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ST - What is your tenure with the Company?
I have been working for Sysco for 5 years now – my first 6 months

were as an AMA, and my remaining time has been as an MA.

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 was the owner of a nice Bistro Bar for ten years in Rosemère, a
northern suburb of Montreal and I used to be a Sysco customer.
When I sold my restaurant, I happily went to work for Sysco. Because
I ran that business, I really got to understand the needs of chefs, and
how much of a challenge it can be to remain consistent in the
kitchen.

ST - What is your Geographic territory?
My accounts are mostly French Canadian and fall within the

Northern suburbs of Montreal, from the city of Rosemère on the
West to the city of Terrebonne on the East.

ST - Describe the account composition of your territory.
My accounts cover a wide range and can be very different from

one business to another.  For example, I service an elementary
school, some golf courses, sports bars, breakfast restaurants and a
residence for the elderly.

fashioned steak house in for a business review, to help them tweak
their menu and assist in their goals of transforming their business
into something more current and trendy.

ST - What do you enjoy most about working for Sysco?
I think it’s great that I can work for a company that has so many

resources to help our customers succeed.  I also enjoy the fact that I
can run my territory like my own business – I am responsible for my
own success.

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

Because we see food shows and competitions everywhere on
television, people are becoming more aware of what good, healthy
food can be. More and more, I come across operators that want to
buy higher quality products to satisfy their customers who, in turn,
are more educated about the quality of their food. Healthy food is
definitely an emerging trend so I try to present healthy recipes to my
chefs so they can put them on their daily menus.

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

I think it’s a huge mistake when operators try to buy cheap
products with questionable quality.  People go to restaurants to
spend money and to have a unique experience – operators need to
provide them with the quality products they expect, or they’ll go
somewhere else.

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

There are so many factors that can make a restaurant successful:
the friendliness of their wait-staff, having a nice ambiance,
cleanliness and fresh, quality food.  As for the operator, they need to
ensure they have good food while maintaining good profitability
margins on their best selling items.
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ST - How does this affect how you do your job?
I love this diversity because it keeps me on my toes.  I always 

have to adapt to the variety of people I get to meet. For instance, I
can't interact with the owner of a sports bar in the same way that I
have to with the chef of a school kitchen because they all have
different needs.

ST - What do you like best about Sysco Brand?
The fact that the quality of our Sysco Brand products is always

excellent is what I like best about it.  And it’s exclusive to Sysco, so it
gives us an advantage over our competitors.

ST - Do a lot of your accounts use Sysco Brand?
All of my accounts use Sysco products, because there’s such a

wide product mix available. 

ST - What is the most rewarding aspect of your job? 
The gratitude I get from my customers is amazing, especially

when they tell me things like “I owe you” or “You saved my life.”  I
always respond back that they don’t owe me anything, since it’s my
job to fill their needs.

ST - What are your goals for the future? 
I want to help my customers excel and see them expand their

businesses.  For example, I plan to bring the owners of a big old
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By Patricia Nicholson

Marinating is one of those wondrous techniques that can accomplish many
things at once: it can add unique flavours, tenderize, update dishes with new taste
trends, and magnify the perceived value of menu items. Dressings are a simple and
effective way to put the magic of marinades to work in your kitchen.

A great marinade often combines an acid (such as vinegar or lemon juice) and
an oil, plus flavour components such as herbs and aromatics. That’s why great-
tasting, ready-to-use dressings and sauces make such marvelous instant
marinades. 

It is these components that allow marinades to do double-duty: in addition to
adding distinctive flavours, they also tenderize. 

“Commercial dressings and sauces contain food acids such as vinegar and
lemon juice, which soften meat fibers and connective tissue,” says Cheryl
Zimmerman, Marketing Communications Manager with Ventura Foods. “They are
especially good for marinating tougher, less expensive cuts of beef. The oil in
dressings helps provide tenderness. During cooking, the oil is distributed among
the meat fibers, adding flavour and slowing the evaporation of moisture.” 

Chicken, pork, fish and game are delicious marinade partners. But Zimmerman
advises that more tender, succulent cuts of meat – such as tenderloin, lamb chops
and porterhouse steaks – should not be placed in a marinade for long periods of
time. Just brush with your favourite marinade during cooking to add subtle flavour. 

The word “marinade” has been around for centuries. It comes from the word
“marina,” meaning “of the sea,” because the original marinades used saltwater
brines. 

From those simple beginnings, marinades have expanded to include nearly
inexhaustible combinations of ingredients that can turn ordinary cuts of meat and
run-of-the-mill vegetable dishes into mouth-watering masterpieces. A.C. Nielsen

data indicate that incremental sales of marinades are growing at ten times the rate
of barbecue sauce, steak sauce, Worcestershire sauce and hot sauce.

Marinades are now used all over the world in all types of cuisine to enhance the
flavour of grilled meats, seafood, fruits and vegetables. By marinating with
dressings, restaurant operators can quickly and easily enhance menu items, says
Sarah Matheson, a Sales Consultant at Ventura Foods. Available flavours range from
sophisticated classics, such as Sysco Imperial Fat Free Raspberry Vinaigrette, to the
boldly exotic, such as Sysco Imperial Caribbean Mango dressing (which Matheson
recommends for adding a Caribbean twist to summer patio menus!).

Marinades are a great way to make international flavours and new food trends
accessible. 

“Consumers want authentic tastes when they dine out, but are hesitant to try
something completely new unless they are familiar with the base component of
the dish,” Zimmerman explains. 

By pairing a familiar protein or vegetable with a dressing marinade, restaurants
can not only add flavour to their menu, but also value and variety, while keeping
the basic menu item rooted in the familiar, she says. So instead of steak or chicken,
they’re now serving Mediterranean Balsamic Steak Tenderloin and Asian Sesame
Ginger Chicken. Tempting new dish names can easily be derived from the name or
ingredients of the dressing to create authentic flavour appeal. This flavour appeal
can enhance every type of dish and every day part, from breakfast, to appetizers
and main courses, to entrée salads. 

“Any pourable dressing works as a marinade, so try them all!” Zimmerman says.
She adds that a bit of creativity can vary the taste even with the addition of
ingredients such as Worcestershire sauce, soy sauce, mustard, wine, herbs, spices,
or your own signature touch. But take care not to overly dilute the vinegar or
lemon juice in the dressing if you want to tenderize as well.
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MarinatingTips:
• Allow about ½ cup of marinade for each pound of food.

• Average marinating time for meat can range from three hours 
to overnight. Cubed meats for kabobs usually require 2-3 hours. 

• Always marinate meats in the refrigerator.

• Remember that marinades flavour or tenderize only the outside 
¼ inch of each piece.

• Marinating 12 hours or more reduces cooking time by one-third.

• Zip-seal bags are great containers for marinating. 
No clean up is necessary.

Marinating Recipe Ideas:
Sysco Imperial Toasted Sesame (Order Code: 0391268): 
use as a marinade or sauce for any Asian stir-fry or noodle dish. Mix with rice
vinegar and toasted sesame seeds and marinate chicken, pork or beef. Serve
on a bed of basmati rice.

Sysco Imperial Caribbean Mango Dressing (Order Code: 0391870): 
marinate shrimp or chicken in this sweet mango dressing for a Caribbean
twist on summer patio menus. Mix with your favourite Sysco barbecue sauce
and use as a marinade or sauce for chicken wings or ribs.

Sysco Imperial Fat Free Sun Dried Tomato & Basil (Order Code: 6838361): 
add some fresh basil and sliced Kalamata olives to this dressing to create a
fresh marinade or sauce for grilled halibut.

Sysco Imperial Cilantro Lime Vinaigrette (Order Code: 9591264): 
a perfect marinade for chicken or shrimp. Incorporate with red pepper flakes,
cumin and fresh cilantro, and marinate chicken, steak or shrimp for fajitas or
tacos. Marinate shrimp and steak for Surf & Turf Kebabs or try cilantro lime
grilled tuna steaks. 

Sysco Imperial Cusabi (cucumber and wasabi) (Order Code: 0390823): 
is great when used as a drizzle over any grilled fish.

Sysco Imperial Fat Free Raspberry Vinaigrette (Order Code: 6475321): 
can be a perfect complement when used as a marinade for scallops.

Serving great 
salads shouldn’t 

be a toss up!

DON’T FORGET: You can earn valuable 
Sysco Rewards points on eligible 

purchases of Sysco Brand Dressings!
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By Kelly Putter

As the Executive Chef of Parliament Hill and leader of a professional chef’s group, Judson
Simpson has a rather clear view of his culinary brothers and sisters.

And, in his opinion, the view tips the scales in favour of the old boys club, where the
appearance of women in kitchen whites is still a rather unique ingredient in a professional
world that all but drips with testosterone.

“I believe in balance and that’s something that’s missing from the brigades,” says Simpson,
who is also President of the Canadian Federation of Chefs and Cooks. “I can’t imagine my
kitchen without a blend of men and women. I just think it would be dysfunctional.”

The future of the culinary industry depends on many of the women who today are making
a name for themselves across the country. When Simpson moved from Toronto to Ottawa 
20 years ago, he sensed something wasn’t right as women were generally relegated to 
lower skilled kitchen jobs such as salad prep and dishwashing. Today, half of his team is
comprised of women.

“In today’s restaurants there are more and more women chefs taking lead roles and that’s
very important,” Simpson says. “They need to see there’s something more than just salad prep
at the end of the road.”

Cooking at age 13, Desiree Matheson was a tomboy with a great palate and love of
competition so the thought of entering a macho industry didn’t exactly frighten or
intimidate her, at least not at first.  

“I kind of jumped in head first,” recalls the chef with Sysco Vancouver, “and some days it
bothered me more than others because men do things differently. I’ve had a few nights
where I went home and cried but I pushed through it. Women can often be more
emotionally attached to what we’re doing. I will be first one to get upset over something,
whereas it flies off the back of a guy.”

Female chefs also provide a good balance to male egos, she says. Matheson believes
women are generally more organized in the kitchen than men are, but that men and women
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play off each other very well, making for a fun and creative work environment.

As for breaking the culinary glass ceiling in a male-heavy industry, there’s no doubt it’s
tough slugging.

“It’s very difficult to move to the top when you have 15 guys in front of you,” she says. “But
I wish more women would try doing it.”

The paradox of women generally being the guardians of their home kitchens, while men
dominate commercially, is not lost on most foodservice and hospitality workers. 

According to Statistics Canada, the number of female chefs working in a part time, full time
or occasional capacity in Canada was 9,620 in 2006. The average wage was $20, 590. For men,
those numbers swelled to 33,325 with an average wage of $26,631.

As the owner of three Toronto restaurants, Lesli
Gaynor says the majority of people who apply for
cook’s positions are men. When it comes to line cook
jobs, one resume out of 20 will be from a woman.

Gaynor has little experience working for men,
though she’s heard plenty about the challenges of
working in a male-dominated kitchen.  A former
social worker, she rejects the hierarchical approach
of many kitchens for a more communal or
democratic approach.

“There’s less ego and chest thumping,” says
Gaynor who owns Mitzi’s Café, Mitzi’s Sister 
and Mitzi’s on College Street in Toronto. “I don’t
tolerate drama. You respect the dishwasher just like
anybody else.”

Her approach seems to be working, as staff
turnover is uncommonly low. 

Executive Chef Andrea Leduc brings a big dose 
of humour to her role. At 25, she’s the youngest 
chef to ever run the show at Calabogie Lodge, 
a four-season resort about one hour outside 
of Ottawa.

She’s learned to joke with the guys and give as good as she gets. For Leduc, that easy
interaction is key to winning respect. Since she works 12-hour days and is spending more
time with other chefs than with her own family, she wouldn’t want it any other way.

“In this career as a female, you’ve got to be one of the boys,” she says. “It is a male dominated
industry and it can be hard but if you can take the jokes and can work the long hours, you
can do it.”

For Leduc, who’s dreamed of being a chef since the age of three, culinary opportunities are
much more wide open today for women than they were 15 or 20 years ago.

“I think it’s getting better,” Leduc says. “I’ve heard the stories about girls getting stuck in
garde manger. But girls can hack it in the kitchen just as much as boys can.”

As Chef de Cuisine at Oliver Bonacini Cafe Grill in Oakville, Zuzana Harsaghy has suffered
self-doubt and worry as the first and only chef within the company. As a minority, she often
finds herself comparing her skills and abilities to her male counterparts.

“I constantly compare myself to the great male chefs we have and often think I’m not as
good as they are,” Harsaghy wrote via email from Italy, where she is on a working trip. “This is
very challenging. But at the same time, it's very rewarding, because I know I worked hard 
to get here.  I know how to run a kitchen just as good as all these guys, otherwise I wouldn't
be here.”

Harsaghy holds out hope for the industry, which she
believes has made solid progress over the years. 

“A kitchen is not so old school any more
when a cook would be afraid to speak his or her
mind and get shouted at or belittled by the
chef,” she said. “We are open and want to pass
on our knowledge and experience to our
cooks and make the next great chefs. It all
comes back to why we all got into this
industry in the first place. It’s about the
love and passion for food.”

“It is a male
dominated industry
and it can be hard 
but if you can take 
the jokes and can

work the long hours,
you can do it.”
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By Kelly Putter

Desiree Matheson will never forget the time she visited a
pub and watched as the cook stood in an inch-high puddle
of stinky garbage juice while chopping veggies at the prep
table.

As a red seal chef, former Sysco Sales Rep and now
Business Resource Specialist for Sysco Vancouver, Matheson
is keenly attuned to the sounds, smells and sights of
restaurants and perhaps that’s why that scene is so vividly
etched in her memory. Her job is to help Sysco customers
with the vast array of issues faced by foodservice operations
from menu development and food costing to inventory
control and staffing.

“Customers need to know it’s important to have these
tools and to know that we’re here not only to sell food 

but to assist them with their business,” says Matheson. “If
they’re not profitable, we’re not profitable -- that’s what it
comes down to. It’s like a team. We need to work together
to ensure the success of both sides.”

Typically, customers visit Matheson at the Sysco operating
company in Vancouver, where they participate in two-hour
sessions in which they learn about or get refreshed on 
menu engineering, marketing assistance, food costing –
really, all matters that pertain to front-of-house and 
back-of-house operations.

For various reasons, the foodservice industry draws
people who aren’t necessarily schooled or skilled in the nuts
of bolts of running a restaurant. They might hire great cooks
or be one themselves but when it comes to understanding
inventory management, for example, they need some help.
That’s where Sysco comes in.

“You might have an accountant buy a restaurant as an
investment but he doesn’t know the industry,” says
Matheson. “Many restaurants, for example, don’t have a
portion control system in place. A lot of times they’re
understaffed so they don’t have the staff to put those
systems in place.”

Sandy Myers, a Business Resource Manager for Sysco
Halifax, agrees.  A former restaurant manager and longtime
Sysco employee, Myers sees plenty of operators who were
drawn to the fun aspect of owning their own foodservice
establishment, but didn’t realize how much hard work was
involved in turning a profit.

One of the most common challenges Myers sees is
customers who don’t understand food costing and have
trouble keeping it under control.
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“Menu prices shouldn’t be determined by a formula,”
Myers says. “What if you have a really unique item you
developed? Well then you deserve to have a higher price on
it. Really, the best price for a menu item is the highest price
you think a customer is prepared to pay for it.”

Myers likens the service she offers her more independent,
mom-and-pop establishments to the kind of relationship 
a franchisor would offer its franchisee. She recalls the 
pizza shop owner, who wanted to reduce her food costs.
The owner never weighed or measured the most expensive
food item – cheese. Myers encouraged her to start
measuring and doing weekly inventories. The result? The
customer started saving the cost on 12.5 kilograms of
cheese per week.

“So many people are conscious about the cost of the
product coming in the door,” she says. “They’re too closely
watching those costs and not watching their operations
closely enough.  It’s really rewarding when you uncover a
challenge they’re having and find a solution. What’s even
more rewarding is when they grab onto it and they can see
the savings.”

Myers also enjoys assisting with front-of-house operations
especially in the area of marketing and sales. Suggestive
selling is a big opportunity for restaurants to add $12 to $15
worth of food and beverages on a typical bill, she says. But
servers need to be trained or reminded to offer gravy on the
side, to suggest a glass of wine or perhaps recommend a
yummy dessert.

In her role as a business specialist, Myers will play secret
shopper (or, in this case, secret restaurant patron) and review

everything from the pleasantness of staff, to how long it
takes to be waited on, to the cleanliness of the washrooms.
The operator gets a full report and a grading.

When it comes to analyzing the menu, Toronto corporate
chef John Hood looks at three components – how much is
the item, how much did it cost to make and how many of
those items are sold. The results are entered into a computer
program that determines its place in one of the following
four categories: low profit/low popularity (the worst of the
four), high profit/low popularity, low profit/high popularity
and (the best of the four) high profit/high popularity.

“It’s a great tool to refine and streamline a menu,” says
Hood, a former Business Review Specialist and Culinary
Specialist with Sysco Toronto. “I look at the star performers
and try to take the dogs off of the menu.”

Hood is often called on to make presentations to owners,
general managers and chefs at various large Sysco accounts.
He assists not just with menu ideas but also with the
detailed ins and outs of how to make a dish and what to
combine it with. To do his job well, Hood needs to be on top
of the latest trends.

“People are still very much in recession mode,” Hood says
of the current market. “You won’t find people fine dining as
much but when they do, they want more comfort foods
and desserts.There’s also been a growth in Korean Food and
a bit of a drop in interest for Thai food. Sausage is regaining
its popularity and you’ve got people following their
favourite eating spots on social media sites such as
Facebook and Twitter or review sites like Urban Spoon.”

It’s not uncommon for Hood to visit two accounts per
day. Last year, his department assisted 650 accounts with a
wide range of issues.

The help Sysco provides its accounts is especially crucial
in today’s foodservice market, says Hood, where the line
between doing well and going under is much closer than
ever before. Restaurants are faced with unique challenges
such as a higher minimum wage, increased competition
particularly from larger chains, a lack of skilled labour and
government bureaucracy that eats into profit margins.

Whether it’s a small question you need answered or a
major operational issue that must be addressed, know that
you can call on Sysco to lend a helping hand.
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Order Code Product Description Pack Size

5564067 Arrezzio Fully Cooked Italian Meatballs, Beef and Pork, 0.5 oz 4.5 kg

5564125 Arrezzio Fully Cooked Italian Meatballs, Beef and Pork, 1.0 oz 4.5 kg

8498172 Arrezzio Fully Cooked Italian Meatballs, Pork, 0.5 oz 4.5 kg

8502932 Arrezzio Fully Cooked Italian Meatballs, Pork, 1.0 oz 4.5 kg

8502908 Arrezzio Fully Cooked Italian Meatballs, Pork, 2.0 oz 4.5 kg

5564497 Arrezzio Sausage, Italian Links, Hot, 4.0 oz 4.5 kg

5564471 Arrezzio Sausage, Italian Link, 4.0 oz 4.5 kg



S y s c o  T O D A Y -   A u g u s t  2 0 1 1

To facilitate student success at the Centre for
Hospitality & Culinary Arts at George Brown

College in Toronto, Ontario, Sysco Canada has
partnered with the college in a commitment to

education and the success of its students by
establishing the Sysco Canada Scholarship. 

Sysco is dedicated to playing an important 
role in helping to ensure the future of the

hospitality, tourism and culinary industry.

The Sysco Canada Scholarship is presented to 
a student who has demonstrated leadership

qualities through various means such as 
volunteer community service and a 

commitment to working with others. 
This student exhibits a spirit of devotion
to their  chosen profession and is being 

recognized for their dedication, 
enthusiasm and hard work.

We would like to
congratulate this year’s
winner of the Sysco
Canada Scholarship: 
Janice Hodgins

Let’s shine the spotlight 
on Janice and get to know 
what makes her the perfect
recipient for this year’s award.

What are you studying?  
I am enrolled in Culinary Management (H100): A 
2-year Chef training diploma program that
teaches how to be a chef as well as how to run a
business.  This program gives me the chance to
learn theory, practical cooking, food costing and
menu planning.  I will be completing an
Externship program this September/October at
one of Toronto’s high-end restaurants in order to
hone the skills I’ve gained at George Brown.  The
final semester will refine our skills on how to
create/plan menus, and run a business.

What is your academic background?
I have completed High School, plus college
certificate courses in Advertising, Marketing, and
Marketing Research.  I worked as Marketing
Communications Manager for Dow Corning for 14
years, and then worked another 7 years as a
Production Coordinator for an advertising agency.

Why did you choose 
this area of study?
Food, baking and cooking have always been
passions of mine.  I was offered the chance to go
back to school through the Second Career
program. Although I enjoyed what I did in my past
working life, I didn’t love it.  Food, and the
creation/preparation of it, is in my heart and soul.
All of my family members were excellent, creative
cooks who have inspired me over the years.  I have
been cooking and baking since I was 7 years old,
and writing recipes since I was 17 (when I created
a cookbook from my own and my family’s 
recipes).  When I was young, I thought I had to
pursue a “serious” career in the corporate world.  I
wish I had pursued cooking years ago, but I am
here now and loving it.  It’s never too late to do
what you love in life if you are passionate about it.

What is the most rewarding 
aspect of your studies?
The most rewarding aspect of my studies is that I
am in the company of students and professors
who share the same passion as I do about food.
George Brown College has Chefs that come
directly from industry, some with many years of

experience, who continue in their careers while
teaching.  I get to talk to other students and
teachers every day about my passion; everyone
around me loves what they are learning.  Teachers,
students and staff are hugely supportive. I pinch
myself because I get to create and learn and talk
about food every single day.  What could be
better?

What do you find most challenging
about your studies? 
The most challenging aspect is to try to focus on
my schoolwork and not worry about finances.  The
funding I receive from Second Career does not
fully cover my rent.  So, with a 15-year-old son to
support financially and emotionally, it has been 
a struggle.  There is no extra money for school
supplies or books outside of the funding I am
getting.  I have often gone without in order to
ensure my son gets fed.  This has a huge impact on
my studies.  I finished the first 2 semesters with a
3.66 GPA, so I wonder how much better I may have
done with more support.

What is your favourite dish 
and why?
I love to make fresh pasta with fresh tomato sauce,
served with braised fennel, Gruyere cheese and
fondant potatoes.  Once you’ve eaten fresh pasta
with fresh sauce, you will wonder what you’ve
been eating up until then.  The braised fennel and
the fondant potatoes are dishes I had not
prepared before coming to school.  Everything is
fresh and creative, and they are dishes that
everyone loves.

What do you hope to do upon
graduation and where would 
you like to work?
I want to be able to work in an area of the food
industry that will make a difference and I want to
pursue my study of nutrition as part of that.   

Please add any further comments
you would like to share.
It was a great honour to receive this award from
such a wonderful company like Sysco.  Sysco’s
reputation in the food industry is outstanding.  I
am proud to have worked hard enough to receive
this award and it came to me at a time when I
didn’t know what I was going to do the next day
for food, rent or school supplies.  This scholarship
gave me that security and helped me through a
tough time.  Thank you for believing in me!
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At Saputo, we understand the business realities of the 

foodservice industry. That’s why we’re committed to 

bringing you innovative products, time-saving formats and 

a wide range of cheeses and other dairy products that meet 

your needs. Helping you build your business is our priority.

www.saputo.ca

Helping you build
your business
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By Michelle Ponto

Spicy, sweet, chunky or exotic…when it comes to
condiments, customers want it all.  Whether it’s a
hamburger, sandwich or steak, customers are looking for
something different – and serving a gourmet condiment no
one else has, may just be what they are looking for.

“Let’s face it - everyone has a chicken sandwich. So if you
can create a point of differentiation, you can increase
margins on that sandwich and you can increase your market
share when that sandwich becomes popular,” said Brian
Young, Corporate Chef and Director of Culinary at Reckitt
Benckiser.

The Barley Mill Pub in Calgary has done just that. By
adding gourmet condiments to their menu items, they 
have gone from a traditional neighbourhood pub to 
one that has unique food offerings.

They didn’t purchase dozens of different relishes,
mustards and sauces to make a difference.  All it took was a
few zesty additions such as the sweet and savoury
cranberry-onion relish they created to go with their turkey
burger. Another creative condiment on their menu is

sauerkraut.  By adding sauerkraut as a topping to the same
beef patty they use in their other gourmet burgers, they
invented a new menu addition called “The New Yorker”. 

To make a difference in the marketplace, Young says
operators need to use or create unique condiments.  Plus, it
doesn’t cost much for premium results. 

“The cost of the condiment on that particular dish is
relatively insignificant compared to the protein. It allows
operators to provide maximum impact for a very small
amount of money,”  Young said.

Turn Something Old to New Again
Prepared condiments are easy to use, but if you want to

stand out from the competition and cut costs, consider
making your own creations out of ingredients you already
have.  

“We are finding that operators are taking a base product
and adding their own signature to it,” Young said. “One
person may add reduced Guinness and sundried tomatoes
to Dijon mustard while another will add Chipotle, jalapenos
and cilantro. They are both using the same mustard base but
taking it in entirely different directions.”
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Serve Customers
Condiments That 

Leave Them Talking

SUMMER ZEST

But mustard isn’t the only everyday condiment
getting a culinary lift.  Creative takes on mayonnaise
have also become popular.  Simply adding horseradish,
barbeque sauce, wasabi or Cajun spice to mayonnaise is an
easy way for operators to add a little “pow” to any sandwich
or burger. 

Ranch is another popular condiment where operators
can add a new twist to an old favourite. Ranch dressing can
be spiced up by adding Serrano chilies and cilantro. This
goes great with burgers and chicken or fish sandwiches.  

Condiment Bars Taking 
over the Summer Patio

Growing in popularity is the condiment bar – especially
when it comes to summer patio dining. Restaurant patrons
love the opportunity to customize their food and
experiment on their own. There’s only one problem: space.

“The thing that limits condiment bars, from an operator’s
standpoint, is how much physical space there is on the
table, and that defines how deep their selection is,” Young
said.

Because of space, most operators will be limited to four or
five condiments on the table: Ketchup, mustard, BBQ sauce,
hot sauce and maybe a relish. But depending on your venue
and the type of food your serve, these selections can
change.  

“In Yankee Stadium, they have six options for barbecue
sauce alone. But this is a focus for them and makes sense in
their space,” Young said.

If you have space, then expand your condiment bar.  Hot
sauce never goes out of style and ranges from original and
extra spicy to sweet chili.  To complement your hot sauces,
you may want to add a few different barbeque sauces.  Just
like the hot sauce, these can range from sweet to smoky to
hot and spicy. 

“Things that are hot are always going to be popular, but
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sweet and mesquite are definitely growing. People
have a sweet tooth, even in condiments,” Young said. 

Promoting Your Savoury New Sauces
Caddies are a great way to present your condiments, but an effective caddy has

to reflect your venue and your brand. Metal buckets work for casual dining areas, painted
wooden crates for Mexican venues and steakhouses and empty 6-pack boxes with each slot
filled with a different condiment go well for more pub-style food.  If you are looking for
something more unique, suppliers can customize the metal work on the caddy into the
shape of your logo or company’s name. 

If a caddie doesn’t fit the space, you can always showcase your sauces by serving them “on
the side” like you would with salad dressing.  A burger that comes with a couple of different
barbeque sauces and some pickled jalapenos served in little dishes will give your customers
the chance to experiment without crowding the table.

Remember to promote your creative condiments in the menu description. You can market
them as “Limited Time Offers” if you want to spread the word that you’ve got something new.

“You will always a have a soup and sandwich or a BLT. Changing the bread or protein 
could result in costing more without making a dramatic difference.  What you can 
change, and what can give you leadership status in the market, are unique condiment
options,” Young said.  

Whatever flavour profiles you focus on, you can’t go wrong with gourmet condiments.
They are a quick and cost effective way to create innovation on your menu.
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By Patricia Nicholson

Even if they’re not planning a full menu overhaul,
operators need to re-evaluate their menu on a regular basis.
This gives them the opportunity to tweak processes or
ingredients, to incorporate new trends, and to keep
customers interested and engaged.

Restaurant consultant Aaron Allen, founder and CEO of
Quantified Marketing Group, recommends re-evaluating a
menu at least twice a year, and ideally quarterly – partic-
ularly if there are operational changes or seasonal menus.
This year, he says, will be especially important because of
rising food costs.

Rising Costs
“One-fifth of the cost of food is derived from oil, so as oil

prices go up, so too does food cost,” Allen says. “This year is
expected to be one of the worst in decades, with prices
shooting up past 2008 record highs.”

Food costs are expected to fluctuate more in the coming
months and years because of factors ranging from tariffs to
food shortages. Even local operators in Canada, who may
have been insulated from such fluctuations in the past by
doing most of their buying through a major source such as
Sysco, will likely be affected, Allen says. 

“Globalization has impacted us such that even local
operators aren’t isolated and immune from it,” he says. “It’s 
in the operator’s best interest to pay attention to the
information Sysco can provide in terms of what they see
coming as menu trends and food price trends. This can give

them a bit of a head start in trying to work with their Sysco
rep to conceptualize changes that they might be able to
make to their menu.”

Menu changes don’t have to be complicated or high-risk.
It might be a single ingredient. The change does, however,
need to be leveraged with marketing efforts to increase
interest. Allen cites examples such as Wendy’s sea-salt fries,
or using ingredients with a story, such as line-caught fish,
cage-free chicken and shade-grown organic coffee. 

“Menu changes don’t need to be ‘big’ in terms of a
complete overhaul, but they can’t be so small that they
don’t justify a new-found interest from customers, the
community and the media.”

Building a Story
When you do make a change, make sure you get credit

for it, Allen says. If you’re now using olive oil instead of
hydrogenated oil, your customers can probably taste the
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Nip,Tuck: 
Little Menu Changes 

Can Have a Big Payoff

“...time 
to try new
things, to be
innovative
and to really
go for it...”
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difference, but that may not be enough. You need to tell
them why it tastes better and why you changed it.

“That kind of prompting provides not only education, but
it also creates part of the experience for them. 

Current trends are ideal for this type of leveraging, Allen
says. Spurred by food documentaries, consumers are
becoming much more interested in how food is produced
and where it comes from. Organic or seasonal items can
enhance a menu, as long as consumers know about them.
Nutritional benefits can also be leveraged, Allen adds.
“‘Superfoods’ are hot now, and consumers are willing to pay
more for nutritionally dense foods that have a story and still
taste good,” he says. So if you’re using ingredients like quinoa,
acai or goji berries, make them work for you. 

Allen notes that telling the customer about how a
particular item was harvested, or why you’ve chosen 
Extra Virgin olive oil over standard olive oil, builds a story
around it.

“The best kind of marketing is word-of-mouth marketing,”
he says. “So by doing these types of things they’re giving
guests something to go out and tell their family and friends,
which would encourage more of them to come in as well.”

Stand Apart From the Crowd
One change Allen recommends is developing a signature

item: something you are known for. Even if everything on
your menu is excellent, you need to focus consumer
attention on one item or one aspect of your business.

Consider putting a signature twist on an old-time classic
menu item to make it your own.

“With 16 million restaurants in the world, you’ve got to
stand out,” he says. “Every restaurant would claim good food,
good service, good atmosphere. But that’s just the price of
admission to get into the game. You’ve got to have that
extra point of differentiation, and a signature item can really
help do that.”

The type of menu change that probably won’t enhance
your business is discounts.

“Globally, the facts are in: innovation works better than a
low price. When a restaurant is innovating and leveraging
that story, they attract a better customer who is willing to
spend more, travel farther, tell more friends, and come back
more often,” Allen says.

With the rapid pace of change in the industry right now,
there is plenty of opportunity to try new and unique things,
he adds. Different is often better – better than trying to do
what the competition does. Restaurants that are innovating
can attract new customers because their stories spread fast
via social media and digital marketing. That’s why Allen
encourages operators to be brave.

“This is the time to try new things, to be innovative and to
really go for it. If they’re not prepared to go for it fully, at least
do it with some limited time offers and specials, and start 
to push the boundaries a little bit. But definitely do so in a
way that’s not copying the competition. Have them follow
you instead.”
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Tina Cresswell & Dave Turner, Owners
The Star Café & Grill   

Maple Creek, Saskatchewan

“The Star Café & Grill 
Melds Local Flavour 

and International Flair”
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At The Star Café & Grill, the menu is infused with 
international influences, but the heritage building and
relaxed ambience keep things firmly rooted in Maple 
Creek, Saskatchewan.

The restaurant opened its doors on June 8, 2007, after an
extensive restoration of a stone building built in 1898. The
restaurant, with its long bar patterned after the first bar in
Maple Creek, brings to mind the heritage of the area, and
reflects the abiding passion of its owners, Tina Cresswell and
Dave Turner, for historic buildings.

Walking into The Star is like taking a step into the past. An
original stone wall defines the far end of the room. A 20-foot
long bar, period lighting and original tongue-and-groove
walls and ceiling set the mood. Carefully placed mirrors
mean there is not a bad seat in the house, and the rustic
floor and original transom windows add more history to the
room. Tablecloths and cloth napkins, shiny old-fashioned
beer taps and good-quality table and glassware give the
room a casually dressy appearance, like visiting a hotel
dining room at the turn of the last century.

The Star features well-cooked food made from scratch in
a brand-new kitchen. The menu reflects the international
experience in the kitchen, which is overseen by chef Noy
Lim from the Philippines, with Mississippi native Michael
McKnight as sous-chef. Service is rooted in the fine dining
tradition, but the relaxed atmosphere reflects the small-
town culture of Maple Creek.

Chef Noy’s superb palate and pure approach to food
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makes The Star stand out in the culinary landscape of
Saskatchewan. His years of experience shine through,
especially in his soups and sauces, and he often showcases
beef on the menu, as is appropriate for an area where beef
is a primary industry. He insists on dry-aging premium cuts,
much to the delight of the customers. 

“Our menu features beef, especially steak and prime rib.
This summer we are featuring steaks from around the world,”
Cresswell says. “We always have a few international
favourites, featuring sushi in the summer on Friday nights,
and favourites like jambalaya (chef Mike’s specialty) and
coffee-braised pork tenderloin, which we can’t seem to take
off the menu without a lot of fuss.”

The Star is open for lunch and dinner Monday to Friday,
and dinner on weekends. Crowd favourites include Friday
night’s hand-breaded fish and chips, as well as the
portabella mushroom appetizer. The house-made desserts
– including crème brulee, cheesecake and ice cream – have
a large following, which is sure to grow with this summer’s
new addition: a deconstructed s’more with homemade
marshmallow ice cream and chocolate ganache.

On the beverage menu, The Star is proud to serve wines
from the Cypress Hills Winery and draught beer from
Saskatoon’s own Paddock Wood Brewery.

The Star is located on Pacific Avenue, part of Highway 21,
which runs south to Cypress Hills Interprovincial Park 30
kilometres away. Over 200,000 people visit the park every
summer, and most drive past The Star on their way there
and back. 

“This gives us a great deal of exposure,” Cresswell says.
Diners may drop into the restaurant the first time because
it’s on their way, but after that The Star becomes a
destination for them. “Many of our customers originally visit
because they are at the park, and become year-round

Jambalaya

customers because of our food and service.”

At The Star, the customers are the real stars. The restaurant
boasts customers from across southwest Saskatchewan as
well as from southeast Alberta, particularly Swift Current and
Medicine Hat. Regulars come from as far away as Calgary,
Edmonton, Regina and Saskatoon to visit what they call their
“favourite Saskatchewan restaurant.”

In the two years since The Star began using Sysco
products, Sysco has become almost a one-stop shop for 
the café. 

“Sysco products have helped us in providing the
perfection we strive for in every dish we make by supplying
fresh and high quality products,” Cresswell says.

Reviews and customer feedback suggest that The Star has
a very bright future in Maple Creek, and Sysco aims to be
part of its continuing success.

Serves 1

INGREDIENTS METRIC IMPERIAL
Chicken breast, grilled 150 g 6 oz
Farmers smoked sausage, sliced 75 g 3 oz
Large tiger shrimp 4 4
Okra pods 4 4
Tomato, small 1 1
Onion, small 1 1
Red Pepper, small 1 1
Green Pepper, small 1 1
Chicken broth 500 ml 2 cups
Steamed Rice 250 ml 1 cup
Creole seasoning, to taste

Cut chicken breast into medium cubes.
Medium dice tomato, onion and red & green peppers.
Sautee tomato, onion and peppers. Add creole seasoning and
broth. Let simmer for 3 minutes. 
Add shrimp, chicken, sausage and okra and then mix in rice. 
Let jambalaya cook down for 2 minutes. Serve in a large bowl.

Chef Mike, Tina Cresswell and Chef Noy



Matt and Jackie Rolleman, Owners 
E.J.’s at Baden Restaurant and Tavern  

Baden, ON

“Atmosphere and 
involvement make 

E.J.’s part of the 
Baden community “
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In the town of Baden, Ontario, the place to meet, socialize
and relax is E.J.’s at Baden Restaurant and Tavern. 

Situated in an historic hotel, the location has been
running as a restaurant and tavern since it was built in 
1874. Owners Matt and Jackie Rolleman took over 10 years
ago, but have maintained the cozy pub ambience,
preserving the pubroom’s original woodwork and hand-
painted ceiling tiles.

“We are a local meeting place and a centre of social
activity in this township, with many regulars,” says Rolleman.
“This is a very rapidly growing community and we pride
ourselves on attracting new locals while remaining
comfortable and familiar to our long-term customers.” 

E.J.’s is a traditional local country pub – a meeting place

and an integral part of the community. It even maintains the
tradition of a stammtisch table: a table reserved for nightly
regulars.

Open daily for lunch and dinner, the restaurant draws a
clientele that includes local business people, families, sports
teams and sports fans. On Wednesdays, a slightly younger
crowd comes in to socialize over the weekly wing special.

The menu features casual dining with some interesting
twists. E.J.’s takes pride in creating most of the signature and
core menu items in-house, including homemade soups,
burgers and desserts.  

“We smoke our own pulled pork and salmon, and offer
fresh-cut fries chipped in house,” Rolleman says. Menu
highlights include breaded wings with homemade honey
chipotle sauce, homemade oven-roasted jalapeno poppers
stuffed with cheese and bacon, the popular PBC burger
(peanut butter, bacon and cheese), and a decadent apple
berry crisp. The steak chili comes in a bowl, on a burger or
over fries.

E.J.’s is an active part of the Baden community, and hosts
a number of fundraising events, including an American
Thanksgiving dinner to benefit the local food bank, an
annual golf tournament, and a beach volleyball tournament
to raise funds for the fire department.

“We truck in loads of sand to fill our parking lot, and create
a ‘beach’ for our volleyball court,” Rolleman says. “Teams play
out the tournament while enjoying a barbecue and pig
roast on the temporary beach.” 

Head chef and kitchen manager Dave McLaren strives to
keep menu ideas fresh and fun. He believes in seeking
variety by experimenting with current food trends, and
offering crowd favourites like Texas Style Steak Chili with
Bacon and Cheddar cornbread (see recipe).

McLaren keeps the kitchen and kitchen staff running
smoothly, even during challenging events such as the
beach volleyball tournament. While the pig roast, barbecue
and salad buffet are offered outside, the regular menu
continues to be served inside. 

The Rollemans have used Sysco as a supplier since 
they took over E.J.’s 10 years ago, and have built a 
strong relationship with their Sysco Marketing Associate,
Tony Moretti.

“Tony introduced us to the Vincor program. We value
using local resources as much as we can, and being able to
present quality Ontario wines, at less expensive prices, to our
customers has been an incredible asset. The convenience of
having wine delivered to us by the case has also been a
bonus,” Rolleman says. “Sysco has also been invaluable in
helping us develop menus, by both presenting new food
trends and by helping with development and planning of
the menu layout.”

Interpreting food trends and presenting customers with
variety is an important aspect of E.J.’s menu. Following the
success of the PBC burger, Rolleman is planning to
introduce homemade corn dogs and a new French fry
concoction topped with cheese curds, jalapeno bacon and
maple syrup. As a locally driven business, E.J.’s is focused on

community involvement in the rapidly developing Baden
area. By serving quality food with homemade touches,
following new food trends with a dash of creativity, and
providing a friendly comfortable atmosphere, Rolleman
intends to make E.J.’s everyone’s favourite local hangout.
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E.J.’s Texas Style Chili 
with Bacon and Cheddar Cornbread

Serves 8 - 10

INGREDIENTS METRIC IMPERIAL
Chili 
Vegetable oil 15 mL 1 Tbsp
Onion, diced fine 1 1
Celery stalks, diced 3 3
Carrots, diced 2 2
Fresh garlic, minced 30 mL 2 Tbsp
Raw steak, thinly sliced 680 g 1 ½ lbs
Diced tomatoes, canned 935 g 33 oz
Tomato paste 250g 9 oz
Red kidney beans 935 g 33 oz
Cumin 15 mL 1 Tbsp
Coriander, ground 15 mL 1 Tbsp
Chili powder 45 mL 3 Tbsp
Salt and pepper, to taste

Heat a large, heavy bottom saucepan over medium heat.  Add oil,
and then diced onion, celery, and carrots.
Gently sauté for approximately 5 minutes.  Add sliced steak and
brown.  
Then add diced tomato and tomato paste.  Stir to deglaze and
incorporate steak drippings into tomato sauce.  Add garlic, beans,
and spices.  
Let simmer for at least two hours for flavours to develop.

Bacon and Cheddar Cornbread
Cornmeal, ground 500 mL 2 cups
All purpose flour 500 mL 2 cups
Old cheddar, shredded 250 mL 1 cup
Crispy cooked bacon, crumbled 250 mL 1 cup
Baking powder 30 mL 2 Tbsp
Salt 5 mL 1 tsp
Red chili flakes 5 mL 1 tsp
Sugar 60 mL 4 Tbsp
Sour cream 750 mL 3 cups
Butter, melted 75 mL 1/3 cup
Shortening, melted 75 mL 1/3 cup
Eggs at room temperature, separated 4 4

Preheat oven to 375oF / 190oC. (Best done in a convection oven.)
Use a heavy stone muffin pan or cast iron skillet.  Place in oven to
heat up while preparing batter.  (Melt ¼ cup butter to use in muffin
tin or skillet and set aside.)
Whip egg whites to stiff peaks and set aside.  
In a large bowl combine cornmeal, flour, bacon, cheese, baking
powder, salt, chili flakes, and sugar.  
In another bowl whip together sour cream and egg yolks. Gradually
whip in melted butter and shortening, whipping constantly to
incorporate the hot fats into the cool cream without cooking the
egg yolks.  Pour over dry ingredients and mix until just blended.
Fold egg whites into batter.
Remove pan from oven and carefully pour in melted butter 
(watch for splatter).  Fill pan with batter and place back in oven.
For muffins, bake for 18-20 minutes in convection oven or until
done.  If baking in a cast iron skillet, immediately turn heat down 
to 350oF / 176oC and bake for 25 minutes or until done.

Sysco Toronto Marketing Associate Tony Moretti, 
Matt Rolleman, Jackie Rolleman



Buffalo 
Chicken Dip

Recipe courtesy of French’s Foodservice
Serves 12

INGREDIENTS METRIC IMPERIAL

Frank’s® Redhot® Original 
Cayenne Pepper Sauce 500 mL 2 cups

Blue cheese dressing 500 mL 2 cups

Blue cheese, crumbled 250 mL 1 cup

Celery, chopped 500 mL 2 cups

Chicken, shredded 2 kg 8 cups

Cream cheese, softened 1 kg 2 lbs

Mozzarella or Provolone 
cheese, shredded 375 mL 1 ½ cups

METHOD 
• Whisk together cream cheese, dressing, pepper

sauce and crumbled blue cheese. Fold in chicken
and celery, and mix well.

• Portion 1 cup (250 mL) of mixture into shallow
oven or microwave proof ramekins. Top each
with 2 Tbsp (30 mL) cheese. Cover and refrigerate
until needed.

• For service, reheat dip until golden and bubbly.
Plate by surrounding with dippables.

Take advantage of your existing sauces and dressings 
by incorporating them into these innovative recipes.
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Back Country 
Spicy Shrimp Salad

Recipe courtesy of Ventura Foods
Serves 10

INGREDIENTS METRIC IMPERIAL

Bib lettuce, chopped 250 g 10 oz

Mixed shredded cabbage 
and carrots 680 g 1½ lbs

White onions, finely diced 75 g 3 oz

Dill pickles, chopped 75 g 3 oz

Sysco Coleslaw dressing 425 g 15 oz

Creole mustard 125 g 5 oz

Charbroiled shrimp, 
peeled, de-veined, 26-30 ct. 500 g 20 oz

Peanuts, unsalted, toasted, 
chopped 125 g 5 oz

Cayenne pepper sauce 125 g 5 oz

METHOD 
• Combine all vegetables in a bowl and set aside

until ready for use.

• Combine coleslaw dressing with Creole mustard
and mix well. Keep refrigerated until ready to use.

• Combine mixed vegetables and coleslaw mix.

• Plate bib lettuce and top with slaw mix &
charbroiled shrimp.

• Drizzle with Cayenne pepper sauce and garnish
with toasted, chopped peanuts.

Cusabi 
Tricolour Slaw

Recipe courtesy of Ventura Foods
Serves 6

INGREDIENTS METRIC IMPERIAL

Cabbage, shredded 340 g 3/4 lb

Carrots, peeled, grated 125 g 5 oz

Jicama, peeled, grated 170 g 6 oz

Snow peas, cut lengthwise 50 g 2 oz

Red bell pepper, cut lengthwise 75 g 3 oz

Red onion, thinly sliced 50 g 2 oz

Green onion, bias cut 25 g 1 oz

Sysco Imperial Cusabi Dressing 
(cucumber ranch and wasabi) 150 g 6oz

METHOD 
• Mix all vegetables in a bowl.

• Toss dressing with vegetables to coat.

• Cover and refrigerate and let stand for 2 hours
before serving.

• Toss occasionally.
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No Additives or Preservatives

Naturally Tender

100% Net Weight

Loligo
Squid
Wild Caught in Thailand
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Order Code Product Description Pack Size
7439138 Squid T&T 5-8” - Fully Cleaned 4x1.13 kg

7440682 Squid Rings & Tents 3-5” - Fully Cleaned 22x200 g

7438987 Squid Rings & Tents 5-8” - Fully Cleaned 22x200 g

7439122 Squid T&T 3-5” - Traditionally Cleaned 4x1.13 kg

7440757 Squid T&T 5-8” - Traditionally Cleaned 4x1.13 kg

7439090 Squid Tubes 5-8” - Traditionally Cleaned 4x1.13 kg 


