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To bring creativity to the kitchen and customer-
pleasing items to the table, look out to sea. Health
benefits, menu positioning and the broad variety of
products available make the growing trend toward
fish and seafood a wave worth catching.

Seafood has been gaining ground with consumers-
and menu planners-in recent years. According to
Statistics Canada and Health Canada, Canadians
increased their fish and seafood intake by 16%
between 1992 and 2002, to about 7 kg per person
per year. Shellfish had the highest increase, jumping
20% in 10 years. During that same period,
Canadians' meat consumption dropped by 10%.
Similar trends have been noted in the U.S.

Seafood is a nutritional powerhouse, providing
high-quality protein that is low in saturated fat and
high in omega-3 fatty acids and essential nutrients.
In addition to its impressive dietary credentials, it's a
menu champion as well.

Fish and seafood dishes have wide appeal with
customers. Many people who don't eat meat or
poultry do choose to eat fish, so it's wise to include
some seafood on your menu, just as it's wise to have
a vegetarian option or two. But a salmon steak or a
grilled shrimp brochette is also tempting to
customers who eat a broader diet. Because many
people do not cook their favourite fish dishes at
home, seafood has added allure when dining out.

Shrimp and tuna are two of the most popular
choices with diners. Shrimp, in particular, offers an
impressive range of menu possibilities. Amenable to
almost any cuisine, they enable creativity in the
kitchen and interesting presentation on the plate. 

SYSCO makes it easy to put more seafood on the
menu with the Portico range of seafood products.
Portico offers a full array of fish and seafood under
three lines: Portico Simply provides the basic
ingredients behind innovative menus: uncooked,
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unseasoned products with
unlimited uses. Portico Prime
offers the highest quality
premium seafood products,
produced and packaged
under exceedingly high
standards. Portico Bounty
combines consistent
quality, versatility and
value to bring foodservice
operators competitive
products. 

Leading the way in the
seafood category is Portico
Bounty Shrimp. These peeled,
deveined shrimp are setting the
standard for foodservice operators
looking to add more seafood to their
menus. Portico Bounty Shrimp offers a full
range of products: black tiger, pacific white, raw or
fully cooked, tail-on or tail off, in sizes that range
from 16/20 to 51/60.

Portico Bounty Shrimp make strong entrees and
appetizers, as well as impressive sandwiches and
salads. Shrimp can be paired with a vast array of
house sauces and condiments to add variety and
flair, and to keep pace with emerging food trends.

Few other menu items offer the versatility and
customer appeal of shrimp. The rich distinctive
flavour, firm texture, and variety of Portico Bounty
Shrimp make them suitable to include under every
menu heading:  from appetizers, soups, salads,
combos, and complete entrees. They're a natural as
centre of the plate, but can also be paired with other

proteins: Complement chicken or beef entrees by
adding grilled, seared, broiled, or sautéed shrimp to
increase your average cheque size.

Because Portico Bounty Shrimp are individually
quick frozen, you can thaw only what you need.
Portico Bounty Shrimp offer less preparation time,
less waste and better portion control.

The individual quick freezing process locks in
freshness, flavour and texture, and enables better cost
control, menu planning and safety at the back of the
house. Portico Bounty Shrimp are a quick and simple
way to bring added interest to any menu.

So what's the final word on shrimp?

Even though it's no longer an exotic dish to the

consumer, shrimp is still widely reserved for the

restaurant table rather than the kitchen table.

Take advantage of this new popularity and

incorporate shrimp into as many of your

menu items as possible.

How to easily add shrimp to your menu:

Skewered and grilled with summer vegetables

As a topping on salads instead of croutons

Cooked and served with a variety of dipping sauces

Added to an existing pasta or rice dish

Butterflied and added as a side to steak or chicken

Baby shrimp in an avocado with shrimp sauce

Shrimp and vegetable tempura platter

Used to garnish a Caesar cocktail

Contributed by High Liner Foods Inc.
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KeepingHydrated 
for those Hot SummerDays

By Gail Pells, Healthcare Business Development Manager
SYSCO Food Service of Central Ontario 

Water comprises approximately 60% of our body 
weight. This dominant and crucial component is 

responsible for dispersing nutrients throughout the 
body while expelling toxins, making it no surprise 

how critical hydration is to our overall health.  

We lose approximately 2 litres of water daily from
digestion, perspiration and respiration; therefore we need
at least 2 litres or more of fluids daily.  These vital fluids
may come from beverages or from solid foods with a
water-based component.  Fluid losses can easily exceed 
2 litres when the weather is hot, humid or windy, or 
when physical activity is higher than normal.  

Levels of Dehydration
The result of dehydration can be life threatening and 

the degree of dehydration depends on how much body
water is lost. 

How do you know when you are dehydrated?

Mild Dehydration - (1-2% body weight loss): 
When you are not physically active, thirst is usually a
good indication.  When you are active, your body 
loses fluid more quickly than the thirst signal can be
triggered. There is a loss of the body’s natural energy.  
If you are 150lbs and lose 1.5 to 3lb of fluid you may
feel lethargic, irritable, and have a headache.

Severe Dehydration – (9% or more body weight loss):
This is dangerous; there is a loss of the body’s vital
electrolytes like sodium, potassium and chlorides.  
If you are 150 lbs and have lost 13.5lb of water, this
could lead to heat stroke, possible emergency treatment
and potentially life threatening. 

In between these degrees of dehydration you may
experience dizziness, muscle cramps, increased heart rate,
and low blood pressure. 

People at Risk
Infants and Children: Children are at a higher risk than
adults because they have a poor sense of thirst and are
usually more physically active.

Seniors: People aged 65 and older have a decreased

Tips for Maintaining Proper Hydration
• Don’t wait until you feel thirsty, you will be dehydrated if you do so

• Drink at least 2 or more litres of fluid daily 

• Drink water at each meal time

• Drink cool water, it is absorbed much more quickly than warm
beverages and has a positive effect on cooling an overheated body

• Place water coolers in convenient locations for staff

• Start and end the day with a glass of water, your body loses 
water during sleep

ability to respond to temperature changes and should
drink even if they do not feel thirsty.

Men: Believe it or not men have a greater risk of
dehydration because they sweat more than women. 

About the Fluids we drink

While water remains the best choice for replenishing
your body’s natural stores, other options such as
unsweetened juices, sport drinks, and sugar-free drinks
will also help to restore lost fluids. 

Alcohol and caffeinated beverages, highly sweetened
beverages (pop, slushy fountain drinks) are not ideal
choices as these cause the body to lose more fluid during
their digestion.

For foodservice operations, during the summer months
in particular, ensure that staff have access to adequate and
appropriate fluids and that patrons have their water glasses
replenished as required.  This is particularly critical if
patrons are enjoying your restaurant’s patio, or drinking
caffeinated or alcoholic beverages.  Bottled water sales
continue to increase, and there is a seasonal trend that
should allow you to sell more bottled water during the
peak summer period.  In fact, bottled water is the third
fastest growing consumables category in North America
and consumers are increasingly reaching for bottled water
to quench their thirst rather than other beverages.  Use
this opportunity to keep not only your staff and patrons
healthy, but your bottom line as well!

Reference - Dieticians of Canada www.dietitians.ca



Restaurant patrons always have the
choice about where they choose to dine
and spend their hard-earned money.
The message for foodservice operators
is simple: Increased perceived value
means increased patronage. One
method of increasing value to
customers is to lower menu prices.
While this approach may appear
controversial and self-defeating, it does
have a basis in economics.  In fact,
when properly executed, menu price
reductions can actually increase bottom
line profits! Consider the following...

• Rent, taxes, utilities, insurance and
minimum staffing are all FIXED
costs. They remain fairly static
regardless of sales volume. 

• A full dining room keeps the staff
busy all of the time. 

• Gross profit dollars (the difference
between selling prices and the cost
of food and beverages) pay the 
bills - percentages do not! 

• Patrons that find greater value in
entrée prices are more likely to
purchase secondary items such 
as appetizers, salads, wines and
desserts. 

• If gross profit dollars increase by
more than the additional operating
costs required  (extra labour, linens,
etc.) bottom lines will grow.

BEFORE
Old Sales

Units Price Total
Entrées 30 $12.95 $388.50
Soft Drinks 24 $1.40 $33.60
Desserts 6 $4.25 $25.50
Wine 4 $4.50 $18.00

TOTAL SALES $465.60

Old Cost
Units Cost Total

Entrées 30 $4.01 $120.30
Soft Drinks 24 $0.35 $8.40
Desserts 6 $1.35 $8.10
Wine 4 $1.40 $5.60
TOTAL Cost $142.40

Old Food Cost Percent $0.31
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VVaalluuee
PPrriicciinngg::
TThhee KKeeyy
ttoo FFiilllliinngg
tthhee SSeeaattss

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

AFTER
New Sales

Units Cost Total
Entreés 60 $9.95 $597.00
Soft Drinks 57 $1.40 $79.80
Desserts 15 $4.25 $63.75
Wine 8 $4.50 $36.00

TOTAL SALES $776.55

New Cost
Units Cost Total

Entreés 60 $4.01 $240.60
Soft Drinks 57 $0.35 $19.95
Desserts 15 $1.35 $20.25
Wine 8 $1.40 $11.20
TOTAL Cost $292.00

New Food Cost Percent $0.38

Here’s a simple example:
1. Red’s Pub lowered its average entree prices from $12.95 to $9.95
2. Secondary menu item sales improved substantially (at original prices)
3. Daily sales improved by $310.95
4. Food cost percent rose from 31% to 38%, but gross profit dollars increased!

5. The $161.25 daily gross profit improvement more than covered the 
small increase in labour (more service help) and linens.

6. Value pricing to fill the seats proved to be good business!
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Gini’s Restaurant
Mark Gjini, Chef and owner

“The menu is
inspired by 

experimenting 
with new and
different herbs 
and meats”

Mark Gjini,
Chef and owner

Gini’s

Gini’s Restaurant has been serving classic continental-style dishes 

in a bright and friendly atmosphere for 15 years. 

Chef and owner Mark Gjini opened Gini’s in Edmonton in 1990. 

The site was an empty building when Gini’s moved into the premises,

so to transform the venue into the kind of intimate, friendly

environment that would complement the traditional French cuisine 

was priority one.

The 50-seat restaurant offers white tablecloth service at lunch and

dinner from Monday through Friday, and at dinner on Saturdays. The 

40-seat private banquet room caters to wedding s and private parties. 

At lunchtime, an upscale business clientele enjoys Gjini’s ever-

changing daily fresh meat and fish specials. Evenings draw a more varied

crowd for dinner. The evening menu always bears the hallmarks of

traditional French cuisine, but Gjini’s specialty sauces give dishes a

Classic French Cuisine in 
an Intimate, Friendly Environment

Chef and owner Mark Gjini and 
SYSCO Marketing Associate, Kevin Chipman
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Roasted Rack of Lamb Provencale
Serves 4

INGREDIENTS METRIC IMPERIAL

Fresh Rack of Lamb - deboned 1 1

Fresh thyme

Rosemary

Basil

Oregano

Olive oil

Preparation·Sear in pan with fresh thyme, rosemary, basil and
oregano for 3 to 4 minutes in olive oil

·Bake in oven for 20 minutes at 375 degrees

·Remove from pan, coat with Dijon mustard and bread
crumbs, and let rest (sit)

·For the mint sauce, you’ll need shallots, garlic, fresh 
mint, red wine, and salt and pepper. Reduce this mixture
by half, then cut the lamb and pour the sauce over it. 

unique twist. Classics such as milk-fed veal tenderloin with
fresh morels in a port wine demi-glace, filet mignon tournedos
style with peppercorns and wild mushrooms, or rack of lamb
roasted with Dijon mustard and herbs and finished with a
fresh mint sauce (see recipe) are highlights of Gjini’s
European-inspired menu.

As chef and owner, Gjini personally sees to it that everything
at Gini’s runs smoothly—from keeping the kitchen organized
to ensuring that every detail contributes to the highest quality
meals and service for his guests. That means wearing a lot of
hats in addition to his chef’s hat. Between menu design,
ordering, purchasing, marketing, staffing and training, it’s 
a wonder Gjini still finds time to play and coach soccer in 
his off hours.

Gjini keeps both himself and his menu inspired by experi-
menting with new and different herbs and meats. He is also
happy to take inspiration from others: special requests from
guests are always welcome. Gjini is pleased to ensure that such
requests become memorable meals, but keeping up with

demand can occasionally be challenging for the kitchen.

During busy times—such as over the Christmas holidays, when

both the dining room and the banquet facility are booked

solid—Gjini’s kitchen may be preparing and serving several

menus at once in order to accommodate special requests as

well as Gjini’s own inspired fare.

The distinctly continental style and flavours at Gini’s

Restaurant should come as no surprise, given Chef Gjini’s

international training and love of travel. Gjini came to Canada

in 1976 after training in Switzerland and Austria. He then 

built his reputation working in major hotels across Canada,

including Vancouver, Edmonton, Winnipeg and Toronto, and

eventually opened Gini’s Restaurant on February 1, 1990.

SYSCO has been a key supplier for Gini’s Restaurant right

from the start. Gjini cites top-notch service on sales and

deliveries, and a wide range of products as some of the 

factors that continue to make SYSCO one of the lynchpins 

of his operation.

Gjini recommends serving the lamb medium rare. 
His favourite accompaniments for this dish are 

fresh baby potatoes roasted with fresh dill, 
with fiddleheads or green asparagus.



Ristorante Portovino
Nicholas Diavatopoulos, Owner/Marketing Director

Jim Karayannopoulos, Owner/Chef

“My passion 
is the beautiful
presentation 
of a dish”

Jim Karayannopoulos,
Executive Chef

A taste of Italy in the heart of Montreal, Ristorante Portivino 
provides a culinary experience second to none.  Boasting casual fine
dining, high quality food and artistic presentation at reasonable 
prices, this establishment caters to diners who are looking for a true
destination experience.  

One of Portovino’s many unique features allows patrons to bring 
their own wine, beer or champagne to accompany their meal.  In fact,
the literal Italian translation of Portovino means “bring your own wine”.
And customers have, in droves, over the years, bringing everything from 
a simple $8 red to a $2,000 bottle from a collector’s wine cellar.  
Wines are easily matched to the diverse menu offered here.

The original Portovino, located in Terrebonne, was opened only two
and a half years ago by four friends (Jim Karayannopoulos, Nicholas
Diavatopoulos, Eddy Mainella and Roberto Zanandrea).  The opening
was so well received and the customer feedback so positive that a second
restaurant was opened seven months ago in the West Island region.  The
demand for the second location was so overwhelming that the kitchen
staff of 12 served over 5000 people in its opening week alone.  The
success has not stopped since, as the locations continue to experience
strong customer demand.  Each location has seating for 250 and
employs approximately a total of 200 people.

The restaurant features two lavish levels, and despite its size, it
maintains a quite cozy and intimate ambiance.  The quality of the food
and service is matched by the impeccable cleanliness. The open cucina
is the focal point of the restaurant as diners watch their meals prepared
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Executive Chef,
Jim Karayannopoulos



Fresh Linguini, jumbo black tiger shrimp,
fresh basil pesto and cherry tomatos roasted 

with sea salt and extra virgin olive oil.

while they enjoy an appetizer plate.  The restaurant
advertises very little, finding that patrons flock to their
locations based on word of mouth, creating a fervent
customer loyalty.

Diners can enjoy Italian food presented in an artistic
way, with lots of love. The house speciality is a slow
cooked Osso Bucco that is served in its own juices with 
a touch of Italian tomatoes. 

Due to the economies associated with the “Bring Your
Own Wine” experience, Portovino’s clientele ranges from
customers interested in eating a $10 pizza to patrons 
who are interested in a $60 plate.  

Executive Chef Jim Karayannopoulos, who is also part
owner, is a second generation chef. He was formally
educated in Quebec and started as an apprentice
alongside his father at the age of eight.  Apart from 
being a family trade it is his sheer passion for food that
drove him towards becoming a chef.  “My passion 
is the beautiful presentation of a dish”, says Chef Jim,
who believes in cooking with the freshest and highest
quality ingredients possible.  Such passion becomes
apparent at the first bite.  

Once a week diners are greeted by a live jazz band 
and on Sundays they are able to enjoy brunch with chef

service from 10am to 2pm. The restaurant also offers organized

parties/menus for special events and has plans to offer a catering

service in the not-so-distant future.  

Ristorante Portovino has been a SYSCO customer since the

opening of its second location.  Breadth of product line, consistent

quality of ingredients and reliable service are just some of the reasons

that part owner Nicholas Diavatopoulos lists for choosing SYSCO as

their distributor of choice.  As well, Diavatopoulos enjoys a great

relationship with his SYSCO Marketing Associate, saying 

“We receive outstanding efforts from our SYSCO representative”.  

The personal touch is very important in the foodservice industry,

and regular meetings with his MA allow Chef Jim to gain an

intimate understanding of the ingredients he uses and the specific

product attributes that will be served to his customers.

Due to the enormous success of the two established Portovino

restaurants there are plans to open restaurants in three new 

locations within the next two years.
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Linguini Al Pesto, 
Gamberoni E

Pomodoro Arrostiti



Vintage Inns
Colin Sines, Director of Marketing
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“Food plays a
significant role in 
our guests having 

an individual
experience”

Colin Sines,
Director of Marketing

Vintage Inns

A Trio of Wine-Country Inns Offering
Individual Service and Distinctive Settings

With three locations in the Niagara region of Ontario, each with a
distinctly different personality, Vintage Inns’ menus embrace a range of
food styles and surroundings that vary from high tea in an English
drawing room to summer patio barbecues. 

Queen’s Landing Inn and Conference Resort; The Pillar and Post Inn,
Spa and Conference Centre; and The Prince of Wales Hotel and Spa 
offer highly individual dining environments. At Queen’s Landing’s Tiara,
the ambience evokes the elegant Georgian era. Escabèche at the Prince 
of Wales Hotel & Spa offers an upscale bistro feeling, while the Pillar 
and Post Inn’s Cannery and Carriages dining room has a rustic 
country setting.

Vintage Inns’ clientele enjoy menus that are constantly evolving to
take advantage of the freshest local ingredients, as well as classic
components from international fare. The results are a thoroughly
modern gastronomic experience, steeped in time-honoured culinary
traditions. 

The inns’ three kitchens furnish the three dining rooms, three lounges,
and patios, as well as 377 hotel rooms and 35,000 square feet of meeting
rooms and banquet space.

“We do many conferences as well as weddings, social functions and
off-site catering events such as wineries,” says Vintage Inns’ Director of
Marketing, Colin Sines. 

The philosophy of service at Vintage Inns is to provide individual
attention to each guest. The Inns also take full advantage of their 
location in the heart of one of Canada’s most renowned wine regions 
by matching wines to their menus.

At Queen’s Landing, Executive Chef Stephen Treadwell marries local
produce with international favourites to create seasonal menus designed
to bring out the natural attributes of fresh foods through simple
preparation. This approach has brought original interpretations of 
classic cuisine to the elegant ambience of Tiara, as well as the more
casual lounge and patio. 

English-born Treadwell’s European training is evident in his approach.
He came to Canada in 1982, and took charge of the Queen’s Landing
kitchen in 1995. Since that time, he has cultivated strong relationships
with local growers.

At Pillar and Post, Executive Chef Randy Dupuis’s passion for the local
produce comes naturally, since he, too, is local. Dupuis was born, raised
and trained in Niagara. He’s been Executive Chef at the Pillar and Post
since 2004.

Like many fine homes, the Pillar and Post’s Cannery and Carriages
dining room has a hearth at its centre. Whether it’s being used to bake
pizza, or as the centrepiece of an omelette bar or waffle bar, the hearth 
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Crab Cakes, California-style
An exclusive recipe from Randy Dupuis, Executive Chef 
of The Pillar and Post Inn, Spa & Conference Centre

16 2-oz portions
INGREDIENTS METRIC IMPERIAL
Blue crab meat (or any lump crab meat) 454 g 1 lb
Each of red, green, and yellow peppers 25 g 1 oz
Green onion 1 1
Rib of celery 1 1
Dijon mustard 15 mL 1 Tbsp
Mayonnaise 
(depending on moisture of crab) 125 to 250 mL 1/2 to 1 cup
Good chili powder 5 mL 1 tsp
Chopped fresh parsley 15 mL 1 Tbsp
Chopped fresh dill 15 mL 1 Tbsp
Egg white 1 1
Panko (Japanese bread crumbs) 90 mL 6 Tbsp
Salt and pepper to taste
Olive oil for frying

Method:· Check crab for any bits of shell· Finely dice the peppers, green onion, and celery, add to the crab and add
all other ingredients reserving 3 tbsp of the panko. Mix thoroughly; check
seasonings then portion into 2 oz patties. Roll in the remaining panko to
coat all sides. Heat olive oil in a suitable fry pan on medium heat, then add
crab cakes in small batches until golden brown. Serve with chipotle aioli
and pineapple salsa.  

Chipotle Aioli
INGREDIENTS METRIC IMPERIAL
Chipotle peppers in adobo sauce 15 mL 1 Tbsp
Mayonnaise 250 mL 1 cup
Puree of fresh garlic 5 mL 1 tsp
Lemon (juice and zest) 1/2 1/2
Salt to taste

Method:· Place all ingredients in a blender or food processor until a 
smooth consistency is achieved  

Pineapple Salsa
INGREDIENTS METRIC IMPERIAL
Golden pineapple 1 1
Medium red onion 1 1
Fresh cilantro 30 mL 2 Tbsp
Lemon (juice and zest) 1 1
Red pepper 1 1
Salt and pepper to taste

Method:· Roast red pepper over an open flame (your bbq is ideal) until the skin is
charred on all sides, place in a bowl and cover with plastic wrap and let
cool. Peel and core pineapple then dice into 1/4 inch size, place in a
separate bowl.  Peel and finely dice red onion and add to bowl with
pineapple. Chop cilantro and add juice and zest of the lemon to the
pineapple. Once the red pepper has cooled enough to handle, peel, seed
and finely dice, add to pineapple mixture and let stand in refrigerator for 
a few hours or overnight.  

is always abuzz. In the Cannery and Carriages’ casual,
welcoming atmosphere, guests relaxing in jeans mingle
with collar-and-tie diners in a convivial ambience.

At Escabèche in the Prince of Wales Hotel and Spa,
Executive Chef Andrew Dymond puts the emphasis on
fresh, locally produced foods paired with the finest
imports from around the globe. Less formal diners can
enjoy the rewards of Dymond’s fresh approach and
unique execution in the more relaxed atmosphere of 
the Churchill Room.

Dymond was raised in Niagara, which may account 
for his vast knowledge of the bounty from local farms.
However, the Welsh-born chef was trained in Europe 
and began his career in England before coming back to
Canada in 1998. He has run the Prince of Wales kitchen
since 2004.   

“Food is a major revenue generator for Vintage Inns,”
Sines says. “It plays a significant role in our guests having
an individual experience.”

Bringing more individuals to Queen’s Landing, The
Prince of Wales, and The Pillar and Post is the next goal
for this trio of wine country retreats. To accomplish that,
Vintage Inns has recently adopted a new marketing
strategy that will focus on re-positioning the three
Niagara properties, Sines says. 

The program will raise the profile of the Inns among
potential clientele in the Greater Toronto Area as well 
as in New York State. In addition to a new Web site
equipped with new customer service tools, Vintage Inns 
is pursuing an aggressive marketing plan and media
program designed to deliver a consistent message with
high visibility.



Recipes developed by Luis Clavel, Elements Restaurant chef and sous-chef, Westin Hotel, Halifax, Nova Scotia.

Great Tasting Potato Recipes

3 lbs salmon (2" thick strips)
2 cups SYSCO Classic®

Extra Rich Potato Pearls®

4 eggs
2 tbsp sesame seed oil
1 tbsp chopped fresh cilantro
1 cup all purpose flour
3 tbsp cornstarch
2 tbsp fresh limejuice
1 tsp fresh ground ginger
1 tsp fresh ground garlic
4 cups 2% milk
1 tsp chili powder
Salt to taste

Batter  Combine all dry ingredients
into a stainless steel bowl and slowly
incorporate the wet ingredients,
including the herbs and vegetables,
by using a heavy set whip to avoid 
any lumps in the batter.

Pre-frying Season the salmon with
salt and pepper. Double batter the fish.
Step 1 – Coat in dry SYSCO Classic ®

Extra Rich Potato Pearls®. Step 2 – 
Dip fish into batter.

Repeat steps 1 and 2 before 
deep-frying the salmon.

CCrriisspp  PPoottaattoo  AAttllaannttiicc  SSaallmmoonn

PPoottaattoo  CChhooccoollaattee  CCaakkee

CCuurrrryy  PPoottaattoo  CChhiicckkeenn  DDuummpplliinnggss

PPoottaattoo  aanndd  PPoorrttaabbeelllloo  MMuusshhrroooomm  SSoouupp  

wwiitthh  BBaallssaammiicc  OOnniioonnss

Deep-frying Heat fat to 375°F.
Deep-fry the fish by using a fork or a
skewer to avoid burning. Fry the fish
until batter is crispy.

Serve with SYSCO Cabernet Sauvignon
Dressing

Yield: 3 litres batter

2 cups SYSCO Classic ®

Potato Pearls®

1 tsp cinnamon
1/4 tsp nutmeg
2 tbsp baking powder
2 tbsp granulated sugar
2 eggs
1 cup all purpose flour
8 oz white chocolate, melted

8 oz milk chocolate, melted
1 tbsp vanilla essence
2 cup cold 10% cream

Mix all dry ingredients together.
Fold melted chocolate into the dry
ingredients and mix well.
Add the cold cream and vanilla to the
mixture and whip into a smooth batter.

Pour the batter into a non-stick 10"
square or round cake pan. Bake for 40
minutes at 325°F.

Garnish with fresh berries, chocolate
ganache, or caramel sauce.

1 lb ground chicken
2 tbsp curry powder
2 cups re-hydrated SYSCO Classic®

Golden Grill Hashbrowns®

1 tbsp ground onion
2 eggs
1 tbsp fresh chopped basil

1 tbsp chopped 
sun-dried tomatoes

1 tsp molasses
salt and pepper to taste

Combine all ingredients and form 
into 2 oz chicken dumplings. Bake 10
minutes until golden brown at 350°F.

Condiments
SYSCO Creamy Caesar Dressing

1 cup medium diced white onion
1/4 cup medium diced carrots
2 cups medium diced portabello

mushrooms 
1 tsp fresh chopped thyme
5 litres water
2.25 lb SYSCO CLassic ® Classic

Casserole® Scalloped Potatoes
1/4 tsp nutmeg
3 oz shredded white cheddar

cheese 
2 cups 35% cream

In a small amount of oil, sauté the
onions, carrots, mushrooms and thyme
until the onions are translucent.

Heat water to boiling point, then add
the SYSCO scalloped potato and sauce
mix package. Once the potatoes are
soft, remove from heat and puree to 
a smooth consistency.

Combine the cooked vegetables and
the potato mixture. Add remaining
ingredients. Season with salt and 
pepper to taste.

Balsamic onions
2 large red onions
1/2 cup balsamic vinegar
1/4 cup maple syrup

In a frying pan, cook onions and 
balsamic vinegar until the vinegar is
reduce by half its volume. Add maple
syrup and cook until the onions have
change their colour and are soft 
and sticky.

Yield: 8 litres



Responsible 
Beverage Service
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By Patricia Nicholson

Food service stresses virtues such as speed,
courtesy, efficiency and attention to detail. 

But in the case of liquor service, legal liability 
demands one more quality: responsibility. 

Unlike food, alcohol can result in patrons leaving your establishment in a 
very different condition than when they arrived. Licensees can be held partially
responsible for the results.

Bar and restaurant owners received a stark reminder of that responsibility in
March, when the British Columbia Supreme Court delivered the toughest host
liability decision in Canadian history. A well known hotel in Richmond, B.C. 

Responsible 
Beverage Service



was found 50% liable for a patron’s drunk driving. It is 
the highest percentage of liability ever assigned to a
Canadian bar.

In this case, the court was told that a patron was served
alcohol although he was clearly drunk, and that he was
then permitted to leave the bar and get into his car. An
important aspect of the case was that another person in
the bar recognized and drew attention to the situation,
and tried to get the bar staff and other patrons to help
ensure that the patron got home safely. The requests were
allegedly ignored, and the patron got into his car and tried
to drive himself home. On the way, he drove into a group
of teenagers and injured five people.

Under B.C. liquor laws, licensees have a duty to protect
patrons and third parties from harm that may result from
alcohol consumption. Having been made aware that their
customer was drunk and had no safe way home, the 
bar was legally required to intervene when he attempted
to drive. By allowing him to drive away from the premises
while intoxicated, the establishment breached its
legal duty.

While this legal decision is currently under appeal, its
impact has been felt in bars and pubs—and insurance
offices—throughout Canada. Liquor laws are a provincial
responsibility and vary across the country, but every
province holds hosts and licencees liable for the effects of
what they serve. 

Most host liability cases don’t find bars more than 15 or
20% responsible for their patrons’ behaviour, says Arlene
Keis, CEO of GO2, a tourism support organization in B.C. 

GO2 is responsible for administering the province’s
Serving It Right program, which trains bar staff in
responsible liquor service. Certification through Serving It
Right is mandatory for anyone serving liquor in a B.C. bar,
pub or nightclub operating under a lounge licence. Staff
who serve liquor in restaurants with a food-primary
licence aren’t required to take the course, but Keis says
many restaurant workers get certified anyway, because 

it provides valuable information and it’s valued by 
the industry.

B.C. was a leader in responsible service programs, and
industry associations are very supportive of the program.
“We’ve been doing it since 1989, so it’s part of the
culture,” Keis says.

Other provinces have followed B.C.’s lead, and most
now offer responsible service programs such as Ontario’s
Smart Serve and the Alberta Server Intervention Program,
although they are not mandatory in all provinces.

Serving It Right covers alcohol-related laws, regulations
and enforcement policies; information about the physical
and behavioural effects of alcohol; problems linked to
excess drinking; how to identify patrons who have had 
too much to drink, and how to deal with them.

An industry-led initiative is exploring the possibility 
of taking Serving It Right one step further with a special
certification for B.C. establishments that have initiated
clear policies and procedures for responsible beverage
service—including ongoing staff training and alternative
transportation for patrons.

An innovative Toronto-based company is trying to make
it easier to ensure that customers find a safe way home.
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TaxiMiles are cheques that are accepted by taxi companies
across Canada.

“They come in $5 denominations, and it guarantees the
intended use because they’re only usable for taxi fare,”
explains TaxiMiles president and CEO Michael Roncon.
“They have no cash surrender value.”

Restaurants and bars that keep TaxiMiles cheques on
hand can use them in several ways. They can be sold by
the restaurant, or they can be made available as gifts or 
for employee use. Or the restaurant can use them to take
care of impaired customers. 

“Restaurants and bars can mitigate their liability by
calling the cab through our system and making sure that
they place that person in the cab,” Roncon says. “From a
legal perspective, while it doesn’t guarantee liability
reduction, it certainly mitigates it.”

Guests at catered events also need to find their way
home. Whether it’s the caterer or the host, someone
should make sure transportation is available. Roncon 
says a transportation budget should be factored into 
event planning.

For anyone serving liquor, the cost of getting customers
home safely is a bargain compared to the potential

 p a t r o n s  

disaster of an intoxicated patron getting behind the 
wheel. It can also be good for business.

TaxiMiles cheques can be ordered with the logo of a
restaurant, bar or corporate event host.

“So when they issue them out they can actually
communicate to their own community, to their own
clients, and get some brand recognition,” Roncon says. 
“I believe if you’re doing something of value in the
community you should get recognition for it.”

Most people, he adds, will take a free ride home if 
they are given that opportunity.

“And I think that builds two things,” Roncon said. 
“It builds a loyalty and a trust in where you are, and it
certainly gets excellent recognition because people are
going to talk about it.”
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• Complete line of Pre-Sliced meats
• Convenient Packaging 6 x 500g
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Mouthwatering recipes for

Seafood lovers including

Grilled Shrimp Skewers,

Salmon with Roasted

Asparagus, Caramelized

Scallops and Shrimp

Avocado Salad.  These

recipes could be a great

menu idea for the 

Summer months.



GrilledShrimpSkewers
Recipe courtesy of SYSCO Corporation

Serves 12

INGREDIENTS METRIC IMPERIAL

Portico peeled & deveined 
large shrimp uncooked 1.4 kg 3 lbs 

Water 2 L 8 cups 

Packed golden brown sugar 150 mL 2/3 cup 

Salt 150 mL 2/3 cup 

Olive oil 50 mL 1/4 cup 

Dry white wine 50 mL 1/4 cup 

Garlic cloves, minced 12 mL 2 1/2 tsp 

Chopped fresh parsley 30 mL 2 tbsp 

Dried crushed red pepper 30 mL 2 tbsp 

Salt and pepper 

METHOD
• Stir water, brown sugar and salt in a large bowl until sugar dissolves. Add

shrimp. Refrigerate at least 1 hour and up to 3 hours. Drain and rinse shrimp.  

• Whisk olive oil, white wine, garlic, parsley and crushed red pepper in clean 
large bowl. Add shrimp and stir. Marinate 30 minutes, stirring occasionally. 

• Place 4 - 5 shrimp on a wooden skewer. Repeat until rest of shrimp are
skewered. Grill over high heat for 2 - 3 minutes per side, or until shrimp 
are pink and their flesh is opaque. Season with salt and pepper to taste.  

• Yield: approx 12 skewers of 4 - 5 shrimp each.
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Salmon withRoasted Asparagus 
AND LEMON-CAPER SAUCE

Recipe courtesy of SYSCO Corporation
Serves 12

INGREDIENTS METRIC IMPERIAL

Portico salmon loins 12 - 170 g portions 12 - 6 oz portions 

Fresh lemon juice 75 mL 1/3 cup 

Minced red onion 75 mL 1/3 cup 

Olive oil 45 mL 3 tbsp 

Drained capers, chopped 45 mL 3 tbsp 

Chopped fresh thyme 15 mL 1 tbsp 

Grated lemon peel 7 mL 1 1/2 tsp

Asparagus spears, trimmed 1.4 kg 3 lbs 

Extra virgin olive oil 45 mL 3 tbsp 

Salt and pepper 

METHOD
• Preheat oven to 230°C (450°F).  

• Whisk lemon juice, red onion, olive oil, capers, thyme and lemon peel in a 
small bowl to blend. Season sauce with salt and pepper.

• Line two rimmed, metal half-sheet pans with parchment. Divide asparagus
evenly between two pans, making sure spears do not overlap. Drizzle with oil
and turn to coat. Season with salt and pepper. Place salmon atop asparagus;
season with salt and pepper. Roast until salmon is just opaque in centre, 
about 20 minutes. 

• Divide asparagus and salmon evenly among 12 plates. 
Pour about 15 mL (1 tbsp) sauce over each loin.
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CaramelizedScallops
WITH GINGER & MAPLE SYRUP

Recipe courtesy of SYSCO Corporation
Serves 24

INGREDIENTS METRIC IMPERIAL

Portico scallops or frozen at sea scallops 3 Kg 6.5 lbs 
Finely chopped fresh ginger 25 mL 2 tbsp 
Olive oil 150 mL 2/3 cup 

Ginger & Maple Butter Sauce 
Chopped shallots 15 mL 1 tbsp 
Chopped fresh ginger 15 mL 1 tbsp 
Melted butter 15 mL 1 tbsp 
White wine 1 L 4 cups 
Maple syrup 750 mL 3 cups 
35% cream 750 mL 3 cups 
Unsalted butter, cut into 1 inch cubes 750 g 1 1/2 lbs 
Salt & pepper to taste 

METHOD
• In frying pan over low heat, heat together melted butter, shallots & ginger. 

• Increase temperature to medium; add wine & maple syrup, reduce liquid 
to 2/3 volume. 

• Add 35% cream, reduce to 1/3 volume, (being careful cream does not boil over). 

• Remove from heat and whisk in 3-4 cubes of butter at a time until all are blended.
Season with salt & pepper, cover, keep warm. 

• Heat olive oil with ginger in non-stick pan, over medium heat;  panfry drained
scallops approximately 90 seconds on each side. 

• Just before serving, add desired amount of warm butter sauce to coat scallops
completely. Serve with steamed vegetables.
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ShrimpAvocadoSalad
Recipe courtesy of SYSCO Corporation

Serves 12

INGREDIENTS METRIC IMPERIAL

Portico cooked, peeled, 60 60 
deveined extra-large shrimp 

Avocados, peeled and cut into 1.25 cm (1/2") slices 6 6 
Mayonnaise 375 mL 1 1/2 cup  
Chili sauce 175 mL 3/4 cups  
Dijon mustard 50 mL 1/4 cup  
Fresh lemon juice 75 mL 1/3 cup  
Grated lemon peel 30 mL 2 tbsp  
Mixed baby greens 6 L 24 cups  
Green onions, finely chopped 250 mL 1 cup 
Salt and pepper to taste 

METHOD
• Whisk mayonnaise, chili sauce, mustard, lemon juice and lemon peel in 

small bowl to blend. Season with salt and pepper.  

• Arrange 500 mL (2 cups) greens on each plate. Top each with half a sliced
avocado and 5 shrimp. 

• Over each plate, spoon 50 mL (1/4 cup) dressing and sprinkle 20 mL (4 tsp)
green onion. 
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The bar can be a lucrative part of any foodservice
operation, but it is also vulnerable to shrinkage. Bar
owners are painfully aware of the many ways that cash,
liquor and employees can combine to form waste,
mismanagement and theft. Keeping a closer eye on the
first three can help avoid the last three. 

Calling the shots

First, make sure a shot really is a shot. There are many
ways to pour a drink, so make sure the method you’re
using is accurate. Free pouring—even if the bartender is
skilled, experienced and honest—really can’t match
controlled systems such as bottle-top dispensers and
liquor guns. Many systems can even be interfaced with
your POS system.

Then make sure you know where those shots are going:
if it gets poured, it gets recorded. That means tracking all

complimentary drinks, and documenting all spillage and
any alcohol used by the kitchen for sauces and cooking.

Finally, know exactly how much you have and how
much you’ve sold. Taking a regular, accurate and 
thorough liquor inventory not only identifies how much
is unaccounted for, it makes it harder for stock to fall 
into the profit vacuum known as shrinkage. If you’re
depending on a simple bottle count for your inventory,
you’re missing half the picture.

“You don’t get a feel for what’s physically on the shelf,”
says Barry Driedger, founder and president of Bevinco
liquor inventory control service. “There’s somewhere
between 120 and 150 bottles there. So even if they’re all
half full, you can have a significant amount of inventory
that’s not being accounted for if you’re just counting
empties or counting the fulls. That could represent, over
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BUSINESS BEHIND BARS

Controlling your liquor inventory can 
have a big impact on your bottom line

BUSINESS BEHIND BARS
By Mary Gordon



the course of the week, half of your sales volume.”

A bottle count also offers no control over servers,
while an independent liquor inventory offers a
strong deterrent for theft behind the bar. 

“The staff would know that someone is there 
just keeping a closer eye. It’s a third party, so it’s
impartial,” Driedger says. “It’s just the facts, so the
owner can then make decisions and move forward based
on those facts.”

Driedger estimates the typical rate of shrinkage in
Canada at around 20%. Bevinco can reduce that to below
5%, he says.

“And that will affect their pour cost by several basis
points,” he adds. The cost of the service varies depending
on the size of the establishment, but the average operation
could expect to pay about $200 per week. Driedger says
that’s a fraction of what customers save by using the
service.

Weighing profits

Bevinco takes extremely accurate inventory by weighing
every open bottle in the bar. Every week, Bevinco takes
stock of every drop of every type of liquor, compares it to
how much was there a week ago, and how much of each
type of liquor was sold.

Driedger says shrinkage can often be linked to a lack of
accountability.

“Most people are relatively honest, so if they’re being
checked they will do the right thing,” he says. “It’s like in 
a bank: if they never counted the money at the end of the
day, I’d probably be tempted. It’s kind of the same thing
here. We’re dealing with cash and booze, and if nobody’s
counting it on a consistent basis, you can’t help but have
some of it disappear.”

People will take advantage if an opportunity to steal is
staring them in the face, Driedger says. 

“We’re just trying to block that hole,” he says, adding
that one of the first ways to improve accountability and
reduce shrinkage is to make sure the person doing the
stealing isn’t the same person who is doing the inventory.

“If you’re trusting your staff to account for themselves,
you’re really looking for trouble,” he says. “It’s sort of like
the fox guarding the henhouse.”

It’s not unusual for a bartender or bar manager
to be responsible for a restaurant’s liquor

inventory from ordering stock right through 
to ringing in sales. 

“That’s unheard of in any other industry,” says
Driedger. “It’s very unusual, because in every other

business there’s an audit procedure where it isn’t the
same person who orders the goods, receives the goods,
stocks the goods, sells the goods, does inventory,
takes the cash.”

Finally, remember that no liquor inventory system will
deter theft, track volumes and decrease shrinkage if it 
isn’t implemented. A bar owner or a bar manager has
many other responsibilities—some of which may seem
urgent, and may result in an inventory getting skipped 
or postponed.

“This is all we do,” Driedger says, highlighting one of
the key advantages to using a service. “It’s going to get
done consistently and accurately—on time, every time.”
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liquor shrinkage in

Canada is 20%"



The restaurant industry does not often figure prominently 
in legal history, but the sexual harassment law in 

Canada began with two Winnipeg waitresses.

“The case law that acknowledged sexual harassment as a
form of gender discrimination arose out of a restaurant,”
says Brenda Taylor, director of the Human Rights Office 
at Simon Fraser University. 

The case, which wended its way through the court
system all the way to the Supreme Court of Canada, was
decided in 1989. Two waitresses who had been harassed
by a cook were awarded compensation for lost wages in
addition to a total of $2,500 in damages. 

“What made sexual harassment law in this country 
was a restaurant case,” Taylor says. “So it’s something 
that restaurant owners should know about. They should 
know what to do when it happens, they should have a
transparent, clear process for dealing with it, a way of
investigating it, and they should make sure their
employees know they have rights under provincial law,
and they have the right to not be discriminated against
and to not be harassed.”

The laws Taylor is referring to are provincial human
rights codes. While they vary somewhat from province to
province, they are similar in many ways, including most 
of the basics: In the areas of employment, provision of
public services and facilities, sale and rental of land, or
publication, it is prohibited to discriminate on the basis 
of race, religion, colour, creed, national ethnic origin,
mental or physical disability, gender or sexual orientation. 

That’s a bit of a mouthful, but Taylor says the 
important part is the principle that people are entitled 
to work in environments that are free from the effects of
discrimination and harassment.

“If there is discrimination being targeted by employee 
to employee, or by a manager to an employee, the person
responsible for the workplace has an obligation to take
that in hand, to have measures to resolve or to correct or
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Getting it Right in Human Rights

No business is too small 
to have a harassment policy

“It has to be a transparent 
process and people have to 

have faith that they’ll 
be dealt with fairly”

By Patricia Nicholson



S Y S C O To d a y   -   J u l y  2 0 0 5 2 5

In Manitoba, home of the first
Canadian sexual harassment case,
the Human Rights Commission
now has a very useful publication
called Hospitality Industry
Guidelines to the Human Rights
code. The guidelines were
prepared with the assistance 
of the Manitoba Restaurant 
and Foodservices Association, 
and can be read online at
http://www.gov.mb.ca/hrc/english/
publications/hospilty.html.

“It has to be a transparent process and people have to
have faith that they’ll be dealt with fairly—not just the
complainant, also the respondent,” she says. 

Taylor administers the employment equity policy and
the human rights policy at Simon Fraser University, and 
in doing so must be completely impartial. 

“People who are alleged to have done something wrong
must have an opportunity to respond and they must have
an opportunity to make their own representations, and
they must have an opportunity to address the complaint,”
she says. 

It’s important, she adds, for all parties to feel that their
interests are protected within the process, so the person
hearing the complaint cannot be an advocate for either
party.  She also says that employers of all sizes can and
should have policies on these issues.

“I know that smaller employers don’t have necessarily
the time or the money… to develop really sophisticated
employment policy,” she says. But it’s a good idea for
employers to be aware of their obligations under human
rights legislation, to let people know what is acceptable
and unacceptable behaviour in the workplace. Also,

employees should be made aware that reports of
unacceptable behaviour will be taken seriously, will be
investigated and addressed. 

“Keep reinforcing that until it becomes the culture. 
And you don’t need to be a big organization to have that
happen,” Taylor says. “Even in big, rich corporations with
fancy policies, what really matters is for people to know
what the standards of behaviour are. You don’t have to
have a corporate lawyer to draw that up. You can simply
say, these are our values in this workplace and we will 
not tolerate discrimination or harassment.”

to remedy the situation,” Taylor says. “It doesn’t matter if
it’s a mom and pop—a tiny little café, for instance—or 
a big national chain. The size of the employer doesn’t
matter—what matters is when people come to work, the
law says that there are certain behaviours that they do not
have to put up with. 

“Those behaviours include discriminatory behaviour,
and behaviour of a sexual nature that is persistent, that
targets an individual, that is unwelcome such that the
person engaging in the behaviour knows or ought
reasonably to know that it’s unwelcome,” Taylor says. 

In businesses that deal with the public, occasionally
situations arise in which an employee is harassed by 
a customer.

“That is a bit different legally, because there would not
be the same jurisdiction in terms of where human rights
law applies,” Taylor says. “But basically the employer
would be expected to deal with it and to bring it to an 
end to ensure that the person had a harassment-free
environment.”

In the case of a customer, the solution might be as
simple as having a manager take over the service on an
offending customer’s table. Internal issues may not be 
as simple, and may require action such investigation 
or mediation.

Taylor stresses the importance of having a process in
place to deal with issues when they arise. Employees
should be familiar with this policy or process.
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With SYSCO Brand Specialty Cut Fries Increasing Profits is as

Simple as One+One!

shapes go beyond giving your customers another delicious
potato option and adding novelty to your menu. Specialty
Cut Fries actually “capture” more physical space than
regular fries, filling the same size serving container (or
plate area) with less weight. That increased yield translates
into a portion-satisfying presentation for your customers,
and more servings and profits per pound for you.

Twister Fries can pair up with almost any entrée or
sandwich and are available in both Natural and Seasoned
varieties.  CrissCut Fries also come in Natural and
Seasoned varieties  and make a great base for tasty
appetizers as well as an exciting side dish.

Universally loved, SYSCO Brand Specialty Cuts are
made from only the finest potatoes selected from the
world’s prime growing regions. Each potato is processed
under the most stringent standards in an effort to
maximize natural potato flavour as well as profitable
performance. Specialty Cuts consistently deliver great taste,
mouth-watering texture and irresistible appetite appeal
that bring customers—and profits—back, time after time.

After selecting the perfect fry to complement an existing
offering, remember to promote your new two-fry menu.
SYSCO offers a full range of colorful merchandising
materials to generate customer excitement and maximize
profitability.  And consider pairing up the new fry with 
an entrée item or two to create some exciting combo 
deals.  Use the new fry as the base for an appetizer item.
Introduce it with a sampling program that allows your
customers to try it for themselves before ordering it.  All
these strategies can work to give your new two-fry menu 
a solid start and ensure long-term success.

For more information about how to create the 
most effective two-fry menu, contact your SYSCO 
Marketing Associate.

Contributed by Lamb Weston Inc.

It’s a fact. Consumers like choice - in cars, in clothes,
in entertainment and in their food. That’s why successful
operations menu more than one entrée and one beverage.
Variety keeps up the interest and results in repeat visits.  

It’s also a fact that french fries are the most profitable
food item you can menu. With so many different varieties
of such a profitable and easy-to-menu item, why not offer
more than one type of french fry? 

SYSCO is showing operators how adding a second fry 
is one of the easiest and most effective ways to boost
bottom-line profits. In fact, a two-fry menu can increase
french fry sales up to 30% and more…without taking
away from primary fry sales!

Some of the profitable advantages of a two-fry menu include:
•  Increased customer traffic.
•  No new equipment is required.
•  A premium price can be charged for a specialty fry.
•  Increased “snack” customer traffic.
•  A second fry brings little cannibalization to current fry sales.
•  A seasoned fry can minimize condiment costs.

Once you’ve decided to try out a second fry on your
menu, what’s the best way to do it?  To ensure success,
operators should choose a fry that is significantly different
than the fry they currently menu, such as a specialty cut,
a seasoned variety or combination of the two. There is a
tremendous number of options to choose from. 

One very effective way to determine which second fry
will make the most profitable impact on your menu is to
test a number of different types through an LTO strategy.
Trying a second fry item in a Limited Time Offering creates
excitement and repeat business. This is a low cost, low risk
way to “test-drive” second fry options without having to
commit one to the menu. Because no new equipment is
required to prepare and serve them, it’s simply a matter of
communicating the details of your LTO so customers will
know that you are menuing a special fry item for a short
time period.  Point-of-sale merchandising, wait staff
mentions, menu clips and other methods will let them
know there’s a special fry offering available and will build
sales.  Once you’ve tried out several fry items, you can
easily gauge their popularity and profitability simply by
comparing sales of each.  Then you’ll be able to determine
the right second fry for your business, your customers. 

Traditionally, two of the most popular and profitable
items for creating a two-fry menu are SYSCO Imperial
brand Twister Fries and CrissCut Fries. Both of these

R

R

R R

/TM Indicate trademarks of Lamb Weston, Inc. Lamb Weston is a registered trademark of ConAgra Foods, Inc.R
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We Turn the 
Spotlight on...

profile

Kevin Chipman
Marketing Associate, SYSCO Food Services of Edmonton

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

I generally cover Edmonton and
surrounding areas, such as Sherwood Park
and St. Albert.  

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

I have spent several years as a waiter in
fine dining establishments in Edmonton
and Vancouver. I also worked as Director 
of Food and Beverage for nearly 10 years 
in large hotels in Edmonton and Banff.
Through this experience I feel I am able
help my customers recognize opportunities
to help generate revenues and control
expenses.  My account composition is
mostly Fine Dining and my background has
definitely helped me to better understand
the requirements of my customers.

I am sensitive to their sense of urgency;
for example, in fine dining establishments,
their menu prices, are generally higher and
although it is not only unique to fine
dining, higher prices tend to be associated
with higher expectations. I try to do
whatever I can to contribute to their success.

ST - What do you like best about
SYSCO Brand?

SYSCO Marketing Associates receive
ongoing training on the products that we
sell, and often conduct “product cuttings”
against other products. One of these in
particular that really stuck with me was a
SYSCO Brand canned tomato product vs. 
a leading national branded  product (a
common brand I previously thought was
good and bought myself for years)… the
result was astonishing - when we learned
that there was a whole pound difference 
of usable product in just a 5lb can. 

I am very confident in recommending
SYSCO Brand to my customers and I have
not experienced anyone not satisfied with
SYSCO Brand products.

ST - How have you solved a customer
problem?

One of my customers uses Prep Charts as
a tool to control par levels and inventories.
When I learned that at the end of the
month these charts are thrown out I
thought perhaps there might be some
valuable information if there was a little
history… so I created an electronic version
complete with formulas. Although it is early
we, (the chef and I), agree we will sit down
at the end of the month to discuss how we
can take it to the next level.

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

You just know when you have done
something that your customer truly
appreciates. That makes me feel good.

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

It’s funny…I know of restaurants who
have not changed their menu for 20 years
but are doing well and considered
successful. Despite this I still feel it is
important to keep an open mind and
recognize that the industry is forever
changing – stay open-minded and don’t 
be afraid to try something new.

ST - What do you think makes some
operators successful and others not
so successful?  (particularly when
they are running similar size/type
businesses)

I believe operators who treat their
employees with respect and recognize their
contributions generally realize greater
successes.

ST - What are your goals for the future?
I think SYSCO is a great company and

offers many opportunities for personal 
and professional development. I find it
interesting to watch how the different
departments work together and realize the
importance of teamwork and leveraging 
our combined strengths.
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Alaskan Salmon Burger

INTRODUCING

The All New,Wild

Made with the finest wild Alaskan Salmon, this burger is a great
sandwich alternative.  Ready to grill, bake or broil, this 90 gram moist,
flavourful burger is packed with protein and flavour!  Try them today 
and add the great taste of wild Salmon to your burger menu.

Contact your SYSCO Marketing Associate for details.  SUPC# 7205461

Alaskan Salmon Burger

INTRODUCING

The All New,Wild

Distributed by SYSCO Corporation, Toronto, ON, M9B 6C7  ©2005



DISTRIBUTED BY SYSCO CORPORATION, 
TORONTO, ONTARIO M9B 6C7   ©2005

Chocolate Traditional Strawberry

Lemon Black Forest Vanilla

NEW!
DUTCH CREAM BITES

MINI NAPOLEONS

Untopped Mini Eclair

Chocolate Coated Cream Puff

Chocolate Topped Mini Eclair

Strawberry Cream Puff

Vanilla Cream Puff

Ideal for banquets, catering
functions and large events. 

Thaw & Serve.


