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ST - What is your tenure with the Company?
I started in operations in Sysco Kelowna as a delivery

driver and moved to Kamloops to become a Marketing
Associate. I was lucky to be able to start taking care of
accounts within a short time and have been enjoying a
great territory for the last 5 years.

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? 

Prior to Sysco, I had experience in franchises (Earls,
Boston Pizza, Kelly O’Bryan’s) as well as independent
restaurants. The major chains do a great job of instilling
controls and development, but I find that the “stand
alone” restaurants are where you learn about the real
world and how tough it is to run a private business. I am
grateful for these experiences and how they have given
me the ability to better relate to my customers.

ST - Where do your accounts fall in relation to
your territory?

In my geographic territory of Thompson-Nicola, 
the majority of my customers are within the cities of 
Kamloops and Merritt, with a few resorts outside of town.

ST - Describe the account composition of your
territory and explain how this affects how
you do your job.

I have a very diverse mix of accounts, ranging from
white-table-cloth to manufacturers. I think this is a great
quality to have in a territory, because a lot of success
comes from being able to deliver unique solutions. 
Seeing different categories of businesses exposes me to
a wide variety of practices, challenges and solutions and
allows me to interlace them between accounts.

ST - Do a lot of your accounts use Sysco Brand?
Yes, many of my accounts use Sysco Brand. They

know that Sysco Brand products are consistent and
made to a high quality.  With the amount of controls and
stringent measures that are in place to produce these
products, we know exactly what to expect.

ST - Describe how you have helped customers
solve problems.

I help customers in any way I can. I am fortunate to
have a good education and solid background in the 
industry, and I do my best to offer these skills wherever
they can be utilized. Because every account is unique,
with individualized challenges, it is not always easy to 
assess their needs. A great colleague of mine once told
me that “customers don’t care how much you know,
until they know how much you care”.

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

I love the lifestyle afforded to me by my job. It’s an
amazing career I have that I get to spend all day at my
favorite restaurants, golf courses, and pubs, discussing,
with friends, the business we love.

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

I am truly turned on by the industry, but with a young
family, the demands of running a business are too much.
This is a great way to be a part of the team and use my
skills to help them succeed, without being all consumed.
It is a wonderful balance of work and play.

ST - What are your goals for the future? 
I have too many to list, but I hope half of them will be

done before anyone reads this!

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

Sysco has accelerated my career and given me a great
environment to raise a family.

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

One thing that I preach to my customers is the value
of their skills. With the proliferation of culinary television
shows on the air, the average consumer is very well 
informed nowadays. They have quick access to recipes
and techniques through many kinds of technology. 
Customers are quick to judge the value of something
they could prepare themselves. Most people that open
a foodservice establishment, do so because they have a
skill that is better than average, and I believe they need
to remind themselves of that all the time and integrate
that into everything they sell.

Also, most people are busy and don’t take the time
to braise or smoke things at home. This is a great 
opportunity to do simple things that make great 
dishes people are willing to go out for. 

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

I think not enough operators are willing to take risks
- not necessarily big ones, but little things that can make
a huge difference. A friend once told me about the
“magic of the ELBS” (Eccentric Little BitS) - these are the
talking points that the customers tell their friends about.
No one chats about the beef dip they just had, but you
hear about the penguin pizza (not real penguin, by the
way). People want to be entertained and have fun when
going out, and that sometimes means taking risks. 

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

The people are everything. I think it is imperative that
everyone knows what they are good at, and more 
importantly, what they are not good at. And put the
right people in the right places.

profile

WeTurn the 

Spotlight on...
Jason Pinette  

Marketing Associate, Sysco Kelowna
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DRIVE SALES 

with Better Burgers
Brought to you by KRAFT Foodservice 

Burgers are a menu staple, and believe it or not, consumption in the last 
few years has actually risen dramatically. According to Technomic’s 2011

Canadian “Burger Consumer Trend Report,” 71 per cent of consumers 
surveyed, say they eat a burger at least once every two to three weeks. 

That’s up 13 per cent from two years ago, but interestingly, burger 
consumption at home has increased only slightly since 2009, demonstrating

that foodservice is driving the overall increase in burger consumption. 

So, consumers are looking for burgers when dining out. How do operators make theirs stand out
in the sea of burger choices? Offering value through premiumization of their burger menu is one 
effective tactic. According to Technomic’s report, consumers are willing to pay more for a specialty
burger, especially a premium burger, than they are for a standard burger, regardless of restaurant
segment. “The specialty burger craze has driven growth in a way that is almost defiantly separate
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from pricing,” says Sara Monnette, director of 
consumer research at Technomic. “The better
burger restaurants in the fast casual segment
have put the burger top-of-mind for consumers,
and even the quick-service chains have begun
to respond and focus portions of their menus
specifically on quality perceptions.” 

Walking hand-in-hand with quality perception
is consumer expectation. A 2011 Ipsos-Reid poll
commissioned by Kraft Foods found these four
foundational consumer expectations: 

burgers are fresh 
(made-to-order) and warm

use of cheese slices, rather than a
cheese spread

burgers are available as a combo meal 

condiments are well-known 
name brands

And although specialty burgers are trending
high, the demand for traditional, well-executed
burgers remains the cornerstone of burger 
popularity. 

Consumers Say Cheese
Including cheese as a topping strikes both
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Burger Ingredient Must Haves
CHEESE

Cheddar, Processed Slices, Mozzarella

VEGETABLES
Tomato, Pickles, Leaf Lettuce, Onion

BREAD
Bun—White, Whole Wheat

PROTEIN
Bacon, Steak

CONDIMENTS 
Ketchup, Mustard, Mayonnaise (Regular)

Mini-Burgers,
Big Potential 

Mini-burgers are gaining traction with
younger consumers; about half of those aged 18-
34 (49 per cent) now purchase mini burgers once
a month or more often, compared to just 37 per
cent in 2009.  And over one-third of Canadians
indicate that they would be very likely to order a
mini-burger.  Operators should consider a single
mini-burger as an appetizer or a plate of two or
three mini-burgers as a main dish.

Ethnic Burgers 
Hold Appeal

According to Technomic, interest in themed burgers
(such as Mexican or Asian burgers) is growing among
women; more than a quarter of women polled in 2011
(27 per cent) said they find themed burgers appealing,
compared to just 19 per cent of women polled in 2009.
And in an Ipsos-Reid poll conducted for Kraft Foods in
2011, almost 40 per cent of Canadians said they would
be very interested in trying an ethnic-inspired burger.
The five most appealing? Mediterranean (70 per cent),
Mexican (65 per cent), Asian (57 per cent), French (47
per cent) and Indian (46 per cent).
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Upgrade the Burger Pantry
Buns Cheeses Spreads Glazes

Brioche Asiago Havarti Avocado Balsamic Vinegar
Ciabatta Blue Cheese Monterey Jack Barbeque Sauce Barbeque Sauce
Dark Rye Cheddar Mozzarella Creamy Dressing Honey-Mustard

French Roll Goat Cheese Swiss Mayonnaise Jalapeño Ketchup
Kaiser Roll Pomegranate Molasses

Teriyaki

What cheeses resonate with diners? Two out of
three consumers (67 per cent) say they would
consider ordering cheddar cheese on their
burger to add a sharp, bold flavour. More than
half of consumers would consider ordering 
mozzarella (54 per cent) or Swiss (51 per cent)
cheese on their burger at a restaurant. Two-fifths

of consumers would consider Monterey Jack (42
per cent) and American/processed (37 per cent)
cheese on their burger, and another quarter 
of consumers (26 per cent) would consider 
provolone cheese.  The key is providing a variety
of cheeses to please both traditionalists and 
adventure seekers. 

1  Technomic’s Canadian Burger Consumer Report (2011), based on 1,000 consumers age 18+
2  KRAFT Burgers U&A, Ipsos-Reid, 2010
3  Technomic’s Canadian Burger Consumer Report (2011), based on 751 (2009) and 1,000 (2011) consumers aged 18+ 
4  KRAFT Burgers U&A, Ipsos-Reid, 2010 
5 Technomic’s Canadian Burger Consumer Report (2011), based on 751 (2009) and 1,000 (2011) consumers aged 18+

trends squarely in the sweet spot. First, 
consumers expect cheese as part of a burger
build. Second, cheese gives operators a realm of 
creative possibilities. Depending on what cheese
is featured, it can steer burgers from traditional
to Mediterranean, or from Latin to eclectic. 
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HOT
Summertime

Foods

By Kelly Putter

There’s something about summer that brings
out the show-off in many of us. Guys like to flex
their biceps and girls like to flaunt their bikinis. It’s
as though some kind of audacious vapour falls
from the sky during those warm summer
months.

Restaurants are no different. They’re looking to
attract crowds and keep them coming back for
more – what better way to do that than with fab-
ulously off-the-chart dishes and drinks. For some
foodservice operators, having a patio screams
summertime fare: grilled entrées, frozen desserts
and icy-cold cocktails. But that doesn’t have to
exclude the majority of foodservice establish-
ments who still want to pay tribute to the dog
days of summer from within their four walls.

Nothing says summer like a plate of crisp,
golden French fries. But this year, foodies are
glamming up the simple spud, says Dana 
McCauley, a food trends expert and culinary 
director at Janes Family Foods. While poutine has
been popular for some time, this summer will see
it emerge in a kaleidoscope of flavours such as
pulled-pork poutine, butter-chicken poutine and
Nacho Grande, which is essentially the toppings

“Expect to see hot dogs in places you never
expected to see them,” McCauley says. “You’ll see
little hot dogs similar to sliders at parties. These
are hot dogs with a pedigree and they’ll have
unique flavours. No more mutts.”

The portability factor of foods will continue to
climb in response to the increasing popularity of
food-truck food, which is defined in part by the
ease with which it’s carried and consumed. Janes
is garnering a positive response to its fish and
chips sandwich, which combines battered fish
topped with fries and coleslaw on bread.

For higher-end venues, which host weddings
and golf tournaments, watch for savoury

éclairs instead of those filled with
crème and doused in chocolate.

Think fish mouseline and smoked
salmon or trout.

Aioli will also figure more
prominently than it has, but 

look for a whole range of flavours
from saffron to spicy red pepper 

to mango.

With pizza sales growing, a summer
version of the heavy, cheese-and-

pepperoni laden crust is a good idea, 

of a nacho platter on a bed of fries. Janes has a
popular recipe for chicken-strip poutine that it
features at food shows.

“People want to experience something new,”
says McCauley, who is also a host on the Food
Network’s Recipe to Riches. “Food is more than just
sustenance, it’s an adventure. People are going
out for the entertainment factor. It’s an occasion
and, in most cases, it’s not just gut fill.”

In keeping with food that appeals to casual
diners, hamburgers will see even more 
protein added to the mix, says McCauley. Expect
to see hamburger patties topped with chili,
pulled-pork, back bacon or perhaps burgers 
that incorporate two patties.

Hot dogs will be spelled H-A-U-T-E 
this summer as restaurateurs 
put a gourmet spin on 
the plain old wiener.
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says Amy Whitson, a home economist and
owner of the Test Kitchen Inc., a recipe and 
product development company. Try using flat-
bread or a thin-crust pizza and grilling a salad
pizza, which might include arugula, leafy greens
or shredded radicchio and creamed cheese.

Tying into grilled summer pizza is a movement
toward more exotic dairy products. So instead of
topping your pizza with cheese made from cow’s
milk, more chefs may consider alternatives such
as horse-milk cheese, sheep-milk cheese and
water buffalo mozzarella. Look for goat-cheese
curds on your poutine.

With sustainability on everyone’s lips, foodser-
vice operations will continue to step up efforts
to reduce food waste, says Whitson. One of 
the best ways to do so is in soups. And even
though, hot soups aren’t the hottest sellers in 
the summer, soup sales are growing. If you 
operate a more high-end establishment or 
perhaps cater to weddings, golf tournaments
and various summer events, consider cold 
fruit-based soups that use up leftovers. Try a 

fruit-based gazpacho or how about an appetizer
that features a mini trio of cold soups using 
watermelon, mango and cantaloupe.

In keeping with the green theme, more 
consumers are requesting sustainable seafood,
says McCauley.

“At fish and chips restaurants, consumers want
to know where the fish came from,” she says.
“They want to know whether they can eat it with
a good conscience. Over the next five years, that
will become very important.”

Grilling is a perennial summertime favourite.
And despite a perception that cooking over fire
isn’t the healthiest, McCauley believes this trend
will only grow. Look for menus to use the word
seared instead of grilled, which lends a notion of
big flavour.

As for cold beverages and cocktails, expect to
see beer added to the mix, says Whitson. We’re
talking about a cocktail that might incorporate
Guinness, whiskey maple syrup and chocolate
bitters or adding a citrus liqueur to pale ale. 

“People are using beer as a part of mixology,”
Whitson says. “Beer has been trending up 
for women and they’re trying to expand their 
audience and create more appealing drinks 
for women.”

Consumers are showing more interest in 
imported beers and you’re starting to see beer
flavoured with lime or mixed with iced tea.

The assortment of summer food and drink is
only limited by our imaginations. Open up, let
loose and show off a little this summer.
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Tantalizing

S u m m e r 

C o n d i m e nt

T r e n d s

By Michelle Ponto

When eating out, customers are looking for something 
they can’t get at home or anyplace else.  One way to make 
your sandwiches and burgers distinctive is to create your own
signature relish, mayonnaise or spread.  Not only will this set 
you apart from your competition, but it will also set you apart 
in your customers’ minds.

There are no limits to the number of condiments you can 
create.  You can get ketchup , mayonnaise and mustard from 
any restaurant, but it doesn’t take much to add a unique 
spice or flavour to an already prepared condiment to make 
it quite different.  The best news is that you can make them 
in-house. This way you only need to make as much as you need,
plus you only have to buy one jar of mayonnaise instead a bunch
of different kinds.

Hot Summer 

Condiment Ideas

Spicy condiments are still trending high for summer 2012.  
Try creating a basil-pesto mayonnaise and adding it to Italian
style sandwiches, fish sandwiches or vegetarian wraps.  Adding
crumbled blue cheese or feta is another way to make your
spreads a little different.  A third way to easily spice up a 
condiment is by adding chili spices, barbecue sauce or ketchup
to mayonnaise to create a memorable spread for burgers and
chicken sandwiches.   

You can’t go wrong with chili or jalapeno enhanced spreads.
Chipotle has been trending for a few years and so has hummus.
To make your hummus even more unique, try adding garlic 
or roasted peppers to the spread.  Hummus makes a great 
vegetarian sandwich and pita spread, but it also works great on
chicken sandwiches and as dip for appetizers.

Then there are fresh herbs.  These never go out of style and
neither do roasted peppers, garlic and other roasted vegetables
such as eggplant. A simple twist is to crush up
basil and oregano and blend it with
mayonnaise or Tzatziki. This makes
a fresh-tasting spread for fish
sandwiches or a gourmet grilled
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cheese.  Other herb options include dill, parsley, chives and tarragon.

But there is a new trend that’s really growing in the food industry, and
that’s Thai flavors.  Add things like cilantro, lime and coconut milk to create
your own zesty condiment for Thai-inspired chicken or beef wraps, or
turkey burgers.

Marketing Your 

Signature Spread

Once you’ve created your signature sauces, don’t forget to let your 
customer’s know about them by mentioning them in your menu.  Use
words like “house-made roasted garlic, parmesan spread,” “mango, 

Contemporary
Mini Dessert

Collection

    Order Code       Product Description                            Pack Size
      0863330         Caramel Toffee Brownie                           2 dz.
      0863304         Red Velvet Cream Cheese Iced                2 dz.
      0863260         Cream Cheese Iced Carrort Cake             2 dz.
      0863318         New York Cheesecake                             2 dz.Contact your Sysco Marketing Associate for more information.

The Bottle BoxTM

Extremely durable and eco-chic, 
the Bottle Box is made from 100% 

post consumer recycled PET 
beverage bottles. The unique 
hinged and stackable design 

with the airtight button locking 
system makes them perfect for takeout 

(Grab & Go), salads, deli items and entrées 
(not to exceed 135oF/57oC).

Tuxedo - Platinum Series
The ultimate eco-friendly and
most versatile packaging in
today’s market place. With
convenient pack sizes, a
variety of shapes and sizes 
at affordable prices … the
product presentation speaks
for itself! Whether your 
application is for prepared foods, 
grilling on the BBQ or baking, 
you can save money and time 
and avoid the messy clean up. 
Aluminum is 100% recyclable.

10

chipotle relish,” or “signature hot and tangy BBQ sauce” to conjure up 
tasty images for the customer.  

You will always have sandwiches and wraps on your menu.  While
changing the type of meats or breads may cost more without creating
too much of a difference, spicing up your condiments and spreads can
result in giving you a cost-effective leading edge over your competition.

Great Mayonnaise Ideas

1) Wasabi Mayonnaise
2) Dijon Mayonnaise
3) Garlic Mayonnaise
4) Horseradish Mayonnaise
5) Bacon and Jalapeno Mayonnaise
6) Sundried Tomato Mayonnaise
7) Chive Mayonnaise
8) Lime Pickle Mayonnaise
9) Red Chili Mayonnaise
10) Truffle Mayonnaise 
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By Kelly Putter

For some foodservice operators, 
the summer season offers a mixed blessing.

It’s mixed because booming summertime business challenges every
aspect of your operation, regardless of how well your establishment is
staffed. But when combined with summer staffing issues, such as holidays
and inexperienced summer help, the test is even greater.

So what’s a restaurant to do?

Some restaurants and foodservice operations prohibit employees 
from taking time off over the busy summer season. While forbidding staff
from holidaying with their partners and children may not win you any
friends, it’s a logical measure for those whose revenues really hinge on
summer business.

But if that option isn’t one worth entertaining, there are ways to get
ready for the summer crush. Planning and preparation are key ingredients
to effectively managing staff regardless of the time of year, but especially
for foodservice businesses that live and die thanks to their high seasons.

“Businesses need to plan and take proactive steps – because they 
only have one shot at it,” says Dave Swanston, a Burlington based 
hospitality consultant. “During your busy season, staff could undermine
your operational performance and end up costing you business. It’s better
to prepare than get caught short.”

Swanston recommends assessing how and where your restaurant 
recruits seasonal help. It’s important to tap into potential employees who
are students or those, who for one reason or another, are returning home
for the summer. And don’t forget your existing staff. Perhaps there are
some who would love to pick up an extra shift.

As a restaurant owner or manager, you may need to look for workers 
in more unconventional ways such as at job fairs, which are often held 
at colleges and universities. This is a great opportunity to market your
restaurant to youth and to let them know that your establishment is a 
student-friendly workplace.

But there’s a knack to keeping seasonal or temporary workers, says
Swanston.

“Businesses have a hard time keeping staff because they don’t explain
the seasonal nature of the business and they often don’t treat seasonal
staff as well as their regular staff,” he says. “They bring them in but give the
best shifts to the regular staff, so the new employees get disillusioned and
leave. If you rely on your seasonal staff, you have to treat them just as well
as your regular employees.”

Always be on the lookout for seasonal staff, recommends Swanston.
That perfect dishwasher or wait staffer might be walking though your
door during the Christmas holidays. Don’t let the far-off notion of the 
summer season keep you from sussing out a potential employee. Besides,
if they’re showing up that early, it could mean that they’re motivated,
eager and probably a great worker.

Be sure to hire far in advance to secure the best workers for the summer
season, advises Geoff Wilson, president of fsSTRATEGY, a foodservice 
consulting firm in Toronto.

“When I worked in the summer resort industry, I was generally hired 
by February,” says Wilson. “If you want to identify those stars you had last
summer, you’ve got to get them tied down quick.”

One of the big drawbacks Swanston sees is owners who put little time,
money and effort into training their seasonal staff, a strategy that can often

Summer
Staffing

Survival Guide
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backfire with employees getting 
frustrated and quitting. It’s critical to
invest in a solid training program.

“Spend the extra time with them,”
says Swanston. “Remember you have
to bring them up to speed quickly.
That requires a huge investment 
and a lot of operators don’t invest in
training.”

There are mixed views about 
providing incentives for seasonal staff.
Some say it’s unfair to the regular,
year-round employees. Others feel it’s
the only way to cope with short-term
workers, who are distracted by a social
life and other career goals.

Strong operations that have good reputations will have an easier time
attracting temporary staff and won’t likely need to pay incentives, says
Swanston. Some restaurants pays bonuses to staff who continue working
the full summer rather than taking a week or two off in August to relax
before school starts again in September.

Wilson isn’t a fan of offering incentives. “All that’s doing is increasing your
labour costs,” he says. “It’s better to have a solid deal as opposed to paying
out if they can stay.”

While hiring to fill your peak seasons can be difficult at the best of times,

Swanston recommends going
the extra mile by putting systems
and procedures in place that
allow you to ramp up during your
busy times and pull back when
business inevitably slows. When
it’s quiet, for example, use that
time to focus on cost controls.
When it’s busy, focus on revenue
management. Mastering these
strategies, he says, can help 
influence who you hire. 

Swanston says it’s also impor-
tant to consider the mix of peo-
ple you’re hiring for the summer
season. Some you’ll never see

again for various reasons, while others will work for you for many years.
Hire some students who are soon to graduate and others who are at the
start of their educational careers. If the younger ones keep coming back,
your staff will only get stronger and stronger.

It’s also not a bad idea to consider offering your best summer workers
a part-time position during the year. If that’s not feasible be sure to talk to
them about coming back next summer.

Some forward planning combined with fair-and-square treatment of
summer staff won’t guarantee a stress-free summer, but it sure goes a long
way toward easing the load.
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Checking-in 
Customers 
for More 
Sales

By Michelle Ponto

Both Foursquare and Yelp offer
foodservice operators a free way to
connect with potential and current
customers. They also offer ways for
your customers to spread their tips,
recommendations and photos to their
friends.

Who’s Using Yelp and Foursquare

Even if you don’t use social media
tools, plenty of your customers do.
You need to be where they are, and if
they are already “checking-in” with
your competition, then you need
them checking-in with you. (“Check-
ing-in” is the act of posting your 
location at a venue and connecting
with friends.)

Yelp and Foursquare are free apps
which users can download onto their
smart phones and tablet computers,
and are quickly growing in popularity.
According to Google Analytics, Yelp
had a monthly average of 71 million
unique visitors the first quarter of 2012.
They have a reputation for being one
the places to go when looking for

restaurants or venues in the area.
The phone app also gives people
the chance to check-in, post
photos of where they are, write
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a review and unlock any deals or specials you may be offering.

Foursquare is similar. With more than 3 million active users, customers can check-in,
get deals and post photos, but instead of writing a review, they leave tips for the 
next person who checks in. People can also collect virtual “badges” as recognition for
checking-in regularly, leading to friendly competition and the desire to be crowned
the Foursquare “mayor” of a location by checking-in the most often.

Check-in Benefits:
• Reviews or tips left by checked-in customers can give you insight to what clients

are saying about your venue.  

• Helps you monitor the customer service provided by your staff and the 
sentiment of your consumers.

• It’s an easy and free loyalty program.  No more punch cards.

• Users have the ability to share their check-in with Facebook and Twitter to 
help boost your exposure.

• You are able to monitor total check-ins, unique visitors and shared updates 
to measure analytics.

• Advertising that you participate in Yelp and Foursquare by visibly hanging a
sticker in your window will help make your check-in incentives more successful.

Try promoting
a free coffee,

an appetizer or
valet service

with every 
5 check-ins. 

Another reason to get on board with Yelp and Foursquare
is that they increase your chances of being found in Google
by improving your SEO (Search Engine Optimization).  Each
venue on Foursquare and Yelp has a dedicated Web page that
is indexed by Google. 

These pages rank high in 
geographic related searches,
which is why when some-
one searches “pizza” in a
specific city, the Yelp page
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may rank higher than your actual website. Because of this, make sure you
optimize your Foursquare and Yelp listings by making certain they have
the correct address, hours of operation and description.  

Getting Customers to Check-in

The easiest way to get customers to “check-in” is to offer special 
promotions. For example, try promoting a free coffee, an appetizer or valet
service with every 5 check-ins.  It doesn’t matter what you offer as long as
the deal is clear and simple. If giving everyone who checks-in something
is too much, consider giving only the “mayor” a drink special.  Customers
would then be dedicated to gaining this status - and your mayor gets a
vested interest in returning to your venue to keep that status. 

However, not all check-ins have to be freebies. You can also offer insider
tips such as letting those who check-in know every Tuesday is half price
smoothie night or that the new spring menu is coming out next week.
Other ideas include rewarding customers only if they check-in and leave
a digital tip. 

Offering check-in incentives may not have a dramatic effect on your
bottom line immediately, but it does grow every month. However, the
best part is that your customers will spread the news to others – even to
those who don’t check in.
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By Michelle Ponto

From grilled cheese to grilled chicken, 
sandwiches never go out of style.  

But to make a sandwich memorable, 
it needs to be an artisan sandwich.

Customers are looking for new taste combina-
tions when it comes to sandwiches.  They want
to know they are getting something they can’t
get anywhere else – and it may not take as much
effort as you think to create artisan sandwiches
that are truly yours. 

Scott and Kerry Morrison , the owners of 
Flavor and Flavor 19 in Sydney, Nova Scotia, have
not only mastered the art of making a sandwich,
they have carved out a reputation for serving
sandwiches that are unique and creative. Some
of their best selling sandwiches include a 
roast chicken, apricot and almond wrap, and
spice-rubbed grilled chicken pita with feta,
tzatziki and salsa.  

“But we are known for our peanut butter and
bacon burger. We sell quite a few of those. It’s a
beef burger topped with peanut butter, salt
bacon, mayo and red onion,” said Scott.  “We do
quite a few burgers that would be considered
sort of out there”

Developing Your Own Signature Sandwich

When you see sandwiches like roast chicken,

In order to reduce the amount of inventory
you have on hand,  think about the sandwiches
you want on your menu.  You may decide to do
a wrap, a pita, a sandwich on white bread and a
sandwich on multigrain bread.   Fancier breads
like a focaccia or ciabatta could be used for a
daily special.

Sandwich Trends and Unique Offerings

Gluten-free bread, vegetarian and vegan 
items are a few of the popular sandwich trends
predicted for this summer. Promoting their 
availability at your restaurant can make you 
competitive in your market.  If you currently serve
sandwiches, some of them may already fall into
the vegetarian category such as cheese and
tomato or egg salad.

While sandwiches are always popular, it’s still
a good idea to change your menu a few times a
year to give your customers something new 
to try. Tomato and fresh green sandwiches can
reflect what’s being harvested at that moment

cranberry, walnut and Mozzarella on multigrain
bread and warm house-roasted beef with
smoked chili mayo and aged cheddar on Tuscan
sourdough on a menu, you know you’re not 
getting your everyday sandwich.  You’re getting
something special.  

Finding creative concepts for signature 
sandwiches can come from a number of places.
Scott says some of their ideas come from testing
or playing in the kitchen, but they also read a lot
and get ideas from stuff they see on TV. And they
travel to various regions in Canada and overseas.
Once they have their ideas, then the real fun of
experimenting in the kitchen begins.

“When it comes to choosing breads, we start
with what we think will work the best based 
on neutral flavours or based on the type of 
sandwich.  If we are putting together a health
conscious sandwich, we will use 100 per cent
whole grain bread.  If we are doing an Italian
sandwich, we’ll use a white like sour dough or a
ciabatta,” says Scott.

To cut down on costs when making artisan
sandwiches, limit the number of breads you use.
Sysco offers a lot of bread varieties that are par
baked and can give you the artisan look and
flavour your customers will love.  Plus, this way,
the bread can be made fresh throughout the day
and because it’s frozen, there is minimal waste.  

Sandwiches
Turning the Everyday 

into Gourmet

“Fancier breads like a focaccia or ciabatta could be used for a daily special.”
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and roast curried turkey with melted brie on a
baguette can be part of a seasonal offering. 

Not every sandwich you create will turn to
gold, but there are steps you can take so that 
you generally know beforehand what will work.
Before putting it on the menu, try it out in the
kitchen and test it on the staff. If they like it, 
then try it as a daily special. If it sells, you’ll have
some idea of what your regular customer base
will enjoy.

Tips for Boosting Your Bottom Line

To make it easy for your customers, consider
having all your sandwiches at the same price.
This way people are not making a decision based
on cost; instead they are deciding on what they
want to eat.   Psychologically, people will quite
often buy the cheapest thing on the menu.  If
you make every sandwich the same price 
and design each of them to be the same food
cost, then they focus on the ingredients and 

options with menu icons can also help 
boost sales.  

And don’t forget about combos, which should
be promoted on your menu or sandwich boards.
Scott and Kerry say 80 per cent of their customers
at Flavor order a soup/sandwich or salad/sand-
wich combo.  This helps with their profit margins
as the customer is spending nearly double than
if they had ordered a sandwich alone.  

All it takes is to have your server suggest it for
the customer to say “yes”.  The more the customer
knows about them, the better chance you have
of selling them.

When it comes to developing signature 
sandwiches, there are no limits to how creative
you can be.  Turn your basic everyday lunch 
item to gourmet by simply changing up the
bread or adding something a little different 
to the fillings.  A small change can make a big 
difference to the customer and set you apart
from your competition.

the experience rather than their wallet.

To make your artisan sandwiches irresistible,
come up with descriptive names for them. Think
about the customer’s experience – you can tell
them you have a chicken sandwich or you can
tell them you have an oven-roasted grilled
chicken sandwich on Tuscan sour dough.  They
both refer to the same sandwich, but the latter
conjures up more vivid imagery – which means
you can charge a little more.  You should also
promote your gluten-free, vegetarian or vegan
options.  And promoting low-fat items or healthy
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You Gotta Eat Here! premiered in January and its crew has been 
criss-crossing the country in search of the country’s best comfort food. 
The half-hour show airs once a week on the Food Network on Fridays and is
re-broadcast three other times during the week. Most of the three restaurants
featured on each show are mom-and-pop operations that specialize in fresh,
home-cooked dishes, some unusual, some traditional.

Producers have travelled to Hoito in Thunder Bay, ON, Rick’s Fish and 
Chips in St. Peter’s Bay, PEI and Charlene’s Bayside Restaurant and Café in 
Whycocomagh, NS. Featured dishes have included boar poutine, a lobster
grilled cheese sandwich and smoked meat sandwiches from the iconic
Schwartz’s Deli in Montreal.

“We really will look anywhere,” explains Rachel Horvath, supervising 
producer of the program. “And we want to go across the country and make
sure we’re featuring the best places.”

While what’s best is subjective, the You Gotta Eat Here! producers go 
to great lengths to determine the finest. Lone Eagle Entertainment Ltd., the
company that produces the show, employs four researchers who scour the
internet, looking for great reviews from food critics, both professional and lay.
Essentially, they’re looking for buzz. So what might begin as a tip from a friend
about awesome pub food in Langley, B.C. goes through the ringer before the
pub owner even knows anyone is paying attention. Once it jumps those
hoops, the owner is contacted and interviewed at length which is followed
by another Q & A with the chef.

Once producers have a pick, they figure out which dishes they’d like to 
feature and the story they want to tell. The researchers then write up a 

The Food Network’s Salute 
to Canadian Home Cooking

By Kelly Putter

As foodservice professionals, we’re fortunate to have our own TV 
network filled with a variety of culinary options - good, bad and somewhere
in between.

There’s now a new program that features the home cooking of Canadian
restaurants. Get on the show and you’ve got your very own mini promo. 
The trick, of course, is getting on the show.

two-or-three page outline that’s sent to The Food Network, which has the 
final say.

“Our research is so diligent because we’re putting a stamp of approval on
the restaurant,” says Horvath. “It doesn’t have to be the fanciest place in town.
But it should be a place you’d be proud to go to with friends.”

The premise is similar to Diners, Drive-ins and Dives, the road-trip style 
show in which host Guy Fieri scrutinizes America’s kitchens in search of the
best comfort food.

Toronto comedian and foodie John Catucci is the host of You Gotta Eat 
Here! and his goofy rapport with operators, chefs and restaurant clients is 
pitch-perfect. 

“We wanted to bring an everyman approach to the show,” explains Horvath.
“John’s not a chef or an expert in cooking. He’s an enthusiast who loves to cook
and does most of the cooking in his own home. He grew up working in his
uncle’s restaurant.”

Generally, the You Gotta Eat Here! crew is on location for a full two days 
and often needs the restaurant to close its doors for one day to make 
room for shooting. While the work stoppage may be inconvenient, the pay 
off can be worth it. Horvath has heard of restaurants running out of food 
after the segment airs thanks to the stampede of customers flocking to 
the restaurant.

Fans of the show and those who’d like to post tips about a great restaurant can do so at
ygeh.tips@gmail.com or through its Facebook page at

http://www.facebook.com/pages/You-Gotta-Eat-Here/130962513637108.
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Flavour of 

Canada
Sean Willms, General Manager

Norsemen Inn

Camrose, Alberta
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Written by Megan Fleming, 
Sysco Marketing Coordinator

Providing guests with an endless list of 
options, the Norsemen Inn covers all fronts 
when it comes to accommodations, memorable
experiences, and good food. Bordered by 
the agricultural beauty of Camrose, Alberta, 
this newly renovated facility is one to be 
remembered. Complete with a cozy café, 
modern lounge, full-service restaurant, chic tap
room, comfortable suite options, and its own
micro-brewery, the Norsemen Inn is the perfect

“...the urban 
architecture and 

weathered tones add 
the perfect touch to 
this contemporary 

hot spot”

choice for guests seeking quality lodging and
friendly service all in one place. 

Located in a small farming community in 
rural Alberta, this distinct facility has been 
providing the ideal hotel experience since 1978.
In its early stages, the Norsemen Inn was a cozy,
last-minute option for weary travellers seeking a
clean and welcoming place to stay. However,
over the last thirty-four years this splendid 
hotel has evolved into a four-storey lodging 
destination, complete with a large-scale banquet
hall and four additional modern dining options.
As soon as guests enter the sunny lobby through
the hotel’s glass sliding doors, the inspiring and 
accommodating staff make everyone feel right
at home. After checking in, guests can enter
Norsemen Inn’s own family-style restaurant
known as Hagar’s Café. This cozy little café 
seats up to one hundred guests and offers a
warm environment and mouth-watering buffet-
style service. For a more formal ambiance, guests
can visit the Odin Room where an intimate
group of seventy-five can enjoy exceptional 
fare in a classic setting. Not far from these two

outstanding restaurants is Norsemen Inn’s Gravity
Lounge which features a rustic interior perfect
for those guests looking to enjoy a pint with 
the gang. All of the dining locations in the inn
have been recently re-branded and remodelled
to the highest of standards.  The Tap Room 
& Brewery shows the calibre of Norsemen Inn’s
extensive renovations;  the urban architecture
and weathered tones add the perfect touch to
this contemporary hot spot. Guests can join in a
game of pool, enjoy some VLTs, or take centre
stage as they dance the night away to the
hottest music hosted by some very talented local
deejays. Large floor-to-ceiling windows offer a
view of the breathtaking micro-brewery which
produces three refreshing lagers that the 
regulars truly can’t get enough of: Longship
Lager, Horned Helmet, and Eric the Red.

The entire team at Norsemen Inn is dedicated
to making every guest’s stay enjoyable and
memorable. With so much going on all under
one roof, it’s an inspiration that this talented
group can do it all, while still going the extra 
mile for any guests in need. The operations and
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General manager Sean Willms has learned the business through many
years of hands-on experience. His immense skill and knowledge in the
management field came through his three other ownership experiences,
through which he was immersed in the ups and downs of the restaurant
industry. Having worked in the foodservice industry since his high school
days, Sean jumped at the chance to partner with his uncle and open 
a restaurant chain in central Alberta. Through the busy years that 
followed, he gained a deeper passion for the restaurant business and 
became more involved with his parents’ up-and-coming hotel in the small
city of Camrose: the Norsemen Inn. By this time, the inn had gone through
several extensive upgrades since his family purchased it in 1988. Not 
long after learning more about the family business, Sean decided to train
in every position possible so that he could better understand the 
workloads of his future staff. Throughout the mid 1990s, he worked 
in every department from front desk clerk, to server, to helping the 
maintenance crew. Later in 1998, he became general manager and then
eventually purchased shares to become the owner in 2007.

As Sean asserts, the future holds “great things” for the Norsemen Inn. 
He looks forward to continued growth and truly values his talented team
of management and staff. In Sean’s opinion, they are the “key to Norsemen
Inn’s success.” Guests can be assured that although this one-of-a-kind hotel
will continue to grow and advance, they can always count on the friendly
staff and “tried and true” menu favourites.

This delicious burger features two charbroiled beef
patties, a fresh bun with Norsemen Inn’s zesty

house dressing, and several slices of cheddar cheese.
Inside crisp fried onions, two slices of bacon,
and the ever-popular signature mushroom

gravy sauce adds the perfect amount of flavour.
Fresh lettuce, tomato slices, and a pickle

spear complete this enormous burger.

This Norsemen Inn classic comes with 

your choice of fries, rice, mashed potatoes, 

pasta, or two options of salad. 

catering managers Geri Ferner, Chris Cameron, Gina Desjardins, and 
Dana Rempel all agree that consistency and quality are what have 
been key to helping them achieve customer service excellence. As general
manager and owner Sean Willms asserts, the Norsemen Inn “hires for 
personality and trains for skill.” From the managers to the one hundred
employees, every staff member goes through extensive training which
has produced a welcoming, customer-oriented team of committed wait
staff. Sean confirms that the veteran employees know their customers well
and each of them have built some “great [long-lasting] connections” with
the regular visitors.

The Norsemen Inn is equipped for any celebration, corporate event, or
business function. No matter the size or scale, guests can be at ease that
their expectations will be met and exceeded. The kitchen at the Norsemen
Inn is by no means an exception from this rule. Producing homemade 
fare is no easy task with four dining facilities and a huge convention centre,
but the team always produces fresh and flavourful dishes that have visitors
craving for more. Head Chef Chit Saengsathit runs a tight ship. Her twenty
years of experience in the industry has brought inspirational skill and talent
to the menu. From the pork cutlets to the ever-popular, made-from-
scratch burgers, the Norsemen Inn sets the bar to a high standard.

Norsemen Inn’s partnership with Sysco Edmonton has been a long and
positive one. Sean asserts that Sysco is an “excellent partner” and through
his many years of experience in the industry, he has “never had a supplier
like Sysco.” The Marketing Associates have truly strengthened the business
relationship even more, and Sean asserts that they have had truly “great
reps.” Norsemen Inn takes advantage of Sysco’s value-added services
through regular Business Reviews and has also benefitted from the 
talented Menu Development team.

Hagar’s Overloaded Burger
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“Sauce is 
the Star at 

Busters Barbeque”

Stosh & Natalie Welniak , Owners
Busters Barbeque

Vermilion Bay, Ontario 
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When Stosh and Natalie Welniak bought the
property that would become Busters Barbeque,
they originally intended to use the site to open
a bottling facility for their award-winning Busters
Blueberry BBQ Sauce.

“But after seeing the space, we decided to dive
head-first into the restaurant industry,” Welniak
says. The location was actually the former site of
Buster B's, a restaurant that Stosh's parents had
owned more than a decade before. With some
advice, mentorship and recipes from the senior
Welniaks, Stosh and Natalie opened Busters 
Barbeque in Vermilion Bay, Ontario in 2006.

As the name suggests, the menu is big on 

From L to R: Bill Atwood (Sysco MA), Natalie Welniak, Meghan Krantz, Douglas Ewen

sauce recipe that he just wasn’t satisfied with.
Just as he realized he needed to find a way 
to sweeten the sauce, along came some locals
selling wild blueberries. With the addition of
those blueberries, the sauce went from ordinary
to outstanding.

Since that fateful day in 1995, Busters Blue-
berry Barbeque Sauce has been winning major
awards, including the People’s Choice Award at
the Great American Barbeque Festival in Kansas.

Although the sauce has brought home
awards from far and wide, its home is Busters 
Barbeque, a casual dining restaurant with a 
staff of about 20 during its busy season (May
through September).

Located on Highway 17 on the west end of

barbeque, including favourites such as smoked
pork side ribs, smoked chicken, pulled pork,
hand-made flank-steak-and-brisket burgers.
Busters’ meats are hand smoked and hand 
sliced, but the real star of the show is the 
barbeque sauce that’s been winning awards for
more than a decade.

“Busters Blueberry Barbeque Sauce is the main
specialty at the restaurant,” says Welniak. “This
award-winning sauce is served on most of our
smoked meats and is definitely a favourite
among our guests.”

The sauce was created by Stosh’s father, who
was in the kitchen fiddling with a barbeque
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Vermilion Bay, Busters attracts locals as well as travellers from all over 
North America. It also does a brisk take-out business, as well as catering
events both on the premises and at special events.

At the restaurant, guests are welcomed into a laid-back atmosphere
with a nostalgic, family feel, highlighted by a full-wall mural of placid waters
and a waiting canoe. 

“Imperfect hand-made wooden tables give Busters a casual feel,” Welniak
says. “But the collage of awards and accolades along the back wall help
remind our guests that when it comes to barbeque, we know what we
are doing!”

Word about Busters’ barbeque expertise is spreading fast. In addition to
the news coverage of their sauce awards, the restaurant was also featured
on the Food Network show “You Gotta Eat Here! ” in late 2011. Although 
the shoot was long and challenging, the Welniaks say it was well worth it.

“We are still riding the fantastic wave of publicity.”

And in order to fulfill all their orders, Busters has been using Sysco as a
one-stop-shop supplier since opening in 2006.

develop their crowd-pleasing menu, and look to the future.

“Busters’ menu is constantly evolving,” Welniak says. “With the help 
of Sysco and our own inspiration, we are always changing and trying to
become better – as a restaurant, and on the palates of our customers.”

“We absolutely love our Marketing Associate,” Welniak says. “He’s so 
fantastic with helping solve all our problems – food-related or equipment-
related. He’s always helpful in making us a buck and bringing new and 
exciting food ideas to the table.”

The Welniaks have big plans for the future. They plan to open a 
barbeque sauce bottling facility next door to Busters Barbeque, and are
looking into franchising opportunities. In the meantime, they continue to

                                                                    
INGREDIENTS                                 METRIC IMPERIAL

liquid smoke                                     1/3 cup 75 mL

cider vinegar                                     2/3 cup 150 mL

Spray bottle

Rack of St. Louis style pork ribs

Busters Championship Seasoning 
(Use store-bought meat seasoning as alternative)

Aluminum foil

Hickory wood pellets or hickory sawdust

Busters BBQ Sauce 
(Use store-bought BBQ sauce as alternative)

Method
Mix liquid smoke and cider vinegar in spray bottle. 

Coat both sides of ribs with Busters Championship Seasoning. 

Spray ribs liberally with liquid smoke and vinegar mixture. 

Refrigerate ribs for at least 6 hours, preferably overnight. 

Prepare smoke pack by making an aluminum foil pouch with 
approximately 3-ounces of wood pellets sealed inside. 

Using a Webber style grill, make a pile of charcoal on one side
and light. After coals are white hot, poke a pencil-sized hole in 
the pouch and set on opposite side of coals. Cover. 

Add additional wood pellet pouches as necessary to provide 
2 hours of smoke. 

Pre-heat oven to 250oF / 121oC. 

Smoke ribs for approximately 2 hours and remove from grill

Seal in a pan for 2 hours in oven. 

Place on heated grill, sauce with Busters BBQ sauce, cut 
and serve. 

St. Louis Style Ribs
Smoked ribs, liquid smoke, and BBQ sauce 

make this dish something extra special. 

Cooking time: 240 minutes                                Yield: 2
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Tyler Koloski

Tyler Koloski, Red Seal
Corporate Chef for Sysco Regina

bone-in AAA prime rib slightly seasoned with sea
salt and fresh cracked pepper, served with its own
jus, is simple and tastes amazing!

Tell us about your all-time favourite dish.
I can’t really say I have a favourite. All dishes are

unique in their own way. Although I am quite partial
to Moroccan-spiced pan-seared sea bass with
mango gooseberry relish.

How and when did you know that 
working in a kitchen was for you?

When I was 18 years old. I was working at a 
franchise and the comfort I felt in the kitchen was
enough to make me quit playing soccer, my first real
passion in life. That’s when I knew working in a
kitchen was for me.

What’s your favourite cookbook?
Culinary Artistry by Andrew Dornenburg and

Karen Page. I refer to it as my bible.

What’s your best cooking tip?
Cook with love. If you love what you do and 

love who you’re cooking for, the dish will always
taste great!

Do you have a favourite kitchen disaster
story to share?

While working at a convention centre in Regina,
our team was preparing to plate slices of 
cheesecake that our pastry chefs had spent hours
preparing and cutting. As the prep cook returned
from the walk-in cooler, the wheel of the rack 
holding 160 cheesecakes caught a corner of the
rug, tipped and destroyed everything. That caused
quite the last minute scramble. Regardless, 
we adapted to the situation, as we all have to, and
went on with the event. You can’t really cancel an
800-person gala over spilled cheesecake!

Your last meal would be.........what?
Steamed jasmine rice with Kikkoman soy sauce.

It has always been the dish that brings me a sense
of calmness.

What is your favourite kitchen item 
(this could be a tool, ingredient, piece of

equipment) and why do you like it so much? 
My favourite kitchen item isn’t really a kitchen

item, but it’s key to driving everything I do, and have
done, in the kitchen. It’s my heart, which is where
my strong passion to create, help, endure and 
continuously learn comes from. Without it, nothing
would be possible.

What’s the best tip you offer 
foodservice operators?  

Take risks and fear nothing. The only way to 
capture the sweetest fruit is by climbing up and
stretching out onto the farthest limbs. Take a chance
at differentiating yourself. The rewards are great.
Probably the biggest fear we come across is 
customers who voice concerns regarding raising
their menu prices. They fear their clientele will leave
them. Such is rarely the case and the clientele who
do leave always return.  

What is one of the easiest things an operator
can do to improve his or her establishment? 

Sweat the small stuff. Never overlook those tiny
details. From matching cutlery to garnishing every
plate consistently, every detail needs attention.

How important is service and ambience 
in the overall standing of a restaurant?

It’s one of the most important pieces to the puzzle.
Making people feel warm, welcome, and cared for is
key to having them visit your establishment again.
Remember, word of mouth is the best form of 
advertising. People who don’t feel welcomed or
comfortable in your establishment are not going to
return, and WILL voice their opinion to others.

Finish this sentence. When running a 
restaurant, operators should always....

Go the extra mile. Going the extra mile always
gets noticed, regardless of whether it is verbally 
acknowledged or not. It makes your clientele feel
special and appreciated, like you’ve gone above and
beyond just for them.

What cooking techniques and/or 
chefs have inspired your work?

I have gained the most inspiration from the New
Zealand Cooking Magazine and cookbooks from
Donna Hay. It’s not a name you hear very often, but
her stylists and chefs do an amazing job of keeping
things simple. From the ingredients to the plating,
food doesn’t have to be complicated or complex.
From her, I’ve learned to let natural flavours speak
for themselves.

Do you have a guilty pleasure 
when it comes to food? 

Not really. I never feel guilty when it comes to
working, eating, playing, selecting, or preparing
food. Each ingredient is unique in its own right and
should be treated as such.

What’s your favourite culinary trend, 
past or present?

I don’t know if it is or was ever really a trend, but
I love simplicity. That means letting good quality 
ingredients speak for themselves and never 
masking them with complex or concentrated
flavours. For example, a slow roasted piece of 
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Want to give a boost 

to your burger sales? 

Try serving up Mini-Burgers 

with Bacon or Mexican-inspired 

Nuevo Latino Burgers. Or try some

other fun, summertime favourites 

such as Grilled Salmon with Peach 

or Eggs Benedict with Quick 

and Easy Hollandaise Sauce.
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what’s cooking?

Recipe courtesy of Kraft Foodservice
48 servings, 2 mini burgers, 120 g each

INGREDIENTS                                     METRIC    IMPERIAL

Chipotle Mayonnaise                                                                                      

Kraft Calorie-Wise Real Mayonnaise                     1 L                      1 qt
Chipotle-flavored hot pepper sauce           250 mL                  1 cup

Burgers                                                                                                              
Lean ground beef                                                  8.7 kg      19 lb + 4 oz
Steak seasoning                                                       5 mL                   1 tsp
Kraft Jalapeno Monterey Jack Slices, 

each cut into quarters                                  24 slices             24 slices
Miniature hamburger buns 

(about 2 inch), split                                                   48                        48
Bacon, cooked, drained 

and cut into quarters                                    24 slices             24 slices
Gherkin pickles                                                              48                        48
Leaf lettuce leaves, torn into small pieces    1.8 kg                      4 lb
Plum tomatoes, each cut into 4 slices                   24                        24

METHOD

• Chipotle Mayonnaise: Mix ingredients; cover. Refrigerate until ready to use.

• Angus Burgers: Shape meat into 192 small patties each weighing 
1.5 oz. (45 g) and measuring about 2-1/2 inches in diameter. Sprinkle 
lightly with steak seasoning.

• Cook patties on preheated 350OF/ 177 OC flat-top grill 2 min. on each side or
until medium doneness (160OF/ 72 OC), topping each of half of the burgers 
with 1 cheese piece for the last 30 sec. of the cooking time.

• For each serving: Place 2 plain burgers on bottom halves of 2 rolls. Top each
with 1 cheeseburger, 3 bacon pieces and top of roll. Thread 1 gherkin onto
each of 2 toothpicks; insert in tops of rolls. Place on serving plate. Garnish 
plate with 3 lettuce pieces and 2 tomato slices. Serve with 1 oz. (30 g) Chipotle
Mayonnaise in a small ramekin.

Tip:  Make ahead; prepared Chipotle mayonnaise can 
be stored in refrigerator up to 3 days before using as directed.

Recipe courtesy of Kraft Foodservice
16 servings, 1 burger (420 g) each

INGREDIENTS                                   METRIC      IMPERIAL
Burgers                                                                                                                                           
Onions, chopped                                                            675 g                       1 lb + 8 oz
Fajita seasoning                                                             50 mL                            1/4 cup
Oil                                                                                       50 mL                            1/4 cup
Long-grain white rice, uncooked                         500 mL                                2 cup 
Chicken broth                                                                    1.5 L                            1 1/2 qt 
Chipotle peppers in adobo sauce, pureed          75 mL                            1/3 cup 
Extra lean ground beef                                                2.5 kg                     5 lb. + 8 oz.
                                                                                                         
Verde Mayo                                                                                                                                  
Avocados, peeled, pitted and diced                       85 mL                            1/3 cup 
Kraft Mayo Real Mayonnaise                                    50 mL                            1/4 cup 
Tomatillos, roasted, diced                                              60 g                            1/4 cup
Lime juice                                                                         15 mL                              1 Tbsp
Green onions, chopped                                              15 mL                              1 Tbsp
Fresh parsley, chopped                                               15 mL                              1 Tbsp
Fresh cilantro, chopped                                              15 mL                              1 Tbsp
Fresh garlic, chopped                                                     5 mL                                 1 tsp
Rolls and Toppings                                                                                                               
Cheddar cheese buns, split, toasted                             16                                      16
Kraft Mild Cheddar Slices                                                  16                                      16
Corn tortillas (6 to 7 inch), 

each cut into 24 thin strips, deep fried                        4                                        4

METHOD
• Saute onions with seasoning in hot oil in large saucepan on low heat 5 min. or

until crisp-tender. Add rice; saute 1 min. or until golden brown. Stir in broth.
Bring to boil on medium heat. Reduce heat to medium-low; cover. Simmer 10
min. or until liquid is absorbed. Remove from heat. Stir in chipotle puree. Cool
to room temperature. Add meat; mix well.

• Shape into 16 (8-oz.[ 225-g]) patties each about 4 inches in diameter. Cook pat-
ties in saute pan (or on flat-top grill) 1 to 2 min. on each side or until browned
on both sides. Transfer to parchment paper-lined full-sheet pan.

• Bake in 350OF/ 177 OC convection oven 8 to 10 min. or until burgers reach an 
internal temperature of 150ºF/ 66 OC. Remove from oven. (Temperature will 
rise to 160OF/72OC as sandwiches are assembled.)

• Verde Mayo: Mix all ingredients until well blended; cover. Refrigerate until
ready to use.

• For each serving: Place burger on bottom half of bun; top with 1 cheese slice, 
1 Tbsp. (15 mL) Verde Mayo and 6 tortilla strips. Cover with top of bun.

Tip - Special Extra:   -   Serve with plantain or yucca fries.

Nuevo 
Latino Burgers

Mini Burgers 
with Bacon
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Grilled Salmon   
WITH PEACH 

& BASIL SAUCE

Recipe courtesy of California Cling Peach Board
Serves 8

INGREDIENTS                                 METRIC        IMPERIAL

Wild salmon, halibut or black cod 
fillets, at least 1-inch (2.5 cm) thick        8                               8

Peel of 1 lemon, finely grated                    1                               1
Smoked sweet paprika                         5 mL                       1 tsp
Dried thyme leaves                                5 mL                       1 tsp
Granulated sugar                                    5 mL                       1 tsp
Salt                                                                2 mL                   1/2 tsp
Black pepper                                             2 mL                   1/2 tsp
California Cling peach halves, in 
fruit juice or light syrup, can        796 mL                      28 oz

Multicoloured cherry tomatoes    500 mL                    2 cups
Green onions, 
cut into 1-inch (2.5 cm) pieces   1 bunch                 1 bunch

Garlic cloves, minced                                    2                               2
Olive oil                                                     30 mL                    2 Tbsp
Salt, to taste
Fresh basil or mint, coarsely chopped, to taste

METHOD 
• Stir lemon peel with seasonings and sugar. Sprinkle over fish and rub in.

• Drain peaches very well and cut into quarters. Place in a bowl along with
tomatoes, green onions and garlic. Stir with oil and season with salt.

• Turn peach mixture in a single layer onto a large sheet pan. Place fish 
on separate foil-lined sheet pan. Roast both in preheated 400˚F (200˚C).
Fish takes 8 to 10 minutes. Peach mixture will take about the same. 
Toss peach mixture with basil.

• Serve fish with peach sauce spooned over top.

Recipe courtesy of Ventura Foods
Serves 8

INGREDIENTS                                 METRIC        IMPERIAL

Imperial Flavoured 
Cooking Oil ZTF, hot (6640388)  178 mL                     6 oz

Lemon juice, fresh                                30 mL                 2 Tbsp
Hot sauce                                                   5 mL                    1 tsp
Egg yolks                                                           3                           3
Eggs                                                                    8                           8
English muffins, halved                                4                           4
Canadian bacon, slices                                 8                           8
Chives, diced, to taste

METHOD 
To make Sauce:

• Place fresh lemon juice, hot sauce of choice and egg yolks in blender.

• With blender on, slowly add hot Imperial Flavoured 
Cooking Oil. Blend well.

To make Eggs Benedict:

• Heat 2 to 3 inches of water in large saucepan or deep skillet to 
boiling. Adjust heat to keep liquid simmering gently. 

• Break eggs, 1 at a time, into custard cup or saucer. Holding dish 
close to surface, slip egg into water.

• Cook eggs until whites are completely set and yolks begin to 
thicken but are not hard, 3 to 5 minutes. Do not stir. 
Lift eggs from water with slotted spoon; drain well.

• Top each muffin half with 1 Canadian bacon slice, 1 egg 
and about 1½ Tbsp hollandaise sauce. 

• Sprinkle diced chives on top. Serve immediately.

Versatility: Hollandaise sauce can also be used 
over vegetables, or poured over a steak.

Eggs Benedict  
WITH QUICK AND EASY 
HOLLANDAISE SAUCE




