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ST - What is your tenure with the Company?
I have been with Sysco for 18 years. I was working at Sysco

Kelowna for 11 years in Health Care and Merchandising before
joining Sysco Victoria in 2004 as a 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? 

At 16, I worked as dishwasher for a restaurant and lounge. I
think this gave me a basic understanding of the inner workings of
the kitchen and the process behind preparing food.

ST - What is your Geographic territory?
My territory consists of Sidney and Brentwood Bay, two

outlying communities in Victoria. Sysco Victoria has done an
excellent job of designing territories and there is only a 20 km
radius to my entire territory.

ST - Describe the account composition of your
territory.

I deal with a wide range of high end hotels, pubs, cafes and
healthcare accounts.

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

When my relationship with a customer reaches a level that my
advice and suggestions are valued, and most importantly trusted,
is a great feeling.

ST - What do you enjoy most about working for Sysco?
I sincerely enjoy working for Sysco because they operate with

honesty and integrity. I feel pride in the company that I work for
and the products I sell on a day-to-day basis. Working in the food
industry also allows me to feel passionate about the products.

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

The trend I am seeing most is the need for gluten-free
products. Our customers are trying to address a growing demand
for wheat-free products from their patrons. I am responding to
this by creating a list of gluten-free products and keeping an eye
out for new ones.

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

Sacrificing quality for price is a huge mistake. Successful
restaurants do not cut quality when the pressure is on. When you
purchase on price alone, and compromise the quality of your
meals, you risk alienating your patrons.

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

Success is the result of a commitment to quality and service. I
also encourage my accounts to change up their menu from time
to time as I feel this helps them stay relevant to their patrons.

Raising the Bar: Building Business with Upscale Beverages 2
By harnessing trends and enhancing the perceived value of signature cocktails 

and high-end beverages, operators can not only increase the profitability of 
their drinks menu, but also help define their niche and build brand awareness.

Drawing in Customers with a Holiday Ambiance 4
Creating a festive atmosphere not only brings your regular customers back during 

the holiday season, but brings in new customers who are in the mood to celebrate.
Sell More This Holiday Season 6

Make your holidays even more profitable thanks to a sales technique 
known as up selling. It’s suggestive selling at its most subtle.

Finding the Best Seasonal Employees 8
Your seasonal hires might not be around for long, but the wrong ones 

can leave a lasting impression on your customers.
Ethics and Responsibility: Sysco’s Animal Welfare Program 10

Sysco’s values and ethical programs extend to all of our product sourcing. We want all 
Sysco customers to be aware of our commitments to the ethical treatment of animals 

and to responsibly addressing issues involving the safety, comfort and health of animals.
A Look Back at the Top Trends of 2011 

(and Upcoming Trends for 2012) 12
What’s on the menu in food trends for this year and next? 

Read on to learn what’s hot and what’s not.
The Flavour of Canada 14

This month, we showcase the Manor Casual Bistro, the sublime fine dining destination 
for Edmonton’s flavour-seeking residents. This award winning establishment acts as 

the ideal getaway for any romantic dinner, business lunch, or larger group event. 
Also, we feature the Red Barn Family Restaurant. Not only is it a perfect rest-stop 
for weary travellers through Moosomin, Saskatchewan, but it is a hit with locals 

for its famous Broasted Chicken.
What’s Cooking? 16

Rejuvenate your palate with these fresh flavours that will leave you full of festive cheer.
Chef du Jour 17

We like to celebrate our chefs and what better way to applaud them than to 
showcase their likes and dislikes in our new regular feature. Sit back, find out 

about your colleagues and learn a little about yourself in the process.
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ST - How does this affect how you do your job?
There is a great variety of menus and customer needs in my

accounts. This requires that I be knowledgeable on a wide range
of products.  

ST - What do you like best about Sysco Brand?
When you see the Sysco brand label, you can have confidence

in the quality of the product. I have learned to appreciate our
Sysco Natural produce and I know when I see that label on a
product, the quality will be superior.

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

ST - What is the most challenging aspect of your job? 
It can be challenging to deal with our constantly changing

markets, and try to consistently match quality products to fit the
costing requirements of a variety of different menus.

ST - What is the most rewarding aspect of your job? 
Helping our customers succeed, through commitment to

quality and service, is really the most rewarding aspect of my job.

NEW! Scan with your
SMARTPHONE to link
directly to our Digital Issue.
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When the patrons arrive, 
chances are they haven’t 

made up their mind 
about what to drink. 

Building
Business 
with Upscale
Beverages
By Patricia Nicholson

suitable for a steakhouse, for example, will be different from
what an upscale casual restaurant would offer. 

“Every independent operator out there is unique,” says
Haines. “They’ve got to take stock of what they are and what
patrons they have, and what they’re trying to deliver. From
that, they can create a signature beverage that’s represen-
tative of whatever concept they’re trying to deliver.”

Operators need to assess who they’re serving, what those
customers are willing to spend, what they like, and what the
staff is capable of replicating consistently. For example, if the
bar staff also serve tables, a cocktail that requires muddling
herbs and pressing fresh fruit is not a practical choice. 

Independent operators may want to enlist help from key
suppliers, such as spirit suppliers or beverage brands.
Without the resources that chain restaurants can draw
upon, it can be almost impossible for independent restau-
rateurs to do the research and recipe development
necessary to come up with a signature cocktail that reflects
their concept and helps define them as a drinking place. 

aking your bar offerings upscale can help bring up 
your bottom line. Upscale beverages – such as signature
cocktails and specialty non-alcoholic drinks – can help
define a restaurant, create interest, boost sales and
ultimately increase profits.

Upscale means different things in different types of
establishments, explains Gordon Haines, Director, Business
Development, Ocean Spray International Inc. 

“Ultimate upscale would involve ‘hand crafted’ cocktails
by ‘bar chefs’ that muddle fresh ingredients and use
authentic methods,” Haines says. But harnessing trends,
using high quality mixes and premium spirits, dressing
drinks up with appropriate garnishes and glassware, and
using effective selling strategies can bring higher-end
cocktails and beverages into almost any establishment.

Haines reports that customers using Ocean Spray’s
Endless Possibilities Cocktail Program include family dining

restaurants with average cheque sizes around $11. A
specialty cocktail makes it possible to increase that by
another $6. 

Upscale cocktails can command margins of 80 per cent or
more, compared to 35 to 45 per cent for wine and 30 to 40
per cent for beer. Higher end restaurants can charge $12 
to $20 for specialty cocktails. Being aware of drinking and
driving laws, many patrons only order one alcoholic
beverage, so the profitability of each drink is important. 

“Customers are willing to pay if you deliver on the
experience,” Haines says. 

But it needs to be done right: you can’t give something a
fancy name and not follow through with something that
makes a real impression.

Trends like classic cocktails (old-school cocktails authen-
tically prepared) and beverages made with fresh
ingredients, such as freshly squeezed juices and fresh herbs,
can feed that sense of indulgence. But a signature cocktail

T
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“It’s overwhelming for an independent operator to try to
figure out what the hot trends are and what they should be
putting on the menu,” Haines says. “That’s why you really
have to seek out a reliable source, and then look to your
anchor brands.”

Ocean Spray works with premier mixologists the Martini
Club to develop and perfect drink recipes that they can
deliver to operators with precise instructions and images so
they can be easily replicated. The Endless Possibilities
Cocktail program now has a live website to help operators
make and sell upscale beverages.

By working with suppliers, independent operators can
access resources like marketing information: who the drink
appeals to, its flavour profile, and menu copy. Because even
the perfect cocktail isn’t going to sell itself – you’ve got to
promote it.

According to Next Level Marketing data presented at the
2011 Vibe conference, having a drink menu was the number
one factor that influenced drink orders.

A drink menu – preferably one that includes pictures 
and enticing copy – that’s presented to the patron when
they’re first seated focuses their attention on your cocktails,
rather than letting them flounder with standard drink

possibilities or just go with a “default” beverage like draft
beer or just water. 

When the patrons arrive, chances are they haven’t made
up their mind about what to drink. According to Next Level
Marketing, 71 per cent of patrons are making their beverage
decisions after they come into the restaurant. That number
is even higher – 85 per cent – for patrons under 40. 

“So that’s an opportunity: put the offering in front of 
them and there’s a good chance they’ll be receptive to it,”
Haines says. 

Other factors identified as key influences on drink orders
include drink specials, incorporating drinks onto the food

menu, table-top promos, seeing other people’s orders, and
recommendations from the serving staff.

All of these factors can work together to trigger impulse
spending, Haines says. Begin with a beverage menu that
looks great and sounds tempting. When the host drops it by,
they can mention that you’re offering some great cocktails
today and point out some items on the menu. When the
server comes, they can endorse the offerings or describe
enticing details such as fresh ingredients or authentic
techniques.

“’Handcrafted by our mixologist’ sounds more exciting
than ‘which tap would you like me to pull?’” Haines says. 

Not every operator needs to offer a dozen high-end
cocktails. It’s better to do a few signature drinks – and do
them consistently very well – than to offer a full list of
specialty cocktails that don’t deliver an upscale experience.

Because what you’re really selling with an upscale cocktail
is an indulgent experience – one that customers are willing
to pay a premium for if it’s done right.

“That first liquid on the lips – that first taste – needs to 
be absolute indulgence to the patron,” Haines says. “Going
out to a restaurant is all about indulgence.”

3
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By Michelle Ponto

The festive holiday season is a special time of year.  It’s the time for office
parties, gift exchange dinners, end of year gatherings and family celebrations.
But dinners aren’t the only festive events.  Holiday cocktail hours and dessert &
hot chocolate gatherings are also growing in popularity and can mean extra
customers during your slow hours.

Customers ready to celebrate are out there and creating a holiday ambiance
is the secret to inviting them in.

Let the Festivities Begin
There’s a reason the shopping centres set up their Christmas trees right after

Halloween.  It’s to put customers in the mood for spending money and start
the holiday countdown.  While setting up a 30-foot tree in your venue is
probably not what you’re looking for, creating a festive atmosphere will not
only bring your regular customers back when they are thinking of where to go
for their holiday celebrations, but it will bring in new customers who are in the
mood to celebrate.

Customers are looking for something special during the holiday season.
Show them that you have what they are looking for and give them a reason to
visit you now rather than waiting for the New Year.   

If you’re not sure where to start, take a look at what the chains are doing.
Simple things like promoting your holiday “limited time” food items on posters,
table cards and sandwich boards are easy to do and let your customers know
you’ve got a couple of special items just for the holiday season.  In fact, dressing
up your sandwich boards and other daily special promotional tools with

images of snowflakes, holly, snowmen and other festive icons is an
inexpensive way to promote the season.

Another inexpensive festive tip is to change the names of certain menu
items to go with the season such as Winter Wonderland Hot Chocolate, Hearty
Comfort Chicken Noodle Soup and Merry Berry Martinis (or smoothies if you’re
a healthy venue). 

If changing the names or adding special holiday menu items won’t work for
your venue, then play up what you have by generating images of warmth, comfort and
joy.  One example is to invite people in to warm their toes during your Festive Happy Hour
with your spicy chicken wings and warm artichoke dip. Another example is to get creative
with the chocolate or caramel sauces on your already established desserts. Instead of doing
a zigzagging drizzle, have your kitchen staff write the words “Happy Holidays” with the sauce.
It’s an instant way to turn your normal dessert into a holiday treat.

And don’t forget about your website and social media pages.  Change up your profile
pictures to represent the holiday season, post your holiday menus and tease your customers
with photos of your food, Happy Hour specials and holiday desserts to bring them in.  The
average person visits their social media sites a couple of times a day.  Take advantage of this
free advertising by tempting them with your holiday promotions.

Create a Festive Entrance
Times are tough, so while it may be wonderful to hire a professional decorator to spruce

your place up for the holidays, it may not be in everyone’s budget.  If you can’t do much, then
focus on creating a festive impression in your entrance and window area.  These two areas
are the spots your potential customers will see first and could be the deciding factor of
whether or not they go into your venue or keep walking.

But whatever you do, make sure you stay within your brand. When it comes to the holidays,
there is no rule that says you must do everything in red and green.  

Drawing in 
Customers 

with a 
Holiday 

Ambiance

Boneless Skinless
Chicken Breast

IQF Seasoned

Top Choice Brand

Boneless Skinless
Chicken Breast

IQF Seasoned

Top Choice Brand

Hallmark’s Top Choice Seasoned 
Boneless Skinless Chicken Breasts 
are designed to produce a great
centre-of-the-plate product, at a
competitive price. They are sized to
4oz, 5oz, and 6oz portions, to help
provide better consistency and food
cost control.

Order Code Product Description Size Pack Size Qty/case
8276043 Boneless Skinless Breast Seasoned IQF 4 oz 4 kg 34 - 36 pcs.
8141663 Boneless Skinless Breast Seasoned IQF 5 oz 4 kg 27 - 29 pcs.
8141620 Boneless Skinless Breast Seasoned IQF 6 oz 4 kg 22 - 24 pcs.
4614707 Boneless Skinless Breast Seasoned IQF Random 4 kg N/A

Nutritional Data
Ingredients

Boneless Skinless Chicken Breast Fillet 
Removed, Water, Salt, Isolated Soya Protein,
Sodium, Tripolyphosphate
Amount % Daily Value
Calories 80
Protein 15 g
Fat 1 g ( 2% )
(Saturated) + 0.4 g ( 2% )
(Trans) 0 g
Carbohydrate 2 g ( 1% )
Sodium (mg) 460 mg ( 19% )
Based on 100 gram serving
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Muffin batter and cookie dough is available in a variety 
of flavours and pack sizes, including Trans Fat Free varieties.

Four budget-friendly ways 
to embrace the festive season:

1.  Decorate your windows:

If you have walk-by or drive-by traffic, decorate your windows to capture your
customers’ attention.  This could be as easy as adding window stickers of reindeer,
snowflakes, stockings and other holiday items.  Writing words such as “Ho Ho Ho” or
“Happy Holidays” on the glass could also capture their attention.

2.  Bring attention to your entrance:

You want customers to walk through your door so highlight that area by adding
holiday lights or garland around the entrance.  Red bows could also do the trick.  If you
are a stand-alone venue, decorate the walkway with complementary decorations. 

3.  Welcome people with the season:

Adding a jar of candy canes to your hostess desk or having a chalk board sign saying
“Season’s Greetings” can make a big difference to your welcome area.  It’s a
small thing, but can set the festive mood.

4.  Hang some ornaments:

Hanging Christmas balls around the bar or reception area can help
spread the holiday cheer.  These are places where people generally sit and
wait.  They have time to look and take in your atmosphere.  If hanging is
not an option, consider putting the decorative balls in a bowl and setting
them in spots behind the bar and other areas. Keep in mind that if the balls
are within hand’s reach, customers may be tempted to steal them.

Unlike Mother’s Day and other holidays, the festive season lasts more than
a day or even a few weeks, giving you the chance to draw in new customers

and increase your bottom line.  Creating a festive ambiance can set the mood for more
than holiday cheer.  It could set you apart from your competition.

1. Change your menus to reflect the season (or add a special
holiday insert).

2. Change your music to holiday songs, but keep with your 
brand by choosing soft-jazz, instrumental, pop or other genres.

3. Replace your traditional table plants with poinsettias, holly 
and berries or candles.

4. Add a candy cane with the check receipt.
5. Replace your traditional garnishes with cranberries, 

holly, raspberries & mint.
6. Add something festive to your employees’ name tags.
7. Create holiday themed table toppers to promote 

drinks, appetizers and special entrées.
8. Promote holiday courses or dinners for take-out 

and parties.
9. Create holiday-themed gift cards – and promote them.

10. Add a wreath or red ribbons on doors such as 
restrooms or the employee entrance.

10 Quick Ways 
to Create a Holiday Ambiance



By Kelly Putter

Front-of-house wait staff are often overlooked these days as our culture salivates
over celebrity chefs, gastronomy and its various permutations.

But it’s the servers who equally sell your establishment, its food, its liquor and its
atmosphere whether fun, formal or funky. Up selling your menu, especially during the busy
holiday season, is a skill all wait staff should have. If they don’t, look into training them.
Whether it’s offering customers mouth-watering descriptions of menu items or offering to
save one of the chef’s signature desserts, up selling is the gentle art of persuading customers
to buy something extra without them being aware of your sales method.

While it’s hard to predict what this holiday season will bring given the uncertain economy,
chances are good it won’t be one of unbridled and free-wheeling spending, says Jim Carfrae,
Vice President of Santa Maria Foods. As a result, restaurant chefs and foodservice operators
are better to balance special food items with more ordinary ones, or more expensive items
with ones that are less costly.

Carfrae recommends offering patrons a special holiday platter of appetizers such as Caesar
pancetta cups, which are also known as the inverted Caesar salad. Rounds of cooked
pancetta are shaped into mini bowls and filled with Caesar salad, a crouton and a shaving or
two of parmesan cheese.  (See full recipe in our “What’s Cooking” section on page 18.)

“That gives you a little wow factor,” says Carfrae. “The idea is to offer something special 
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on your menu that doesn’t have to cost a fortune.”

Round out the offering with garlic toast, and something with a
food cost that falls between the pancetta apps and the bread and you’ve
balanced your food offering in terms of cost. A cheaper alternative to the pancetta is
the salami flower. Fold a piece of Genoa salami twice and skewer it with a toothpick that has 
a grape tomato or olive on it.

Because a restaurant’s sales are 30 per cent higher during the holidays, the time period
from the end of November to early January is critical for maximizing sales, says Doug Fisher,
a management consultant specializing in foodservice and franchising at FHG International.

Fisher tells operators that there are two approaches when teaching staff how to up sell.

6

Sell More 
This Holiday Season
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One is based on what the server
likes to eat. This approach has
the benefit that many
customers will listen to what
their server advises. Customers
want to like and trust their
servers. As a result, wait staff
need to know what’s good and
why. Provide the customers with
details about food using
colourful and vivid language.
Whatever you do, don’t bring
too much food to the table.

“When you up sell, you should not oversell,” Fisher advises.
“A customer who finds too much food on their plate or too
much food coming will be equally as unsatisfied as someone

who doesn’t have enough.”

The other approach centres on the owner or manager telling wait staff 
what they want pushed, which will likely be the items that generate the most 

profit for the restaurant.

“Up selling is an important aspect in an industry that’s having a difficult time,” he says. 
“The number one key to selling is the menu - and the number two key is the server.”

Bottles of wine and dessert are favourable items well worth focusing on when practicing
your suggestive selling on customers. Here’s where timing and attentiveness come in. If 
the server can get the table’s drink order in early enough, there’s a chance the patrons will
finish their bottle of wine by the time they finish their appetizers. That opens the door for
another bottle.

7

With desserts, and a lot of people trying to avoid them, it’s best if you can get the customer
to order dessert when they order their entrée.

“If you have a reasonably sized meal you may not order dessert,” says Fisher. “But if I can get
you to commit to a $10 or $12 dessert in advance of you being full, you’ll know it’s coming
and maybe you won’t finish your entrée to make room.”

Rather than wait until the holiday season, up selling is a good technique to employ even
months before, says Mark Jachecki, corporate executive chef of Canyon Creek. For many
businesses, organizations and professionals, the holiday party is not always top-of-mind in
September or October. “We always get those panicked phone calls on the first day of
December with people bemoaning that they should have called earlier,” says Jachecki.  

Jachecki says restaurants would do well to contact their best customers a month or two
before the Christmas rush to suss out what kind of party they’re considering, what day they
want to hold it and for how many. 

Up selling or suggestive selling isn’t that difficult once you get the hang of it.
And there are inexpensive ways to train staff. Allow servers to taste menu
items and daily specials, make menu knowledge a priority so that the
server speaks about your restaurant’s offerings with confidence. Role
play with each server and get them to use lively language, ask
questions and suggest menu offerings.

Finally, provide incentives for staff. By offering gift cards or
other rewards to top sellers, you’re encouraging staff to
promote more desserts, daily specials and bottles of wine.

Remember, your front-line staff are your customers’ 
first line of communication with your establishment. 
Train them in the fine art of up selling and you’ll be glad
you did.
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By Michelle Ponto
The Holiday season often means more customers – and more staff.  But hiring the wrong

seasonal employee can cause disruption to your workflow or result in losing customers.
However, there are guidelines that can help you avoid the pitfalls of picking a “bad” employee.

Hire and Train Before the Busy Season

Getting a head start on your seasonal hiring is important. First of all you’ll have a better
chance of getting good applicants than if you wait until after the season hits.  

“Employers looking for seasonal work in the restaurant industry should start looking as
soon as possible to find the best qualified candidates,” said Greg Tareta, Director of Sales for
Hcareers in Vancouver. “Employers do not want to get behind in the process and lose good
people to their competitors.”

Secondly, the earlier you hire, the better the employee will be trained when the holiday
rush hits.  It takes time to master a menu, cash register and the processes of a new workplace.
Having your new staff in place before the rush will give them time to not only learn their job,
but it will give them a chance to make mistakes when they matter less. 

Also, later in the season your veteran staff members will be busy catering to your holiday
crowd.   Having someone new who doesn’t know the ropes will slow them down, cause
them to lose focus and could become a distraction rather than help ease their workload.

“Training is the most important thing you can do when it comes to a new hire,” says Barrie
Carlyle, the Vice President of the Greater Toronto area for David Alpin Recruiting. “Often when
a new hire doesn’t make it beyond one or two weeks, they will tell us that they either didn’t
understand what they were supposed to be doing, or that the job was wildly different from
what they thought.”

Thirdly, hiring your team early sends out a message that you are prepared for the season
and gets people talking. Carlyle says the best way to maximize your hiring process is to run
it as a one-time project regardless of whether you’re hiring kitchen help, servers or hostesses
for the season.

“What happens when you run your hiring process all at once is you build momentum and
send a positive message about your restaurant.  You get people talking about the market, the
potential of the restaurant and the opportunities available,” says Carlyle.

Seeking out the Best Candidates

A survey conducted by the National Restaurant Association reported that restaurant
operators found their best employees through referrals because referrals from good
employees were more likely to fit in with the rest of the team and were more reliable.  The
referred person didn’t want to reflect poorly on the person who recommended them.

But referrals aren’t the only way to get good employees.  Many employers in the restaurant
industry successfully attract quality seasonal staff through word of mouth while also using
Internet recruitment sites.

However, sometimes seasonal or part time employees are new to the industry.  While this

makes it harder to screen, it doesn’t mean they should be ruled out. In these cases, Tareta says
candidates who enjoy working with and helping people are ideal, but you also have to
consider your venue’s environment. Anyone who is hired should also work well with the
employer's current staff.

Expert Advice to Help Avoid a Bad Hire

There’s nothing worse than making a bad hire.  Not only could this person impact your

8

Finding the Best Seasonal Employees
entire team’s performance, but they could also potentially end up losing your customers.  

And there’s also the problem of retention. Statistics show that half of all restaurant
employees leave their jobs within the first 30 days. Your seasonal position might only last 6
to 8 weeks, but having someone leave (or be terminated) in the middle of your busiest time
of year isn’t what you want either.  

So how do you find someone qualified who will stay for as long as you need them?  Tareta
says part of the solution comes from the interview process.

“Ensure all questions asked during the interview are thorough and offer a good
understanding of how well the candidate will fit the organization. If possible, include 
two representatives from the company during interviews to get more than one opinion,” 
says Tareta.

Calling references also needs to be a part of the hiring process. Ensure anyone you
interview has business and personal references to give you. The best predictor of future
performance is the person’s past performance. 

This holiday season, don’t get behind in your hiring. Trained seasonal employees will not
only improve your staff’s overall performance, but in the end, will leave your customers
happy and excited to come back in the New Year.



Distributed by Sysco Corporation, 

Toronto, Ontario   M9B 6J8    ©2011



S y s c o  T O D A Y -   D e c e m b e r  2 0 1 1

Food production always involves issues reflecting 
ethics and responsibility, such as land use, sustainability,

environmental factors and animal welfare. 
Sysco wants to ensure that customers are aware 

of its values and ethical programs for sourcing products 
and dealing with suppliers. In the case of animal welfare, 

Sysco customers can rest assured that all Sysco brand 
beef, pork, veal, lamb and poultry is sourced 

through producers that meet Sysco’s 
stringent standards for animal welfare.

“Any purchaser of food products needs to know that their suppliers’ values are aligned 
with their own,” says Mitch Gilgour, Senior Director of Quality Assurance for Sysco U.S. “If 
they value animal welfare, they should buy from suppliers who have credible animal care
programs. We do, and we publicize those programs in our sustainability report.” 

Sysco is committed to the ethical treatment of animals, and to responsibly addressing
issues involving the safety, care and health of animals. All approved branded supplier 
facilities must meet Sysco’s rigorous standards for raising and handling animals, as well as 
for feed, environmental conditions and facility design. Suppliers must also meet Sysco’s
standards for employee training.

Not only do these standards ensure the welfare of animals at the farm, but also throughout
transportation and processing. 

Facilities must provide documentation that they meet Sysco’s standards, and they must
also undergo three levels of audits: self-audits, auditing by Sysco, and inspection by
independent auditors.

“We have third-party inspections completed on an annual basis by approved auditing
agencies, and our staff members conduct second-party audits at the supplier locations,”
Gilgour says, explaining that first-party audits are conducted by the suppliers themselves. 

“We require at least one third-party audit on an annual basis against the qualified audit
requirements for that particular livestock class.”

Sysco’s animal welfare program is overseen by two key groups: the Sysco Animal Welfare
Management Team, and the Sysco Animal Welfare Advisory Council.

The advisory council is made up of experts in animal care from academia, industry and
lobbying agencies. 

“Their role is to provide feedback on Sysco’s execution of its animal care programs, and to
provide expertise and knowledge on emerging issues,” Gilgour says.

For example, the advisory council provides advice on new technologies that enable
improvements to animal care programs. 

The Sysco Animal Welfare Management Team is made up of staff members from the
Quality Assurance team who are responsible for overseeing animal care programs
implemented with suppliers, as well as representatives from Sysco’s procurement group who
are responsible for the protein segment of Sysco’s business.  

In addition to its current programs for beef, veal, pork, lamb and poultry, Sysco is also
working to introduce animal care programs in areas where defined animal care standards
have yet to be widely adopted, such as dairy and Canadian shell egg production. 
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Sysco’s Animal 
Welfare Program

By Patricia Nicholson

Earn Sysco 

Rewards points on 

all eligible purchases!

Order Code Product Description Pack Size
0737482 Cranberries Dried 2 x 1.5 kg
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and our suppliers to define standards for
animal welfare for shell eggs. Sysco is
also collaborating with the egg industry
by participating in the Coalition for a
Sustainable Egg Supply. Canadian egg
suppliers are also involved with this
association’s efforts. The coalition’s
research is being conducted with the
cooperation and support of both
industry and academia.

“That particular study not only looks
at animal welfare, but it looks at other
sustainability impacts such as
economics, the environment, food
affordability and food safety. Those five
tenets of sustainability are being
evaluated,” Gilgour says. “So they’re

looking at not just animal welfare, but at all those other elements of sustainability, which I
think is the best approach: to do it in a balanced, holistic manner.”

That balanced approach recognizes that animal welfare must work in tandem with many
other important aspects of food production. Incorporating all of these principles ensures
quality products that reflect the ethics and values of Sysco, its suppliers, and its customers.

1 1

“We are working with dairy suppliers and dairy trade groups to establish animal care
programs for dairy herds,” Gilgour says. “That’s something that we’ve been working on in the
U.S. and in Canada. We are hopeful to be able to implement that during 2012.”

Implementing animal welfare standards in Canada poses some challenges. While U.S. egg
production is typically integrated in a vertical manner, the egg production systems in Canada
are decentralized. Sysco’s Quality Assurance team is working with the Egg Farmers of Canada
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By Kelly Putter

Writing about food trends is like writing about tides. They go in. They go out. Like the rise
and fall of the sea, they’re constantly moving so they can be hard to pin down.

Still, there are plenty of foodies, chefs and consultants willing to lay their reputations on the
line for the sake of trying to do so. As we cap off this year and enter 2012, we thought it would
be fitting and fun to see how past, present and future trends stack up.

Sustainability, that million dollar word that’s difficult to spell let alone pronounce, gained a
lot of attention in 2011 and is expected to forge ahead in 2012. Simply put, sustainable 
food is food that is produced, processed and sold in ways that protect, aid and promote the
economy, the environment and our society.

Toronto restaurateur, TV chef and cookbook author Massimo Capra believes sustainability
is a serious issue when it comes to our fish supply. The key to providing sustainable fish is
using fresh and certified pickerel, trout, catfish and perch, he says. 

Tied in closely under the sustainability banner is an ever-expanding interest in nutrition,
organics, local food and gluten-free eating. In fact, Canyon Creek believes so firmly in the local
food movement that it designed a local harvest menu around the concept. The menu
features 23 local farmers and suppliers who supply its eight Ontario restaurants.

“It’s here to stay,” says Canyon Creek Corporate Executive Chef Mark Jachecki of the trend.

“It’s the right thing to do, wherever you are, whether in
California or B.C. It will become more of a standard. You love to 

see a good trend do that.”

And Sysco is also responding to its customers’ desires to offer consumers
locally grown foods. Sysco customers are expressing a new set of values. Many

care not only about price and quality, but also about where their food comes from,
who grows it, and how it gets to them.

As a result, an increasing number of local farming initiatives are now part of Sysco’s 
day-to-day business, and these efforts demonstrate Sysco’s commitment to work closely 
with small farms and producers to put local products on consumers’ tables. Many Sysco
companies have initiatives to connect local farms with markets that value the unique
varieties of the produce they grow.  They are committed to local farming initiatives and work
closely with small farms and local producers to make their high quality products accessible
to more people.

In the growing push to know and understand our food, consumers in 2012 will become
ever more avidly focused on learning about the origins of their food, says Jachecki. “People
want to honestly know what they’re putting in their bodies.”

Restaurant consultant Heather Chell of the Fifteen Group agrees. “I think the keen interest
in our food sources will also produce off-shoot trends, all based around sustainability, such as
sourcing fish and seafood with integrity,” says Chell. “Environmental practices such as 
eco-labeling and different types of certification programs will take shape and people will
want to know more and more about how their choices are impacting their carbon footprint.”

In terms of the economic health of the foodservice industry, 2011 was a better year 
than 2010 and prognosticators are forecasting improvements for 2012.  The recession that
began in 2008 prompted many operators to adapt to the changing marketplace, says 
Doug Fisher, president of FHG International and a management consultant specializing 
in foodservice and franchising.
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(and Upcoming
Trends for 2012)
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Thanks to international food consultants Baum & Whiteman, 
here are more food and dining trends to chew on for the coming year:

• Operators will differentiate themselves by moving beyond bread to arepas, bao, waffles and rice cake.
• Chefs get fancy, pulling in global flavours for vegetable and fruit pickles they make from scratch
• Korean food
• Japanese craft beers
• Hamburgers (yes, still in 2012)
• Plating goes horizontal instead of vertical
• Watch for misuse of words artisan, local, heirloom, green and sustainable
• There might be too many farmers’ markets in the marketplace
• Chefs have gone smoke happy. Time to cut back.

Fisher says foodservice operators did a good
job tightening their belts by modifying their
prices and reducing staff in an effort to find a
way through the downturn. This economic
malaise is partially responsible for the public’s
growing interest in fast-casual dining.

“These restaurants and QSRs are changing
their food products,” says Fisher. “They’re
making them healthier and better for you by
lowering sodium content and calories.”

Chell believes dining trends will continue to
flourish along upscale casual as affordability
and value are top motivators for eating out.
Customers are looking for more bang for their buck. As a result, operators of fine
dining concepts might want to take notice.

“Although people are starting to move away from crisis foods (homey, comfort
foods such as mac and cheese and meat loaf ), charging top dollar for a great plate
of food and a memorable dining experience just isn’t necessary, nor will it be in 2012
and beyond.”

Meatballs, food trucks, authentic international cuisine and pop-up restaurants all
were successful trends in 2011 and may carry into 2012, say experts.

“The really cool thing that some high-end chefs are doing is the single-item
restaurant - pulled pork sandwiches and that kind of thing,” says Fisher. “I think that
concept is really aggressive on the part of the operator. These small shops are doing
one item brilliantly and they’re getting high demand and long line-ups.”



Cyrilles Koppert & Lisa Dungale, Owners
Manor Casual Bistro,  
Edmonton, Alberta

“…the ideal getaway 
for any romantic dinner,

business lunch, or 
larger group event…”
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Written by Megan Fleming, 
Sysco Marketing Coordinator 

Edmonton’s Old Glenora area offers beautiful
surroundings and some of the best dining in the city. 
The Manor Casual Bistro acts as a shining example of what
our community has to offer, with flocks of flavour-seeking
residents frequenting this dining gem. Armed with an
exceptionally skilled service team, this culinary destination
offers a menu that bursts with flavourful creations and an
ambiance that embraces a laid-back dining lifestyle. Located
on 101st Avenue and 125th Street, The Manor Casual Bistro
acts as the ideal getaway for any romantic dinner, business
lunch, or larger group event. Boasting views of the river
valley, this dining hot spot offers an experience that guests
are sure to remember.

The Manor Casual Bistro has presented distinctive made-
from-scratch cuisine in one of Edmonton’s most
unforgettable settings for the past nineteen years, which
makes it easy to see why it was awarded Open Table’s Diners’
Choice Winner of 2010. The historic building in which this
culinary treasure resides was built in 1929 by former Alberta
Attorney General John Lymburn, who once used it as his
main house. The original structure and design has been
maintained which adds the perfect nostalgic ambiance to
every dining experience. Outside, the notable peaked frame,
beautiful walkway, and inviting patio offer a welcoming first

impression. The interior features intimate seating and chic
décor, which perfectly accents the tasty fare. Along with the
private Red Room and open dining area downstairs, The
Manor Casual Bistro’s second level offers two large dining
rooms which are perfect for larger gatherings. 

At The Manor Casual Bistro, the top-notch service team
goes above and beyond to make sure that every guest
enjoys a truly relaxing culinary journey. From the moment
guests walk into this charming restaurant, the welcoming
and comfortable atmosphere immediately starts the
experience off. After being guided to one of the cozy
seating arrangements, the professional service team
presents each guest with the mouth-watering menu. Once
everyone has had a chance to order from the enticing
selections, guests can sit back and enjoy the ambiance with
good company and great wine. Offering cuisine that
promises to please every palate and an atmosphere that
truly sets the mood, The Manor Casual Bistro presents the
perfect dining package.

Co-owner and Executive Chef Cyrilles Koppert, along
with his talented team, only utilize the freshest of
ingredients when creating the tantalizing dishes that are
featured on the menu.  And although the limits of the food
that is in season can prove to be challenging, his emphasis
remains on supporting local products. Chef and his team
stay away from pre-made foods; even the breads, desserts,
sauces, and beverage syrups are made fresh in-house. Each
and every flavourful dish that is featured in The Manor’s
brunch, lunch, and dinner menus illustrates Chef Cyrilles’s
experience and skill in the kitchen. From the zesty spinach
salad with poached pear, to the savoury lamb shank or
sundry nasi goreng, Chef Cyrilles’s talent shines through his
treasured creations which are truly “authentic to their own
style.” Each ingredient is adapted to fit The Manor’s “interna-
tional eclectic” approach, which offers up dishes that are
inspired by Greek, Indonesian, and Italian flavours.  Although
the menus are planned and created mainly by Chef Cyrilles,
the whole team is constantly involved in the creative
process. The professional staff are tested yearly which gives
them confidence and knowledge when approached about
the menu or any special dietary modifications that need to

be made to a dish. Through much hard work and
dedication, The Manor Casual Bistro has become a culinary
tradition in the City of Champions.

The Manor Casual Bistro has been utilizing Sysco
Edmonton’s services since 1992. Chef Cyrilles appreciates
“the quality product” and “how Sysco caters to [their] needs”.
With more than twenty years of experience working with
Sysco throughout his many culinary positions, he has come
to value Sysco’s approachability and asserts that “the service
is great.” Chef Cyrilles elaborates on the great care and
attention that their Sysco Marketing Associate takes: “She
always goes the extra mile; if a product is ever shorted she
makes sure to bring it in herself and is always very helpful.”

The Manor Casual Bistro’s future is filled with huge plans for
some very exciting new advances. As Chef Cyrilles asserts,
“we already have about eighty percent regulars but are still
looking forward to growing and reaching more people.”
Although the team is not planning on expanding, there are
huge preparations being made to offer even more to their
loyal guests. As part Owner Lorraine Ellis explains, “we are
also looking to change people’s perspective in terms of The
Manor being stuffy and high priced.” Through more in-house
promotions, website offerings, and dinner pairing events
such as their beer pairing dinner (which was named by View
Magazine as the top beer event of 2010), the team hopes to
establish a new image for The Manor Casual Bistro.  

Whether guests are looking to relax on one of Edmonton’s
best patios or just enjoy fresh fare in a cozy setting, this
prime dining spot will not disappoint. From the professional
staff to the flavour-driven fare, The Manor Casual Bistro truly
stands out in Edmonton’s culinary scene and, as Chef Cyrilles
affirms, “has its own unique style.” 
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The Manor’s delicious 
Parmesan Pommes Frites accompanied 

by three signature homemade dips

The Manor’s fresh Salmon Club 
with a side of crisp Caesar Salad



Dan Davidson, Owner
Red Barn Family Restaurant

Moosomin, Saskatchewan

“Canada’s best kept 
secret: its mouth-watering

Broasted Chicken”
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When you walk through the entrance, it's hard to believe
you're in a small town in Saskatchewan.  While this state-of-
the-art building can measure up to any big city restaurant
franchise, it is 100 per cent independently family-owned
and operated - which makes it truly unique.  Located on the
south side of the #1 highway in Moosomin, Saskatchewan,
the Red Barn is easily accessible to Trans-Canada highway
travellers making it a perfect place to stop and stretch your
legs, as well as enjoy a well-portioned meal with excellent
service and atmosphere.

When the Red Barn was purchased by Jim & Karmen
Davidson in 1986, it covered only 700 square feet and had
just 28 seats.  Within a few years, the owners were
customizing a large addition and adding almost 100 more
seats. What made this little restaurant unique was its order-
at-the-counter-service, similar to a fast-food establishment,
but with authentic, home-cooked food.  To this day, the Red
Barn is well known, not only for the interesting collection of
artwork dotting the walls, but for what some locals have
called Canada’s best kept secret: its mouth-watering
Broasted Chicken.

In 2003, Jim and Karmen sold their business to their son
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Dan who quickly started putting some of his own ideas to
work while staying true to his mother’s recipes and the
processes that made the restaurant so successful.  Business
for the following 3 years was great until the restaurant's
location came into question with the building of a new
Trans-Canada highway bypass.  However,  within a couple of
years, plans were developed for building a new restaurant
on the new highway - at the corner of the town's main
access road. 

In September of 2007, the "new" Red Barn was opened,
with a much sought-after addition: Dano’s Lounge, which
meant for the first time, the restaurant was fully licensed and
could now be considered casual dining.  The new decor has
a warm feel with lots of earth tones, dark walnut accents and
a rounded granite bar.  The splashes of stainless steel now
give it a very clean and modern feel.

The Red Barn begins serving breakfast daily at 6 am, but 
it is during lunch and dinner that the crowds begin to 
form, often filling Dano’s Lounge to capacity.  This includes
the outdoor patio with retractable roof, brick 
fireplace, big screen TV and plenty of heaters for the cooler,
Saskatchewan nights.

The menu was created 25 years ago, with homemade
burgers and Broasted Chicken being the most-requested
items.  To this day, that hasn't changed but the current
menu has even more great items such as the in-house
smoked baby back ribs and charbroiled steaks.

The Red Barn does its fair share of catering as well.  In fact,
in the last few months it catered a company's 25th
anniversary celebration at the Convention Centre in
Moosomin, where they served dinner and drinks to over 300
guests while 25 staff members took care of a packed house
back at the restaurant.  The Red Barn staff also recently took
care of all meal and beverage catering for the RCMP
provincial meetings at the Convention Centre including all
meals over a 3 day period.

Dan attributes a lot of his success to his great team.  He is
very proud of his dedicated staff and knows that without
having so many long term employees, his business wouldn't
be where it is today. With 55 staff and a great management

Naughty Tater

team in place, Dan knows there is still a lot of room to grow
in the future.

The Red Barn has been buying most of its products from
Sysco since its opening day 25 years ago. Dan insists that the
relationship between his business and Sysco has been a
very important part of his success as well.  

“My relationship with Angie, my Sysco rep , is one that is
very important to the everyday operation of my restaurant,”
Dan says. “Angie is always there to talk - no matter when I call
her - and she is amazingly helpful with any issues or
concerns I might throw at her.  Over the years, I have learned
that it is very important to have a rep you can work closely
with. For the last 8 years, we've seen fantastic growth every
year so we plan on continuing to change and adapt to our
customers’ needs and hopefully keep growing our business
in the future.”

It is no doubt the Red Barn will continue to do just that!

Serves 1
INGREDIENTS METRIC IMPERIAL
Baked potato, cooked & diced 1 1
Chicken Breast, cooked, diced & seasoned 
in Red Barn’s special seasoning 1 1
Oil 15 mL 1 Tbsp
Onions, sliced 50 mL ¼ cup
Mushrooms, sliced 50 mL ¼ cup
Cheddar cheese, shredded 50 mL 2 oz
Sour cream 50 mL 2 oz
Salsa 50 mL 2 oz

Sautée onions, mushrooms in oil until tender.
Add chicken.
Place baked potato in dish, top with chicken mixture.
Sprinkle cheese on top and place in salamander broiler
or cheesemelter until melted.
Serve with sour cream and salsa.Dan Davidson (Owner), Angie Schlechter (Sysco

Marketing Associate), Linda Fisher (General Manager)



Pancetta 
Cups

Recipe courtesy of 
Santa Maria Foods

Serves 4

INGREDIENTS METRIC IMPERIAL

Pancetta (thinly sliced)   8 slices 8 slices

Romaine lettuce, 
washed and small cut 2 cups

Caesar dressing ½ cup

Parmigiano Reggiano 
(thinly shaved) 12 pieces 12 pieces

Herb-garlic croutons 8 pieces 8 pieces

METHOD 

• Turn small mini muffin tin upside-down and
apply one thin slice of pancetta on top of 
each form.

• Bake in oven at approximately 350-375oF 
(180-190oC) till crispy. About 8 to 10 minutes.

• Remove the crispy pancetta cups from the pan
and allow them to cool down on a paper towel.

• In a mixing bowl, mix the Caesar dressing with
the romaine lettuce and place the salad into 
the pancetta cups. Garnish with Parmigiano
Reggiano and garlic croutons.

Rejuvenate your palate 
with these fresh flavours 

that will leave you 
full of festive cheer.
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Quinoa Salad 
with Dried Cranberries 

and Spicy Pecans
Recipe courtesy of 

David Roberts Food Corporation
Serves 4

INGREDIENTS METRIC IMPERIAL

Spicy pecans (7710058) 250 mL 1 cup
Quinoa (0051551) 375 mL 1 1/2 cups
Dried cranberries (0737482) 250 mL 1 cup
Turmeric 2 mL 1/2 teaspoon
Boiling water 500 mL 2 cups
Frozen peas, thawed 250 mL 1 cup
Scallions, very thinly sliced 3 3
Medium cucumbers, 

peeled, seeded, and diced 2 2
Fresh basil, shredded 50 mL 1/4 cup

Lemon Dressing:

Zest of 1 lemon 1 1
Lemon juice 75 mL 1/3 cup
Garlic cloves, minced 3 3
Salt 2 mL 1/2 teaspoon
Pomegranate, seeded 1 1
Olive oil 75 mL 1/3 cup
Freshly ground black pepper, to taste

METHOD 

• Combine the dressing ingredients in a jar with 
a tight-fitting lid and shake vigorously.

• Place the quinoa, cranberries, and turmeric in 
a large bowl. Pour in the boiling water, stir and
then cover the bowl with a large plate or foil. 
Let it sit for 10 minutes. 

• Remove cover and fluff quinoa with a fork. 
Cover again and let sit for 5 more minutes. 

• Stir in pecans, peas, scallions, cucumbers, 
and basil. 

• Garnish with pomegranate seeds.

• Lightly drizzle dressing over salad and serve.

Holiday 
Punch

Recipe courtesy of 
Nestlé Professional Vitality

Serves 4-6
INGREDIENTS METRIC IMPERIAL

Sysco brand peach juice    625 mL 2 1/2 cups
Sunkist orange juice 1 L 4 cups
Sunkist lemonade 500 mL 2 cups
Club soda 1 L 4 cups
Orange, washed, thinly sliced 2 2
Cinnamon sticks 4 to 6 4 to 6

METHOD 

• In large pot, combine Sunkist apple and orange
juice. Add Sunkist lemonade and club soda.  
Stir to mix.  Top with orange slices. Keep chilled 
at 4°C (40°F) until service time.

• Serve using 125 mL (1/2 cup) ladle.

• Garnish with a cinnamon stick and add some 
fruit of your choice.
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þWhat is your favourite kitchen item 
and why do you like it so much? 

My favourite kitchen item would have to be my Wusthof Culinar
Knife set. My mom bought me the set for graduating first year 
of culinary school and they have been with me at every culinary
event since.

What’s the best tip you can 
offer foodservice operators? 

The best tip I can give a foodservice operator is that changing your
menu pricing, and costing your menu twice a year, will give you
much more gain than work in the long run. Changing pricing doesn’t
necessarily mean moving it up. However, taking a look at your costs
and adjusting your menu accordingly is always a good idea.
Sometimes when a menu is published, not everything on it sells well
so it’s always a good idea to take a look at popularity. Contributing
factors to products not selling well could be that the item is priced
too high. Doing some competition price comparisons in your
geographic area is also another good idea. It’s all about profitability
at the end of the day.

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

Ensure that their product is one of quality and consistency.
Consumers tend to go back to places that make them feel welcome,
where the food and drinks are flavourful and of good quality. They
count on the experience being good for the amount of money spent
and, in this economy, they want to know it’s going to be worth it
every time they visit.

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

In my opinion, your ambience and service are of primary
importance in your establishment. Everyone can have a good steak,
but can everyone deliver when it comes to timely service,
cleanliness, and a warm and friendly ambience?

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

... match their passion for food with a passion for business.

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

For me, there isn’t just ‘one’ cooking technique that inspires what 
I do. My inspiration and skills come from constantly learning secret
techniques or recipes from the chefs I’ve worked with throughout my
career. And I’m always looking forward to that next chef around the
corner who will have a great trick or secret.

My inspiration, experience, skills and knowledge
come mainly from four chefs. Nathan Hyam gave me
all the skills, knowledge and passion I needed to get
started in my career. Rick Kosko and Brendan Ng are
two very talented chefs who believed in me and
taught me culinary arts in various degrees and
sponsored me through culinary school. And last but
not least, is Chef Dominique Dien, Corporate
Executive Chef for Sysco Vancouver. I met Dominique
when I was 14 and volunteering at a golf tournament
for the Canadian Chefs’ Association. When I left the
tournament, I said to myself, ‘I hope to work with
Dominique one day’; for the last several years, I’ve
had the wonderful opportunity to fulfill that wish
and have been working with him, and learning his
French techniques, ideas, and skills.

Can you share a specific trick or technique
that you can’t live without?

The most helpful concept I’ve learned is substi-
tutions. When working in a kitchen sometimes you
run out of things, forget to order products and are left
in a lurch. For example, when you don’t have 1
teaspoon of baking powder, you can use a quarter
teaspoon of baking soda plus a half teaspoon of
cream of tartar instead.

Do you have a guilty pleasure when it comes to food?
Twix chocolate bars and my friend’s outstanding roast 

potato, prosciutto, and snow pea gorganzola cream sauce pasta 
with prawns.

What’s your favourite culinary trend, past or present?
My favourite culinary trend would have to be street food. The most

diverse, innovative, delectable dishes that are ever changing by
consumer demands are coming from food trucks across the nation.

Tell us about your favourite all-time dish.
My favourite all time dish is Mrs. Gertz’s (my grandmother’s

German neighbour growing up) cabbage rolls and sauerkraut with
bread dumplings. Nobody can top her secret recipes.

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

Well I’ve always loved eating. However, the first two chefs in 
my life -- Nathan Hyam (my high school chef) and Rick Kosko (my
first apprenticing chef) got me to entertain the idea that I actually
had a great palate, sense of smell, and skill when it came to working
in a kitchen. 

What’s your favourite cookbook?
Anthony Bourdain’s  A Cook’s Tour. This book has kept me inspired,

and has also made me realize that I will never know everything
about the culinary world because there are so many countries with
so many different ways of cooking and techniques that it would be
impossible to learn them all.

What’s your best cooking tip? 
It’s very simple -- Don’t burn it!

Do you have a favourite kitchen disaster story to share?
My disaster story explains why my best cooking tip is to not burn

it. I think I might have been 10 or 11 years old and I was supposed to
help cook dinner. I was going to cook pasta and I had no clue what
to do, except my mom always started with a pot of water on the
stove. So I got a huge pot, filled it full of water and cranked the stove
on high. I went upstairs to get instructions from my mom on what
was next and I got distracted. About an hour later, the water had
boiled off and the pot was on fire - burning up in flames! So you can
see how I ended up taking some home economics and culinary
classes later on in school! (So I suppose this is me fessing up, mom!)

Your last meal would be.........what?
Anything and everything that’s terrible for you ... butter, cream,

sugar, pastry, salt-filled deliciousness … topped with a double-
double coffee … ahhh yes!
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Desiree R. Matheson, 
Business Resource Specialist, 

Sysco Vancouver 

Desiree R. Matheson



Calgary Central Ontario Dover Centre Edmonton Halifax Kelowna
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Delivering fresh ideas to 
help your business succeed...

Sysco offers much more than a complete range of top quality products to help our customers
succeed. As Canada’s leading foodservice distributor, we take pride in the fact that we are always
taking innovative approaches to common foodservice situations. 

The Sysco Rewards program is just one way we do that, allowing our customers to earn points
on participating items towards valuable gifts and dream vacations. Our Sysco iCARE program
helps with menu development, training and financing. Sysco’s ongoing environmental efforts
ensure that we’re minimizing our impact on the planet, while serving up the best solutions for
our customers.

With rigorous food safety and quality assurance standards, the latest technology and the
most knowledgeable people in the industry – you’ve got an unbeatable combination that
adds up to more success for your operation. 

Contact Sysco today, to see how our fresh
ideas can help you build your business!
Contact Sysco today, to see how our fresh
ideas can help you build your business!

Sysco Corporation, Toronto, Ontario   M9B 6J8    www.sysco.ca


