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By Kelly Putter

Canada is known for its maple syrup and back bacon, but
tucked behind those food classics is a continuous edible
landscape exploding with flavours that highlight our culturally
and geographically diverse make up.

Is it any wonder tourists of the culinary kind find us so
fascinating?

From Atlantic lobster and fiddleheads, artisanal cheeses
in Quebec, the tender fruits of Niagara, the Triple A 
grade beef of Alberta to the crisp juicy apples and fresh
Pacific salmon of B.C., there’s not a province that doesn’t
rate five stars when it comes to traveling by the whims 
of our bellies. 

It’s no surprise then that culinary tourism is at the
vanguard, says Rebecca LeHeup-Bucknell, Executive
Director of the Ontario Culinary Tourism Alliance. But, she
adds, people want an experience that goes beyond
quaffing and gobbling, they want to engage their senses
to educate, to challenge and to dazzle them.

A recent Canadian Foodservice and Restaurant
Association statistic states that tourism accounts for 22%

for Travelers 
with a Taste 

for the Origins 
of Food
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of all foodservice sales in Canada -- valued at
$6.1 billion. The industry is significant,
employing 1,070,700 Canadians. In the
province of Ontario alone, 129.9 million visits
were tabulated in 2003, which generated
$19.7 billion in revenues.

So pack your bags because were going on a
taste trip from one side of the country to the
other:

British Columbia’s entire Okanogan region is
a ‘taste trail’ known as the fruit belt of Canada
and as one of Canada’s two main wine regions
(the other is in Niagara). Besides the natural
beauty of the region with its pretty springtime
cherry blossoms, tourists can also savour an
array of fruits, which range in summer from
cherries, peaches and apricots to pears and
plums to juicy apples come fall.

On to Alberta where culinary tourists should try more than the
famous Alberta beef. Don’t miss a visit to one of the province’s many
apiaries such as the Chinook Honey Co. in Okotoks.  This stop is
included on one of many tours outlined on the Chomp Around
Alberta website, which offers travelers culinary road trips that include
country markets, organic farms, B & Bs and game ranches.

A little further east and we step into the great big sky of
Saskatchewan, where there’s more on this province’s culinary menu
than Saskatoon berries.  First Nations’
traditional foods include a variety of
dishes made from bison (buffalo), and
this healthy, low-fat meat is
increasing in popularity. A fried
flatbread called bannock is
commonly served at powwows and
other celebrations. Native fruits also
include chokecherries and
blueberries. Visit the Waneskewin
Indian Plains Centre outside of
Saskatoon to try traditional
bannock and buffalo.

A scan of Canada’s culinary
hotspots would not be complete
without Winnipeg, Manitoba, a
city so culturally diverse it needs
its own festival to showcase the
variety of food it offers. For two
weeks each August, the city puts
on the Folklorama, where over 40 cultural groups
participate in one of the world’s longest running food
and culture events of its kind.

Wine and dine your way across Ontario’s Prince
Edward Country and the Niagara region as you
marvel at the assortment of culinary stops
including wineries, cheese makers, organic farms
and restaurants specializing in local cuisine. A
must stop for your sweet tooth includes Slickers
Country Ice Cream, where this Bloomfield-based
artisanal delight is made by hand fresh each
day. Niagara’s culinary trail includes more than
65 stops, but don’t miss Beamsville’s
Rosewood Estates, which produces wine,
unpasteurized honey and mead, also known as honey wine.
Stop at Bluemin Acres in Niagara-on-the-Lake for an assortment of
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berries, rhubarb and apples and don’t forget Treadwell, a Port Dalhousie
restaurant that personifies farm-to-table cuisine.

When touring Canada’s culinary scene be sure to visit some of the dozens 
of  Quebec artisanal cheese makers offering more than 300 cheese varieties. 
The Warwick Cheese Festival in June (18-21) is a great introduction to 
Quebec cheeses.

Try tonging and shucking oysters in PEI, where the Salutation Cove oysters 
are very delicate in texture and salty.  Rocky Bay oysters are both fished and
farmed there before being shipped off to dozens of the finest seafood

restaurants across North America. After your
offshore trip on an oyster dory, you’ll
shuck like a pro and know what to
look for when purchasing oysters.

In Nova Scotia, check out North
America’s only single malt whisky
distillery and inn, Glen Breton Rare,
which is located in Glenville on Cape
Breton Island.  Windsurf, whale watch,
golf or hike the trails in and around this
historic Highland inn, where ancient
Scottish language, culture and music still
live and breathe.

Whether it’s dining on local bison,
savouring fresh-picked strawberries or
sipping crisp chardonnays, remember
culinary tourism is more than putting a

notch in your gastronomic
belt. As LeHeup-
Bucknell says, it’s
good for our

pocketbooks too.
“It’s good economic

tourism,” she points
out. “When we

encourage people
visiting our province

and our country to
sample our local food,

we’ll keep more dollars in
our economy. “

Tourism Tidbits
Tourism businesses employ 654,100
Canadians directly generated by
tourism demand (2007 data).

One million more rely on the
industry indirectly for their
livelihood. 

The tourism sector employs a total of
1.66 million Canadians or 10.1% of
the Canadian workforce, from coast
to coast.

Tourism industry clients include
visitors from around the world — 
over 30.4 million non-resident
travelers entered Canada in 2007 —
as well as Canadians traveling within
the country.

International and domestic business
and leisure travelers spent a total of
$70.6 billion in Canada in 2007
alone.

Foreign travelers account for 
23% of total Canadian tourism
expenditures, making tourism an
important export industry.

Globally, Canadian tourism ranks
12th in terms of receipts and 11th for
visitation, according to 2004 UN
World Tourism Organization data.

The industry also generates
significant tax revenues, estimated
at $19.4 billion annually, that
support social and other programs at
the federal, provincial/territorial and
municipal levels; of this amount, 
$9.3 billion goes to the federal
government, $9.1 billion to the
provinces and territories, and $1.1
million to municipalities.
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Sysco Chefs
Meet the
Challenge
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Chef ofthe YearLorne Breckles 
of Sysco Sturgeon Falls

By Patricia Nicholson

When Maple Leaf Foodservice posed a
challenge – come up with creative new
recipes using select Maple Leaf products –
Sysco chefs were up to the task. The 
results of the first National Sysco Chef
Challenge are in, and the winning entries
are showcased in a recipe book that 
are on display at all Operating Companies
and available in CD-ROM format for 
restaurateurs.

Each chef submitted up to 14 recipes
using Maple Leaf products such as pork
drummies, pulled pork, Frenched chicken
drums, cooked spiced ground beef and
chicken strips. Entries were judged on
creativity, market appeal and rationale,
ease of preparation and of course, taste.

There was stiff competition from Sysco
chefs from across Canada, but Lorne
Breckles of Sysco Sturgeon Falls was
named Sysco 2009 Chef of the Year, with
Peter Ecker of Sysco Winnipeg and David
Franklin of Sysco Central Ontario earning
runner-up titles.

Breckles’ winning recipes included a
braised pork foreshank and a chicken
baton. 

The pork foreshank, using Maple Leaf
pork drummies, has a rich demi-glaze
sauce with heavy cream, batons of root
vegetables and potatoes.

“It’s very easy for the operator to make
ahead of time,” Breckles said, adding that
the dish is suitable for many menus
ranging from casual fine dining to white
tablecloth service, for a la carte, catering,
buffets or brunches.

His second winner is a tulip chicken
baton stuffed with a cream cheese and feta



cheese stuffing, with roasted red peppers and spinach,
wrapped in prosciutto ham and roasted with Dijon
barbecue sauce.

The dish is called Tulip Chicken Rowan, in honour of
Breckles’ two uncles who fought in World War II. 

Breckles came up with the cream cheese and feta
stuffing several years ago, and says it works well with
both chicken and pork. For the Tulip Chicken Rowan, he
worked with several Sysco branded products, such as the
new Dijon barbecue sauce, as well as Maple Leaf
products to create an innovative dish.

“Both the Maple Leaf pork drummie and the tulip
chicken are really versatile and unique products in the
marketplace,” Breckles says. “Everybody has chicken
wings. These are different.”

That’s important, he adds, when working with the
diverse customer base of Sysco clients, which range from
small family operations to white tablecloth restaurants. 

“I was very honoured to win this,” Breckles says of the
Chef Challenge. “There was fierce competition. Peter and
David are excellent chefs, and there’s a lot of great talent
at Sysco.”

Peter Ecker’s winning entries included a Mediterranean
Pork Drum suitable for casual or fine dining restaurants. 

“The flavour of the Mediterranean is still one of the
most popular flavours,” Ecker said. “We wrapped the pork
with puff pastry, and filled it with olives, fire roasted
tomatoes, feta cheese and wild rice – for that Canadian
content.”

Fresh lemon, wilted spinach and roasted red pepper
sauce complete the dish.

Another innovative entry was a Chicken Corn Dog
using a cornmeal batter with Maple Leaf’s Frenched
chicken leg. It’s served with a honey and maple syrup
glaze, walnuts and chilies.

“This product was made for everyone – even those
high-volume locations,” Ecker says. “I call this dish Drums
of Thunder. It’s a great comfort food.”  
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David Franklin of Sysco Central Ontario - 
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Peter Ecker of Sysco Winnipeg - 
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David Franklin’s winning entries included an
appetizer and an entrée. 

His Bacon Double Cheeseburger Spring
Roll uses Maple Leaf cooked spiced
ground beef, mixed with Sysco bacon,
shredded cheddar, Cheez Whiz and
caramelized onions stuffed into a
spring roll wrapper and fried. It’s a great
choice for quick casual, patio, pub or
dinner menus.

“It’s quick to prepare for patio season,”
Franklin says. “It’s something different to
set it apart.”

His Vietnamese Chicken Wrap using
Maple Leaf all-white chicken strips is a great
alternative to the same old chicken Caesar

wrap, and is a great lunch entrée for quick casual,
family or comfort food restaurants and patios.

Using Block and Barrel garlic and herb
tortilla wraps and Sysco fresh produce, it
offers bright, clean, colourful flavours.

“It’s fun to challenge myself to use
some different products,” Franklin says.
The more applications he can develop
for products, the more versatile and
useful those products become for 
Sysco operators. 

“That’s what Sysco is all about,” he says.

The challenge inspired Sysco’s chefs to
showcase the versatility of Maple Leaf

products, and their own imaginative flair in 
the kitchen. 
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By Michelle Ponto

The summer sun means tourist season is here and so
are hot blistery days. Tempt your customers with icy
cold specialty summertime beverages ranging from
chilled coffee, to healthy smoothies and decadent
cocktails. They are a treat that will keep both your

customers and your bottom line happy.

A Nice Cup of Cold Java
It doesn’t matter if it’s a cold winter’s day or the hottest day in

July, customers still want their daily java.  But this summer,
whether your customers are taking their coffee to go or savouring
it inside your venue, many of them are embracing the cold coffee
trend and will be looking to see what your options are. 

There are three basic ways java is served cold: iced, chilled and
frozen. Iced coffees are generally sweetened coffee served over
ice with cream. Chilled coffees are regular or flavoured coffee
served cold with or without ice (many are topped with whipped
cream). Frozen coffees are blended coffee beverages and are
often referred to as frozen lattes.
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The most popular flavours for these
cold coffee trends are French vanilla,
mocha, and espresso.  According to
Vitality Foodservice, Inc., they are not
just popular in chain coffee shops, but a
growing trend in all areas including
cafeterias, quick service restaurants and
casual dining venues.

“One trend we’ve been seeing is that
quick serve and smoothie operators are
adding coffee based smoothies and
shakes to their menus in an effort to
capitalize on the growing snacking and
treats category,” said Jenny Doan, Director of
Marketing at Vitality Foodservice, Inc.

But while customers are looking for treats
and beverage snacks, keep in mind that
some customers may be looking for low
calorie options. For these customers consider
having a few guilt-free alternatives on the
menu such as a “light” frozen latte made with
non-fat milk and sugar free syrup.

The Growing Trend of Iced Tea
According to the NPD Group iced tea is among the 

top three fastest growing beverages in the quick-service,
mid-scale and casual dining segments.

“One of the reasons iced tea will continue to grow in
popularity is because it offers not only a wealth of variety,
but it fulfills consumers' desire for more healthy choices,”
Doan said.

Green and black teas are known for their antioxidant
properties. Plus, flavoured iced teas such as pomegranate,
cherry and blueberry are also available on the market,
making tea a tasty choice for customers while promoting
the healthy benefits of these super foods.

Just like the iced coffee area, tea can 
be prepared iced, chilled or frozen in 

mouthwatering lattes.

Super Smoothies and Cocktails
Cocktails are always a great addition to a summertime

menu. Fruit flavoured margaritas, frozen daiquiris and
exotic pina coladas are popular patio or happy hour
specials for bars, lounges and casual dining operators.
Traditional flavours like strawberry and lime remain
popular, but more exotic flavours such as watermelon,
blueberry and strawberry/banana are also breaking into
the marketplace.

Summertime smoothies can also complement your
beverage menu. In addition to being a tempting snack
and treat, many customers choose smoothies to
supplement a meal, so give them what they want.
Promote good health by adding fresh fruit like bananas or
frozen strawberries and offer low fat versions made with
yogurt or non-fat milk. 
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You may also want to offer protein powder and the
antioxidant fighting power of pomegranates or acai
berries for afternoon power boosters and morning 
wake-up smoothies.  Flax seed is also a popular addition
as it’s known to contain Omega 3s.

Customize Your Way into Profits
Specialty drinks already command a higher price point

than traditional drinks just because they are different. But
as an operator, you can further increase your profits by
allowing the customer to customize their beverages.

This can include charging extra if the customer wants
extra whipped cream on their frozen latte, adding a
tablespoon of protein powder to their smoothie or
adding an extra shot of Espresso to their iced coffees and
chocolate smoothies.  

Other popular additions include adding ginseng to
frozen green tea lattes and “supersizing”.
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Specialty drinks already 
command a higher price point 

than traditional drinks

Creative Beverage Menus
The summer is the time for family vacations and patio

dining. To help boost profits, create a beverage menu or
table topper that reflects this “fun in the sun” theme.
Yellows, oranges and greens are an easy way to show that
you’ve got something special for summer.

Whether you are using a menu or chalkboard, come up
with creative names for your specialty beverages. This not
only adds a little excitement to the beverage, but helps
create a signature brand in the customer’s mind. Ideas
include the Ultimate Kona Coffee Shakes, Java Chillers and
Frozen Power Smoothies.  

Also, don’t limit your specialty drinks to just
the beverage section. Smoothies, shakes and
frozen coffees can be dressed up to make
great late afternoon snacks and decadent
desserts. 

No matter how you decide to promote
your summertime beverages, remember
to dress them up by either serving them in
special glasses, adding fruit garnishes or
adding a little decadence with syrup 
and whipped cream. The key to making
your specialty drinks tempting this 
tourist season, is to make them look and
sound special.



By Michelle Ponto

The recent swine flu pandemic has raised concerns
with many foodservice operators. This tourist season,
put the steps in place to help protect your customers,
your staff and your business from the virus.

Preparing for the Viruses of the Future

In June 2009, the World Health Organization (WHO)
declared H1N1 (also known as swine flu) as a phase 6
pandemic. Canada hasn’t had a major pandemic since
1918, however many of us can still remember how the
SARS epidemic in 2003 quickly spread and the
devastating affect it had on the economy. That year
the Canadian tourism industry lost more than 
$500 million and 28,000 jobs. Restaurant visits also
dramatically decreased, and many are afraid the same
may happen if the H1N1 virus continues to spread.

Both H1N1 and SARS are part of the same Influenza
A (the flu virus). While the recent pandemic has more
to do with the number of cases worldwide, rather
than the severity of the illness, what makes the flu
virus dangerous is that it can undergo major changes,
producing a completely new strain. In fact, medical
experts warn that countries like Canada where T1N1
infections have appeared to peak should brace for 
a second wave.

Safeguarding your Business 
from the Flu

Like the regular seasonal flu, these new flu

viruses enter the body through the nose or

throat when someone inhales droplets

produced from infected people when they

cough or sneeze. You or your staff can also

become infected if you touch your eyes or

nose after coming into hand-to-hand

contact with an infected person or by

simply touching surfaces contaminated by

an infected person. 

The virus spreads quickly, and according

to WHO, if someone is infected it usually

takes less than three days to develop

symptoms. Even though not everyone who

comes in contact with the influenza virus

will get sick, they can still spread it to others. 

Health experts say that while H1N1 flu

PANDEMIC
PROTECTION 

for the 
Tourist Season 

and Beyond
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P A N D E M I C

CHECKLIST

strain may not be as deadly as originally thought, it is
continuing to spread rapidly. 

With more and more people becoming infected with
H1N1, as a restaurant owner or foodservice operator,
you could be faced with staff absenteeism if some of
your team becomes sick and financial issues if
customers stop eating out in fear of coming in contact
with an infected person.

Studies show that eating in restaurants can decrease
during a severe virus outbreak such as H1N1 or SARS,
but take-out and delivery meals continue to grow.
Putting together a plan that shifts away from eat-in
meals to one that focuses on take-out could help your
foodservice venue stay afloat if a second wave of the
pandemic does strike. 

Some ideas include promoting items like economical
take-out dinners for four, making your delivery or take-
out plans more noticeable for customers and building
an online order system. You may also want to consider
partnering up with organizations like orderit.ca. 

Keeping your Employees Safe

As an employer, you are responsible for the health and
safety of your employees and to ensure those
employees do not cause harm to others. During a
pandemic, your employees are at risk of coming into
contact with the virus and spreading it to your
customers.

Make sure your employees are prepared by providing
them with as much information as possible. This
includes training them on proper hand hygiene,

Identify a pandemic coordinator 
or team and assign roles and 
responsibilities for pandemic planning

Undertake a business impact analysis
to determine if you should stay open or
shut down temporarily 

Develop alternative strategies to
deliver food to customers if they can't
come to your restaurant

Secure access to emergency financing
to meet shortfalls during a pandemic

Identify critical inputs (e.g. food
supplies, hydro, fuel) you will need to
keep your business running

Make plans to ensure availability of
essential supplies



coughing/sneezing etiquette and wiping down
counters, tables and chairs with disinfectant. 

Being conscientious about how the virus spreads will
help reduce the chance of your employees becoming
sick. It also sends a message to your customers to 
show that you are doing everything to ensure they stay
safe as well.

In addition to training your team, post materials in
restrooms and other public areas to remind your staff
and your customers of the proper hygiene methods to
protect them from the virus.

No matter how good your training is, there is still a
chance that some of your employees could end up ill or
have a family member who has come in contact with
the disease. For these situations, consider shifting
employees into other roles to fill gaps and setting up
special sick-leave absences. A sick employee coming to
work because they fear losing their job will just infect
more people at your restaurant. It’s best to give them
peace of mind before this happens.

Communication Prevents 
the Virus from Spreading

Just like the flu virus changes so does the 

communication surrounding it. Public health officials

are providing reports and new information about the

virus almost daily. 

Ensure your employees are up-to-date with what is

happening with the pandemic. Let them know what

the public health organization is saying about the

spread of the virus and keep them informed about what

your restaurant is doing to help prevent the spread.

Your employees need to feel confident that they are

not at risk and they will need to know the appropriate

answers to pass along to customers if they are asked

about the virus. 

A second wave of the pandemic could strike at any

time. Regardless of whether it happens or not, having a

plan in place will help keep your guests and your staff

safe this tourist season and the ones to come. 
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WeTurn the 

Spotlight on...

profile

Debbie Beach 
Marketing Associate, Sysco Victoria

ST - What is your tenure with 
the Company?

I began my career with Sysco Victoria 
4 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 with an international liquor
company for 12 years as a sales 
representative and this gave me a real
insight into the food and beverage industry.

ST - Describe the account
composition of your territory?

I have a diverse territory in Nanaimo, BC
which keeps my days pretty interesting. My
territory consists of pubs, the Vancouver
Island University, high end restaurants, a
world renowned treatment centre and very
busy family dining establishments. 

ST - What do you like best about
Sysco Brand?

Sysco brand represents quality. The
customer may not always know just what
goes into branding a product with the Sysco
label; the research, the specialists, the
testing, re-making and testing again. I sell
Sysco branded items with the utmost
confidence and this has proven to be most
successful for me as a Marketing Associate.

ST - What has operator response
been to Sysco Brand?

Operator feedback has been very well
received and sought out.

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

The most challenging part of my job is
making sure I am three steps ahead of the
competition, being up to date with the 
latest foodservice trends and products that
are available.

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

The most rewarding aspect of my job is to
see an idea or a suggestion come to fruition.
When a customer says “Thank you, Debbie”, 
I know I have done my job well.

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

When I get asked for support and ideas 
on a menu, plating, food pairing, etc. I feel
like I am a part of their team as well as 
their consultant. 

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

I have been lucky in the few years that I
have been with Sysco as I have had some of
the best and most experienced District Sales
Managers supporting and guiding me. I
have been able to create a utopian territory
with customers who look forward to having
Sysco at the door.  They trust me, which
makes this job a whole lot easier! 

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

I think the end user customer is making
wiser health choices and we have to keep up
with this demand. Many people watch the
Food Network and other cooking shows
which gives them a newfound knowledge;
they ask for particular dishes, they are
making queries and we have to be one step
ahead of that.
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mijote ?

Qu’est-ce qui
mijote ?

This tourism season,

bring new menu ideas

to your establishment.

Try Pizza with Peach

Chipotle Sauce, 

Blue Cheese Meatball

Appetizer, Barramundi

with Bacon and Tomato,

Thai-Style Chicken

Salad and Grilled

Salmon with 

Barbeque Glaze. 

These flavourful

selections are 

sure to please. 
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Pizza with Peach Chipotle Sauce 
Recipe courtesy of California Cling Peach Board

Serves 2

INGREDIENTS METRIC IMPERIAL
Sysco Imperial peach halves, 

drained and thinly sliced 375 mL 1 ½ cups
Pizza crust, 10” 1 1
Extra virgin olive oil 15 mL 1 Tbsp
Fresh thyme leaves, chopped 5 mL 1 tsp
Prosciutto rolled into small rosettes 4 slices 4 slices
Fresh (not aged) goat cheese, crumbled 50 mL 1/4 cup
Salt and pepper to taste

Peach Chipotle Sauce
Sysco Imperial peach halves, drained 125 mL 1/2 cup
Rice wine vinegar 15 mL 1 Tbsp
Egg yolk 1 1
Canned chipotle chilies, 

drained and coarsely chopped 5 mL 1 tsp
Vegetable oil 50 mL 1/4 cup
Salt and pepper to taste

METHOD 
• Preheat oven to 400° F (200° C) for 20 minutes. Transfer pizza dough to 

a lightly oiled baking sheet or pizza pan, brush dough with olive oil and
sprinkle with thyme, salt and pepper.

• Arrange peach slices attractively over pizza surface and sprinkle with
crumbled goat cheese and prosciutto.

• Bake in the lower part of the oven for 12 to 15 minutes or until crust is
golden brown.

• While pizza is cooking, prepare sauce as follows: place peaches, vinegar, 
egg yolk and chipotles in a blender and purée until smooth. With the
blender running, drizzle in oil very slowly to emulsify like a mayonnaise.
Adjust seasoning with salt and pepper.

• To serve, drizzle with peach chipotle sauce over pizza and cut into wedges.

S y s c o  T O D A Y -   J u n e  2 0 0 9 1 7



Blue Cheese Meatball Appetizer  
WITH DOUBLE SMOKED BACON CREAM

Recipe courtesy of Lorne Breckles, Sysco Sturgeon Falls
Serves 4

INGREDIENTS METRIC IMPERIAL

Arrezzio fully cooked 

Italian meatballs with cheese 20 20

Blue cheese, crumbled 125 mL 1/2 cup

Double smoked bacon 150 g 6 oz

Whipping cream 35% 500 mL 2 cups

Pomace olive oil 25 mL 1 oz

Red bell pepper, diced 125 mL 1/2 cup

Carrot, fine julienne cut 250 mL 1 cup

Salt and pepper to taste

METHOD 
• Warm meatballs in an oven then heat pomace oil in a fry pan to sauté 

diced bacon. When bacon starts to crisp add the meatballs, blue cheese, 
red pepper and cream.

• While sauce is reducing, steam julienne carrots until tender crisp.

• Place five meatballs in a shallow bowl, pour on sauce and top with carrots.
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Barramundi
WITH BACON AND TOMATO & SPINACH SALAD

Recipe courtesy of Toppits Foods
Serves 4

INGREDIENTS METRIC IMPERIAL

Barramundi fillets, skin-on 4 – 150 to 200 g portions 4 – 6 to 8 oz portions
Baby spinach 150 g 6 oz
Bacon, chopped 50 g 2 oz
Basil leaves 15 15
Hot house tomatoes 100 g 4 oz
Pine nuts, toasted 50 g 2 oz
Extra virgin olive oil 90 mL 6 Tbsp
Balsamic vinegar 20 mL 4 tsp
Salt & freshly ground pepper

METHOD 
• Finely shred the spinach.  

• Heat a pan over medium heat and fry bacon until crisp, remove from the
pan. Add 1 tablespoon of oil and fry basil leaves until crisp.  Remove from
pan.

• Whisk olive oil with balsamic vinegar and season with sea salt and fresh
black pepper. Combine spinach, bacon, tomatoes and pine nuts in a bowl
and toss to coat.

• Heat grill or pan to medium high, brush fish fillets with a little oil, cook skin
side down to crispen for about 2 minutes. Carefully turn fish and cook for a
further 3 minutes until golden and cooked through. Cover and keep warm.

• Arrange salad on plate and top with fish. Garnish with basil leaves.  
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Thai-Style Chicken 
or Shrimp Salad
Recipe courtesy of French’s Foodservice

Serves 12

INGREDIENTS METRIC IMPERIAL

Cattleman’s® Gold barbecue sauce 500 mL 2 cups

Frank’s® RedHot® Chile ’n Lime™ hot  sauce 250 mL 1 cup

Napa cabbage, shredded 6 L 6 qts

Carrots, shredded 750 mL 3 cups

Cooked chicken, shredded
or cooked shrimp, diced 3 L 3 qts

Bean sprouts 750 mL 3 cups

Scallions, chopped 175 mL 3/4 cup

Cilantro, chopped 175 mL 3/4 cup

Peanuts, chopped 50 mL 1/4 cup

Leafy greens 12 L 12 qts

Oil as needed as needed

METHOD 
• To make the dressing/sauce for the salad combine Cattleman’s® Gold

barbecue sauce  and Frank’s® RedHot® Chile ’n Lime™ hot  sauce. Reserve.

• For each serving, heat oil in wok or large sauté pan and stir-fry 2 cups
cabbage, 1/4 cup carrots, 1 cup chicken or shrimp.  Add 1/4 cup sauce, 
1/4 cup bean sprouts, 1 tablespoon scallions, 1 tablespoon cilantro and 1
teaspoon peanuts.  Heat thoroughly and serve over 1 quart of leafy greens.

• Finish with a squeeze of lime and garnish with cello noodles.
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Grilled Salmon
WITH BARBEQUE GLAZE  

Recipe courtesy of Lynch Foodservice
Serves 1

INGREDIENTS METRIC IMPERIAL

Salmon fillets 1 – 150 g portion 1 – 6 oz portion

Sysco Imperial Dijon barbeque sauce 30 mL 2 Tbsp

Oil 5 mL 1 tsp

Honey 30 mL 2 Tbsp

Soy sauce 5 mL 1 tsp

Salt and black pepper, to taste

METHOD 
• To prepare the glaze, mix in a bowl honey, soy sauce and Sysco Imperial

Dijon barbeque sauce. 

• Brush one six ounce salmon fillet lightly with oil and season with salt 
and pepper. 

• Grill each side for 2 to 3 minutes. Turn the fish over carefully only once 
to mark the surface; cook to desired texture. Brush flesh side of fish with
glaze before removing from the grill. Serve at once.
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Christine Bib Catering
Toronto-Muskoka, ON

“We’re pros 
at setting up 
a restaurant
experience 

in the middle 
of nature.”

Christine Bib, 
Owner

Christine Bib Catering 

whether it’s a corporate event or an outdoor wedding, Christine Bib
Catering brings attentive service and decades of experience to the occasion.

Since launching her catering business in downtown Toronto 25 years ago,
Christine Bib has extended her territory to include Muskoka – the district two
hours north of Toronto known for its beautiful lakes, resorts and cottages – and
expanded the Toronto division twice.

The Toronto office is the mission control centre for the company’s busy
corporate catering business that focuses on the downtown core. When
prepping for big cocktail parties and Christmas parties, it’s not unusual for the
shop to be busy from 5 a.m. until late at night. 

For Muskoka clients, location is wherever they’re needed.

“We will set up shop just about anywhere,” Bib says. Off-site catering is one
of the company’s specialties. “We’re pros at setting up a restaurant experience
in the middle of nature.”  

Creating the perfect outdoor experience takes planning. Before the function
takes place, Bib herself usually makes three site visits to make sure everything
is just perfect.  It’s that kind of attention to detail that makes Christine Bib
Catering stand out in the industry.

It’s not just the event locations that are constantly changing. A caterer has to
adapt the mood and ambience of an event to suit the client and venue. 
Bib and her colleagues can handle anything from the boardroom to bridezilla,
and even do flower arrangements in-house. 

“Corporate wants very clean and clinical,” Bib says. “Some weddings can be
over-the-top elaborate.” 

The main theme of the menu is classical French with Mediterranean
influences. Popular favourites are protein salads – a large portion of romaine,
napa, watercress and fresh herbs with different proteins.

Chef Cassandra Ryndenko joined the business five years ago, and now
manages the day-to-day operations so Bib can devote her time to developing
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wave and everything went flying.  They managed to save all
but one platter, and the brother of the groom ended up in
the water.”

But they were still only halfway there.  

“A hundred yards from shore, the barge ran out of fuel. So
the groom’s brother jumped back into the water and towed
the barge to shore with his teeth,” Bib says. “Once on shore,
there were 40 or so stairs up to where the wedding was to
be held.”  

Bib has been a Sysco customer for eight years. Her
business buys nearly 1,000 different items through Sysco
depending on the season. Because her requirements are
constantly evolving, Bib needs the kind of hands-on
attention that Sysco Associates provide. Sysco offers 
great variety, and unmatched service.

With the Muskoka expansion running smoothly, Bib can
turn her eye back to the Toronto location, where a take-out
lunch counter debuted in spring 2009. The new addition
has a very retro feel, and increases the business’s street
presence in advance of Bib’s next step: the introduction of
freshly prepared foods to take home.

menus with clients. The real inspiration in the kitchen is the
client: getting to know their needs and wants.

Given the constantly changing venues and menus
involved in a catering business of this stature, there are
naturally going to be unforeseen events that require quick
thinking, adaptability and a can-do attitude. Bib tells the
memorable tale of a Muskoka wedding being held on an
island, and the trials of getting everything to the site.

“The regular barge wasn’t available, so someone
provided an old wooden barge to transport the catering
staff and food for the wedding,” Bib says. “Well, they hit a
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Summer Tomato Salad with Shallot Dressing,
Pesto, Crispy Onions and Feta

INGREDIENTS METRIC IMPERIAL
Shallot Dressing, yields 3 cups
Dijon 15 mL 1 Tbsp
Garlic clove 1 1
White wine vinegar 100 mL 1/3 cup
Water 100 mL 1/3 cup
Green onions, trimmed (8 – 10) 1 bunch 1 bunch
Vegetable oil 250 mL 1 cup
Olive oil 250 mL 1 cup
Shallots, minced 100 mL 1/3 cup
Kosher salt and fresh ground white pepper, to taste

Put Dijon, garlic, vinegar and water in a blender (not food
processor), and with motor running, add green onions till finely
minced.  Drizzle in oil and then stir in shallots by hand.  Season to
taste with kosher salt and white pepper.

Pesto, yields 1 ½ cups
Basil or arugula leaves, firmly packed 750 mL 3 cups
Garlic clove 1 1
Grated parmesan 45 mL 3 Tbsp
Toasted pine nuts 30 mL 2 Tbsp
Lemon zest 1/2 1/2
Olive oil 30 mL 2 Tbsp
Kosher salt and fresh ground white pepper, to taste

Gently wash basil or arugula, and lay out on paper towel to dry.
Put everything but salt and pepper in the food processor and pulse
till chopped and well mixed, but not smoothly pureed.  Season to
taste with kosher salt and white pepper.

Feta
Choose a good quality feta, preferably full fat as opposed to ‘light’.

Crispy Onions, yields 3 cups
Onions, peeled and thinly sliced 2 2
All purpose flour 250 mL 1 cup
Cornstarch 250 mL 1 cup
Canola oil
Salt and pepper, to taste

Lay onions on paper towel to absorb moisture, use a second towel
to press on top.  Toss onions in a mixture of cornstarch and all
purpose flour.  Deep fry at 370o to 375o F until golden.  Remove
from hot oil with spider or slotted spoon, and set on dry paper
towel to absorb any excess oil, and while still warm, sprinkle with
salt.   Cool and store covered, un-refrigerated.

Assembly
Choose the most flavourful tomatoes you can find – funky heirloom
tomatoes, mini campari, summer field tomatoes, vine tomatoes etc.
Slice tomatoes approximately ½ inch thick and lay on platter.
Drizzle with dressing and a dollop of pesto. Crumble feta over top
and garnish with crispy onions.



Jim MacIntyre, Owner 
Dublin Crossing Irish Pub 

Langley, BC

“We have a
European/Irish
flavour created 
from the Irish 

design and Irish
furnishings.”

Jim MacIntyre, 
Owner 

Dublin Crossing Irish Pub 

There’s a little bit of Ireland in Langley, B.C., where the Dublin Crossing Irish
Pub recreates not only the look and feel of an authentic Irish pub, but also the
welcoming spirit.

The Dublin Crossing opened in Langley – about 30 minutes outside
Vancouver – in 2007, with much of its pub décor imported directly from
Ireland.

“We are unique in our area, being a distinct Irish pub,” says owner Jim
MacIntyre. “We have a European/Irish flavour created from the Irish design and
Irish furnishings.”

Authentic flavour is also a feature in the kitchen. The casual dining menu
features Irish comfort food with full flavour, and the focus is on food made from
scratch. Executive Chef Laura Sharpe’s favourites include Grilled Chicken with
White Wine Cabbage, homemade Traditional Pub Pies, and a Stuffed Baby
Yorkies appetizer. All of the ice creams – such as Guinness Brownie and
Roasted Apple – are homemade.

The menu changes twice a year, with the spring and summer menu
featuring more local and seasonal fruits, and the fall and winter menu 
offering more braised meats and heartier dishes.

“Having a certified, award-winning chef to create unique and amazing
dishes is a huge advantage,” MacIntyre says.  “We believe in further education
for all staff and will support their studies both financially and emotionally.”

Sharpe was named Top Chef Under Age 25 at the national Next Great Chef
competition in 2005. In 2008, she participated in the Culinary Olympics in
Erfurt, Germany where her team placed fifth in the world.

But an authentic Irish pub is not only about food, but also about fun and
high spirits. Dublin Crossing hosts live bands six nights per week, and pulls out
all the stops for special occasions. They serve haggis every year on Robbie
Burns Day, and on St. Patrick’s Day, Dublin Crossing is the centre of the local
festivities.

“St. Patrick’s Day is especially busy, with a line-up around the block even
before opening,” MacIntyre says. “Every St. Patrick’s Day we do a draw from our
client base for a trip for two to Dublin, Ireland, including 500 euros spending
money, airfare and accommodations.”

With a dozen staff in the kitchen and 30 in the front of house, Dublin
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Crossing is a busy enterprise, drawing clientele from all ages.
Core operating hours are noon to midnight, but the
residential neighbourhood brings higher evening volume
from 4 p.m. until closing.

Fine food, authentic ambience and good times have
enabled the pub to make a name for itself over the past two
years, but there have been hurdles along the way. The
grand opening was especially challenging, MacIntyre says.  

“The pure volume of going from zero to 60 in a
millisecond was very interesting,” he says. 

Sysco has been a part of the Dublin Crossing team since
that first hectic day.

“We have partnered with Sysco since our opening,”
MacIntyre says. “They are our business partner in
foodservice.”

Dublin Crossing does almost all of its purchasing through
Sysco.

“We use Sysco for quality ingredients and for their 
support. Sysco provides a teamwork approach for creating
a menu experience that features new, exciting and fresh
ingredients – a winning combination!” MacIntyre says.

“Our Sysco Marketing Associate is very dedicated and is
always ready to help us in a jam. He’s not only our sales rep,
but is also our friend.”

The Dublin Crossing continues to hone its Irish theme
with additions such as new signage and kilts for the female
employees.

“We are selectively targeting groups for advertising,
focusing on our key target market,” MacIntyre says. He’s
optimistic about the future. “The sky is the limit because we
have the creative ability to serve the burgeoning
community of Langley/Cloverdale with the highest quality
food offerings.”
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Grilled Chicken Entrée
Serves 4

INGREDIENTS METRIC IMPERIAL
Choucroute (wine cabbage)
White onions, sliced thinly 100 g 4 oz
Bacon, diced 100 g 4 oz
Sauerkraut 400 g 16 oz
White wine 125 mL 4 1/2 oz
Fresh thyme 7 1/2 g 1/4 oz
Salt and pepper, to taste

Heat a medium saucepan over medium high heat.  Cook bacon
until golden and crispy.
Add the onions and cook until translucent.  Add sauerkraut and
remaining ingredients and cook on medium low heat until the wine
is absorbed.

Colcannon Garlic Mashed Potatoes
Russet potatoes, peeled 1.4 kg 3 lbs
Butter 100 g 4 oz
Cream 125 mL 1/2 cup
Roasted garlic 200 g 8 oz
Green cabbage, fine julienne 150 g 6 oz
Salt, pepper and  nutmeg, to taste

Steam or boil potatoes until soft (drain well if boiled).
In a small sauté pan, sauté cabbage until tender, add remaining
ingredients and cook until butter is melted and mixture has come 
to a simmer.
In a mix master with the paddle attachment whip potatoes for 
30 seconds on low speed.  Add cream mixture to potatoes and 
mix on low speed until incorporated.

Grainy Mustard Jus
Demi glace 250 mL 8 oz
Red wine 50 mL 1/4 cup
Water 25 mL 1/8 cup
Grainy mustard 25 g 1 oz
Rosemary and thyme 1 sprig each 1 sprig each

In a small saucepan, combine all ingredients, bring to a simmer
and reduce until desired consistency.

Tomato Jam
Diced tomatoes 398 mL 14 oz
Olive oil 15 mL 1 Tbsp
Shallot, finely diced 1 1
Garlic, minced 2 cloves 2 cloves
Basil, chiffonade 2 leaves 2 leaves
Salt, pepper and sherry vinegar, to taste

In a small saucepan, sauté garlic and shallots. Add tomatoes and
cook until all juices are absorbed.  Season to taste with sherry
vinegar, salt and pepper.

Chicken breasts, wing bone attached 4 4
Green beans 28 28

Grill chicken breasts until cooked.
Place a scoop of mashed potatoes in the middle of the plate and
top with choucroute with green beans and diced tomatoes.
Place grilled chicken breast on top of choucroute and beans and
ladle on sauce (desired amount approximately 3 to 5 ounces).
Place a spoonful of tomato jus on top of chicken breast and serve.



By Kelly Putter

Every time we turn around, we hear about the
greening of this or the greening of that, so it’s no
surprise that the tourism sector has been getting a
huge dose of green in recent years.

The same phenomenon applies to food, 
culinary or gastronomy tourism.  Is all this

fuss just a fad? Absolutely not, says the head of 
a Western Canadian-based organization helping
operators, suppliers and diners to put sustainability
on the menu.

“Sure, green is the consumer bandwagon at the
moment, and every business sector is jumping to
get on-board,” says Andre LaRiviere, Executive

Gastronomy 
Tourism Goes

GREEN
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handling and storing recyclables, particularly organics for
compost. And one of the best ways to add sustainability
is by reducing waste on the input side; for example,
working with the local seafood supplier to find washable,
returnable delivery containers to eliminate the use of
non-recyclable Styrofoam that needlessly clog dumpsters
and landfills.

Energy conservation - the fact that foodservice
operations are the most energy intensive of any
commercial business means there are dozens of

areas to cut back: from refrigeration retrofits that run 30
per cent more efficiently and pay back in less than two
years, to simple timers, sensors and opening/closing
policies that turn things off when not being used.

Water conservation - of growing concern and
rising cost in many areas,  most small-scale
operations can save over 1M litres of

water/sewage costs per year for less than $100 in 
low-flow technologies. Modifying some bad habits
regarding running water or ice machines can save 
almost as much.

Pollution prevention – you can minimize your 
carbon footprint by purchasing supplies in bulk, 
purchasing recycled products and servicing your

heating, cooling and ventilation systems regularly.
Switching to concentrated green cleaners from 

3.

4.

2.

Director of the Green Table Network. “However,
underlying this phenomenon are motivating factors
unlike any others in recent history: the global effects of
climate change, mounting environmental impacts and
other threats to our collective future. “ 

Achieving truly sustainable foodservice requires
integrating sustainability as a factor in every business
decision you make. In most cases, the earlier and more
broadly it’s applied, the better and more numerous the
positive affects, including those traditional single bottom-
line cost savings.

LaRiviere says it’s not a difficult task, despite what many
may think. It just requires looking at the big picture and
doing some research. 

“For example, that can mean considering the entire 
life-cycle of a product, from well before it arrives at your
kitchen door or loading dock to long after it leaves your
premises via a drain, dumpster or doggy bag.”

One of the best ways 
to up your establishment’s green 

ante is by reviewing your business’ 
sustainability in the following five areas:

Solid waste management and reduction –  
adding a full recycling program is essential, but 
so is organizing the kitchen or, better yet,

designing restaurants with dedicated systems/spaces for
1.



practices and eco-tourism have definitely resonated
higher over the last decade,” says Williams. “Eco-tourism is
a niche that’s growing and we expect as climate change
and environmental issues continue to be expressed,
consumers will be looking at such opportunities on an
increasing level.”

A recent survey indicated that 84 per cent of travelers
are willing to pay five per cent more for sustainable
accommodations.  According to the Washington-based
group, The International Eco-tourism Society,
global eco-tourism has been
expanding at rates of between 20
and 34 per cent a year since
1990. In 2004, the business
grew three times faster
than the tourism sector
as a whole.

Concerns about
the greening of our
day-to-day lives are
growing louder. It
may not be easy
growing green, but
setting the sustainable
table is an exercise that's
worth the effort.
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5.

pre-mixed pails of conventional chemicals can count
three ways: lower transportation impacts, fewer toxins in
the wastewater and recyclable container. 

Purchasing – often the preferred place to be
green is what's served on the plate, or tray or
compost-ready take-out container. Adding more

locally sourced, ethically raised, organic or fair-trade
products to the menu can offer value that customers are
willing to pay for, and contribute measurably to the
sustainability of the local/regional economy.   

The push to eat local could have a big impact on
Canada’s tourism industry as a large chunk of the industry
is comprised of food and beverage related businesses.
According to Statistics Canada, in 2007, tourism
accounted for 1.7 million jobs, about 10 percent of 
the 17.1 million jobs in the economy that year. Among
the five tourism industry groups (transportation,
accommodation, food and beverage services, recreation
and entertainment and travel services), food and
beverage services was the largest employer, accounting
for over half of all jobs in tourism.

The number of jobs in tourism industries increased 3.4
per cent in 2007, outpacing the economy-wide job gains
(+2.1%). Food and beverages services added 23,000 jobs.
Three occupation groups dominated the sector,
accounting for almost 40 per cent of employee jobs.
These were food counter attendants and kitchen
helpers, food and beverage servers, and
cooks.

However, strictly foodservice
operations are not the only segment of
tourism going green. Convention
centres, airlines and hotels have all been
increasingly catering to the consumers’ desire
for travel with less impact on the environment,
says Randy Williams, President and CEO of the Tourism
Industry Association of Canada.

“The travelers’ consciousness about sustainable
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Dijon Barbeque Sauce
Our unique blend of Dijon mustard with a hint of smoke flavour

will offer your customers the taste of France.
Order Code 6965315     2 x 4 L

Southwestern Chipotle Barbeque Sauce
Our true taste of Mexico will enhance your menu, offering the fresh

taste of chipotle and chili peppers with a hint of sweet molasses.
Order Code 6965372     2 x 4 L

Create Excitement 
and Add a Little Kick 
to your Entrées with 

Sysco Imperial Sauces.

South Western Chipotle 
& Dijon Barbeque Sauce

Choose from one of these wonderful, full flavour sauces
which will offer your customers the unique taste of 

Dijon of France or Chipotle Peppers of Mexico.

Sysco Imperial sauces are ready to use, which 
means less labour, less inventory of ingredients and 

a consistent flavour and thickness every time.

Use on chicken breasts, ribs, wings, salmon, 
sandwiches, shrimps, hamburgers or meatballs.

These sauces contain 0 Trans fat and one 28 gram 
serving offers approximately 3.3% of your daily iron 

and 2% of your daily calcium requirements.
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