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According to Moneris Solutions, 
restaurants, bars and fast-food businesses

near NHL hockey arenas in Winnipeg, 
Vancouver, Toronto, Montreal and Calgary

experienced an overall decrease of 
more than 11 per cent in spending in 
2012 during the lockout compared 
to a game day the previous year.

$84.00
Canadians planned to spend an 
average of $84 to celebrate 
their mothers in 2012.

28%
We know it’s one of the busiest 
days of the year for restaurants.  

According to a 2012 BMO Mother’s
Day survey, taking mom out for a

meal was the number one activity
planned by 28 per cent of 

Canadians surveyed last year. 

In fact, spending in restaurants
last year increased nearly 

6 percent 
on Mother’s Day weekend 
when compared to the 

weekend before.

Canada’s restaurant 
industry purchases $2.5

billion a year in Canadian
dairy products.

9 per cent  
Restaurants, bars and fast-food outlets in cities where home hockey

games were played after the lockout ended in early January saw 
an increase in credit card spending of almost nine per cent when 

compared to the same time period the previous weekend. 

According to a report by The NPD Group, 35 per cent of 
full-service restaurant guests said they rely on word-of-mouth
recommendations or feedback from social media before 
visiting restaurants themselves.
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57%

$2.5B

11%

foodservice
facts

35%

of consumers
now order 

takeout at least
once a week,
compared 
to 49% of 
consumers

polled just three
years ago. 

Source: BMO Financial Group, the NPD Group, Canadian Restaurant and Foodservices Association (CRFA), Moneris Solutions and Technomic
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ST - Your tenure with the Company (number
of years, job progression and locations) 

I’ve been with Sysco for over 12 years. I started with Serca
as an Inside Sales Representative.  Eighteen months later I
became Produce Specialist, then approximately 2 years later
I was Sysco Brands Manager and 2 years after that I was
promoted to my current role as Marketing Associate.

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 grew up surrounded by the restaurant industry. My
father was a Corporate Executive Chef with Champs Food
Systems for almost 40 years and I worked for him for 10
years at Mother Tucker’s. I did not attend cooking school
but I was trained in the school of hard knocks! Both back-
of-the-house and front-of-the-house experience gave me
the understanding of what my customers go through every
single day, because I experienced them first hand. I’m not
afraid to dust off my chef’s jacket and lend a helping hand
either. It’s always a great reminder of what my roots are.

ST - Your Geographic territory. 
My territory is mainly in Winnipeg and Headingley, a

municipality just outside city limits.

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

My territory is a great mix of local independents.
Winnipeg has such a great diversity of flavours and dining
experiences and I am so proud to be associated with and
support so many talented chefs and owners. My core is fine
dining, white table-cloth restaurants. But I also have some
family-style restaurants, pubs and smaller hotels.

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

My territory offers me the exposure to everything. I’m not
limited to one genre and it’s great. Regardless of what kind
of food service needs are required I’ll find the answer to 
that question. I love the challenge and I am still learning
every day.

ST - What do you like best about 
Sysco Brand? 

I’m not biased at all! I have had the profound pleasure 
to be a past Sysco Brands Manager and I have worked
diligently with the products under our Brand. Sysco Brand
is about consistency and quality. Anyone can have a label…
Sysco Brand is a way of being the best that you can be,
knowing that it is product that you can count on time and
time again.

ST - What has operator response been to
Sysco Brand?

I have had the overwhelming response to Brand. Our
customers ask for it by name. For example, they know our
produce is the best with quality and yield. Our Butcher’s
Block Beef program has the tightest specifications in the
market. They are confident with the products for their
consistency, quality and yield.

ST - Do a lot of your accounts use 
Sysco Brand? 

All of my accounts use Brand in all their operations. I do
product cuttings all the time to show them the difference
side by side. I have never been hesitant to put it to the test.
That’s the only way to show the difference. Regardless of
genre there is a Sysco Branded solution.

ST - Describe how you have helped
customer’s solve problems – 

Depending on the situation I bring over 20 years of
experience to the table. But I’m not the only one. We have
an entire team of people who help me, help my customers
succeed. Our Customer Business Review team is amazing
and they really open the eyes of all the customers who
utilize them.  Our Corporate Chef demonstrates products
and shows them in the most profitable and efficient
application. Our Business Review Manager speaks to
customers about trends, marketing and menu design and
analysis. We have some of the most knowledgeable
specialists in the industry. It’s a team of people at Sysco that
make success for my customers happen. 

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

The industry is moving at such as fast pace. To keep up

with all the demands you have to keep up with it too. 
So the challenge is to change with it.

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

The most rewarding experience is seeing my customers
succeed and knowing that they can rely on me to help
them continue that course. I know I provided value when
they benefit from that. 

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

Sysco is the leader in the food service industry. Like the
pace of the industry, we are evolving with it. So to work 
for a company that paces itself with all the changes of 
the industry allows you to bring the most you can to
customers. My peers and colleagues are second to none. 
It’s amazing what you learn and how much you grow 
with professionals like this. Working for Sysco allows me 
to work with some of the best so I can be better for all 
of my customers. 

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

I try to read as many publications as I can about what’s
coming around the corner. Operator’s exposure to our
annual food show definitely allows my customers to see
over 100 of our valued partners all under one roof with 
all the newest products that are coming out to the 
market. Bringing new ideas to the table is fun for me. I 
like to bounce ideas around with the chefs and you never
know what new-product testing is going to lead to. We 
get pretty creative.

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

Operators who are not open minded to new ideas and
trends in the industry are not maximizing the evolution of
their operation. They have exposure to so many resources
with the knowledge of everyone in the industry. Things 
are moving so quickly that unless they keep up with what
the consumer is looking for, it's easy to miss some growth
and opportunities.

ST - What do you think makes some
operators successful and others not so
successful? (particularly when they are
running similar size/type businesses)

This business is a lot of work. You have to stay on top of
everything. Operators who are constantly asking
themselves what else can they do to be profitable with new
products are always cutting edge. Whether they are
maximizing yield or finding a better-quality consistent
product.

WeTurn the 
Spotlighton...

Erika Csuta  
Marketing Associate, Sysco Winnipeg  

profile



Like any other diners, vegetarians are looking for meals that are
tasty and delicious.

Beyond that, what vegetarians may be looking for in a restaurant
meal is as diverse as anyone else’s needs: Alexander notes that some
people are choosing vegetarian meals because they are seeking a
healthy choice, and they may be looking for really creative salads and
other options that bypass the deep fryer. Meanwhile, other
vegetarians may be going out to a pub for french fries and a beer.

“I think what it comes down to is having a few different choices
and listening to feedback,” Alexander says. “Vegetarians specifically
tend to be pretty loyal, so if they find a product or a meal that they
like at your restaurant I would assume they’re more likely to come

back a few times than someone who is
non-vegetarian.”

It also helps to clearly label vegetarian
and vegan choices on your menu and on
your website.

“If something is labeled as vegan, there’s
a good chance that the people running the
restaurant have actually thought about me
and that makes me much more likely to
want to eat there,” Alexander says. 

“I think it’s great that restaurants are
making vegetarian options more available
and we have seen a lot of progress on that
even just in the last 10 years or so. It does
make it easier for people who are looking
for those choices.”

It’s also getting easier to offer vegetarian

According to a joint report from Dietitians of Canada and the
American Dietetic Association, about four per cent of Canadians are
vegetarians. However, the report notes that the market for vegetarian
food is much wider than that, with as many as one-quarter of people
choosing meatless meals several times a week. Other sources found
even higher numbers looking for vegetarian alternatives.

“A national Harris poll in the U.S. found that 30 per cent of people
eat what they describe as many vegetarian meals a week, and about
14 per cent eat vegetarian more than half the time,” says David
Alexander, executive director of the Toronto Vegetarian Association.
“So lots of people are looking for good vegetarian dishes when they
go out to eat.”

Vegetarians don’t eat meat, poultry, fish or any
animal flesh. Vegans also don’t eat dairy products,
eggs or honey. Beyond that four per cent of
Canadians, there are also people who are almost
vegetarian, such as those who are looking for
vegetarian meals but who may also eat fish
occasionally.

Vegetarians and vegans do go to restaurants that
aren’t vegetarian. They may choose a non-vegetarian
restaurant because they’re with a group of family
and friends who may not all be vegetarian.

“The last thing we want is to seem difficult or to
seem like our lifestyle is hard. So if a restaurant can
make it easy for us to get a really good meal while
our friends enjoy whatever it is they want to eat,
that’s a place that we’re going to be likely to go back
to,” says Alexander.  “And, of course, having a good
meal is also something that will bring us back.”
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By Michelle Ponto

If you’re wondering whether to include more vegetarian options on your menu, 
be aware that those options may appeal to more customers than you might think.



and vegan fare as more and better meat
substitutes become available.

“You can get something that a chef can use
as chicken but it’s a totally plant-based
product. Now there’s even a cheese
alternative called Daiya, and Daiya actually
melts like real cheese even though it has no
animal products,” Alexander says, noting that
Daiya is a product that could be beneficial not
only for vegetarians, but also for those who are
lactose intolerant.

There was a time when most restaurants were
just offering veggie burgers as the only vegetarian
option. Alexander notes that depending on the
quality of the veggie burger, that could be a
problem. He says there are still national and
international chain restaurants where it remains difficult
to find meatless meals, but vegetarians can choose from a
wide variety of restaurants in urban areas.

“What I would advise is, if you’re a chef I would hope that the

Contact your Sysco Marketing Associate for more information.
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vegetarian option is something that’s good
enough that you would actually order it – that it’s
something you’ve put enough effort into that it’s
going to win over that 30 per cent of people who
eat many vegetarian meals a week,” he says. “It’s 
not necessarily bad if your only vegetarian option
is a veggie burger or if it’s a salad, but the market 
is creative enough that if you’re not doing
something really tasty or a little bit different, 
that can be a turnoff.”

When planning your vegetarian meals, be aware
that the competition is out there, and sometimes
the choice is simple, Alexander says.

“If your restaurant isn’t offering vegetarian
options and another one is, that means that when
I go to visit my parents in the suburbs I’m going to
drag them along to the restaurant that does have
good choices.”



SaveMoneyby
SpeedingUp

Service
How to hurry service without 
cutting corners. It can be done!

By Kelly Putter

“To save time, the goal should be to answer every
question at the table at the moment it’s asked,” 
says Hermsen.

That means educate your staff and hold regular
tastings so that when a customer asks is the dish mildly
spicy versus hot, they know the answer.

Kitchen Organization – How often are your food
orders executed flawlessly and efficiently? It’s never good
news to hear that the kitchen is behind right before the
lunch rush. Always check one hour before breakfast,
lunch and dinner service and try to support the needs of
your chef and kitchen staff.

Billing Time – There’s a little finesse involved in this
process. Servers need to read their customers and drop
the bill accordingly. If it’s not readily apparent, casually
find out why the customer is eating at your restaurant.
Are they going to the theatre? Do they need to catch a
train or a plane? This kind of information informs how and
when you’ll give them the bill.

“No customer should be flagging down people for
their bill,” says Hermsen. “Don’t bring the bill with the
customer’s entree. That’s pushing it a bit, unless, of course,
they requested it. Every time I’m in a restaurant and the
bill comes with my dessert, I smile.  It’s efficient and makes
for faster turn-overs.”

The Bar – Since the bar supplies nearly all beverages,
ensure that it’s set-up prior to the start of the shift with
lemons, limes, granular rim garnishes and plenty of clean
glasses. Whether you’re slicing lemons and limes per
order or waiting for the dishwasher to bring you clean
glasses, the service is slowed and the customer is waiting.
That’s never good for business.

POS Technology -- Wouldn’t it be nice if these systems
could change their own paper rolls? Since that’s likely
never going to happen, be prepared for the inevitable.
Don’t go into the busy Friday night rush with a roll that’s
near the end. What invariably ends up happening is a
server or manager has to scramble to find a paper roll
when one runs out, causing a domino effect of customers
waiting to pay their bills and servers impatiently waiting
to enter their next order.

“Be prepared and stick the paper rolls right there in the
drawer so it’s always handy,” recommends Hermsen.

Table Tools – This may seem like a no brainer but it’s
worth repeating. Make sure your tables are fully set.
Check salt and pepper. Check that the ketchups at the
server stands are clean and ready to go.  Make sure your

Whoever said time is money was a smart cookie. That motto certainly applies 
to the foodservice and restaurant industry where turning over tables means more
ka-ching at the end of the day.

But how do you balance offering top-notch service with a desire to generate
money by hurrying customers out the front door? There are ways to hasten service
without leaving customers snubbed, angry or just plain bitter.

“Service efficiency truly is a team effort from the minute a customer walks through
the door to the moment that they are presented with the bill,” says Jeffrey Hermsen,
a 30-year veteran of the restaurant industry and owner of RestaurantConsultant.ca.
“Everyone, from the kitchen to the bartender to the server to the host/hostess, should
all actively be involved.”

The following are smart and simple solutions to help make it happen:

Beef up menu knowledge – Sounds
simple.  No one wants a server who has
to continually leave the table to get
answers to questions about the menu.
What a time waster! 
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silverware is clean as this will save an embarrassing return trip to the
server stand for a clean fork.  The table is your customer’s home base so
make sure it’s ready, spotless and inviting.

Cash and Floats -- Even though most people use either debit or
other major credit cards, there are still some who prefer good, 
old-fashioned cash. Make sure that you have enough small bills and
change on hand to avoid a run to the bank with a hundred dollar bill
while the customer has to sit and wait.

“I’ve actually seen a server running up the street from Bloor 
and Bathurst (in Toronto) to change a bill and give the change to a 
customer,” says Hermsen.

Food Quality and Timing – This is a huge waste of resources.  If your
customer orders something with no onions and the dish shows up with
onions, guess what? The dish needs to be made again, this time as
ordered, and the dish with onions will likely go to waste unless you’re
lucky enough to have someone order the exact same thing at the exact
same time.  

Meanwhile, the customers accompanying the no onions person may
hold off on eating their meal because they want to be polite and eat
their food with their dining companion.

“The key here is to check your dishes, especially special orders, before
they go out to the table,” says Hermsen. “Take the order right and 

make sure the kitchen
understands it.  I know that
it’s busy and checking your orders
takes time but it can be a double-time killer if
you’re order comes out wrong. You lose it on waste and time efficiency.”

Seating Arrangements -- Seating a business group of four adults
beside a group of moms with strollers and young kids is probably not
the best placement, Hermsen says.  The result will be a request to move
to a quieter corner of the restaurant. This naturally slows things down,
forcing you to re-do the table settings and results in a slower service
standard again.

Efficiency really comes down to foresight. Thinking ahead of the game
puts you in a better position as you anticipate and prepare for negative
or challenging scenarios. Cutting time from your service can pay off in
the long run with more highly satisfied customers, contented and
better-trained staff and happier, more prosperous owner-operators.
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“Boomers and mature customers (those mid sixties and older) are also
the driving force behind the growth of the morning meal in restaurants”,
says Riggs. The reason for this trend, she says, has to do with aging

boomers having more discretionary income, many are
still employed and some are continuing to work past
retirement age. Riggs also pointed out that this
demographic has “traded down” its restaurant spending
selecting moderately priced restaurants instead of high-
end ones. “One person said I cooked for years and I’m
done,” recalls Riggs. “She said, I don’t want to cook and
clean. I want to spend time with family and friends,
especially at the morning meal.”

Health is naturally an important component of the
dining out experience especially for older consumers
who tend to focus more on eating nutrient-rich and
balanced meals. This group of diners tend to respond
more to health-halo trends such as natural, organic 
and sustainable in which there is a perception that the
food is better for you, says Sara Monnette, Director 
of Consumer Research for the foodservice consulting 
firm Technomic.

“If you look at traditional health claims like low fat and low sodium, those
kinds of claims tend to impact these groups more because of specific
dietary needs they have.”

It’s wrong to think that older diners are looking for comfort foods such
as macaroni and cheese or meat loaf, says Carter. In reality they want
exciting flavours and innovations in their menus.

“They’re much more worldly and sophisticated in their tastes,” Carter
says. “They want things they can’t easily make at home such as fish and
ethnic cuisines such as Asian.”

While this flies in the face of healthy eating, Carter says boomers are
increasing their consumption at the dessert table.

Older consumers also want value for their money, according to the U.S.
study. They want quality food that tastes good at reasonable and
affordable prices, which does not necessarily mean the cheapest price.

Older Diners 
Eat Up Bigger Share
of Restaurant Meals

By Kelly Putter

If marketing your restaurant has you stumped, consider targeting  aging
baby boomers, one of the biggest and most cash-rich demographic
groups currently driving the growth in restaurant sales.

“This is the fastest growing segment of the population
and it’s time to put the focus on them because they
haven’t been marketed to,” says Bonnie Riggs, an NPD
restaurant analyst, who authored a report on this
phenomenon in the U.S. “This group is not the same as
prior generations: they enjoy eating out, more are
working longer and they have the money to spend. If I
was a restaurant operator I’d go after them because
they’re keeping the industry afloat.”

The situation is much the same here in Canada.
According to Canadian research, boomer foodservice
traffic is up 14 per cent and a whopping 25 per cent
among those 65 and older.

Restaurant visits tend to peak for Canadians in their mid
thirties, and then drop off as a person ages. But boomers
and the age group ahead of them are throwing that theory out 
the window. Their numbers are where the growth is. Boomers in 
Canada increased their meals out to 193 times in 2012 from 189 visits 
the previous year.

“Remember this is a generation that grew up on McDonald’s and places
like that so they’re used to going out for their meals”, says Robert Carter,
the Executive Director for NPD Canada. “We’re suggesting to our clients
that they really focus their marketing efforts on this older segment
because it’s growing at 10 or 15 per cent per year.”

The growth is even more dramatic in the U.S., where restaurant visits by
boomers and beyond have surpassed visits by younger guests, who
appear to be more affected by the recession and high unemployment
rates. Riggs’ U.S. study found that in 2012, the boomer and beyond age
group made 211 restaurant visits while the younger group went out 
to eat 207 times.
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Baby boomers – those
born between 1946 and

1964 – and the generation 
ahead of them will fuel
restaurant growth as
boomers rebound 
their restaurant 
visits to pre-2008 

levels and as the older 
demographic digs 
in like never before, 
according to market 
research from the 
NPD Group Inc.



This consumer group gives high marks for courteous service and easy-to-
use loyalty rewards programs. They want seniors discounts without having
to hunt or ask for them.

“Typically at family-style places they might have senior discounts listed
at the bottom of the menu,” says Riggs. “And not many fast-food and casual
places promote that. Many fast-food places give away coffee (but that’s
comparatively insignificant as far as discounts go).”

When asked what incentives would entice them to go to restaurants
they said they’d like more daily specials, value meals and coupons offering
free items. This group would also like to see price discounts on those menu
items that are never or rarely reduced.

As for menu offerings, give this group more pick-and-choose combo
meals because they are looking for options. They also enjoy appropriately
priced varieties in sizes such as small, medium and large or being able to
select from a wide assortment of sides. 

“Why they order from a value menu is so they can build their own
combo meal,” says Riggs. “They really have a bugaboo about wanting

Think the restaurant biz is for younger customers? 
Research finds aging baby boomers are the ones fueling foodservice growth

polite staff. They want easy-to -read
menu boards. And when it comes to
full-service restaurants, polite staff,
getting the order correct and service
with a smile is high on their list of
must-haves.”

When it comes to your restaurant’s
environment, the number one item this group wants is comfy seating.
They’re also not interested in high noise levels or dim lighting so turn
down the volume and crank up your illumination.

A fair number of consumers in this group use social media to learn
about restaurants, to find out about the daily specials, to see if there are
any promos or coupons available and to peruse menus.

We are such a youth-obsessed culture that these findings may come
as a surprise. As restaurant owners and operators, knowing what your
customers like and want is paramount to running a successful business.
Paying more attention to this powerful demographic will likely go far in
serving your bottom line.
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take a look at what you do on a daily basis. Then you’ll
need to research to see if there are prepared options
available such as pork or beef products that are already
broken down and ready to use, stocks and sauces that 
are pre-made, or common entrées that just need to be
heated up. 

“The tasks required to make something like lasagna,
such as the making of meat sauce, cleaning and
processing the vegetables, seasoning the ricotta,
blanching the pasta, building it in the pan and cleaning
up afterwards, are all labour intensive,” said Adam Cowan,
Corporate Chef, Custom/National Accounts  of Nestle
Professional in Canada.  “Chefs need as much help as they
can get to achieve their high standards.”

Wallace agrees and recommends that chefs explore
options that are as good or better than the chef can
produce.  But these items also need to be compatible with
their bottom line.

“Plus, by adding their own ingredients and techniques,
pre-prepared products can be individualized,” said Wallace.

Some ideas include adding unique sauces to fully
finished meats and adding additional flavourings. If
buying finished pastas and entrées, you can add your own
flair by adding additional cheeses, garnishes or a unique
plate presentation.

Let Your Ovens do the Work
When choosing fully finished products, consider using

them to replace menu items that either involve a lot of
ingredients or involve a lot of skill.

“Knife work is a big time killer – dicing, chopping and
other knife skills need to be of the highest quality, and
when you are making 50 pounds of salsa, perhaps there
are better items to purchase, like a diced red onion, to
manage time and quality,” Wallace said.

Finished meat items like hardwood smoked pulled pork,

Saving on Labour
while Keeping

Quality Intact

By Michelle Ponto

As food operators, balancing time with quality and cost
efficiency can be a struggle.  Thankfully, there are many
solutions available in the marketplace, but your first step is to
realize you can’t do it all on your own.

“’If I do it myself, it will be cheaper’ is a message that can often
be heard coming from the kitchen, but the reality is there are
many kitchens that do not have the skill set or the staff to
manage the culinary vision to complete the tasks in a timely
and efficient manner day after day,” said William Wallace,
Corporate Chef of TMF Foods.

We all know passion is important in running a restaurant,
consistency is also essential if you want to keep your customers
coming back – and that’s where the right finished food
products can help.

Reducing Labour; Not Quality
Before you can improve food prep efficiency, you need to

Juggling time with quality 
and cost efficiency can seem like 

a mad scramble.  

Fortunately, help is on its way.
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smoked pork back ribs and
braised beef are some popular
items chefs choose to help
reduce their labour.  Filled pastas,
cabbage rolls and other entrees
are also popular choices.

“The chef has to order 10
products to make lasagna from
scratch, and they also have to
process those products,” said
Cowan. “With finished products,
they just need to order one item.”

Regardless of what finished
products you decide to use in
your kitchen, one thing is certain
– you’ll have more time to focus
on other things, such as training
staff, menu development and
quality control.  And wouldn’t we
all like a little more time to do
these things?

Contact your Sysco Marketing Associate for more information.
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Looking for a change from traditional muffin flavours?

Sysco is pleased to announce two new deluxe flavours of muffin batter 
to its line-up. Made with only the finest ingredients they have the 

same great quality and taste you expect from BakerSource. 

Why not try one or both unique flavours today!

Please contact your Sysco Marketing Associate for more information.

New Muffin
Batter Flavours!

Classic

    Order code Muffin Batter Flavour                   Muffin Yield Per Pail
      1005109 Butterscotch Coffee Cake –  8lb          32 x 100g (approx.)
      1005085 Cinnamon Coffee Cake –  8lb          32 x 100g (approx.)
      1005095 Butterscotch Coffee Cake –  16lb        64 x 100g (approx.)
      1005119 Cinnamon Coffee Cake –  16 lb       64 x 100g (approx.)
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By Ginny Hair

California canned peaches are on fire. Well, not literally on fire, but
thanks to a recent study by the renowned Oregon State University
(OSU) and the Linus Pauling Institute, as well as a recent Time
Magazine cover story written by health guru, Dr. Oz, this gem of a
fruit is finally getting the attention that our grandmothers always
knew it deserved.

For the past several years, researcher Bob Durst has asked himself
a single question:  ”Are fresh peaches more nutritious than canned?”

The hundreds of family growers up and down the sun-drenched
state of California had a hunch:  the peaches picked at their peak of
ripeness and packed within 24 hours must be nutritious… and at
least as nutritious as fresh, considering that those peaches are often
picked in advance and held in cold storage. There was only one
problem: they had no proof.

Enter OSU’s Bob Durst and the Linus Pauling Institute. Mr. Linus
Pauling, not unlike Charles Schultz’s affable character, believed that
there was more to fruits and vegetables than was visible to the naked
eye. Although he never discovered the “Great Pumpkin,” his work did
uncover how deep orange fruits and vegetables were loaded with
vitamins and minerals:  hundreds of micronutrients that are essential
to health. In fact, it was Pauling who, in 1954, was awarded the Nobel
Prize in Chemistry for “his research into the nature of the chemical
bond and its application to the elucidation of the structure of
complex substances." In short, Pauling was the world’s foremost
Vitamin C proponent and set out decades ago to prove the
connection between staying healthy, fighting off the common cold,
and Vitamin C. So to circle back to Bob Durst and California Cling
Peaches, the growers knew if anyone could get to the heart of
canned peach nutrition, Durst, and the house that Pauling built, could
do the job.

In determining whether or not the nutritional characteristics of
California canned peaches were comparable to fresh peaches, Durst
studied the vitamins, carotenoids (antioxidants), folic acid in both
fresh freestone and cling peaches, as well as canned peaches in juice
and extra light syrup—and looked at what happened to those
nutrients over time.  Skeptics argued that this might be a waste of
time. That if you “stick a peach in a can, it’s not going to be as healthy
[as a fresh peach.]”  Ever the scientist, Durst replied, “Well, that’s what
we were trying to show…that maybe it is just about as healthy as
the fresh peaches, because there haven’t been a lot of studies to
demonstrate that.”

Marshaling all of the resources of the Linus Pauling Institute, Durst
spent several years in the lab working with various analyses and
looking at the molecular components of canned and fresh peaches.
The results were groundbreaking. “What we found was that the
nutrition seems to be well preserved in the canning and storage
process,” said Durst, “demonstrating that the canned product is
delivering the same kind of nutrition as fresh.” In fact, Durst’s work was
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The Great
and Powerful 

California
Canned Cling

Peach 



recently published in the prestigious Journal of Science of Food and
Agriculture, where his paper concluded: The nutritional content of 
canned peaches has been shown in this study to be comparable to 
that of fresh peaches.

While Durst’s research showed once
and for all that canned peaches were on

par with fresh, the good news didn’t end there. Similar to the nutrition
bump tomatoes receive when cooked (lycopene increases) and carrots
when cooked (carotenes increase), Durst’s work showed that key nutrients
in peaches actually increase thanks to the canning process!  Total
antioxidants were up 1.5 times versus fresh; Vitamin C levels increased 3.5

times versus fresh and even Durst was surprised to discover that Folate
levels increased 10 times due to the canning process. In short, more of
the essential nutrients found in peaches were available in the canned
product. So, Mr. Durst, are “canned peaches better than fresh?”  “For sure,”
Durst replied, “for sure.”

After years of battling misperceptions, the California Cling Peach
industry received more good news. Dr. Oz, the physician-surgeon made
famous by his appearances on Oprah and most recently his own television
show, penned a very interesting cover story for Time Magazine. The
formerly pro-fresh/organic Oz took a “fresh” look at canned and frozen fruits
and vegetables and proclaimed, “As with frozen vegetables, fibre and
nutrient content usually stay high in canned foods. Some research
indicates that carotenes, which can reduce cancer rates and eye problems,
may be more available to the body following the routine heat treatment.
What’s more, canned foods are bargain foods.  In an April study led 
by dietitian Cathy Kapica of Tufts University, nutritionists crunched the
cost-per-serving numbers of some canned foods versus their fresh
counterparts, factoring in the time needed to prepare and the amount of
waste generated. Again and again, canned foods came up the winner!”
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So take a tip from an affable scientist named Bob Durst or from the great and powerful Oz: 
California canned peaches are very, very good for you!

“This was terrific news for our growers and
our industry,” exclaimed California Cling Peach
Board Chairman Sarb Johl. “The science has
proved what we’ve known all along about 
California peaches and we’re excited to spread
the good news to foodservice professionals 
and consumers everywhere!”

PEACH NUTRITION NEWS!

OSU Study Shows
Canning 

Increases Key
Ingredients

Higher in
Antioxidants

Higher in
Vitamin A

Higher in
Vitamin c

10 times 
Higher in Folate

On Par
with Fresh

Kid-Friendly
Mom-Approved

Year-round
Nutrition

Grown on 
family Farms
in the USA

Picked & Packed at 
the Peak of Freshness
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Contact your Sysco Marketing
Associate for more information

THE NZ&AUS LAMBCO.LTD.

Opal Valley Aus. Bnls Sirloin Chumps - SUPC 6119356
Contact your Sysco Marketing Associate for more information

Contact your Sysco Marketing 
Associate for more information

marketplace



Green
Scene
with Sysco

With Sysco’s commitment to the environment, 
we strive to do what’s right for our business and our community 
by ensuring we minimize our impact on the planet, while serving 

up the best solutions for our customers. 
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By Patricia Nicolson

Going green is one of the smartest decisions
a food operator can make.  But it isn’t just about
serving organic vegetables.  Some eco-friendly
measures can also save you thousands of dollars
each year.  By switching consumption sources
and changing a few daily habits, the amount of
energy and waste your restaurant produces can
drastically be reduced.  

Some of the big energy consumption areas
are your kitchen items.  Take a look at your
refrigerators, ovens, fryers and dishwashers.  Are
they all Energy Star qualified or as efficient as
possible? If they aren’t, see if there are any items
that are old and ready to be replaced.  According
to Food Service Warehouse, “a typical restaurant
can save up to $15,000 each year by outfitting
their kitchen with energy-efficient or ENERGY
STAR® qualified equipment.” 

Fixing the Old
While it’s not financially sound to replace your

entire kitchen with new items if the current ones
are still new, slowly replacing the older ones with
eco-friendly, energy efficient units is a good idea.
In the meantime, there are a few things you can
do to optimize the items you do have.  

For example, if your refrigerator doesn’t have
a door closer, get one installed.  This way the door
will not be left open by accident and your chiller
will stay chilled.  Another idea is to add strip
curtains to your walk-in coolers. Studies show
that these curtains can help maintain moisture
levels and reduces the amount of heat entering
into the cooler by 75 per cent.

Ovens, Griddles and Fryers
In Canada, Energy Star is recognized as

maintaining efficiency standards for commercial
fryers, hot holding cabinets and ovens.
Commercial full or half-size electronic and gas
ovens that have the Energy Star mark are
approximately 20 per cent more energy-efficient
than standard ovens.  Energy Star griddles are
about 10 per cent more efficient.

While you aren’t saving that much with an
energy-efficient griddle, when it comes to 
hot-food holding cabinets, models that earn 

green scene

Going green
isn’t just about serving 

organic vegetables. 
Being eco-friendly can 
also save you money.

the Energy Star
status can save you
nearly 60 per cent
more power.  When
looking for a more
efficient hot food
cabinet, look for ones
with increased insulation
levels, magnetic door
gaskets and auto-door closures.  All of these
things help keep the temperature more uniform
inside the cabinet. This way you’ll not only use
less energy, but you keep the temperature of
your food more consistent.

You can also reduce your energy consumption
when it comes to fryers by purchasing one with
advanced burners and heat exchange designs,
and increased insulation levels. These
technologies can lead to shorter cook times and
higher production rates – so they don’t just save
you money, but save you production time. 

Even if you can’t afford an Energy Star
commercial fryer today, there are things you can
do to help reduce your energy costs.   The first is
to reduce the number of hours your fryer is on
idle and turn off back-up fryers during slow
times.  Another tip is to replace your thermostats
regularly.  Over time, fryer thermostats can
become inaccurate and you could be heating
your oil too hot – which not only wastes energy,
but could damage the fryer.  Thirdly, make sure
you clean and maintain your fryer by removing
built-up debris around the heating elements. If
the heating elements are dirty, they have to work
harder to heat up the oil – which means, you’ll
be using more energy. Finally, don’t overload
your fryer.  This only prolongs cooking time.
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Increasing Profits 
with Eco-Friendly Kitchens



In addition, you should keep the
oil as clean as possible.  This may
mean you’ll have to drain the oil
from your fryer daily and process it
through a filter if you fry a lot. You
should also remove any food
debris so that it doesn’t refry and
contaminate the flavours of your
food.  Proper oil maintenance
could mean the difference
between your oil lasting three
days or lasting three weeks.  The
longer your oil lasts, the more
money you save.

Commercial Dishwashers
Right now Energy Star doesn’t have specifications for commercial

dishwashers, but there are ways to reduce consumption.  These include
training your staff on proper dishwasher stacking techniques and only
washing when there is a full load – rather than partial loads. 

Another energy-saving tip is to turn off the dishwasher booster heater
when the machine is not in use and at closing.  This way you are not
wasting energy to heat water when it’s not being used.  And also, make
sure the dishwasher is cleaned regularly.  The scrap tray should be emptied
frequently and the wash and rinse jets need to be delimed to keep them
working efficiently.

Lighting
If you haven’t done this already, a simple eco-friendly tip that reduces

energy usage is to replace your lighting.  Switching out your conventional
light bulbs with energy-efficient LED or fluorescent lighting will produce
less heat, more light and save you money. 

You may also want to consider adding occupancy sensors in the
restrooms and walk-in coolers.  This way the lights will automatically go
off when no one is using them.

Looking for Eco-Help 
Being eco-friendly can help

reduce consumption, draw in 
new environmentally-friendly
customers and save you money
over time.   The Green Restaurant
Association (www.dinegreen.com)
has been around since 1990 and
specializes in helping restaurants
cut energy, water and waste costs.
They can help you set up
everything from a recycling
program to a full environmental assessment of your venue.   They can also
help you get green certified.
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5 More Eco-Friendly tips:
1 Use green cleaners instead of conventional cleaners
2 Implement a recycling program
3 Recycle your oil by giving it to a biodiesel company
4 Replace plastic utensils with biodegradable ones
5 Reuse food packaging items like crates and pallets



Putting the 
GreeninClean

Did you know that one third of your restaurant’s
total water usage can be consumed by the dish
machine?

Did you know the average commercial
dishwashing machine eats up 18 per cent of 
your restaurant’s total energy bill?

Cleaner, healthier, safer operations are important
to customers, foodservice operators and reputable
suppliers alike.  By working with trusted partners, you
can achieve spotless windows, shiny floors and
sanitized table tops. It is recommended to work with
a supplier-partner who can provide routine service.
The combination of procedural support from
monthly supplier visits, using product according to
label instructions, and referring to Material Safety
Data Sheets helps assure that products are used
safely and sustainably. But keeping your restaurant
cleaner, safer and healthier helps prevent risks to
employee health and to the environment, says
Agnes Enns, Sales Director for Ecolab, a global leader
in cleaning, food safety and health protection. 

“Sustainability is Ecolab’s vision,” Enns says. “To
create a cleaner, safer and healthier world is the
cornerstone of how we do business.”

If you’re thinking of going green or trying some
eco-friendly cleaning products, Enns recommends
asking yourself the following questions:

What impact will the product have on energy
and water usage?

How will it affect operating costs, including 
utilities and labour? 

What criteria has the manufacturer used to 
measure the product’s environmental impact?

clean and sanitized, Ecolab checks that your
dishwasher is rinsing at the required temperatures
for your region. 

Customers insist on a clean environment when
dining out, says Ward, who cites a recent industry
publication that said the top three factors influencing
where patrons choose to dine is the cleanliness of
the dining area and tables, the kitchen and the
restrooms.

“Food and quality actually ranked fourth!,” says
Ward. “From the time they sit down they want to see
clean sparkling cutlery and shiny glassware. It just
makes sense.”

Because restaurants may operate on such thin
margins and every penny counts, running at peak
efficiency is key.  Ecolab associates can help maintain
machine temperature and water consumption are
where they need to be on the dishwasher; and, of
course, can help train staff on proven industry
standards. Testing the water supply and checking
machine and dispenser calibrations are part of the
service call.  

“Our goal is washing dishes once and getting
them clean the first time,” says Ward.  “We want to
make sure you’re as efficient as you can be.”

Ward says Keystone’s ultra-concentrated products
are properly diluted, getting it clean the first time and
eliminating time, energy and resources spent on
second passes. 

Ecolab puts its money where its mouth is by
employing sustainable innovations like no-rinse
formulas, solid concentrates and formulations that
require fewer wash cycles. These innovations directly
reduce the amount of water you’ll use on a regular
basis. 

Further to its sustainability mandate, the company
is also introducing:  

Detergents that virtually eliminate phosphorus,
thereby reducing excess nutrients and algae
growth in lakes – and helping protect fisheries

Detergents that feature environmentally 

Have environmental claims been validated 
by scientific evidence and/or regulatory review
and approval?

It’s natural to be skeptical, apprehensive or even
worried about changing products or taking on a
whole new cleaning system but Ecolab can make it
a breeze especially with its Sysco line of Keystone
cleaning products. 

The company puts a huge emphasis on training
and employee safety, which, in effect, can take the
burden off of you, according to Don Ward, Ecolab’s
National Account Manager for Sysco.

“When we install any account, the first thing I’m
going to do is train your people,” says Ward. “It’s
paramount to what we do. Some clients don’t 
put a lot of attention to cleaning and sanitation 
and dishwashers. And sometimes it’s just a matter 
of people not being educated in that area; so, 
we come in to educate them. We do a survey first 
to know what the inefficiencies are and then we 
can advise and tailor a program to the customer’s
specific needs.”

Part of working with trusted partners helps an
operation practice excellent food safety. This means
the sanitizing of all food contact surfaces in the
kitchen area, table tops and counter tops.
Disinfecting in the washrooms is an important daily
practice.  When it comes to ensuring your dishes are
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responsible technologies and raw 
materials that maintain cleaning 
performance and efficiencies

Detergents that enable effective 
low-temperature washing to help 
operators save energy

Super-concentrated solid detergents
that require less packaging than 
equivalent liquid detergents and can
be shipped more efficiently than large

How operators can build their know-how of green cleaning products:
-  Review manufacturer’s printed materials, web sites and participate in any web-based educational
sessions they may offer.

-  Seek information from Health Canada.
-  Talk with knowledgeable manufacturer sales and service representatives.
-  Subscribe to industry publications and visit their web sites. 
-  Attend industry meetings.
-  Tap into professional and trade networks.
-  Recognize that raw materials, new products and applications are constantly changing – and make it
a priority to keep up with best practices, trends and changing products and technologies.

tubs. With solids, less fossil fuel is required for 
packaging, CO2 emissions for transport are reduced
and waste disposal is significantly decreased.     

New eco-friendly dish-machine equipment that uses
less energy, requires less water and reduces waste.  

Programs such as Keystone speak to the company’s
sustainability goals. Ecolab as a company has been
reducing greenhouse gas emissions by 20 percent 
per dollar sales from 2006 to 2012, and is reducing 
global water consumption, disposed waste and effluent

water by 18 per cent of metric tonne of shipped product
by 2015.  

Given that Ecolab supplies more than one million
customers worldwide, its influence as a solid
environmental steward should only serve to rub off. 
And that’s a good thing.

For more information or MSDS information visit
www.Ecolab.com 

and http://portal.ecolab.com/wps/portal/msds respectively.
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Written & Photographed by Megan Fleming,
Sysco Marketing Coordinator

Standing tall in the centre of Grande Prairie’s
downtown hub, Pomeroy Hotel & Convention
Centre has brought upscale accommodations to
the province’s ever-growing oil and gas regions.

This brand new fully equipped facility features a
variety of amenities including a premium fitness
centre, indoor pool, concierge services, and
Northern Alberta’s very first floor dedicated to
only female patrons. Whether guests require
lodging for a business trip or are planning a big
event in need of top-notch banquet services,
Pomeroy Hotel & Convention Centre is the
premier venue in the Peace River landscape.

Almost every aspect of this forty-five year old
building has been revamped, reworked, and
remodelled. One hundred and fifty suites, eleven
thousand square feet of meeting space, and two
dining facilities have been upgraded to create a
chic lodging scene in the busy city of Grande
Prairie. The state-of-the-art banquet halls and
meeting spaces are perfect for weddings,
business meetings, and large group parties that
require full catering services. Each and every
setting features soft palettes of honey brown,
ornate crown moulding finishes, sleek leather
accents, and elegant lighting that adds the
perfect modern touch. Additionally, each
spacious suite offers a mini fridge, microwave,
Keurig brewer, Starbucks coffee, and high-end
Opulence Hypnos bed complete with the finest
of linens. From these standard room options to
a variety of other available suite layouts, Pomeroy
Hotel & Convention Centre bring first-
class finishes and luxurious accommodations
together to produce the perfect hotel
experience.

Whether guests are dining in one of the
banquet halls, the ever-popular Skylark Lounge
& Pub, or the brand new dining experience The
Office Wine & Whiskey Bar, one can expect
quality ingredients, superior flavour, and a
friendly customer service approach. Pomeroy
Hotel & Convention Centre’s menu offerings are
dynamic to say the least. Executive Chef Alex
Herbert has created a mouth-watering array of
dishes that cater to every appetite with signature
specialities that perfectly highlight a variety of
Spanish and Asian flavours. Utilizing his skilled
culinary team, Chef Alex always has his plate 
full with prepping for immense corporate 
events, running the two restaurants, and
providing in-room service to the hotel guests.

The Pomeroy group of hotels has had a long
and successful partnership with Sysco
Edmonton through many of their Western

Photo provided by Pomeroy Hotel & Convention Centre

The Flavour of 

Canada

“Pomeroy Hotel 
& Convention Centre
bring top-notch 

finishes and luxurious
accommodations 
together to produce 
the perfect hotel 
experience.”

Zorro Mihajlovic, 
Director of Food & Beverage 

Pomeroy Hotel 
& Convention Centre  
Grande Prairie, AB
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years, this dedicated family has built twenty hotels, owned over fifty-five facilities,
and become one of the leading providers of hospitality in the Peace River region.
The Pomeroy group has received several prestigious awards including
Intercontinental Hotel Group Developer of the Year, Intercontinental Hotel
Group Quality Provider, and Wyndam Hotel Group Overall Performance.

Looking towards the future, the Pomeroy Hotel & Convention Centre has
made its way through phase one of the upgrades and is now focusing on
changing one of the floors to accommodate its own company offices. With
everyone then working in one place, this change will streamline the hotel’s
business practices and services. Along with finalizing this location’s amazing
rejuvenation, the Pomeroy group is dedicated to growing the chain
continuously at a rate of two-to-three locations each year.

Take a break from your hectic schedule and enjoy the endless amenities that
Grande Prairie’s Pomeroy Hotel & Convention Centre has to offer. After a long
and busy day, sit back while you savour a hearty and flavourful meal at one of
the two dining options. Before enjoying a dream-filled sleep in the opulent
suites, make your way to the amazing sauna, hot tub, and pool to relish in a
perfect oasis of relaxation.

Canadian locations. The Grande Prairie chapter of the Pomeroy Hotel &
Convention Centre just passed the one year mark, with recently taking over the
Grande Prairie Inn and undergoing extensive remodelling. This lodging gem has
taken advantage of Sysco’s one-stop-shop offerings and the many value-added
services. Overall, Pomeroy Hotel & Convention Centre has grown to truly
appreciate the “great working relationship.”

In 1941 Ralph Pomeroy opened the very first Pomeroy Hotel in Fort Saint John,
British Columbia. It was successful right from the start, being the only option for
guests who value the comforts of home and uncompromising customer service.
Later down the road, nephew Bob Pomeroy decided to take the reins. He grew
the business even further and advanced the three branches which include
Pomeroy Inn & Suites, Pomeroy Hotel, and Stonebridge. The company torch is
currently in the hands of President Ryan Pomeroy, a third generation member
of the family who has added his own stamp to things. For the past seventy-two

Apple & Brie Quesadilla
Caramelized onion, granny smith apple, bacon, brie cheese,

fresh flour tortilla, and mustard-maple syrup. 
Paired with a Cellar Hand Free Run White, B.C.

Waldorf Salad with Bonfire Salmon
Granny smith apples, walnuts, grapes, celery root, roasted

garlic-miso aioli, organic oceans salmon fillet. Paired 
with our Eikendal Classique Bordeaux, South Africa

Duck Confit with Corn Bread Stuffing
Brome lake duck leg confit, cornbread and bacon stuffing,

brussel sprouts, cranberry port with demi glace. 
Paired with our Noble Tree Zinfandel, California



Lawrence Alexander, CCC  Executive Chef 
The Famous Coffee Shop,
Fallsview Casino Resort in Niagara Falls

be a chef or cook, I wouldn’t want to be in the restaurant
business.

What’s your favourite cookbook?
Thomas Keller`s The French Laundry Cookbook. 

Do you get emotional about food? Explain.
Yes. I hate to see people destroy food or have no 

respect for it. Cooks need to respect the ingredients
they’re working with. Mishandling and mistreating food
is showing a lack of respect. Whether it was an animal
or a food provided by a farmer, it was grown and raised
for people to consume. So I hate to see people ruin it.

When it comes to customers, I’m very passionate
about food and I get upset when they don’t enjoy the
food we’ve served them. It’s one thing if a steak is 
undercooked. That doesn’t bother me as much as when
someone doesn’t like something we`ve prepared. I get
hurt inside because that food is a part of me.

What’s your best cooking tip?
You’ve got to know and understand your ingredients

and the techniques you use before going off half-
cocked and cooking. I mean things like understanding
why when you over cook almost any protein, it 
becomes tough and rubbery. It’s important to 
understand what’s happening to foods when you 
apply certain techniques such as heat.

Do you have a favourite kitchen 
disaster story to share?

I`ve heard some doozies but I’m lucky that I’ve 
not had many disasters. One time we were doing a
wedding for 200. The dinner was at 5 and we lost all
power in the building at 2. We could still cook on gas
but we shouldn`t have because the exhaust hoods
weren’t working. In the end, the wedding ended 
up being the best we did because it had a beautiful 
ambiance being all lit by candlelight.

Your last meal would be...what?
Probably a really good prime rib, Yorkshire pudding,

good mashed potatoes, asparagus, a big loaf of real
French baguette with tons of butter.

What is your favourite kitchen item 
and why do you like it so much?

That’s got to be my Victorinox French knife made by
Swiss Army. Every chef has a French knife that is their
own personal favourite. When I picked that one up I
knew that was the knife for me...the rosewood handle,
its shape, the feel of the knife in your hand. It felt like it
belonged there. It became an extension of my hand. 
I use it for everything. 

Tell us about your favourite dish at your
restaurant/foodservice operation/hotel?
Not that I eat them anymore but I’d say the pancakes.

They’re made from scratch. They’re made with butter-
milk, unsalted butter and real maple syrup. Everything
about them is comfort food. To me, that’s delicious.

Hands down, what is your favourite food 
or dish when you’re dining out and/or 

at home with family and friends?
When dining out, I look for a lamb or duck dish. It

doesn’t matter what the preparation is. Those are two
of my most favourite foods. At home, it’s steak and lob-
ster. I love a good steak and my family just loves lobster.

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

Mine is to stick a fork in a jar of Kraft crunchy peanut
butter and just eat it. Again, it’s one of those comfort
foods. And, it definitely reminds you of life as a kid.

Least favourite food?
Liver with the exception of foie gras.

What cooking technique(s) 
have inspired your work?

I really enjoy braising, that low and slow cooked food
that melds the flavours together. I enjoy doing pulled
pork or beef short ribs. My big one right now is using
fennel, brown sugar and pepper with pork.

What chefs inspired you?
The late Niagara College Chef Professor Albert Cipryk

just for his sheer knowledge and his book smarts about
cooking. And Swiss-born, Hamilton area Chef Andre
Donnet for the passion he brings to cooking.

What is your favourite culinary trend, 
past or present?

I certainly like the low and slow movement that’s
been on the upswing lately. I do like part of the late ’70s
idea of nouvelle cuisine and its lighter sauces.

What’s your least favourite?
Things like fusion lead to confusion. I was not a big

fan. The original concept started out well and it got too
far off track with weird combinations that chefs thought
went well together but absolutely did not work. And
this new molecular gastronomy I`m not a big fan of be-
cause food should taste like the food you’re eating.
There’s too much science involved. 

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

When I was 16, I fell in love with the whole idea of a
kitchen and creating food to please the customer. 
I knew it was what I wanted to do. But because I 
was good at math and science I pursued a degree in
engineering. Near the end of my fourth year, I decided
to quit university and work as a cook and then I later
went on to college.

If you could not work as a chef, 
what would you do and why?

Maybe be a Restaurant Critic. But I think if I couldn’t
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Chef 
du Jour



Spring forward with these tasty and innovative recipes!

From Cumin Spiced Salmon to Grilled Jerk LobsterTails accompanied 

with a Peach and Boston Lettuce Salad or Goat Feta Bruschetta, 

these recipes are sure to please!

what’s cooking?
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what’s cooking?

Peach & Boston 
Lettuce Salad

Courtesy of California Cling Peach Board
Serves 8

INGREDIENTS                              METRIC  IMPERIAL
Sliced California 
Cling peaches, 1 can                       796 mL              28 oz
Grapefruit, preferably pink                          2                      2
California Canned Pear Halves, 
drained and sliced                                       4                      4
Sour Cream                                           250 mL             1 cup
Lemon Juice                                            50 mL            ¼ cup
Brown Sugar                                           10 mL              2 tsp
Garlic Cloves, minced                                    2                      2
Snipped Chives                                      50 mL            ¼ cup
Slice Almonds, toasted                     125 mL            ½ cup
Boston lettuce, washed                                                           
Salt and Pepper                                  to taste         to taste

METHOD
• Drain peach juice and save for thinning dressing. 
Cut grapefruit into segments removing as much of the
white pith as you can. Slice pear into wedges. 
Gently toss fruit together.

• Arrange a few washed lettuce leaves on each plate. 
Spoon fruit onto lettuce. Whisk sour cream with lemon
juice, sugar, garlic, salt and pepper. Thin with reserved
peach juice. Stir in chives. Drizzle over salad. 
Sprinkle with almonds. 

Courtesy of Ventura Foods
Serves 2

INGREDIENTS                            METRIC    IMPERIAL
Sysco Imperial Flavoured 
Cooking Oil                                        22 mL         1 ½ Tbsp
Sysco Imperial Caribbean 
Mango Vinaigrette                       125 mL               ½ cup 
Ginger, minced                                   15 mL              1 Tbsp
Salmon Fillets, skin off                       170 g              2/ 6 oz
Cumin                                                   2.5 mL                ½ tsp
Cayenne Pepper                             1.25 mL                ¼ tsp 
Mango, diced                                    125 mL               ½ cup 
Avocado, diced                                  1 each              1 each 
Tomato, seeded and diced          250 mL                1 cup 
Scallions, sliced                                   15 mL              1 Tbsp
Red Onion, diced                               30 mL              2 Tbsp
Cilantro, chopped                              30 mL              2 Tbsp
Mixed Greens                                    250 mL                1 cup 

METHOD
• Combine oil, cumin and cayenne pepper, rub salmon
and marinate for 10 minutes.

• Heat a pan medium high, spray well with pan coating,
season with salt and pepper, sear and roast salmon until
desired doneness.

• In a bowl, combine the mango, avocado, tomato, 
scallions, red onion, and cilantro.

• Mix the ginger and poppy seed dressing together, toss
the mango mix and greens.  Serve alongside the salmon.

Cumin Spiced 
Salmon Salad
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what’s cooking?

Courtesy of Toppits Foods
Serves 2

INGREDIENTS                            METRIC    IMPERIAL

Toppits Grilled Red & Yellow 
Peppers, sliced into 1/4″ strips        6-8                     6-8
Olive Oil                                               125 mL               ½ cup
Green Onions, thinly sliced                      4                         4
Cider Vinegar                                       30 mL              2 Tbsp
Salt and Pepper                               To taste            To taste
Portico Cold Water Lobster Tails             2                         2
Jerk Seasoning Paste                        20 mL                 4 tsp

METHOD
• In mixing bowl, combine grilled peppers, olive oil, green
onions and vinegar together, and season with salt and
pepper.  Set aside.  

• Preheat grill to medium-high heat. Cut lobster tails along
the shell in half lengthwise, exposing the flesh.  

• Brush jerk seasoning onto flesh side of lobster tails. Place
lobster onto grill and cook for 5-7 minutes, until cooked
through, turning once during cooking process.  

• Remove from heat and serve with the red and yellow
pepper salsa and rice and beans.

Note:  If you only have Jerk seasoning in dry spice form, 
mix 3 tsp of spice mixture with 2 tsp of vegetable oil 

and brush on lobster tails.

Courtesy of Woolwich Dairy
Serves 4

INGREDIENTS                            METRIC    IMPERIAL
Fresh tomatoes, diced                   500 mL              2 cups
Red onion, finely chopped           125 mL               ½ cup
Basil leaves, chopped                       15 mL              1 Tbsp
Parmesan cheese, grated                45 mL              3 Tbsp
Kuzina Crumbled 
Goat’s Milk Feta Cheese                175 g                   6 oz

Olive oil                                                  60 mL               ¼ cup
Garlic, finely chopped                      15 mL              1 Tbsp
Salt and Pepper                               To taste            To taste
French Baguette                                           1                         1

METHOD
• In a large bowl, mix together all ingredients except
cheese, and let sit for one hour.

• Pour mixture into a colander and allow excess moisture
to drain. Pour tomato mixture back into bowl and add
the goat cheese and mix.

• Slice bread into diagonal slices approximately 1.5 inches
thick. Place bread slices on a cookie sheet and toast in a
pre-heated 350˚F oven until lightly golden. Remove from
the oven and spoon goat cheese mixture onto the bread
slices, sprinkle with Parmesan and place into oven for an
additional 5 minutes to warm the mixture through. 

• Serve immediately. 

Goat Feta 
Bruschetta 

Grilled Jerk 
Lobster Tails
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