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Item DescriptionSYSCO Code Pack Size Approx.
Pcs/Case

4807977 Pork Sausage Link, Fully Cooked, Skinless, 20 ct 4.54 kg 200/case
4808620 Pork Sausage Link, Fully Cooked, Skinless, 32 ct 4.54 kg 320/case
5564356 Pork Sausage Link, Fully Cooked, Skin-On, 20 ct 4.54 kg 200/case
4807685 Pork Sausage Link, Fully Cooked, Skin-On, 1.6 oz. 4.54 kg 100/case
4807982 Pork Sausage Patty, Fully Cooked, 1 oz. 4.54 kg 160/case
5564463 Pork Sausage Patty, 2 oz. 4.54 kg 80/case
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Le Chien Chaud Gourmet Hot Dogs in
Calgary, Alberta is just one restaurant that 
has taken the hog dog to a new level.  With
innovative creations that include everything
from a Breakfast Dog topped with cheese,
scrambled eggs and bacon bits, to an exotic
Mediterranean Dog piled high with red pepper
hummus, artichoke hearts, olives and feta
cheese, consumers are sure to find something 
to tempt their taste buds.

“We have 12 different gourmet dogs on our menu and
add a new one every month,” says the owner, Bob Steckle.
“In fact, we’ve recently added a Coney Island Dog with a
meat sauce based on a customer’s suggestion.”

Le Chien Chaud has been operating in the Calgary
Mission District since July 2005 and sells an average of
250 hot dogs a day.  Their customers range from the ages
of 2 to 93 and come from all over the city.  “It’s not just
families.  We get a lot of business clients during the lunch
hour,” says Steckle.  “Half of them stay and eat in the
restaurant, but half take their dog to back to the office.”

Le Chien is not the only restaurant in Canada to get
creative with their hot dogs.  Others, such as Shopsy’s in
Toronto, have also experimented with gourmet dogs by
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By Michelle Ponto

Hot dogs are not just for baseball games 
and family picnics.  A recent trend across 

Canada and the United States has 
the classic wursts appearing on menus 

with a lot more style and gourmet flavours 
than traditional ketchup.  Dressed up with 
chili, corn salsa, and imported mustards,

these dogs are making an impact.



topping them with bacon and melted cheese, and other
innovations.  

But it is not just restaurants who are transforming the
hot dog; manufacturers are also playing a role by
diversifying the flavours and meat content.  While the
classic beef hot dog is still available, chicken and tofu
varieties are popular choices with health conscious
consumers, and gourmet varieties made with smoked
lamb and other meats are making their way onto menus.

300 Years of Popularity

It’s not every food that has a month dedicated to it, but

with July being National Hot Dog month, hot dogs are
one of the exceptions.  Created in the 1690s by German
butcher, Johann Georghehner, hot dogs (or “frankfurters”
as they were called) have been around for over 300 years.
Originating in Germany, immigrants brought the
frankfurter with them when they migrated to the United
States in the 1860s and from then, their popularity grew
to what it is today.  

Nobody is entirely certain how the hot dog got its
name, but it is believed that it was popularized by sports
cartoonist, Tad Dorgan.  At a Giants baseball game in
1902, vendors were selling hot “dachshund sausages.”
Dorgan shortened the name in his cartoon of the event to
“hot dogs” and the rest is history.  The original cartoon is
now said to be owned by the family of US founding
father, Harry M. Stevens.

But Are They Good for You? 
People may joke about what goes into a hot dog, but

they are actually a good source of protein, iron and other
vitamins.  By law, a hot dog can contain up to 3.5% of
non-meat products which usually is some type of milk or
soy to increase the nutritional value.  Plus, there are strict
government rules on exactly what a hot dog can contain.
They can have no more than 10% water and 30% fat or a
combination of 40% fat/water and they must contain at
least 15% of muscle meat .

Turkey or chicken hot dogs have similar guidelines as
their meaty counterparts, but must be made of meat from
a single species, no turkey/chicken combinations.  

Traditionally hot dogs had a bad reputation for being
high in fat and sodium, but manufacturers are now
choosing leaner meats and have lower-salt versions to
meet the demand of the health-conscious consumer. 
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With foods trends coming and going, the hot dog
has not only maintained its popularity, but has
evolved into a North American standard.  Food

connoisseurs may debate as to how to best prepare
the hot dog and which toppings enhance or

overpower the flavour, but one thing is for sure —
the dog is here to stay.
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Andrew Nowell,
National Safety Manager, SYSCO Canada

Suzanne Berryman, R.D.  
Health Care Manager, SYSCO Atlantic 

Public health officials have warned that
a global influenza pandemic is long
overdue.  While there is no way to
predict either exactly when the next
pandemic may occur or the severity 
of the impact, the risk of the H5N1
(bird flu) virus developing into the 
next human pandemic influenza is
immediate and very real.   It is
predicted that the virus will be highly

contagious and spread quickly, leaving
only a 20-30 day window between
emergence and a pandemic, while it
may take 4-5 days for a patient to
become symptomatic.  While about
8,000 Canadians die each year from
seasonal flu, Health Canada estimates
that an influenza pandemic could 
claim as many as 11,000-58,000 lives.  

Disruption to business operations 
is anticipated to be mainly human
resource oriented.  Companies will
need to find a way to operate with
significant staff shortages. Up to 15 to

35% of the workforce may fall ill and
up to 50% of the workforce may be
absent at any one time.  It is anticipated
that during a pandemic, restaurants
would see a significant decline in
business as consumers avoid leaving 
the home, while emergency health 
care facilities will pop up in buildings
lacking food preparation facilities.
There may be an opportunity to use 
the excess capacity in restaurants to
serve the increased demand for
emergency meals.

All aspects of the supply chain 
from suppliers to food distributors 
and restaurants will be affected. All
parties must ensure that they have 
well-prepared and documented
emergency plans to continue essential
business operations.
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healthwise

Pandemic 
Flu Planning

There are many resources available to assist health care providers in planning for a potential pandemic.
Visit Public Health Agency of Canada (www.phac-aspc.gc.ca), World Health Organization

(www.who.int), and Center for Disease Control (www.cdc.gov) for more information.



By Michelle Ponto

Energy costs are on the rise and are expected
to increase over the next few years.  But higher
utility costs have a double toll when it comes to
restaurants.  Not only do they affect operating
costs, but as consumers have less disposable
income, it reduces the amount spent on eating
out.  In fact, according to a survey conducted by
the National Restaurant Association in October
2005, nearly 90% of quickservice and 66% of
fullservice restaurant operators mentioned that
high gas prices and utility costs have already
negatively affected their business.

In the past, the restaurant industry has
traditionally lagged behind others in
implementing energy-efficient innovations as
the focus has been on guaranteeing quality food
and service.  With rising costs now affecting the
bottom line, restaurants are moving energy
efficiency off the back burner, and many are
attempting to reduce their utility costs by
upgrading their equipment or changing their
operating procedures.  As good as these
intentions may be, experts warn that if not
properly maintained, the benefits may only 
be temporary.

One leading energy consulting company
recommends taking a “regular” maintenance
approach rather than a “preventative” approach.
For example, simple procedures such as
scheduling regular refrigerator coil cleaning
could save money over time.  Once the coils get
dirty, the heat doesn’t go anywhere and it takes
more energy to cool the food.  The same theory
holds true when it comes to maintaining air-
conditioning equipment, exhaust-and-supply
fans and cooking thermostats.

Adding Energy Efficiency to the Menu 

However, it’s not all doom and gloom.
Canada’s EnerGuide for Existing Buildings
(EEB) works with a network of partners and
service providers across Canada to provide
information ranging from technical equipment
retrofits to staff training.  Their goal is to help
Canadian businesses and institutions reduce
costs and greenhouse gas (GHG) emissions by
becoming more energy efficient.  Through the
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Energy
Costs



program, there are currently are over 1000 registered
businesses who have not only made commitments that
will contribute to reducing Canada’s GHG emissions, but
who have saved money and energy.  

One Ontario-based franchise owner noticed a reduction
in his restaurant’s energy use within a year of joining the
organization.  His main areas of improvement included
upgrades to lighting, refrigeration, and heating, ventilation
and air conditioning.  The company is still in the process
of upgrading, but once the entire energy plan is
implemented, the restaurant owner hopes to reduce his
annual energy consumption by 20%, saving him over
$150,000 in energy costs a year.

“We’re trying to combat rising costs in the energy
marketplace by reducing our consumption,” says the
restaurant owner.  “We’ve attacked energy use because it
was our highest rising cost.  Energy costs keep going up,
but we can’t keep raising our food prices.”

Fighting Back with Retrofit Solutions

Focusing on retrofit efforts was the best solution for 
this particular restaurant.  After setting clear efficiency
targets and developing an action plan with the help of 
a professional energy consultant, the owner began to
implement the energy-saving measures.  

“The plan helped make sure we did it properly,” says the
owner.  “Instead of me trying to figure out what lights to
use, I could rely on the consultant’s expertise to bring
down the costs.”

One key area of improvement involved retrofitting the
lighting.  Three 60-watt incandescent spotlights at the
front entrance were replaced with 20-watt compact
fluorescent bulbs.  In the kitchen and storage areas, 55
surface-mounted fixtures and a number of other lights
were replaced with T-8 fluorescent bulbs and electronic
ballasts.  Washroom lighting was also replaced with T-8
bulbs.  The total estimated energy-savings is $736 a year.

The restaurant also replaced their hot water heater with
a high-efficiency condensing boiler, saving them $1674 a
year.  One other change was installing energy-saving
digital controls to shut off the fans in public washrooms
and other areas when the restaurant was not serving
patrons.  This small change reduced the number of hours
the fans were running by six hours a day, saving the
restaurant $101 a year.  

The restaurant’s next phase of improvement will involve

replacing equipment as it ends its life cycle.  Instead of
only looking at price, the restaurant owner is planning to
add energy-efficiency into the decision by choosing such
items as high-efficiency fryers and refrigeration units with
air-cooling systems rather than liquid cooling as they use
less energy.   

With small steps for improvement and a committed
plan, restaurants can fight back against rising utility costs,
without having to increase prices or reduce quality.   “In
some cases, it’s (the savings) not a lot of money, but small
changes add up,” says the franchise owner.
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1) Look for the Energy Star Label when
purchasing new equipment.

2) Choose a kitchen exhaust system
that automatically varies the fan
speed so it doesn’t run at full 
speed all day.

3) Use inexpensive, decorative
fluorescent lights wherever possible.

4) Ensure air-conditioning and heating
units aren’t operating at the same
time and use a programmable
thermostat to set back the
temperature at night.

5) Install low water dishwashers and
toilet fixtures.

Five 
Quick 
Energy 
Saving Tips:
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Concentrated
Beverages

With all the challenges facing operators today, ease of doing business 
is critical to your success.  Labour issues, food safety and contamination 
concerns, and the need to increase your profitability can be staggering. 

Choose the beverage program that will exceed your expectations!  

units are bringing new service options to patios, golf courses 
and hotel lobbies that serve continental breakfasts.

Many operations require more than one type of beverage service.
For example, a hotel requires several types of beverage solutions
for its various outlets, including a premium line for its full-service
restaurant, a bag-in-a-box program for its bar, liquid coffee 
concentrates for its banquet facilities, and a ready-to-serve
machine for its conference rooms. 

Food safety is a key priority, and is built into many beverage
systems. Some offer tamper-proof containers or dispensers that 
lock from the inside. One dispensing system requires no spout
cleaning because each new jug comes with its own spout,
ensuring that the spout is changed frequently. 

There is also a vast array of beverage products to choose from.
Juice and drink concentrates have developed into many varieties 
of flavours and qualities to fit not only the restaurant and hotel
industry, but healthcare, institutional, and many other 
market segments. 

Brand name products can provide added value in several
settings. For restaurant customers, the brand name 

is an assurance of the same quality they’ve 
come to know in a retail environment. 

In a healthcare or institutional setting, 
juice concentrates provide excellent 

nutrition and flavour. The concentrated 
format reduces product and storage costs, 

cuts waste and requires less labour to store,
dispense and serve, without affecting quality.

For core beverage programs in all areas of
foodservice, SYSCO provides one-stop 
shopping and expert service. Let your SYSCO
representative assist you in creating the beverage
solution that meets your needs and increases 
your profitability.

With contributions from 
Vitality Foodservice Canada Inc.

Concentrated beverages have come a long way since the initial
hand-mix programs that were focused on cost sensitivity and 
were not always the highest quality. The introduction of innovative
dispensers that hook into water lines and serve from two to twelve
different products revolutionized beverage service. Concentrate 
and water are mixed by the dispenser, eliminating prep-time 
and mixing errors.

These new systems are far less labour-intensive, and help increase
profitability by speeding up service, reducing product waste and
ensuring consistency. For example, a bag-in-a-box juice or
carbonated drink program saves time and space by packaging 
as many as 14 cases of cans into a single bag-in-a-box. 
It’s mixed and dispensed at the touch of a button, and is 
easier and more cost-effective to store, and much easier for 

staff to stock and pour.

New advances now offer portable dispensing
solutions to serve beverages in places 
where no water lines are available. 
These ready-to-serve beverage



Canadians are
known for their love

of the great outdoors, so
it’s no surprise that during

the summer months, they flock
to sidewalk and rooftop patios for

drinks, meals or coffee. Many places 
in Canada have a relatively short warm

season, and customers like to make the most
of it: every spring, newspapers publish lists of

the city’s best patios, and restaurant windows sport
banners announcing “patio now open.”

Sidewalk patios provide much of Canada’s outdoor
dining space, but back gardens and decks are also popular
options. In Ottawa, some of the restaurants housed in
older buildings near the ByWard Market have access to a
hidden cobblestone courtyard that, on a warm evening, is
like entering another world. While Yorkville’s sidewalk
cafes provide some prime people-watching in Toronto,
one of Yorkville’s rooftops has long been one of the city’s
favourite patios, just two flights up from the bustling street
scene. In Vancouver, customers can enjoy spectacular views
from the decks and boardwalk patios of Granville Island. 

For foodservice operators, patios have the obvious 
plus of expanding your floor space. They also provide an
opportunity to make the most of a great view or a location
that boasts either the excitement of urban hum, or an
escape from it. And filling those extra seats shouldn’t be 
a problem: a good patio can bring in more customers.

“It’s a huge draw,” says SIR Corp.’s Christine Dais of 
the company’s patio locations in downtown Toronto. 
SIR Corp.’s properties include some of the biggest patios
in the area, including Brasserie Frisco and Alice Fazooli’s
downtown locations, and a new Jack Astor’s on 
Front Street.
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By Patricia Nicholson



“We definitely see a huge increase in business with our
patios,” she says. “It’s the summer in Toronto: everyone
loves sitting outside and people watching.”

Brasserie Frisco began using its outdoor space early this
year, because the mild weather in mid-April prompted
customers to ask for seating on the sunny patio. The space
was ready for use because it had been planned well in
advance. Throwing some tables and chairs onto the
sidewalk in front of your window won’t make a successful
patio. Think about service, ambience and customer
comfort when putting together an outdoor seating area.

Most sidewalk space is governed by municipalities, so
rules regarding times of operation, noise, pedestrian and
wheelchair access, smoking and serving alcohol vary from
town to town. Application processes, fees and deadlines
will also differ from place to place.

You’ll need to make sure your guests can get the same
great service outside as they get inside. Dais says a priority
for SIR Corp. outdoor spaces is to ensure there are service
stations on the patios. A well-equipped patio means
servers have quick access to water and drink refills, and
basics are easily accessible without the outdoor servers
having to walk through the restaurant. It also means
guests are not left waiting longer than usual. 

Guests should also be comfortable. Wanting a table
outside doesn’t mean wanting to sit in the blazing sun.
Umbrellas and retractable canopies provide shade and

shelter from rain. Patio heaters can extend the outdoor
season. 

Alice Fazooli’s on Adelaide Street in Toronto has a
special misting system to keep guests comfortable on the
garden patio at the back of the restaurant. A fine mist is
released to keep the atmosphere dewy and cool.

“It’s quite nice, actually. It’s very unassuming, you don’t
feel like there’s water, it’s just refreshing,” Dais says of the
misting system. “I really haven’t seen any other restaurants
with that.”

SIR Corp. also pays close attention to landscaping and
design for its patios, hiring specialists to make sure that
the flowers and landscaping on their patios don’t look
those at all the other restaurants in the area. 

“We go to great lengths to make sure of that,” Dais says.
The process begins about three months in advance, with
drawings and samples and finally the finished product.

Looking after a few details can put the finishing touches
on the ambience. Dais says items like patio uniforms 
for staff can be important, and music is a vital part of
patio ambience.

Once you’ve got a comfortable, inviting space set up,
the warm weather should do the rest. Many Canadians
like to squeeze all they can out of the warm season, and
patios often remain busy long past Labour Day.
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Once you’ve got
a comfortable,

inviting space set
up, the warm

weather should
do the rest.

Providing the ideal al fresco environment 



Susan Newman, Co-Owner
Jason Harbo, Chef

Lighthouse Bistro, Nanaimo, BC
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“Our unique spot
truly sets us apart

from other
restaurants”

Susan Newman, Co-Owner

Lighthouse Bistro

By Sarah Phillips

It’s a great find to walk down to the seawall from downtown
Nanaimo and come across the Lighthouse Bistro. Situated on
pylons, the lighthouse shaped building stands over the Nanaimo
harbour and holds the offices of local float plane operators as well
as this excellent bistro and pub. If one is looking for a west coast
dining experience, this is the place to be.

“Location plays a significant role in our business,” says Susan
Newman, one of the current owners who manages the restaurant.
“We cater mainly to tourists using the float plane services. Our
unique spot truly sets us apart from other restaurants”. 

The Lighthouse Bistro offers fine food and fine service
specializing in seafood and has been a SYSCO customer since they
opened their doors in 1980. Chef Jason Harbo manages the kitchen
which services both the pub and the bistro. During peak season in
the summer, the restaurant employs 40-50 people to run the 20 
seat pub and the 85 seat bistro.

The main theme of the menu is West Coast seafood. The menu
changes seasonally and daily specials always include local seafood.
Some favourite dishes are herbed halibut, bistro baked garlic and
wild mushroom and lobster ravioli.

The restaurant itself wraps around half of the building and allows
almost every table a seaside dining experience. The bistro has a
really romantic mood in the evening. Most tables have their own
window over the harbour for intimate dining. The exposed beam
high ceiling provides a nice frame to the nearly floor to ceiling
windows. The glass table tops on crisp white table cloths reflect 
the water just outside.

The bistro is open for lunch and dinner everyday. They also serve
Sunday brunch which includes a huge seafood offering. The pub,
open later on weekends, has a more casual west coast flair and
boasts great views from its location upstairs from the bistro.

Chef Jason has been with Lighthouse Bistro for the past two years
and has enjoyed using his creative flair to introduce new seafood
dishes each season. Having worked at many fine establishments 
in BC in the Queen Charlotte Islands, Tofino, Victoria as well as
Nanaimo, he can truly say his specialty is west coast food. “I have 
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Barry Roscoe, SYSCO Marketing Associate,
Susan Newman, Co-owner and Chef Jason Harbo
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Bistro Baked Garlic

Serves 6
CRANBERRY AND APPLE CHUTNEY

INGREDIENTS METRIC IMPERIAL
Apples (frozen, sliced) 500 g 1 lb
Sun-dried cranberries 50 g 2 oz
Raisins 50 g 2 oz
White vinegar 75 mL 3 oz
White wine 75 mL 3 oz
Turmeric 5 mL 1 tsp
Fresh rosemary, chopped 10 mL 2 tsp
Salt & pepper to taste

Preparation· Combine all ingredients and simmer for 15 minutes.

BISTRO BAKED GARLIC

INGREDIENTS METRIC IMPERIAL
Whole Chinese garlic bulbs 12 12
Olive oil 30 mL 2 Tbsp
Salt & pepper 5 mL 1 tsp
Brie Cheese 240 g (18 slices)10 oz (18 slices)
Herb flat bread 3 – 75 g ea. 3 – 3 oz ea. 

(18 wedges) (18 wedges)

Preparation· Slice tops of garlic bulbs. Season with salt, pepper and olive oil.

· Bake 15 minutes covered and 5 minutes uncovered until golden
brown.

Presentation per serving
Tossed mixed greens as garnish
2 garlic bulbs 
4 oz (100 mL) of chutney
3 wedges of herb flat bread
3 slices of brie cheese

a passion for cooking and fine food. I get a lot of
satisfaction from watching other people enjoy my
cooking. It’s a great creative outlet”, says Jason. “I enjoy
coming up with new dishes for our menu. I like cooking
with fresh local seafood and exploring more 
with pairing wine with food”.

A member of the BC Restaurant Food Association. 
Jason looks after all the day to day operations such as
scheduling, inventory, purchasing and training. “I have
been dealing with SYSCO for a long time and feel lucky to
work with Barry, our SYSCO MA. He has provided us with
a lot of advice and options like Fry-On. He always shows
us new products that could help us increase efficiency and
gives us lots of alternatives we might not have considered
or even known about”.

We want to avoid re-inventing the wheel,”says Jason, a
detail-oriented chef. “If there is a more efficient way to get
the same results or better, I want to know about it”. Susan
and Jason have made use of the test kitchen and North
Douglas SYSCO’s chef consulting services. “The product
specialists are a great resource too. We have had two
business reviews and it has been very beneficial for us to
learn about how North Douglas SYSCO operates. It helps
our partnership to understand how each other operates,”
says Jason.

Future plans include extensive renovations for the pub
and later on, an upgrade to the patio. The changes to the
pub will be mainly in décor but it will give it a refreshed
feeling. The renovations to the Lighthouse Bistro mirror
the current revitalization project that downtown Nanaimo
is undergoing. Susan and Jason like to keep up with
current trends and by working with SYSCO, they can 
stay on top of their business.



Alvin Gillis, Executive Chef and 
Director of Food and Beverage

Vancouver Aquarium, Vancouver, BC
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“The Vancouver
Aquarium is 

one of the most
spectacular venues 

in Vancouver”

Alvin Gillis, Executive Chef and 
Director of Food and Beverage

Vancouver Aquarium

It’s hard to find more novel party companions than a pod of 
beluga whales, or a more dramatic dinner setting than an underwater
boardroom. But arranging such events is all in a day’s work for the
Catering and Events department at the Vancouver Aquarium.

“The Vancouver Aquarium is one of the most spectacular venues in
Vancouver,” says Alvin Gillis, Executive Chef and Director of Food and
Beverage. “The backdrop of 70,000 aquatic species sets us apart from any
of our hospitality partners.”

The aquarium, which is located in historic Stanley Park, celebrates its
50th anniversary this year. The facility is internationally recognized for 
its excellence in marine science and innovative displays, and has been
named one of Canada’s best-loved attractions. It has also built a name
for itself in event catering.

The Food and Beverage department’s responsibilities include the
Upstream Café, which serves health-conscious meals to aquarium
visitors. However, the department’s main focus is catering custom 
events that range from breakfast for 30, to receptions for more than
1,800 guests.

Events include corporate functions, weddings, and parties and
functions for private clients and tour companies. The Culinary Team
includes 15 full-time and up to 13 part-time staff. The venue can
accommodate up to 400 people for plated dinners, and as many as 
1,800 for receptions.

“We offer creative theme stations, appetizers, buffet and plated
dinners—all with a truly Pacific West Coast flavour, making use of local
supplies driven by the changing seasons,” Gillis says. 

Favourites include Grilled Wild Chinook Salmon Fillet, served on a
crab and pea risotto cake with asparagus, lime butter sauce and basil 
oil; and Roasted Lamb Rack, served with artichoke rosti, eggplant relish,
chili oil and tsatziki (see recipe to the right).

On top of the innovative menu, the facility can also arrange special
extras ranging from flowers or music to a live dolphin show.

“Aquarium Catering & Events has become a very recognized name in
the local marketplace for excellence in quality food, service and venue,”
Gillis says. Special occasions such as the aquarium’s Halloween
Masquerade and the Aquatica New Years event have garnered national
event award nominations.



Lamb
INGREDIENTS METRIC IMPERIAL
Lamb racks 1 Kg 2 lbs
Demi-glaze 160 g 6 oz

Clean lamb.  Trim off any excess fat and sinew.  
Scrape excess meat and fat off bones until they look clean.
Divide racks so that you have 8 portions in total.
Season and place in a pan or on a bar grill (a barbeque works well), 
and cook in oven until medium rare.  This should take approximately 
12 - 15 minutes in the oven.
Let cooked lamb racks rest for 10 minutes.
Warm Demi-glaze.

Artichoke Rosti
INGREDIENTS METRIC IMPERIAL
Tinned artichokes – in brine, not oil 150 g 6 oz
Red potatoes 400 g 16 oz

Peel and steam potatoes for 10 minutes.
Allow to cool for 10 minutes only (any longer will make the potato turn
brown) and grate.
Drain artichokes and dry out in a medium heat oven for 15 minutes.
Break up artichokes and add to potatoes.
Season and mix until all incorporated.
Press into a medium biscuit cutter to get the nice round shape.
Pan fry both sides of rosti until golden brown.
Place in a hot oven until potatoes are cooked 
(takes approximately 15 – 20 minutes).
Keep warm.

Relish
INGREDIENTS METRIC IMPERIAL
Eggplant 160 g 6 oz
Onion 120 g 4 oz
Garlic cloves 2 2
Olive Oil 20 g 1 oz

Roasted 
Lamb Rack

Served with
Artichoke Rosti,

Eggplant Relish, Chili
Oil and Tsatziki

If you’re going to serve food at one of the world’s most
respected aquariums, it makes sense that the seafood on the
menu must be consistent with -- and even help promote -- the
facility’s commitment to conservation. In January 2005, the
Aquarium Catering and Events department launched Ocean
Wise, a program dedicated to making environmentally
responsible seafood choices easy for consumers and 
restaurants alike. 

“Environmental issues concerning seafood are extensive,
and include overfishing, bycatch and habitat degradation,”
Gillis says. “The Ocean Wise program currently has 28 of
Vancouver’s top restaurants and Chefs involved with the
program offering sustainable seafood choices to their guests.”

The program launched its first Dining Guide on Earth Day
2005. Participating restaurants commit to removing a menu
item from an unsustainable seafood source every six months,
and promote menu choices from sustainable seafood sources
by using the Ocean Wise logo. Sustainable sources include
abundant species that can tolerate fishing pressures, and those

that are harvested using methods that help prevent bycatch 
and limit habitat destruction.

Gillis has been working with SYSCO throughout his career,
and says the product quality, pricing and performance are 
what have kept him coming back for 20 years.

“SYSCO has provided me with quality in food and service
unmatched by any other supplier,” he says. “Today, chefs are
businessmen and women who require as much care and
concern about their product as they do the pricing and cost.”

Gillis has used SYSCO’s online service to keep an eye on
pricing and new products, and says he values the recent
changes to the website.

“It now provides a broader view of products and
information to help Chefs and purchasing agents to better
source product, product origin and availability,” he says.

“SYSCO has also offered a variety of courses such as Food
Costing, Menu Planning and Frontline Service, made available
to all customers. Wow! Something for free with back-up
support. After 20 years and this type of service, why change?”

Ground cumin 1 mL ¼ tsp
Ground coriander 1 mL ¼ tsp
Ground cardammon 1 mL ¼ tsp
Tomato puree 40 g 2 oz
Fresh cilantro 8 g ¼ oz

Cut eggplant into small 1cm cubes.
Finely chop the onion and garlic.
Heat the oil in a heavy fry pan and add the eggplant, onion, garlic and
spices.
Stir constantly over heat for 5 minutes.
Turn down and allow to cook until eggplant becomes soft.
Add puree and cook for another 10 minutes.
Season with salt and pepper and stir through roughly chopped cilantro.
Keep warm.

Chili Oil
Large red chili 1 1
Canola oil 50 mL ¼ cup

Place oil and chili into a small pot, bring to a simmer (do not boil) 
and cook for 15 minutes.
Allow to cool.
Place into a bar blender, and pulse for 5 seconds and then strain through
cheese cloth.

Tzaziki
Greek yoghurt 120 g 4 oz
Cucumber 170 g 6 oz
Fresh dill, finely chopped 2.5 g ½ tsp
Garlic clove, finely chopped ½ ½
Olive oil 3 mL ¾ tsp
Pinch of ground cumin
Pinch of ground coriander

Peel cucumber and finely grate. 
Place in a thin tea towel (or cheese cloth), place in a sieve over a bowl 
and leave for ½ an hour.
Warm spices in a pan, and add to yoghurt.
Squeeze out excess liquid from cucumber and add pulp to yoghurt.
Add rest of ingredients, season, and place in fridge.

To Assemble
Place hot rosti in middle of a warm plate.
Place a large spoonful of warm relish on top.
Drizzle demi-glaze around the outside of rosti, then drizzle tzaziki and a 
little of the chili oil.
Place the lamb over rosti and garnish.



By Mary Gordon

Energy, mental stamina, improved concentration, boosted metabolism, enhanced
performance. These may sound like the effects of a spa treatment, but they’re actually
some of the benefits touted by energy drinks: lightly carbonated, heavily caffeinated 
soft drinks that are often laced with herbal ingredients. 

These pick-me-ups provide more potent fuel than coffee, but they have one other
benefit: they’re also fuelling a major trend in beverages. 

Although they are newcomers to the Canadian beverage market, energy drinks have
actually been around for nearly 20 years. The original energy drink was launched in
Austria in 1987, based on an Asian recipe. Its creator had been traveling in Thailand,
where he had discovered a revitalizing drink that was said to be popular with rickshaw
drivers. That drink was launched in the U.S. in 1997 and in Canada in 2004.

The first entries in the energy drink category came from small companies that
marketed aggressively to young, hip consumers. Despite a relatively small demographic,
they became successful enough to engender a whole beverage class. Most, if not all,
major beverage companies have launched an energy drink brand, and it remains a
market in which small, scrappy companies can make an impact. A couple of brands 
have been launched or endorsed by hip-hop artists. Some of the smaller brands are local,
and are not widely distributed.
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Energizing

New drink category 
is enjoying energetic growth

the
Beverage

Industry



Young consumers—mostly under 30—are the key demographic.
Despite the popularity of these drinks, people outside of the young target
market for these products may remain relatively unaware of them. You
won’t see energy drinks advertised on mainstream television. Rather than
using broad advertising, energy drink companies are more likely to
promote their brands by sponsoring events such as concerts and extreme
sports competitions, or by tie-ins with products related to activities like
snowboarding and gaming.

Some estimates indicate that the energy drink category now has more
than a thousand brands, at least a dozen of which are widely available 
in Canada. They are now popular in many bars and clubs, and have
spawned popular cocktails, often mixed with vodka (see health
information, to the right).

They have also spawned healthy growth. According to Zenith
International’s industry report, energy drinks enjoyed global growth of
18% in 2004. Asia still accounts for almost 60% of sales, but North
America is now the second largest sector for energy drinks, with 15% of
the market, and an impressive growth trend. Macleans magazine recently
reported that energy drinks had become the fastest-growing beverage
category in the U.S., surpassing bottled water. 

Zenith suggests North American growth will continue, and that energy
drinks will encroach into other beverage sectors. So expect to see
customers asking for one of these products instead of iced tea, carbonated
soft drinks or even smoothies as this category continues to energize
beverage markets.
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“... a revitalizing
drink that was said
to be popular with
rickshaw drivers...”

Energized
What’s so energizing about energy drinks? 
Key “functional” ingredients in many brands include:

Caffeine – everyone’s favourite boost (but with fizz and lots and lots of sugar)
gets extra oomph in combination with other ingredients.

Guarana – a South American bean similar to coffee, with similar stimulant effects

B vitamins – essential for breaking down carbohydrates into glucose, which
provides the body with (you guessed it) energy

Taurine – an amino acid that plays a role in the absorption of fat and fat-soluble
vitamins. Intense physical activity can deplete the body’s taurine levels.

Glucuronolactone – a carbohydrate thought to help remove toxins from the
body.

Many brands also contain herbal ingredients such as ginseng (often used to boost
vitality) and gingko biloba (thought to enhance memory and alertness). 

Energy and Health
Energy drinks are a growing market, 
but they do come with a few cautions,
including concerns about high caffeine
content. Because of their functional
ingredients, they are not recommended
for children, or for women who are
pregnant or breastfeeding. They have
become a popular mixer for vodka, but
be aware that Health Canada advises
against combining them with alcohol. 
In the wake of reports of four cases 
of adverse reactions to a popular
product, Health Canada issued the
following advice:

- limit consumption (the leading
brand’s label recommends a
maximum of 500ml per day)

- don’t mix with alcohol

- don’t confuse energy drinks with
sports drinks, which rehydrate the
body (energy drinks don’t)

- report any adverse effects, such as
electrolyte disturbances, nausea and
vomiting, or heart irregularities
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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

Improving customer service is a
subject that is a lot easier to talk about
than to implement.  The key to success
is to change the company culture and
this has to be a deliberate process
involving three steps: 

1)  Establish a plan to exceed
customer expectations 

2)  Make the plan part of your
company culture  

3)  Get your employees to 
implement the plan

It’s not as difficult as it may seem.
Let’s take a look at how to establish a
customer service improvement plan.
This is best done in small increments
on a continuous basis.  We have only to
exceed the customer’s expectations by a
small amount.  If we are successful, we
please the customer and the employee.
Take a look at the following examples
of customer expectations and how to
exceed them – just a little.

Adding two or three “small”
improvements each month while
hanging on to all of the previous ones
will bring about a customer service
renaissance.

To make the plan part of your
company culture, take a lesson from a
premier customer service retailer.  The
company philosophy is, that it is easier
to hire NICE than train to be NICE.
People of average intelligence can learn
job skills easily.  Use the hiring process
to screen for NICE people.  It was a
company policy never to criticize an
employee for doing too much for a
customer.  We can all adopt that
concept.  Getting employees to work
the plan is a matter of communication.

There is a process called “task
analysis” that professional trainers use

to break down jobs into simple steps.  The task of Serving Customers can be
broken down into sub-tasks such as greeting the customer, taking the order,
serving the food etc.  Each sub-task is then broken down into steps.  The key is to
state each step in behavioral terms that are measurable or observable as in the
following example:

Sub-Task Steps

1.1 Greet customers 1.1.1. Smile at the customers.
1.1.2. Look directly at the customers.
1.1.3. Say “Good morning” or “Good afternoon” 

or Good evening”.
1.1.4. Tell the customers your first name.
1.1.5. Ask if the customers wish to see a menu.
1.1.6. Pass the menus to the customers face up.
1.1.7. Tell the customers you’ll be back to take 

their orders in a few minutes.

This level of detail is necessary so that the NICE people you hire cover all of the
bases for your standard of service.  All of the steps are observable.  In the training
process it is very easy to work on the performance of any deficient steps.
Upgrades in the standards of service are preceded by upgrades in the task analysis.
The time investment required to develop good job documentation will pay
dividends over the life of your business! 

Remember that it took a long time for your employees to develop the habits
you are trying to change.  It is going to take a while to transform them.  A
deliberate plan with small progressive steps and clear communication will work.

Creating the 
Customer Service Culture

Customer Expectation Customer Expectation Exceeded

Fresh bread Fresh WARM bread
Courteous greeting Courteous greeting BY NAME
Plenty of napkins with BBQ ribs HOT TOWELS with BBQ ribs
A comfortable place to wait for a table Complimentary wine or appetizer while waiting



Brighten up your

summer menu and 

offer your customers

something new.  Try the

Cherry Tiramisu, Spinach

Salad with Cherries, The

Very California Avocado

Egg Roll or Pork

Tenderloin Sandwich

with Trio of Peppers.

These colourful recipes 

will delight.
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CherryTiramisu
Recipe courtesy of the National Cherry Foundation

Serves 6

INGREDIENTS METRIC IMPERIAL

Ricotta cheese 250 mL 1 cup

Confectioners’ sugar 250 mL 1 cup

Sour cream 50 mL 1/4 cup

Coffee liqueur 50 mL 1/4 cup

Shortbread cookie crumbs 375 mL 1 1/2 cups

Cherry filling 600 mL 20 oz

Chocolate, grated, if desired

Mint leaves, fresh, if desired 

METHOD 
• Combine ricotta cheese, confectioners’ sugar, sour cream and coffee

liqueur in a large mixing bowl; mix well and set aside.

• In the container of an electric blender or food processor, process
cookies, in small batches, until finely crushed.

• Remove 6 cherries from cherry filling; reserve for garnish.

• To assemble dessert, spoon 2 tablespoons of ricotta cheese mixture 
into each of six (8 ounce) parfait glasses.  Add 2 tablespoons of cookie
crumbs to each glass; top each with 2 tablespoons of cherry filling.
Repeat ricotta, crumb and cherry layers.  Finish each serving with an
equal portion of the remaining ricotta cheese mixture.

• Garnish with reserved cherries, grated chocolate and mint leaves, if
desired.  Let chill 2 to 3 hours before serving.
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SpinachSalad withCherries
Recipe courtesy of the National Cherry Foundation

Serves 4

INGREDIENTS METRIC IMPERIAL

Dressing

Olive oil 50 mL 1/4 cup

Red wine vinegar 50 mL 1/4 cup

Honey 10 mL 2 tsp

Black pepper .5 mL 1/8 tsp

Salad

Spinach leaves torn, stems removed 1.2 L 5 cups

Pineapple wedges, bite size 250 mL 1 cup

Dried tart cherries 125 mL 1/2 cup

Red onion, thinly sliced 125 mL 1/2 cup

Feta cheese crumbled, if desired

METHOD 
• For the dressing, combine oil, vinegar, honey and pepper in a medium

bowl; mix well

• For the salad, combine spinach, pineapple, cherries and onion in a large
salad bowl.  Spoon dressing over spinach mixture and mix together.
Serve topped with feta cheese, if desired.
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THE VERY CALIFORNIA 

AvocadoEggRoll
Recipe courtesy of the California Avocado Commission

Serves 24

INGREDIENTS METRIC IMPERIAL

Red onion, chopped 680 g 1 1/2 lbs
Vegetable oil 45 mL 3 Tbsp
Garlic, finely chopped 45 mL 3 Tbsp
Lime Juice 300 mL 1 1/4 cups
Dried tomato packed in oil, chopped 150 g 6 oz
Fresh cilantro, chopped 100 mL 1/3 cup
SYSCO Imperial/McCormick ground cumin 23 mL 1 1/2 Tbsp
Salt 23 mL 1 1/2 Tbsp
Avocados, cut into 1/2 inch cubes 12 (about 3 kg)12 (about 6 lbs)
Egg roll wrappers, 6 inch 24 24

METHOD 
• Sauté onion in oil until soft, about 5 minutes. Stir in garlic; cook for 

1 minute. Remove from heat; stir in lime juice, tomato, cilantro, cumin 
and salt; fold in avocado. Cool to room temperature.

• For each roll, lay an egg roll wrapper on a work surface with corner at
top. Put 1/2 cup cooled filling in a line from left to right on the centre of
the egg roll wrapper, leaving a 1" border on each side. Pull top corner
over filling; fold in sides. Roll once toward bottom corner. Moisten
remaining corner with water; press firm to roll. Reserve on a lightly
floured sheet pan, sealed side down. Cover and refrigerate until you 
are ready to serve.

Note: Egg rolls may be prepared to this point a few hours before service.

• For each serving: Deep-fry 2 egg rolls at 375ºF. until golden brown,
about 3 minutes. Cut on a diagonal and serve immediately.
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PorkTenderloinSandwich
WITH TRIO OF PEPPERS

Recipe courtesy of the National Pork Producers Council
Serves 24

INGREDIENTS METRIC IMPERIAL

Pork tenderloins, whole 8 8
Olive oil, divided 120 mL 8 Tbsp
Dried tomatoes in olive oil, drained 375 mL 1 ½ cups
Dijon mustard 60 mL 4 Tbsp
Honey 60 mL 4 Tbsp
Black olives, chopped 125 mL ½ cup
Fresh tarragon 30 mL 2 Tbsp
Thyme 30 mL 2 Tbsp
Fresh chives, chopped 30 mL 2 Tbsp
Black peppercorns, crushed 60 mL 4 Tbsp
Large sweet onions, thinly sliced 2 2
Red, green and yellow peppers, thinly sliced 2 each 2 each
Mayonnaise 500 mL 2 cups
Avocados peeled, pitted and cut into chunks 2 2
Lemon juice 30 mL 2 Tbsp
Sourdough French bread sliced into 6 slices 4 loaves 4 loaves
Boston lettuce heads 4 4
Blue cheese, crumbled 250 mL 1 cup

METHOD 
• Rub tenderloins with half the olive oil and place in roasting pan. Combine dried

tomatoes, mustard and honey in food processor. Process until smooth. Stir in
olives and herbs. Spread mixture over tenderloins and sprinkle with peppercorns,
pressing them into pork. Roast at 450°F for about 15 minutes. (Pork should be
pink and not dry.) Let rest for 10 minutes before slicing into 36, ¼ inch-thick slices.

• Sauté onion and bell peppers in remaining olive oil until crisp-tender. Keep warm.

• Combine mayonnaise, avocado and lemon juice in blender. Blend until smooth.

• To assemble, spread bread with mayonnaise mixture. Layer with lettuce; warm
onion, pepper slices; and pork, then top with cheese.
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By Patricia Nicholson

Taking a spirited approach to
cooking means going behind the bar
for flavour enhancers and new ways 
to bring meals to life. A splash of
vodka, gin or liqueur can add a new
dimension to salads, meat dishes,
pasta sauces and desserts.

“Think of it as a spice or a
condiment,” says Michael Fagan,
manager of the LCBO’s Knowledge
Resources Group. 

Different spirits enhance different
types of foods, he explains. For
example, white spirits such as vodka
and gin work very well with anything
tomato-based, Fagan says. Heavier
spirits such as scotch or Canadian
whiskies bring new elements to more
robust foods such as stews, and
brandy or cognac makes a nice
addition to sauces for steaks. 

Bourbon or Canadian whisky works
well in marinades and basting sauces
for dishes such as ribs. 

“They go nicely with the molasses
and the sugars and everything else
that you’d throw into those sauces,”
Fagan explains. “They also help as a
bit of a tenderizer.”

Using spirits with flavours
traditionally associated with the 
main dish is another way to add new
dimensions. Fagan suggests using
calvados in pork recipes.

“Picking up on the apple flavour is kind of fun,” he says. 

Introducing spirits into a recipe can be as simple as deglazing a pan. Fagan
suggests using gin or vodka this way with pan-fried shrimp cooked with butter
and lemon. Gin or vodka can also liven up a simple tomato or meat sauce 
for pasta. 

Another unexpected place where spirits can make an exciting change is in
salad dressings. Substituting vodka, gin, scotch or rum for the vinegar in 
a traditional vinaigrette, and toying with different spices and seasonings, is a
fun way to up the voltage on a simple salad. 

“It’s a use for spirits that many people don’t think about,” Fagan says. “I
find using spirits in dressings also helps make salad -- as a course -- more
wine-friendly, because the vinegar in a dressing can often be a challenge for
pairing wines. Using a spirit can make that an easier pairing.”

Liqueurs can play a major role in desserts, for both flavour and presentation.
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Bourbon or Canadian whisky works well in marinades 
and basting sauces for dishes such as ribs. 

A Spirited
Approach

Cooking with distilled spirits



Fagan says crepes are making a comeback, complete with
flambé drama.

“That’s part of the fun of cooking with spirits,” Fagan
says. “You just want to be careful that you know what
you’re doing.”

Try kirsch or Grand Marnier or even different types of
schnapps, depending on the kind of fruit your crepes
incorporate.

To make the most of spirits in the kitchen, Fagan
recommends experimenting.

“That’s how I started playing around with cooking 
with spirits,” he says. “One of my favourite things was 
just sautéing mushrooms to go with a steak dinner, and
then adding a splash of Benedictine, or Benedictine and
brandy, to the butter and mushrooms as they were
cooking. That herbaceous character really added a 
unique flavour.”

Fagan has recommended some ideas for salads,
sauces and crepes to get you started. Try a few of these
suggestions, and then try some spirited combinations 
of your own.
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Crepes Flambe
Scotch
Sauté 1 sliced apple in 3 oz butter and 3 oz sugar with ¼
tsp. cinnamon. Flame with 2 oz scotch.  Add crêpes, fold in
sauce and dust with icing sugar.

Spiced Rum
Sauté 2 halved bananas in 3 oz butter and 3 oz dark sugar.
Flame with 2 oz spiced rum.  Wrap bananas in crêpes and
cover with sauce.

Coffee
Cream 5 oz butter and 5 oz sugar with 1 oz strong coffee.
Spread butter on crêpes.  Sprinkle with 1 oz grated
chocolate.  Fold in half again.  Warm in pan with coffee.
Flame with 1 ½ oz of coffee liqueur and 1 ½ oz brandy.

A distilled beverage is a popular liquid meant for consumption, which contains ethyl alcohol 
purified by distillation from a fermented substance such as fruit, vegetables or grains.  

Spirits refers to distilled beverages containing at least 35% alcohol by volume.

Spirited Salads
Substitute spirits for the vinegar in this classic vinaigrette:
1 oz vinegar
3 oz oil
1/8 tsp salt
1/8 tsp pepper

Orange
Using orange flavoured liqueur instead of vinegar, add the
zest and juice of ½ an orange, along with minced shallots,
chives and sesame oil.

Gin
Using gin instead of vinegar, add lemon juice, roasted
peppers, minced roasted garlic, walnut oil and toasted
pecans.

Sambuca
Using sambuca instead of vinegar, add Dijon mustard,
orange zest and juice, cardamom seeds, celery seeds and
green onion.

Spirited Sauces for Chicken
Canadian Whisky
Roast and grind 1 oz peanuts. 
Sauté 2 shallots, 1 clove garlic, ¼ tsp ginger, ½ a minced
red pepper and ½ a minced green pepper.
Add 2 oz rye, peanut sauce, Soya to taste and 2 oz chicken
stock to thin. Serve sprinkled with sesame seeds and green
onion.

Sambuca
Sauté ½ an onion and ½ bulb fennel. Add 8 sliced
mushrooms. Flambe with 2 oz sambuca. Add 6 oz cream,
and chives to taste.

Vodka
Flame a diced red onion with 2 oz vodka. Cool.
Add ½ cup diced fresh pineapple, 2 tbsp chopped fresh
cilantro, 1 diced mango, ¼ red pepper (diced) and basil to
taste.

Recipes courtesy of the L.C.B.O.





If you’ve seen people walking down
the street lately slurping brightly coloured
frosted juice beverages or savouring cold
and creamy frozen coffee drinks, you are
not alone.  These tasty treats have become
a hot trend - transforming your typical
daily beverages, and giving a new attitude
to traditional coffee and juice.

Frozen juice beverages, also known as
“smoothies,” are a colourful, appealing
combination of fruit and finely crushed
ice, while frozen coffee beverages are a
refreshingly chilly twist on the café latte
or mocha.

While frozen blended coffees have been delighting European taste buds for centuries,
the past decade has seen their popularity in North America surge. Coffeehouses across
the continent have brought the coffee “frappé” into the mainstream.

And there doesn’t appear to be any decline in the demand in sight. In fact, in 2005
servings of frozen or slushy beverages in coffeehouses were up 24% over the previous
year.1 And with a higher price point than juice or drip coffee, it seems that frozen
blended beverages are a trend that is here to stay.

Much of the growth can be attributed to consumers’ growing demand for variety in
beverage options. Simply offering a choice between juice, soft drink, and drip coffee 
just doesn’t cut it anymore. Especially in the afternoon and evening hours, as many
consumers regard frozen beverages as a treat – an affordable indulgence or an 
enlivening break in the day.

Frozen blended beverages have the advantage of addressing multiple consumer 
need-states. Aside from being seen as a treat or a break in the day, consumers are
regularly reaching for beverages like a blended café latte or a frozen raspberry smoothie
as a meal replacement. More satisfying than a bottle of juice or a cup of drip coffee, yet
much more convenient than a meal, these icy beverages appeal to consumers on the go.
At the same time, some consumers perceive these frozen beverages to be a more health
conscious alternative to a sugar-laden soft drink.

Today, consumers are demanding quality in their beverage purchases, and that applies
to frozen blended beverages too. The rise of coffeehouse culture in North America has
trained consumers to expect quality and freshness in specialty coffee beverages and
they’ll expect that in their frozen blended coffee beverages, too. 

And the same goes for frozen fruit
smoothies. Freshness is essential and syrups
alone won’t do the trick –consumers will
expect the refreshing, natural taste that comes
from real fruit purees and real fruit juices in a
variety of exotic flavours like mango and
raspberry.

Another popular consumer trend is
customization. Consumers want the ability 
to tailor their beverages to suit their own
unique taste palate, so it’s important to select
a blended beverage product that allows for
this. Dairy added to a fruit smoothie will
create a creamier, more indulgent beverage.
Or, for something truly out of the ordinary,
syrups or liqueurs can be added to create 
a more adventurous tasty treat.

Adding these sought-after frozen blended
beverages to the menu is easy to do. Coffee
concentrate or fruit puree and juice is
combined with ice in a blender or a granita
machine and blended until smooth. 

Summertime is a great season to introduce
refreshing, frozen blended beverages to your
customers, but the broad audience appeal of
these icy drinks guarantees that they will be a
popular addition to the menu year-round. 

1 Source: NPD Crest Year Ending Dec 2005
With contributions from Starbucks Coffee Canada
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Frozen 
Blended

Beverages 
Offer a 

Slushy Twist 
on Coffee 
& Juice



We Turn the 
Spotlight on...

profile

Vincent J Gernat
Marketing Associate, SYSCO Food Services of Winnipeg

ST - What is your tenure with the
Company?

I have been with SYSCO Food
Services of Winnipeg as an MA in
Northwestern Ontario, for 3 years. 
My accounts are in the surrounding
area of Sioux Lookout, Dryden and
Vermilion Bay.

ST - Describe the account composition 
of your territory (i.e. street, pub, fine
dining etc..)

My territory has many different 
types of accounts, from retail outlets 
to fishing lodges and white tablecloth
restaurants.

ST - How does this affect how you do
your job? 

I am able to see how each of these
different operators buy and market
their food products. This helps me in
many different ways because I am able
to offer my customers a different look
at their operations. My fishing lodge

accounts make up 30 percent of  my
account composition. Their food is a
very important part of their operation
but not its core focus. These accounts
use nothing but the best whereas
restaurants are so price savvy.  I try and
help my other customers understand
that the quality of a product always
beats price.

ST - What do you like best about 
SYSCO Brand?  

The best thing I like about SYSCO
Brand is that I can call it my own. No
one else has it or can sell it.  Operator
response has been very positive and
they understand that SYSCO Brand
stands for quality. My customers
purchases are anywhere from 42 
to 48 percent SYSCO Brand sales.

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

The most challenging part about
being an MA is that there are many
aspects that we don’t have control of.

This is where we have to rely on many
different people, from the selectors in
their Warehouse to the drivers
delivering our products. SYSCO is a
company that our customers can 
count on.

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

The biggest mistake an operator can
make is pricing their menu too low 
and not being willing to change the
menu and prices.  It’s important to
understand portion cost and mark 
it up accordingly.  

ST - What are your goals for the future? 

My personal goal is to win the
Chairman’s Club and my future plans
with my accounts would be for them 
to understand that SYSCO is a partner
in their business and together we can
move forward with new ideas and
products.
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SYSCO Tissue University is an online training resource
for SYSCO M.A.’s to help them understand all of the unique

features of tissue paper products so that they can provide 
better solutions for their customers. The program consists 
of six Undergraduate modules and three Masters modules.

The faculty and staff of STU are pleased to
announce the winner of a $2000.00 travel 
voucher drawn in January from all M.A.’s who
had completed the training. The winner is Rick
Clinaz of SYSCO Food Services of Vancouver.
Rick is one of the more than 440 students and
alumni gaining the knowledge they need to 
help their customers succeed.

• Designed for SYSCO by

Congratulations to Rick Clinaz 
of SYSCO Food Services of Vancouver:

Winner of $2,000.00 Travel Voucher, STU Contest



SYSCO Code Product Name Pack Size

9116112 7'' Chicken 5/LB 6 x 900 g
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