g 1/4 oz 
Olive oil 5 mL 1 tsp 
Parsley, raw 1 mL 1/4 tsp 

METHOD 
• Cook tortelloni according to cooking directions, meanwhile dice 

red pepper into 1/2” pieces, slice green onions, chop parsley and 
heat a non-stick pan to medium heat. 

• Add olive oil, sauté red peppers until almost done. Add the green
onions and spinach and cook until spinach is wilted. 

• Add chunky marinara sauce and heat until it comes to a simmer. 

• Add cooked pasta and toss, place in serving dish and sprinkle with
chopped parsley and Parmesan cheese. Serve.
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Peach & Prosciutto Puff Pastry Pizza
Recipe courtesy of California Cling Peach Board

Serves 3

INGREDIENTS METRIC IMPERIAL

Sysco Imperial peach slices in light syrup 398 mL 14 oz
Frozen puff pastry, thawed* 397 g 14 oz
Sour cream or crème fraiche 250 mL 1 cup 
Red onion, diced 125 mL 1/2 cup 
Prosciutto or Serrano ham, 

thin slices cut into thin strips 4 to 6 4 to 6 
Lime juice 5 mL 1 tsp 
Fresh basil, tarragon or oregano leaves 

or sprigs of fresh rosemary (optional) 

METHOD 
• Preheat oven to 375° F  (190° C). Line 2 baking sheets with parchment paper.

Drain peach juice into a small saucepan. On lightly floured surface, roll half
of puff pastry into a rectangle, measuring about 12x9-inches (30x23-cm).
Place on a baking sheet and score pastry, about 1/2-inch (1-cm), all the way
around the edges. Repeat with remaining puff pastry. Divide, then spread
sour cream over pastry to cover.

• Chop peaches, then sprinkle over sour cream along with onion and
prosciutto. Bake in preheated oven, until pastry is a deep golden brown,
rotating baking sheets halfway through, 25 to 35 minutes.

• Meanwhile, bring peach juice to a boil. Reduce heat, then simmer until
reduced to a glaze-like consistency, 4 to 7 minutes. Stir in lime juice. Brush
over baked pastry (you will not need it all).

Garnish with fresh herbs. Serve with a crisp green salad. 

* Substitute ready-roll frozen puff pastry if available.
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Madras Chicken Spinach Salad 
WITH PECANS

Recipe courtesy of California Cling Peach Board
Serves 4

INGREDIENTS METRIC IMPERIAL

Salad
Sysco Imperial peach slices in light syrup, 

well drained 398 mL 14 oz
Baby Spinach, lightly packed 142 g 5 oz 
Cooked chicken, cubed 500 mL 2 cups 
Celery stalk, thinly sliced 1 1
Red onion, thinly sliced 125 mL 1/2 cup 
Avocado, pitted, peeled and sliced 1 1
Pecans pieces, preferably toasted 50 mL 1/4 cup 

Dressing
Plain yogurt 125 mL 2/3 cup 
Milk and lemon juice, each  15 mL 1 Tbsp 
Honey 10 mL 2 tsp 
Bottled Indian curry paste 5 mL 1 tsp 
Curry powder 2 mL 1/2 tsp 
Generous pinches of salt and pepper 

METHOD 
• In a large salad bowl, toss spinach with peaches, chicken, celery 

and onion.

• In another bowl, whisk yogurt with milk, lemon juice, honey, curry
paste, curry powder, salt and pepper.

• Toss dressing with salad. Add avocado and pecans and gently toss.
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Glenn White, General Manager
Cherry Point Vineyard Bistro

Cowichan Valley , BC

“We’re not trying 
to be everything 

to everyone. 
We are carving out

our own niche.” ”
Glenn White, 
General Manager 

Cherry Point Vineyard Bistro

By Sarah Phillips
Cherry Point Vineyards it seems is always getting ready for an event and 

in September, they were preparing for the 4th Annual Cowichan Valley Wine
and Culinary Festival. Chefs were busy preparing meals for the many guests
there for lunch on a Wednesday, all the while, planning ahead for feeding 1000
people at the festival on the weekend. 

This is a place that’s all about making the customer feel welcome and
appreciated. From the warm greeting, to the delicious wine and food. The
bistro, in the middle of a vineyard just south of the Cowichan Valley on
Vancouver Island, is a great place for a leisurely daytrip. Just a short drive from
Victoria, they rely mostly on local residents and a few tour groups as their 
main clientele. “We are so fortunate to have Vancouver Island resident’s
support in any endeavor we’ve done”, says Glenn White, General Manager of
the Vineyard and Bistro.

The original owners sold the vineyard in 2001 to the Cowichan Tribes and it
is one of the world’s few First Nations owned vineyards and bistros. The
direction has been to focus on a few good things that set them apart. For
example, they are pioneers of a Blackberry Dessert Wine aged using the Solera
method of removing half and adding a new vintage and repeating this process
over the aging period. Blackberries were a staple food of First Nations in this
area for hundreds of years and that tradition has carried on in a new way.

The vineyard, tucked about 3 kilometers from the highway, is close to the
ocean and hosts many events throughout the year such as the Grand Wine
Tours from Victoria, their unique West Coast Salmon Experience, a Wine and
Chocolate Tasting and the Cowichan Wine & Culinary Festival. Not to mention
the very popular Case Club events twice a month. Private bookings are taken
as well for intimate, special occasions.

The West Coast Salmon Experience is an event unique to the vineyard and
can be booked for parties of 6 to 72 people. After a wine tour and tasting,
guests are treated to a lunch like no other. Salmon is baked over an alderwood
fire on the patio. Food is served feast style on large cedar planks and everyone
serves themselves. In previous years, they held a First Nations Salmon Bake for
about 500 to 800 guests with performances by First Nations dancers and
musicians along with a feast of salmon and other seafood delicacies.
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From left to right: Graham Rumley, Sysco MA; 
Nick Browning, Chef; Cory Ursulan, former 

General Manager; Jared Williams, Sous Chef



The Bistro is focused on serving simple West Coast
inspired cuisine emphasizing on seafood heavily, along
with fresh herbs, seasonal vegetables and local cheeses.
Some of the most popular dishes include an antipasto
plate, the Coastal Caesar salad and the scallop salad. Cajun
salmon on barley risotto is a delectable and colourful meal
as well. Dishes are garnished with edible flowers from the
garden, fresh picked by Chef Nick that morning. “The whole
idea is to keep it simple,” says Cory. “We’re not trying to be
everything to everyone. We are carving out our own niche.” 

Open from May to November, the bistro serves lunch in
the pavilion overlooking the vineyard and has outdoor
seating on the patio for about 50 guests. The vineyard
grows 11 varieties of grapes including Pinot Noir, Ortega
and Gewurztraminer. The 2007 Pinot Noir that was just
released to great response is sold in the store as well as
many licensed retail stores in Vancouver and Vancouver
Island.

Cherry Point Vineyards supports Cowichan Career Paths,
a program that encourages local First Nations youths to
learn a trade. Sous Chef Jared Williams, started as part of 
the program. All staff at the vineyard and bistro are local, 
as are most of the guests. It’s a truly island grown business
that operates on the belief that good quality food, value
and service go hand in hand. 

“For us, service is key,” says Glenn, “and our Sysco
Marketing Associate, Graham Rumley is an essential
ingredient! He’s able to help us get what we need”. The
people are what matter most and staff and many
customers make up the Cherry Point Family. It has 
become a great destination and something Vancouver
Islanders can really be proud of. 
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Cajun Salmon on Barley Risotto 

Serves 1

INGREDIENTS METRIC IMPERIAL
Sockeye salmon fillet 150 g 6 oz

Blackening spice 5 mL 1 tsp

Pinch of sea salt

Olive oil 5 mL 1 tsp

To prepare the salmon, pour blackening spice and a pinch of salt
onto a flat surface. 

Place salmon fillet flesh side down to cover surface. Heat frying
pan medium to high heat , add small amount of oil and when the
oil is hot add salmon flesh side down. 

Allow 45 seconds to 1 minute to sear, remove from the heat and
place in 400° F oven for 5 to 6 minutes.

Boiled and rinsed pearl barley 250 mL 1 cup

White wine (Cherry Point Ortega) 50 mL 1/4 cup

Whip cream 50 mL 1/4 cup

Mediterranean sea salt 5 mL 1 tsp

Freshly ground black pepper 2 mL 1/2 tsp

Roasted red bell peppers, 
finely diced 5 mL 1 tsp

Green onions, finely sliced 15 mL 1 Tbsp

Parmesan cheese, grated 30 mL 2 Tbsp

Fresh garlic 2 mL 1/2 tsp

Roasted garlic 6 cloves 6 cloves

Add all ingredients except Parmesan cheese and green onions to a 
sauce pan. 

Simmer on low heat until liquid has reduced and mixture has
reached porridge consistency. 

Then add cheese and green onions. Stir and serve. Placing 
salmon fillet and desired vegetables on top.



Sylvain, Dan, Marc and Natalie Rivet
Burger World  

North Bay, Ontario

“The Rivet 
brothers are 

second-generation
foodservice 

professionals”

Burger World 

In North Bay, Ontario, casual dining is not only family-friendly, but
also family-run. The Rivet brothers – Sylvain, Dan and Marc – operate
two Burger World locations, serving some of the best burgers and
home-style cooking in northern Ontario.

At the Hammond St. location, Sylvain and Dan invite customers to
have a seat in one of the booths and enjoy a home-cooked meal. At
the Algonquin St. location, Marc and Natalie Rivet can accommodate
more than 100 people in the newly enlarged dining room. Each
location has more than 25 experienced staff members, and a
reputation for quality food that keeps them busy for breakfast, lunch
and dinner.

The Rivet brothers are second-generation foodservice profes-
sionals. Their father, Remi, launched a Colonel Hoagie franchise when
they were growing up. It was this franchise that brought the family to
North Bay.

“When one of the franchisees in North Bay backed out, we ended
up moving here to protect our investment,” the brothers say.  In the
end, the family sold Colonel Hoagie, but opened the two Burger
World locations in North Bay.  

All three Rivet brothers worked in the restaurants while they were
growing up, learning the business and eventually taking ownership
from their parents.  Both restaurants have become a mainstay in
North Bay by providing consistent home-style cooking.  

Burger World’s approach to casual dining appeals to people from
all walks of life. The restaurants draw their customers from the many
businesses within walking distance, and from a nearby mall. But it’s
not just locals filling up the booths: because both locations are
positioned on the TransCanada highway, visitors to North Bay also
get the opportunity to sample the home-style menu. Burger World

S y s c o  T O D A Y -   F e b r u a r y  2 0 0 92 2



customers include plenty of bus tours, and more than
a few hockey teams en route to away games.

At Burger World, families get value for their dollar
with reasonably priced meals, plus friendly and
professional service in a relaxed environment. 

At breakfast, lunch and dinner, Burger World
specializes in traditional, home-style cooking. Some

of the favourites that keep customers coming back
include the hot hamburger sandwich, chicken
fingers, burgers, pogos, fresh cut fries, and the Greek
burger – a house specialty that begins with a Sysco
Fire River Farms Angus Burger. It is topped with feta
cheese, tomatos, crisp romaine lettuce, red onions,
black olives and tzaziki sauce, and served on a grilled
bun with fresh cut fries.

Burger World has been using Sysco as a supplier for

10 years. With excellent response time, great product variety and
technological advancements, Sysco serves as a one-stop shop
for most of Burger World’s product needs.

With a steady stream of locals and travelers filling up the
booths from 7 am to 7 pm, the Rivet brothers have their hands
full. But that doesn’t stop them from planning for the future,
which may include expansion or even going back to the family’s
foodservice roots and franchising Burger World. 
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Burger World Greek Burger

Serves 1

INGREDIENTS METRIC IMPERIAL
Sysco Fire River Farms 
Angus Burger 1 1

Feta cheese, crumbled 25 g 1 oz

Tomato, sliced 2 slices 2 slices

Red onion, sliced 2 slices 2 slices

Tzaziki sauce 15 mL 1 Tbsp

Crisp romaine lettuce 1 leaf 1 leaf

Black olives, sliced and pitted 15 mL 1 Tbsp

Hamburger bun 1 1

Co-owner, Dan Rivet



Olivieri, Canada’s leading national brand of
pasta and sauce is excited to announce the
launch of a “Healthy” line of whole wheat pasta
and sauce for Foodservice. Customers are
looking for healthier choices when they dine
out, but still expect excellent taste and texture.
Olivieri Whole Wheat pasta provides what the
consumer is looking for.

Olivieri Whole Wheat pasta 
comes in three flavours.

• Whole Wheat 5 Cheese Tortelloni

• Whole Wheat Beef 
and Vegetable Tortelloni

• Whole Wheat Broccoli 
and Cheese Ravioli

Each delivers outstanding taste and texture,
and is ready to serve in just minutes. All are
sources of fibre, calcium and iron. The Whole
Wheat Beef and Vegetable Tortelloni and the
Whole Wheat Broccoli and Cheese Ravioli both
have the added benefit of being part of the
Health CheckTM program. As well the Whole
Wheat Broccoli and Cheese Ravioli is the first
frozen Olivieri Prebiotic pasta. This product
promotes both good digestive health and
overall well being.
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Olivieri
Healthy Line

Part of the Health Check Program
Olivieri Chunky Marinara Sauce compliments

the pastas and is also part of the Health CheckTM

program.

The Health CheckTM symbol is your assurance
“that menu items with the Heath Check
symbol” contribute to an overall healthy diet
and have been reviewed by the Heart and
Stroke Foundations’ team of registered
dieticians. To find out how you can use the
Health Check symbol on your menu, please
contact Health Check at
www.healthcheck.org.

If you wish to Health
Check a menu item 
using a recipe, please
contact Health Check at
kjessop@hsf.ca for more
information.



By Michelle Ponto

Your food might be
mouthwatering, but what is
your tabletop saying about
your establishment?  When

you plan your menu this
spring, it may be time to take a

fresh look at your tableware as it
may not be creating the image that

you are thinking about.

“How the table is set is the first
impression a restaurant provides. The
dinnerware, flatware and glassware are
often the first things patrons see, even
before the server comes to the table,”
said Peter Waud, National Sales
Manager for Oneida Canada Ltd. “The
patron’s first impression should be that
the establishment delivers quality food.”

First impressions are usually subtle.
They may not be spoken about, but
they do settle in the patron’s mind.
Perceived cheap flatware or glassware

could be sending the message that
the restaurant is cutting costs, not

just on tableware, but in the
kitchen as well.
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A Fresh Look 
at Tableware

this Spring



The Difference
Quality Makes

The average customer may not
know how much you spend on
tableware, but they will be able to
compare the look and feel of your
flatware, glassware and china with
the competition.

“Flatware that feels light-weight
or flimsy is a sign of lower quality,”
said Waud. “Heavy, clunky glassware
is also generally not something an
operator would want in a fine
dining restaurant.”

Quality dinnerware doesn’t just
look good on the table, it also lasts
longer; however be careful of it
lasting too long. For example, a fully
tempered glass may last for years,
but it tends to show scratches and
could appear cloudy over time. A
solution to balance the best of both
worlds would be a rim tempered
glass as it has a good lifespan, and it
doesn’t show scratches or change
colour.

While glassware may not last
forever, a good quality flatware can
last a lifetime. If you want your
flatware to look good over time,
look for an 18/10 or 18/8 chrome to
nickel ratio. 

Catching up on
Tableware Trends

Tableware trends don’t change as
quickly as the customer’s palate, but
they do evolve.

“In the last few years, the trend in
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dinnerware has moved toward
geometrics,” said Waud. “Rectangle and
square presentations are not entirely
new this spring, but they are the
direction chefs are heading.”

According to Waud, the geometric
trend has affected all types of
foodservice operations, from white
tablecloth venues to family-style
restaurants. This trend is even appearing
in catering and banquet businesses. In
fact, many restaurants are opting for
square and rectangle dinnerware over
the basic round dinner plate.

However, this doesn’t mean your
entire setting needs to be changed to
square plates and geometric bowls. To
freshen up your look, you may simply
need to add a few complimentary
pieces to your existing tableware. 

An easy way to upgrade without
throwing out everything is by
introducing specialty plates which
enhance key items on your new spring
menu. This may include a seasonal
appetizer, a seafood dish or a trendy new
entrée. Keep in mind that your china is
there to accent the food, and if you have
a new item on the menu, now is the
time to highlight it by displaying it on a
special plate.

Geometrics are only one of the new
trends that are making a statement in
the food industry as extra  large bowls
are also appearing for pasta, soups and
salad dishes.  The trend for “bigger”
dinnerware can also be seen in some
mid-range to fine dining restaurants that
are choosing to serve their entrées on
extra large dinner plates. 



In the flatware market, the heavier stainless steel varieties
are growing in popularity, especially ones that are larger
in size. But the opposite is true when it comes to
glassware. In this area, operators are gravitating
towards a finer look with a thin bead edge along
the rim. 

Using Tableware 
to Boost Business

When it comes to food, patrons eat with their
eyes first. Something as simple as changing
up the shape of the plate can cause
them to pause and take their meal
to a different level of
appreciation.  This spring,
turn the ordinary into
extraordinary by using
geometric shaped plates to
highlight something special
such as a seasonal dessert.
Rectangular and square shapes
provide chefs with the opportunity to
play with sauces and garnishes, turning
the average plate into a decadent delight.  

But don’t stop simply with desserts! This
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concept also works well with appetizers,
as the rectangular shape can make 
the plate appear fuller and more 
pleasing to the eye. This potentially 
could help increase sales and work as 
a marketing tool to promote items on 
the menu.

Regardless of whether it is the shape 
or the size of the plate, a little extra 
embellishment can help you sell more
items this season, and boost your bottom
line. Studies show that if the menu item
looks “special”, the customer is often
willing to pay a little more for it.  

Take the time to compliment your
spring menu with tableware and you will
find that the new fresh look will create a
lasting impression that keeps patrons
coming back for more. 



“Because of technological
advances, along with government
rebates and government incentive
programs, restaurants and other 
foodservice businesses are realizing
that solar thermal energy makes
sense environmentally and
financially,” said Knox.  

One of the advantages of the new
technologies is that your venue may
not even need to shut down while
the panels are being put in place.
They can be installed when the
restaurant is closed or during slow
periods.  In fact, a 12 panel installation
can be completed in three to five
days, while smaller projects can be
finished in a day or two.

Taking the Stress Out of Reducing
your Carbon Footprint

As a foodservice operator, your day
is already busy and going green often
seems like an intimidating project.
Companies, like I-Gen Energy, know
this and have come up with one-stop
solutions to meet your budget and to
maximize your savings.

“We customize turnkey solutions
for our clients. We do everything from
the initial design and
consulting to

installing the panels and conducting
follow up service. We also navigate
the government grant rebate for the
customer,” said Knox.

You don’t have to go completely
green right away.  Some restaurants
phase in solar thermal heating by
starting with a few panels, and then
once they start seeing results, they
add more.

Show your customers that you are
doing your part to save the
environment by taking the solar
thermal plunge this spring. It’s green
marketing that makes “cents”.
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To learn more on how to
implement solar thermal energy, 

contact I-Gen Energy at 
1-877-741-4436 or visit www.i-gen.ca.

For more information on rebates
and incentives, please visit:

ecoENERGY for Renewable Heat:
http://ecoaction.gc.ca/ecoenergy-

ecoenergie/heat-chauffage/index-eng.cfm 

ecoENERGY Retrofit Incentive for Buildings:
http://oee.nrcan.gc.ca/commercial/financial-

assistance/existing/retrofits/index.cfm?attr=20 

By Michelle Ponto

Going green doesn’t just make
sense for the environment; it can also
add a little extra green to your
bottom line.  With government
programs willing to help cover part of
the expenses, this spring is the time
for foodservice operators to consider
reducing their carbon footprint and
step into the world of solar thermal
power.

Solar thermal energy has come a
long way since the 1960s.  No longer
considered a niche market, it has
moved into the mainstream. But the
concern for the environment isn’t the
only reason for solar thermal’s
growing popularity.

“As budgets are tightening and fuel
costs are growing, more and more
hotels, retirement homes and
restaurants are turning to solar
thermal energy to help them save
money,” said Greg Knox, one of the
owners of I-Gen Energy. 

Saving Money and 
Saving the Environment

Knox says that it is not uncommon
for operators using a solar thermal
solution to see a 50 to 70 percent
reduction in their water heating
costs.  

Harnessing
the Sun to

Improve your
Profitability
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