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ST - What is your tenure with the Company?
I have been with Sysco for 5 years. I started my Sysco

career as an AMA in Winnipeg and Southern Manitoba
for a year and a half. I then held a territory there for a
year before moving up to North-Western Manitoba for
the last 3 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? 

I worked as an Assistant Manager at Kris Fish & 
Chips in the busy resort town of Gimli, MB.  This 
was a yearly summer position at our family-run 
business while earning my Bachelor of Commerce. The 
experience definitely helped me to understand many
facets of day-to-day operations, such as contribution
margins, food costs, labour issues as well as other 
challenges and opportunities.

ST - Describe the account composition 
of your territory.

I have quite a variety of accounts in my territory of
North-Western Manitoba. They include family and fine
dining establishments, hotels, schools, universities,
hockey/curling rinks, non-profit organizations, golf
courses, camps, pubs, bars, grocery stores, fishing
lodges and even a casino. This definitely makes each
sales call unique!

ST - How does this affect how you do your job?
Having a wide variety of accounts helps me 

understand how operators’ needs can vary relative 
to their clientele. Product knowledge is also key since
these unique accounts all require different products 
for their respective markets.  

ST - What do you like best about Sysco Brand?
Dependability and quality. Sysco brand is always

manufactured to the highest specs in the industry. 

I always lead with Sysco brand when suggesting new
or alternative products because I am confident of their
performance with the operator and know they lead to
end-user satisfaction.

ST - What has operator response been 
to Sysco Brand?

The operator response to Sysco brand has been very
positive. The products are known for having the highest
quality, specs and yielding which make the operators’
jobs easier and more efficient.

ST - Do a lot of your accounts use Sysco Brand?
Yes, over half of my sales are Sysco brand.

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

The most challenging aspect of my job is time 
management. Being an active consultant in a large 
territory results in numerous projects and deadlines
with customers. Utilizing all the resources Sysco has to
offer, such as DSMs, AMAs, the business development
team, the CBR team, specialists, merchandisers and
vendors, helps me ensure these deadlines are met and
customers are succeeding. These resources are a great
value to the customers and the marketing associates.

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

The most rewarding aspect of my job is the 
appreciation and gratitude customers show when I
have helped them achieve their desired results. These
intrinsic rewards motivate me every day.

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

The good things about working with my accounts
are the customers themselves. They are friendly, 
patient, candid and understanding, resulting in very
constructive sales calls.

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

The people by far. I have the best customers 
and co-workers and I have built many long lasting 
relationships with them. Whether I am spending a
night fishing with customers in the abundant lakes of
the Flin Flon area, or playing on the energy line for 
the Sysco Winnipeg Stars hockey club, the people really
increase my quality of life.

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

The foodservice trends I have seen emerging in 
my territory include: the return to hearty, home-style
cooking, gluten-free diets, gourmet burgers, healthier
eating and an increased interest in wild game. I try 
to keep my customers up-to-date with trends in the 
industry by employing the assistance of our CBR 
team so customers can get suggestions on the 
implementation and marketing of new products or
menu items. I have also assisted in the development 
of Weight Watcher menus for customers to promote
their own healthy dishes.

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

I think the biggest mistake an operator can make in
today’s market is not being adaptable to the organic
nature of the foodservice industry. The ability of an 
operator to evolve their business strategies within 
this changing environment will result in better market 
positioning and greater success.

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

I believe the successful operators truly know their
business. They work hard, are open to change, 
understand quality and yield, utilize resources that 
are offered to them, use effective marketing 
techniques and understand their niche or market 
base. In contrast, not so successful operators may 
not invest as much time in their business, are out of
touch with clientele, do not utilize resources and 
buy based on price only.
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(33 per cent) ordering burgers hanker for a 
salad option.2 Understanding both what 
compels diners to order salads and how to make
them profitable makes a robust salad menu 
an appealing option. 

Challenges? Meet Solutions.

Research from the Foodservice Rewards Menu
Profitability Operator Study, 2012, names the most
frequently reported operator challenges. Many
operators say that entrée salads with protein 
require more labour than other menu items like
wings & fries, pasta with protein and burgers with
sides. Other challenges in menuing salads 
include: seasonality, washing, quality of produce,
overall prep time, and cutting/portioning. 

Operators can overcome salad challenges 
in a number of ways. First, research3 shows 

that most independent restaurants
change their menus every one to 

six months. This provides a great
opportunity to offer seasonally

based salads. Maximizing 
in-season produce cuts

down on cost and 
ensures fresh, flavour-
packed produce. 
Second, operators
should consider
sourcing pre-washed,
pre-cut ingredients 

to optimize labour 
efficiencies and mini-

mize both food-safety
concerns and product 

consistency. Third, operators
should ensure that they have a 

system in place that focuses on “first
in/first out” stock rotation. 

Dressed for Success

Salad dressing should be a crowning glory —
not a tired afterthought. Dressing lends 
personality to salad and adds a lovely viscous
mouthfeel. Indeed, 75 per cent of Canadians say
salad dressing is as important as the other salad
ingredients.5 The challenge for operators is 
extending the value of the dressing outside 
of the salad category. Cross utilization finds a 
particularly good home with salad dressings—
a quick embellishment can move it into sand-
wich spread, marinade or dipping sauce. For 
example, add fig paste to a creamy balsamic
dressing for a signature spread for sandwiches,
wraps or burgers. Add barbecue sauce to Caesar
dressing for a smokey Caesar dipping sauce for
pizza or wings. The possibilities are endless.

But Are Salads Profitable?

Apart from the important role salads play in
offering a variety of choices, salads can be quite
profitable. Again, we pull from the valuable 
insights offered by the Foodservice Rewards Menu
Profitability Operator Study, 2012, which asked 300
independent restaurant operators across Canada
about their menus. They said that out of nine
items, appetizer salads ranked second—beating
out such popular dishes as nachos, dip, calamari,
wings, bruschetta/garlic bread and sliders. And
side dishes? This was surprising—side salads
rated as more profitable than other vegetable-
based sides, like rice, french fries and mashed 
potatoes. Entrée salads with protein were rated
as profitable as burgers, and more profitable 
than other vegetable-based main dishes, such 
as stir-fries. 

What Canadians 
Want in Their Salads4

1. Fresher ingredients
2. Better variety 

of toppings
3. More variety of 

greens (specifically 
less iceberg lettuce!)

4. Better quality 
salad dressing

Brought to you 
by KRAFT Foodservice

Take a second look at salads. Opportunities
here abound for the operator who serves
flavourful, craveable offerings. Indeed, diners 
report the number one reason for choosing a
salad when dining out is to answer a salad 
craving.  Consumers rate salads high as side
dishes, too: When they order sandwiches, 44 
per cent of Canadians look  for salads as 
accompaniments. And yes, even some diners 
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Half of the operators in the study said they
charge between $9 and $10.99 for an entrée
salad with protein, and another 20 per cent
charge between $11 and $12.99. To increase
profit margins and drive sales, operators should 
consider charging more for a well-executed
salad that meets consumers’ demand for both
flavour and distinction.

Barriers to Salad Purchases…

and How to Answer a Market Need

Diners know what they don’t like—and what
they yearn for. Operators who hit the sweet spot
here stand to reap the rewards of higher sales
and loyal patronage. Innovation within the salad
category, high quality of ingredients, good 
perceived value and memorable flavours provide
the key to success. So, what do Canadians not
want in their salads? They’re bored with a lack of
variety. Canadians want to see more in a salad
than lettuce. And many say that this need is not
being met. According to a 2011 Ipsos-Reid “Out
of Home Salad Consumption” report, 81 per cent
say a variety of ingredients is what they enjoy, but

Manual Manual 
Cleaning 
Solutions

Why Go Green?
- Health and well being of employees and customers
- Cost effective
- Superior cleaning results when compared to 
   conventional cleaning products
- All Sysco Green products are certifi ed by EcoLogoTM

For more information or an on site demo, contact your Sysco Marketing Associate 

Description                                           Format                 Ecologo              SUPC
                                                                                         Certifed

Oven and Grill Cleaner 2x4L 6998332

Heavy Duty Cleaner Degreaser 2x4L 6997429

General Purpose Cleaner RTU 6x946mL 6997979

Glass and Multi Surface Cleaner 2x4L 6998084

Washroom Cleaner 8x946mL 6998296

Pot & Pan Detergent 2x4L 6998308

Microbial Floor Cleaner 2x4L 6998326

1 Ipsos-Reid, Out of Home Salad Consumption, 2011
2 Ipsos-Reid, Burgers & Sandwiches U &A, 2010
3 Ipsos-Reid, Pourables & Salad Consumption, 2011
4 Ipsos-Reid, Out of Home Salad Consumption, 2011
5 Ipsos-Reid, Pourables & Salad Consumption, 2011

only half say there is an assortment of salad 
toppings, or that there is a variety of salad-
dressing options that satisfies them. To stand out
from the competition, increase topping and
salad dressing choices. For further distinction, 
increase the amount of protein, as only one-third
of responders say that salads offer the right 
serving size. Value also dictates consumers’ salad
consumption. Half of Canadian consumers say
that salads are just too expensive to order. Only
one-third say that entrée salads provide good
value and 40 per cent say that side or appetizer
salads offer good value. These challenges present
an opportunity for operators to deliver what 
consumers want from salad at foodservice—
value and variety—and elevate foodservice 
salads beyond those Canadians are making 
at home.

Quick Ideas for Menu Distinction

Consumers seek variety and excitement! 
Try these unique salads ideas:

• For a signature Caesar salad, add pomegranate
seeds, watercress and fennel

• Turn a mixed-greens salad into a fall special by
adding green apple, toasted almonds and 
dried cranberries

• Make a handheld appetizer by rolling dressed 
salad in rice-paper sheets and serving with a 
side of dressing as a fun dipping sauce

• Pep up a classic potato salad by binding it with 
Caesar dressing instead of mayonnaise
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By Kelly Putter

Artisanal food

producers, 

breweries,

farmer’s markets,

restaurants,

wineries, diners,

fine food retailers,

roadside 

fruit and 

vegetable stands, 

food growers,

food festivals,

cooking classes,

food trucks.

Setting the 

Culinary 
TourismTable



1 0

When we talk about culinary tourism, the list
on the previous page includes some of the 
people, places and events that typically fall into
that category and yet, there’s still so much more. 
Culinary tourism is travel that focuses on a bona
fide food experience, one which showcases the
region in which you’re travelling. 

“What we stress now is that the experience
has to be authentic,” says Janice Ruddock, 
executive director of Taste of Nova Scotia, a
province-wide marketing program dedicated 
to promoting its culinary best. She cautions
against manufacturing experiences simply for
profit, as was often the case when culinary
tourism first became popular.

So if you’re in Newfoundland this summer, 
you might eat lobster fresh off a trawler, sample
moose sausage from a vending cart and pay 
a local angler to take you cod fishing. Each 
experience would fall under the umbrella of 
culinary tourism.

“Culinary tourism really boils down to the
preservation of your local food culture,” says Erik
Wolf, head of the International Culinary Tourism
Association, a non-profit trade association. 
“People travel for different reasons, but many
travel for food. It is a motivator. Food is 25 to 28
per cent of a traveler’s budget. Even if they visit
for other reasons, they’re still spending a quarter
of their budget on food and drink.”

Wolf is credited with bringing the phrase 
‘culinary tourism’  into the lexicon. His association,
founded in 2003, serves to preserve and 
promote the world’s culinary cultures. Today, 

8.1 per cent of this tourism segment.

For restaurateurs wanting to tap into culinary
tourism market, Wolf recommends they up the
ante when it comes to using their menu as a
marketing tool. Often, he says, many restaurants
overlook this important communication device. 

“They should look at menu messaging,” 
says Wolf. “They need to use more descriptive
phraseology, more adjectives and generally
more information about the product. Talk about
the pedigree of a product, whether it’s fruit or
meat or dairy. They’ll find they can charge slightly
more by using better descriptions.”

Inn on the Twenty Restaurant learned this 
nearly 20 years ago when it launched Ontario’s
first winery restaurant in 1993. In the heart of 
Niagara’s wine region, On the Twenty, as it’s
known locally, played a big role in developing 
Niagara as a culinary tourist destination thanks
to its marriage of local foods with VQA wines.

“People talk about that 100-mile local food
concept and regional cuisine and this operation
did a lot to get that movement going,” says On
the Twenty manager Don Dyson. “For businesses
entering a relatively developed market, you need
a niche or difference within that market. That’s
the challenge: attracting attention to yourself.”

In Montreal, Canada’s oldest deli has been 
attracting attention for decades for its smoked
meats, long line-ups and array of famous 
clientele. Schwartz’s has been the subject of a 
feature film, a musical, and two or three books.
Customers include Hank Aaron, Angelina 

it boasts 16,000 members in 120 countries.

With travellers to Canada and within the 
country spending more than $11 billion on food
and beverages in 2010, the opportunity for
restaurants and foodservice operators is vast.
Culinary tourists tend to be young to middle-
aged, well-educated and fairly affluent. More
than 75 per cent have no children living at home
and men and women are equally represented.

While one might think these travellers savour
more gourmet food experiences, Wolf found the
opposite with gourmet foodies comprising only

In Montreal, Canada’s oldest deli 
has been attracting attention 

for decades for its smoked meats
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Jolie and The Rolling Stones. The Montreal 
landmark seats 61 and often has 200 people 
lining up out the door, says Frank Silva, the 
deli’s General Manager.

Why all the fuss? 

“It’s the best smoked meat sandwich on the
face of the earth,” says Silva. “We’ve been doing it
since 1928 and we’ve got it right.”

The simplicity and purity of the food at
Schwartz’s is what makes it a culinary destination
for tourists. The deli prepares its brisket the old-
fashioned way and snubs modern conveniences
such as microwave ovens, freezers and espresso
machines. The beef is hand-rubbed with a secret
blend of spices and left to marinate for 10 days.
It’s then smoked for eight hours and steamed for
three hours before it’s hand sliced. Kitchen staff
wash, peel and cut 15 to 20 50-pound bags of
potatoes every day.

“People want original, good food that’s 
natural,” Silva says.  “When you’re eating at home
you talk about your grandmother’s and your

mother’s cooking and you seldom get that when
you go out to eat. We haven’t mass produced or
frozen anything. We have a good crew here and
we care about our business. We make it work.”

The Canadian Tourism Commission found that
Canadian travellers were more likely to be
tempted by gastronomic journeys in 2011, with
sampling local flavours and culinary learning 
experiences both on the rise.   

It also reported that group tours are seeing a
renaissance, particularly those in which cus-
tomers can create a customized holiday.  Given
current vacation interests, it went on to say, an
immersion in city culture or culinary discovery
(such as dinner at smaller restaurants with local
atmosphere and cuisine) could prove popular.  

The CTC also monitors the travel tastes of 
11 key markets around the world. Its tourism 
intelligence for China last year suggests that 
interest in cuisine is growing in that market, 
with food and wine festivals and culinary 
learning both seeing strong growth over the 
last two years.  As China’s consumers become 
increasingly westernized, they are taking more 
of an interest in foreign cuisine.   Grape wine is
currently in vogue in China and is considered a
status symbol among the elite, making wine-
testing events and festivals increasingly popular,
particularly on trips in Europe.  

Given our growing taste for travel that’s 
appetizing, it looks like the culinary tourism 
segment is definitely one to watch.
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means
business

Environmentally friendly changes
can also be friendly to your bottom line

By Patricia Nicholson

Energy consumption, water use, supplies and waste are just a few of
the ways that restaurants leave an environmental footprint. We’d all like
to help the environment, but many restaurateurs believe that running a
greener business can be costly, time-consuming and difficult. 

“That’s actually a bit of a misconception,” says Janine Bolton, president
and founder of Leaders in Environmentally Accountable Foodservice
(LEAF), a Canadian organization that helps restaurants reduce their 
environmental impact. Bolton explains that there are lots of things 
restaurants can do that are low-cost and relatively easy to implement. 
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“These can add up to substantial operational cost savings at the end of
the year, and actually help boost the bottom line,” she says.

Bolton advises restaurateurs to reach for the low-hanging fruit first, and
make simple changes that can save both energy and money. That includes
basics like maintaining your equipment for maximum energy efficiency,
and bigger factors like taking a good look at the menu, and making
changes that benefit both business and the environment. 

“We recommend doing food-waste audits a couple of times a year to
find out what menu items are being wasted and why that’s happening,”
Bolton says. “Do you need to decrease portion sizes, or revamp the menu?”

Implementing these low- or no-cost options can provide crucial insights
into saving food, energy and money.

Another simple change is to switch to recycled or biodegradable 
paper and utensil supplies, which are now widely available. Sysco, for 
example, has a complete line-up of high quality, green-certified 
smallwares products. These products are manufactured from renewable
resources such as sugar cane, corn and potato starches, resulting in 
products that are better for the environment from start to finish.

Watch your waste

One of the reasons that good business practices and good 
environmental practices often go hand in hand is that both are dedicated
to eliminating waste. 
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“If we take a closer look at what’s being done and why, and adjust 
accordingly, it can often lead to great energy savings,” Bolton says, 
adding that these changes can cost very little but have a great return 
on investment.

Intangible rewards

Some of the most valuable benefits of going green are less tangible
than a lower energy bill. Investing in green initiatives may also attract new
customers, and build goodwill among existing clientele.

Bolton notes that a recent U.S. study found that the majority of the 
people surveyed said that if they had a choice, they would prefer to 
eat at a green-certified restaurant or one that was making an effort 
to be more environmentally friendly. That translates into significant 
marketing opportunities.

“It can help a restaurant’s image and bring more customers through
the door,” Bolton says. “There is definitely pressure from the public to be
making some of those changes. So by doing that, operators are able to
leverage that in their marketing materials.” 

Being more environmentally responsible can also create a sense of pride
among staff. Since foodservice is known for high staff turnover, going
green can really help a restaurant become a sought-after employer, with
lower staff turnover, Bolton explains. There can be a real cachet of working
for an organization that cares about its community and the environment
at large.

Keep it real

It can be beneficial to spread the word about environmentally friendly
changes you make, but be sure to be clear and factual. Bolton notes that
green marketing needs to be done with care to ensure that it’s perceived
as genuine, and not greenwashing. (When something is advertised as 
environmentally friendly when in fact it is not, it’s called greenwashing.)
It’s a practice that’s rampant, not necessarily in foodservice, but in industry
in general.

“That’s the benefit for consumers of seeing a certification,” Bolton 
says. “It makes it easy for them to identify that a third party has actually
verified – whether it’s a product or service or restaurant – that the operator
is actually doing the things they claim to be doing.”

Many restaurateurs may be surprised to find how achievable it is to go
green. One of the most important things is to understand that it doesn’t
have to be a complex process involving great expense. 

Starting with small, simple changes, going green can benefit both the
environment and your business.

This is where the little things 
can add up over time, for example:

• switching to LED lighting may require a little upfront investment
in terms of the cost of the bulbs, but they more than pay for 
themselves down the road 

• using low-flow fixtures and spray valves can add up to substantial
savings

• taking a closer look at startup and shutdown schedules in the
kitchen can also identify waste: it’s often habit for staff to come in
and turn on all the equipment well before it’s needed, which uses
a lot of extra energy 

• using strip curtains on refrigeration systems can decrease energy
expended on cooling

• constantly looking for water leaks and repairing them is a really
low-cost way to conserve water

• adjusting menus can also improve energy efficiency by offering
items that use less energy-intensive equipment (a closed system
versus an open charbroiler, for example)
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From 
Classic

Comfort Food 
to 

Gourmet
Main Courses
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consumers under 18, pancakes represent the number one choice for 
breakfast away from home.1

Classic, Fun or Gourmet – the Choice is Yours

The pancake is a versatile and low cost food item that does not require 
a lot of skill to make. With Sysco’s Classic Buttermilk Pancake Mix you 
don’t have to add anything but water – helping to ensure that your pancake
quality is the same day after day. Plus, the pancake mix already contains egg
and leavening ingredients so that your products won’t start to rise until they
hit a hot griddle. 

Pancake batter doesn’t just make pancakes. With slight recipe 
adjustments, pancake mixes can be used to make waffles and crêpes, too.
This makes the cost management and sales growth benefits of adding 
pancakes to your menu a win/win for both you and your customers. 

To get the most out of your pancake batter, you need to think outside
the box and beyond the classic comfort stack with maple syrup. Not only
can this help make your breakfast menu different from your competition’s
menu, but it will provide menu items that will attract consumers of all ages
and ethnicities. 

One idea is to introduce a pancake, crêpe or waffle-of-the-day special
using different fruits, grains, nuts and sauces.  Depending on your venue,
you can market these items specifically to your target audience to create
something that is unique and that they would want.  For example, a 7-grain
and blueberry pancake could be promoted as the Omega Power Breakfast
since blueberries and grains are high in antioxidants.  

If your customers are less into health and more into comfort, change it
up and add pieces of walnuts for Old Fashioned Maple Walnut pancakes.
You could also add sliced apples or peaches to buttermilk pancakes for 
seasonal flavours.

Don’t stop thinking about pancakes, waffles and crêpes when your 
breakfast rush is over. The batter can be incorporated into appetizers, 
lunch and dinner, or dessert menus by simply changing the portion size,
toppings or fillings.  

For dessert pancakes, think about adding chunks of brownies, whipped
cream and cherry pie filling for your own decadent version of black forest
crêpes or waffles.  Another idea is to make a banana foster sauce and serve
it over waffles or pancakes.  You could also fill crêpes with ice cream and
pour the sauce over them.  Or, you could add pecan pieces and drizzle with
butterscotch sauce for butter pecan pancakes.  

The number of sweet sensations is endless.   Consider adding seasonal
berries, fresh cream and chocolate or fruit sauce. For a premium version, 
use Greek yogurt with honey or Madagascar vanilla bean ice cream.  You
can also add cocoa powder and spices like cinnamon and nutmeg to 
the batter.

Breakfast may be the most important meal of the day, but people aren’t just eating it 
around the kitchen table anymore.  Eating breakfast out at restaurants, diners, cafés, cafeterias and other 

foodservice venues is becoming more frequent and is creating higher levels of customer loyalty. 

For the past ten years, statistics show that the morning meal has been
outperforming all other away-from-home meals. Recent research reveals
that customers who eat breakfast out are more likely to return for future 
visits at that restaurant, café or other foodservice venue compared to those
who ate out for lunch or dinner.  Plus, 56 per cent of those morning 
customers tend to go back to the same place for breakfast compared to 
45 per cent for all other meals.1

What’s also surprising is that consumers are not just grabbing a coffee
and a muffin.  They are ordering full meals, with pancakes ranking as one
the top 10 most ordered items.

Pancakes Never Go Out of Style

Pancakes have been around for hundreds of years and have been 
associated with Shrove or Fat Tuesday - the last meal before Lent.  In the
medieval and modern Christian period, especially in Britain, pancakes 
were traditionally made to use up eggs and other ingredients before the
period of Lent fasting began.  

But the popular breakfast item isn’t just a British tradition.  Pancakes are
enjoyed throughout the world and come in different shapes and sizes, but
most are traditionally made in a hot skillet or frying pan. The ancient Greeks
made pancakes called Tagenites, a name derived from frying pan.  Reference
to these “pancakes” dates back to 5th century BC.

Today, pancakes are still a popular choice for customers –
especially when eating out for breakfast 

or brunch.  According to a 
2011 report from market 

research firm The NPD Group,
they are the eighth most 
popular breakfast item
choice for people of all ages.
But when it comes to 
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Serving Pancakes for Appetizers, 

Lunch and Dinner

One of the great things about pancakes, 
waffles or crêpes is that it’s easy to enhance 
and change their flavour to create a new taste
sensation that can turn the traditional breakfast
item into a main course or savoury appetizer.
To do this, add the following to the wet batter
prior to cooking on the griddle: spices like 
garlic, sage or dill, lemon, lime or orange zest,
parmesan or other finely grated cheeses.   

When it comes to appetizers, it’s all about
size.  One easy menu item is several small three-
inch crêpes. Lightly seasoned with garlic or seasalt, roll them up and 
serve accompanied by a red pepper chutney and goat cheese. Another 
creative item is mini pancakes that have jalapenos, bacon chunks and
cheese mixed in the batter. Serve these dollar-sized pancakes with a spicy
salsa for a new twist on an old classic.  You can also make pancake sliders
using the same spicy pancake batter as the “bread” and a slice of Canadian
bacon in between.

For lunch and dinner, the crêpe fillings are endless. Seafood, chicken, pork
or beef can be paired with vegetables and sauces.  Traditional beef stews

or salmon with dill sauce go great in 
a crêpe.  You can also introduce ethnic
options like Indian or Thai by changing
the spices and sauces.  Vegetarian 
options could include grilled root 
vegetables topped with a spicy peanut
sauce or broccoli and cheddar.

Low Cost and Low Waste

There’s a reason why you often see
pancakes in buffets.  It’s because a good
pancake, like those that are made with
Sysco’s Classic Buttermilk Pancake Mix,
will hold up well for long periods of time

under heat lamps without sticking together or drying out.  

Some pancake mixes allow the batter to be prepared ahead of time and
work well after being refrigerated overnight to further reduce waste and
help control costs.

You can’t go wrong with this popular item.  All you need to remember 
is to have fun with pancakes, crêpes and waffles.  Griddle cakes are not 
just for breakfast anymore.   Give them a prime spot on your menu as an
appetizer, decadent dessert or a gourmet dinner entrée.
1)  NPD Group, The Magic Behind Morning Meal, 2011

Sysco Classic
Buttermilk

Pancake Mix

      Customer Satisfaction
               High Quality
               Great Taste
               Ease of Operation
               Profitable

   Order Code       Description                           Pack Size

     7803408         Sysco Classic 
                            Buttermilk Pancake Mix           20 Kg

     0214759         Sysco Classic 
                            Buttermilk Pancake Mix         6 x 2 Kg

Sysco Classic
Buttermilk

Pancake Mix



mop and broom work for quick cleanups, a
cleaning overhaul should be an essential part of
your yearly plan.  

Kitchen and Fire Maintenance

While some areas such as the grill are cleaned
each day, there are other items that only need to
be cleaned once or twice a year.  Adding them
to your spring cleaning checklist can help reduce
the chance that you’ll forget to do them.

Each spring, check the fire suppression system
by going through the sprinkler alarm test and
checking that all signs are posted properly.  You’ll
also need to contact a professional to test the fire
alarm system and fire extinguishers. 

Hoods in the kitchen need to be cleaned at
least twice a year. This can be a long and dirty 
job if you don’t know what you are doing – 
professional cleaners who specialize in this 
service can save you time and money.  
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By Michelle Ponto

With winter fading and spring on its way, now
is the perfect time to spruce up your venue and
get ready for summer.  Even if you routinely
sweep, mop and vacuum, you are only removing
surface dirt and leaving behind debris that may
make your venue appear old and rundown.  An
effective spring clean can help make a favourable
first impression while freshening up the area and
reducing long-term damage.

Start with the Floors

Common winter products such as ice melt
and sand can cause damage to hard and soft
floor surfaces.  They can also mess up your 
carpet.  Spot cleaning throughout the winter
season may have been enough to keep things
looking clean, but now that spring is here, deep
clean the carpets in your dining area to make
them look new again.   

Spring is also a good time to restore grout lines
on tiled surfaces.  These areas commonly collect
bacteria and dirt causing the lines to discolour.

Tiled floors should be steam cleaned to remove
dirt and chemical residue left over from ice melt
from the winter months.

Restroom and Storage Cleanup

Your front area isn’t the only place that makes
an impression on your customers.  Restrooms are
also important and a yearly or bi-yearly thorough
cleaning can help freshen up the area.  Over
time, dirt and grime can build up on the floors,
fixtures and common areas such as the doors
and walls.  To get rid of these, use a high pressure,
chemical injection washer. 

In addition to cleaning your restrooms, 
spring is a good time to clean all the “untouched”
areas throughout the venue: on top of 
refrigerators, behind fryers and beneath 
cupboards. And don’t forget the dry and cold
storage areas.  Throughout the year, food spills in
racks and shelves can cause corrosion.  While a

Spring Cleaning Essentials 
for Restaurants

10Things to Do This Spring 

1. Check fire alarms
2. Test sprinkler system 
3. Ensure fire extinguishers work
4. Clean hoods and vents in kitchen
5. Clean pilot lights
6. Thoroughly clean all walls and ceilings
7. Wash windows inside and out
8. Dust and clean light fixtures – 

even the ones on the ceiling
9. Remove items and clean out dry storage areas

10. Clean out freezer and cold storage areas

5Things to Do Monthly 

1. Wash behind hot line to cut down on grease build up
2. Empty and sanitize ice machine
3. Calibrate ovens and thermometers
4. Change any pest traps
5. Restock first aid kits
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Preparing your Patio for Warm Weather

After months of eating inside, patrons 
can’t wait to sit out on patios.  Ryan Somers,
Taproom Manager for Wild Rose Brewery in
Calgary, says while patio cleaning only takes
a few hours to do, finding the right day to 
do it can be difficult. “We don’t have a set date
for when we do spring cleaning on the patio.”
It’s simply a matter of being prepared for 
the opportunity.

To prepare your patio for customers, start
by removing all the leaves and fallen debris
that have collected over the winter months.
It’s also a good idea to get the area pressure
washed.

“This year, we’ve actually installed a water
line directly onto the patio so that we can fully
hose it down! This is the easiest way to get rid
of the winter grime build up. Our tables are
all concrete and the chairs are typical plastic
patio furniture. A good blast with a hose gets
it back to the pristine shine we all want,”
Somers said.

If you have wooden floors or railings, check

to see if they need to be stained or re-painted.  Also, take
a look at your tables and chairs.  Have the winter months
damaged them?  If so, get them fixed.

Spread the Word that Spring is Here

Once you’ve done your spring cleaning, it’s time to 
tell your customers that spring is here.  Somers says 
Calgarians crave the first sunny day and that’s all he needs
to bring in the masses. But he does recommend doing
some promotion.

“We have done some fun events to celebrate the arrival
of the warm weather. Firstly, we change our food menu 
in the spring to complement more spring/summer fare.
We still have our hearty Texas Chili on the menu, but 
we will implement seasonal fruit for salads and bust 
out the outdoor barbecue for weekend burger specials,”
said Somers.

Last year, Wild Rose Brewery also threw a summer 
solstice party where the brewers created six

unique, one-time brews.  These types of limited
time offers, special events and menu changes
are great ways to bring in new customers even
if you don’t have a patio.  You’ve done all the
work to clean up the place -  now it’s time to
show it off.
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By Kelly Putter

A new season is as good a time as any 
to think about a menu makeover.

Redoing your menu means you’re up-to-date on your latest food 
costs and that you’ve also likely determined what items are popular and
profitable and what items should be scrapped. 

“It’s surprising to learn that operators don’t have up-to-date food cost
information,” says Dwayne Hall, Business Resources Manager for Sysco 
Central Ontario and Toronto. “Because understanding up-to-date plate

cost is the first step in making a good decision about how to price your
menu. Basically, it allows you to strategically price out your items.”

While figuring out your cost on the veal parmesan can be time 
consuming and tedious, Hall says it’s well worth the investment of time
and effort as it will pay off with increased profits. Changing your menu
more frequently also means that inflation is less likely to eat away at your
profits, notes Hall.

“You can pretty easily come up with a number of reasons for not 
changing a menu,” he says. “And if an operator says I can’t afford to raise
prices, I would say you probably can’t afford not to.”

Sysco offers business reviews to help customers improve all aspects of
their business. On the menu development front, Sysco’s Business Review
Specialists help with everything from information on industry trends 
and food costing to access to Sysco’s customized recipe database, menu
analysis and menu design.

Since your menu is your number one marketing tool, paying close 
attention to it is critical, says Desiree Matheson, Business Resource 
Specialist at Sysco Vancouver. Common menu mistakes include putting
too many items on menus or including dishes the operator or chef 
thinks are good sellers but, in reality, are not.

“They think it’s a big seller because that guy at the bar comes in every
Friday and orders it, but he’s the only one doing so,” says Matheson. “The
average pub should have 45 to 55 items on its menu rather than 70 or 80.
It’s too hard for people to read and for the kitchen to produce.”

Here’s a look at a few other musts you need 

to consider when revamping your menu:

• The category of sequence should match the order in which items are served.
Soups, salads and appetizers, for example, should be listed before the entrées.
Be sure to place the highest profit categories in key focal points on the page.
This, of course, varies depending on the number of pages in the menu.

• Desserts are often placed on the back page, but once menus leave the table at
the beginning of the meal, customers are left guessing what the desserts were.
Is your wait staff bringing the menu back to the table at the end of meal? 
Separate dessert menus are probably the best way to go.

• Remove or try to minimize items that contain ingredients that can’t be 
cross-utilized elsewhere on the menu.

• More items on a menu may result in an increased inventory level, which will
have an impact on daily food costs and increase the risk of spoilage.

• All items that do not represent a minimum of three per cent of total sales per
category need to go. Unless strong seasonal ties make it logical to keep them
on the menu during that period. 
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The look of a menu is vital as well. But menus need to be more than
pretty, says Hall, adding that they should align with your restaurant’s brand,
atmosphere and concept.

When it comes to branding your menu, make sure it flows with the
same concept, fonts, colours, conceptual graphic images and message.
Consider using graphics to make signature items stand out. Borders, 
framing or shading can help a dish stand out on a menu. You
can draw a customer’s gaze to more profitable items by
changing the shape or colour of the font on a menu.

Homemade, boring or dirty menus won’t win you 
any fans either. Chefs put a lot of creative effort into their
culinary creations and if the menu doesn’t align with the
message, that diminishes the customer experience and
can limit the price ceiling because their expectations 
have been lowered, says Hall.

Menu descriptions are crucial and can be the 
difference between “mouth watering” or “no thanks”.

“We help customers come up with descriptions that
focus on high quality items or unique ingredients. It’s 
important to make a description sexy and appealing. 

Statistically, customers look at a menu for 109 seconds - so you have less
than two minutes to impact their culinary experience and your bottom
line,” says Hall. “They certainly don’t want to read War and Peace so that’s
definitely one of the things we talk to operators about.”

Hall believes many successful restaurants are successful in large 
part because their menus have fewer offerings. The focus of a menu, 

says Hall, is to cover the key centre-of-plate items such as poultry,
beef, seafood and pastas as well as any specialized
offerings that operators feel are a good fit for 
their clientele.

“Customers aren’t looking for the reinvention of the
wheel,” he says. “They just want your spin on it.”

Finally, make sure your wait staff is well-trained,
knows the menu inside out and has tried most of the
items so they can speak with authority and authentic-
ity. Hall says more than half of restaurant complaints
centre on poor service, so having proficient employees
gives them the ammunition they need to sell to 
customers. That, of course, enhances the customer 
experience and keeps them coming back for more.



The 
Flavour of 

Canada
Gedas Pabritsa, Executive Chef

High Country Inn

Whitehorse, Yukon
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Written & Photographed by Megan Fleming,
Sysco Marketing Coordinator

The beautiful landscape of Canada’s majestic
Yukon encompasses High Country Inn, a modern
facility that offers comfortable accommodations,
exceptional convention services, and fare that
highlights the flavours of this stunning territory.
Located perfectly within Whitehorse’s old 
downtown area, a mere block from the 
whitecaps of the mighty Yukon River, every 
guest who stays at this relaxing venue is sure 
to take in the history and natural beauty of their
surroundings.

High Country Inn’s great team ensures that they
do everything in their power to surpass each 

visitor’s expectations. From hosting huge 
gatherings at the convention centre to running
the hotel and two restaurants, the entire team
truly has a lot on their plate. Among the hustle
and bustle of the busy day-to-day, High Country
Inn has recently undergone several major 
transformations throughout the entire venue.
The brand new, remodelled rooms feature 
top-notch finishes and modern comfort at its
best. Down in the lobby, High Country Inn’s 
rebranded restaurant, Morel’s, has also just 
gone through renovations and now features a
bright, contemporary atmosphere to perfectly
accentuate the incredible menu. This fine dining
establishment is not the only restaurant that calls
High Country Inn home: The Deck restaurant offers
a bright patio, rustic interior, and nostalgic 
memorabilia from the Yukon’s gold mining days.
The distinct, flavourful fare that is featured at
both of these dining destinations has truly 
made regulars out of the wide range of guests
that visit whether they are outdoor enthusiasts
or government officials.

Executive Chef Gedas Pabritsa has been 
striving to create the highest reputation possible
for High Country Inn’s culinary offerings since 
he started in 2006. His efforts have truly been a
success; tourists and locals alike rave about the
menu that is presented at both of these fine
restaurants. As Chef Gedas explains, it’s all about
taking “local ingredients” and adding a touch of
“Yukon flair.” When planning new selections for
the summer or winter menus he always focuses
on the natural flavours of the ingredients and
never tries to infuse too much into a dish.

Whether it’s fresh arctic char or bison, Chef Gedas
asserts that the key to creating all of his dishes 
is to enhance the true flavours of the products
he is using. Taking advantage of the abundance
of the Yukon, while looking to his European roots,
is a common practice for Chef Gedas whenever
he is seeking inspiration. From the local seafood
and wild game, to the great spirits that are 
produced in the Yukon Brewery, being located
in this breathtaking territory truly has its benefits.
The menus at Morel’s Restaurant and The Deck
truly reflect these Yukon flavours, with popular
dish favourites being the in-house smoked arctic
char, savoury borscht, and mouth-watering wild
game stew.

“...it’s all about taking
“local ingredients” and

adding a touch of
“Yukon flair.”
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at High Country Inn, Gedas also acts as Executive Chef at the Best Western
restaurant located but a few blocks away. Even so, he still takes valuable
time for his wonderful family and makes sure to enjoy his passion for the
outdoors in the wilds of the majestic Yukon.

With the recent remodelling of Morel’s Restaurant and the room suites
now completed, Chef Gedas feels that High Country Inn is “in a great place.”
Featuring two dining options, cozy décor, and outstandingly friendly serv-
ice, this modern inn presents the ideal oasis in Canada’s striking northern
landscape. Whether guests prefer the cozy patio of The Deck or the stylish
interior of Morel’s Restaurant, they can sit back and enjoy an ice-cold Yukon
brewed beer and tantalizing fare as they take in the historic scenery
around them.

Explorer’s Stew
                                                                    
INGREDIENTS                                 METRIC IMPERIAL
Game Meat: Elk/Bison, cubed             18 kg 40 lb
Guinness Beer                                6 Bottles 6 Bottles
Oranges, sliced                                           6 6
Orange Juice                                           1 L 4 cups
Star Anise, crushed                                    4 4
Black Peppercorn                    Small handful Small handful
Garlic cloves                                       12-15 12-15
Carrots                                                       6 6
Celery stalk                                                 1 1
Parsnips                                                     6 6
Onions                                                        4 4
Yukon Gold Potatoes                                12 12
Red Wine                                                 6 L 25 cups
Veal Stock                                             12 L 51 cups

Method
Marinate wild game for 24 hours in the Guinness beer, oranges,
orange juice, star anise, black peppercorn, and garlic. 
In a large pan, start searing the meat. Remove meat from pan,
chop vegetables, and place them in the hot pan to sweat them 
really well.
Deglaze with red wine then add the wild game, chopped 
potatoes, and veal stock. Braise for 1.5 hours and serve.

High Country Inn’s partnership with Sysco Edmonton started when Chef
Gedas took the helm in 2006. He asserts that Sysco “has met expectations
and surpassed [them]” since the relationship started and that his Marketing
Associate has been “doing a phenomenal job” as well. Sysco has simplified
everything as Chef Gedas explains, “finding the products I need is easy
and the delivery service has made everything very convenient.” Over the
years, High Country Inn has taken advantage of Sysco Edmonton’s special
service offerings such as Business Review and Menu Development and
has found them very helpful. 

After fulfilling two years of military service in his homeland of Lithuania,
Gedas knew he wanted a change and decided to pursue his passion for
the culinary industry. While working as a waiter and bartender at a local
restaurant, he furthered his culinary education by attending both the
Society of Consumers and the Technology of Food Preparation facilities. After
mastering a variety of culinary positions in his native homeland, Gedas
decided to make a huge life change and moved to Canada. Within his first
years in his new country, he obtained his Red Seal at George Brown College
in Toronto and finished his apprenticeship. In 1996, Gedas gained his very
first position as Executive Chef and years down the road was approached
to fill his current position at High Country Inn. Gedas and his team worked
tirelessly to build the reputation and standard of fare, décor, and service
that the banquet hall, Morel’s Restaurant, and The Deck currently offer. 
Their hard work and dedication has truly paid off to produce three popular
culinary destinations in the Yukon’s beautiful Whitehorse. However, Gedas’s
busy schedule doesn’t stop there.
Along with his hectic work load
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“We keep 
connected with the

many organizations
within the community
by sponsoring sports
teams and donating 

to charity events - 
big and small”

Chris & Cory Pavli, Owners
Stoke’s Bay Grill & Bar

Sarnia, Ontario 

Terry & Sue Slowka, Owners
Stoke’s Inland Grill & Bar

Sarnia, Ontario 
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People in Sarnia, Ontario know where to go 
for good food and casual dining: either Inland
or by the Bay, Stoke’s Grill and Bar’s two locations
that offer something for everyone.

Both Stoke’s locations have a roadhouse-style
menu that appeals to a varied clientele. But each
location has its own special feel.

At Stoke’s Bay, significant renovations through-
out the venue have added to the tasteful décor

and modern colours. The restaurant now offers
a fresh roadhouse ambience featuring two large
lounge bars, a main dining room, a banquet
room for up to 125 people, and a large outdoor
patio overlooking the marina.

“Our location is very important,” says Stoke’s 
Bay General Manager Chris Pavli. “With our 
large outdoor patio, we have the best view of
Sarnia Bay.”

At Stoke’s Inland, memorabilia from local and
professional sports teams share the walls with
antiques, creating a friendly ambience.

“The atmosphere is warm and friendly with
emphasis on a down-home feeling,” say Terry and
Sue Slowka, who have owned and operated 

the business for 14 years. “It’s a casual family 
atmosphere with great food, service and value.”

There is seating for 350 in Stoke’s Inland’s 
four main areas: patio, main restaurant, sports 
bar, and SidePockets – a room featuring pool 
tables, air hockey, NTN Trivia and 10 televisions. 
SidePockets can accommodate anywhere from
20 to 120 people, and is perfect for work or family
gatherings ranging from retirement or birthday
parties to team events.

Location is also a factor in the Stoke’s Inland’s
success. “Our location near Lambton Mall, sports
arenas, movie theatres and the college plays 
an important role,” says Slowka, adding that
Stoke’s Inland isn’t just located in the community,
it’s part of the community.

Gary Potvin (Sysco DSM), Jeff Kondrat(Sysco MA), Sue and Terry Slowka (owners, Stoke’s Inland)



S y s c o  T O D A Y -   A p r i l  2 0 1 2 2 5

“We keep connected with the many 
organizations within the community by 
sponsoring sports teams and donating to charity
events - big and small.” 

Operating from 11 a.m. until 2 a.m. seven days
a week, every day except Christmas, Stoke’s
welcomes families, students, business people,
seniors and sports teams, many of whom are
regulars and are known by name. Sue and Terry
know this wouldn’t be possible without the help
of their amazing staff. “A lot of our employees
have been with us since we started, and they are
like a second family now. We just couldn’t do 
it without them.”

With over 100 items, the menu has something
for everyone, with favourites such as burgers, 
nachos, pickerel and the biggest broasted
chicken wings in town. But Stoke’s is best known
for its award-winning, fall-off-the-bone ribs.

“Ribs are our specialty, as evidenced by a first
place victory at the Burlington Ribfest as people’s
choice as well as seven overall victories at the
Sarnia Ribfest,” says Slowka.

Stoke’s also has several special menus, 

including seniors’ and kids’ menus, dinner 
specials and a two-can-dine menu. At Stoke’s 
Inland, SidePockets has its own catering menus
including an appetizer menu and a buffet menu
for events.

The Bay location also caters events, ranging
from 10 people to much larger crowds. In fact,
for the past six years, Stoke’s Bay has catered 
a summer event for over 700 people with 
great success. 

Stoke’s has been a Sysco customer for about
seven years. Pavli credits Sysco’s quality, reliability,
excellent service and amazing associates as 
features that help make Sysco a one-stop-shop
for all of their food-service supply needs. 

“The help with our menus has been invaluable
over the past few years,” Pavli says. “Sysco has 
always made us feel very important to them.”

To the delight of the local communities, 
Stoke’s’ recipe for success is one that they will
continue to implement.

“The focus for us in the future is to continue to
provide great service and food, at affordable
prices, to the Sarnia public,” Pavli says.

Stoke’s Bay staff. Stoke’s Bay and Stoke’s Inland are proud supporters 
of the Jim Stokley Scholarship Fund. Yellow Sarnia Bayfest hats 

are sold and worn in honour of the late founder of Sarnia Bayfest 
and the Stoke’s restaurants in Sarnia, ON. Two $2,500 scholarships 

are awarded each year to post-secondary students displaying 
the same characteristics valued by Jim. For more information 

on the scholarship, please visit www.sarniabayfest.com

Stoke’s in Sarnia 

Offers Something for Everyone
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What is your favourite kitchen item 

(this could be a tool, ingredient, 

piece of equipment) and why do 

you like it so much? 

An immersion hand blender. It is very 
versatile and can really add a depth of flavour
and finish to sauces, foams, soups, etc.

What’s the best tip you offer 

foodservice operators?  

As often as you can, experience  your own
restaurant as a customer, see what they see,
eat what they eat, improve wherever you can;
then do the same with your competitors, so
you know what you are up against.

What is one of the easiest things 

an operator can do to improve 

his or her establishment?

Keep it clean, tidy, and fresh, front-of-house
and back-of-house, especially the restrooms,
as everything communicates your image.
Poor attention to detail in these areas will have
a negative impact. If your staff are proud of 
the establishment, it will reflect in the food
and service that they provide.

What cooking techniques and/or 

chefs have inspired your work?

Anton Mossiman, Gordon Ramsay, and
Jamie Oliver. They all share the passion of great
food, not overly complicated, with excellent
attention to detail and overall consistency
each and every time. 

Do you have a guilty pleasure 

when it comes to food? 

I really do like chocolates and chocolate
desserts. I always seem to be able to make
room for them, no matter how many courses
are on the menu. My favourite dessert is a true
Black Forest gâteau.

What’s your best cooking tip?

Wash your hands frequently when in the
kitchen. And always watch what you are
doing when handling a knife. Keep it clean
and very sharp and keep your cutting board
secure (rubber mat underneath) and free of
other foods when you are using the knife, so
that you are not distracted.

Your last meal would be.........what?

Char grilled, 10 oz AAA beef tenderloin,
cooked medium, accompanied with gratin
dauphinoise potatoes, wild mushroom demi,
fresh asparagus, grilled tomato, followed with
a Belgian chocolate mousse dessert and a nice
hot latte, with extra foam.

Michael Brown CCC 
Sysco Edmonton Corporate Chef

Michael Brown CCC 

How important is service and ambience

in the overall standing of a restaurant?

Service and ambience are extremely 
important. This is a very competitive industry
and any property that does not provide the 
very best service and ambience can lose 
business to the competition. As customers
have more choice now than ever before, you
need to move with the times or the times 
will move you.

Finish this sentence. When running a

restaurant, operators should always....

Remain consistent, whether it’s busy or
slow, fully staffed or understaffed, the 
customer does not care for excuses. They 
expect the very best.
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Embrace the spirit of spring 

with these fresh new recipes.

Try Trottole with Asparagus tips, 

Crêpe Italiano, Barbecue Ranch 

Salad with Chili-Lime Chicken 

or Baby Arugula and Spinach 

Salad with Oriental 

Sesame Dressing.
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what’s cooking?

Crêpe Italiano 
( PROSCIUTTO, ASPARAGUS 
AND PROVOLONE CRÊPE )

Recipe courtesy of Horizon Milling
Yield 80 crêpes, 30g each  

INGREDIENTS                              METRIC          IMPERIAL

Batter:

Sysco Classic Complete 
Buttermilk Pancake Mix                      1 kg             2 lb + 3 oz

Water                                                            1.2 L               5 ¼ cups
Eggs                                                                     4                               4
Vegetable oil                                          56 mL                  1/3 cup
Remaining ingredients:

Prosciutto, sliced                                   1.2 kg                      42 oz
Provolone cheese, shaved                 1.7 kg                      63 oz
Asparagus tips, cooked                           160                          160
Béchamel sauce, to taste

METHOD 

• Combine all batter ingredients and mix until smooth.

• With an ice cream scoop, spoon or ladle, deposit approximately
30 mL (2 Tbsp) of batter for each 15 cm (6”) crêpe onto a lightly
greased hotplate.

• Spread the batter thinly on the hotplate to desired size. Cook
until the bottom of the crêpe is a golden brown (approximately
2 minutes). Flip over and cook until the bottom is golden
brown (approximately 2 minutes). Remove from hotplate.

• On each crêpe, place 15 g (1/2 oz) of sliced prosciutto, 
21 g (3/4 oz) of shaved provolone cheese and 2 cooked 
asparagus tips.

• Roll the crêpe to enclose the filling. Garnish with your favourite
white sauce, either béchamel, hollandaise or béarnaise.

Recipe courtesy of American Italian Pasta Company
Serves 6  

INGREDIENTS                                 METRIC        IMPERIAL

Pasta LaBella Trottole                                300 g                     12 oz
Unsalted butter                                         15 mL                  1 Tbsp
Extra Virgin olive oil                                  15 mL                  1 Tbsp
Shallots, minced                                        50 mL                   ¼ cup
Dry white wine                                          50 mL                   ¼ cup
Rich chicken stock                                  250 mL                    1 cup
Heavy cream                                            125 mL                   ½ cup
Boursin cheese, garlic 

and fine herbs variety                            131 g                   5 ¼ oz
Asparagus tips, cut 2" on the bias    500 mL                  2 cups
Walnuts, lightly toasted                       125 mL                   ½ cup
Italian parsley, roughly chopped        50 mL                   ¼ cup

METHOD 

• Pre-blanche asparagus tips in stock or salted water.
• Begin by cooking pasta in a large amount of boiling salted

water until just al dente. Reserve ¼  cup pasta cooking water.
• Heat butter and olive oil in large skillet and sauté shallots until

translucent.
• Deglaze pan with white wine until nearly dry.
• Add chicken stock and cream and bring to a low boil.
• Crumble and add Boursin cheese, stirring to melt and thicken

the sauce.
• Toss in the blanched asparagus tips and al dente pasta.
• Thin with pasta water if necessary and garnish with toasted

walnuts and parsley.
Chef’s Note: To add variety and colour to this delicious dish, add batonnet-cut

strips of roasted yellow and red sweet peppers to the pasta and asparagus.

Trottole  
WITH ASPARAGUS TIPS 

AND BOURSIN CHEESE SAUCE
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Recipe courtesy of Kraft Foodservice
24 servings, 1 salad (400 g) each 

INGREDIENTS                                   METRIC      IMPERIAL

Kraft Calorie-Wise Zesty Italian Dressing 375 mL              1 ½ cups
Lime zest                                                                 15 mL                  1 Tbsp
Fresh lime juice                                                  175 mL                   ¾ cup
Chili powder                                                          15 mL                  1 Tbsp
Boneless skinless 4 oz chicken breasts               24                           24
Pineapples, cored, peeled and cut 

into 1/2-inch-thick rings                             24 rings               24 rings
Romaine lettuce, torn                                        2.4 kg           5 lb + 4 oz
Grape tomatoes                                                         3 L                        3 qt
Green onions, chopped                                       1.5 L                   1 ½ qt
Pure Kraft Refrigerated 

Barbecue Ranch Dressing                           750 mL                  3 cups
Bacon bits                                                                170 g                       6 oz
Fresh cilantro leaves, coarsely chopped         20 g                      ¾ oz

METHOD 
• Mix Italian dressing, lime zest, juice and chili powder; pour over chicken 

in non-reactive container. Turn chicken over to coat both sides of each breast.
Refrigerate at least 1 hour or up to 8 hours to marinate, turning occasionally.
Remove chicken from marinade; discard marinade. 

• Grill chicken on medium-high heat 6 to 8 min. on each side or until done 
(170°F / 77°C). Cool slightly. 

• Meanwhile, grill pineapple on well-oiled grill 2 to 3 min. on each side or until
each ring is grill-marked on both sides. 

For each serving:

• Combine 3 cups (750 mL) romaine, 1/2 cup (125 mL) tomatoes and 1/4 cup 
(60 mL) onions. Add 2 Tbsp (30 mL) ranch dressing; mix lightly. 

• Transfer to serving plate or bowl. Diagonally cut 1 chicken breast into strips;
place on salad. Garnish with 1 pineapple ring, 1 ½ Tbsp (22 mL) bacon bits 
and 1 Tbsp (15 mL) cilantro. Serve immediately. 

Special Extra: For added crunch, top salads with crisp tortilla strips.

Recipe courtesy of Kraft Foodservice
48 servings, 1 salad (220 g) each 

INGREDIENTS                              METRIC          IMPERIAL

Baby arugula                                                    1.4 kg                              3 lb
Baby spinach leaves                                          1 kg                        2.25 lb
Hard-cooked eggs, sliced                                   24                                24
Bacon bits                                                          340 g                          12 oz
Canned mandarin oranges, 

drained                                                               12 L                           12 qt
Red peppers, julienned                                 675 g                          1.5 lb
Won ton strips                                                  340 g                          12 oz
Kraft Signature 

Oriental Sesame dressing                         2.25 L                        2 ¼ qt

METHOD

• Place 1 cup (250 mL) each arugula and spinach on 
serving plate. 

• Top with 1/2 egg, 1 Tbsp (15 mL) bacon bits, 1/4 cup 
(50 mL) oranges, 1/2 oz (15 g) peppers and 2 Tbsp (30 mL) 
won ton strips. 

• Drizzle with 3 Tbsp (45 mL) dressing. 

Baby Arugula 
& Spinach Salad 

WITH ORIENTAL SESAME DRESSING

Barbecue Ranch Salad
WITH CHILI-LIME CHICKEN 

& GRILLED PINEAPPLE




