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Spotlight on...
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Michelle Goodyear      
Marketing Associate, Sysco St. John’s

ST - What is your tenure with the Company?
I have been with Sysco for 15 years now. I started in 

the purchasing department and eventually found my passion 
in sales.

ST - Did you ever work in a restaurant or any place 
in foodservice as a young person? If so, does 
that help you understand their business needs
more now? 

I worked in dietetics in the health care industry prior to coming
to Sysco. This gave me a great background in the foodservice
industry. Dieticians and nutritionists face some of the same
challenges that a restaurateur does.

ST - What is your geographic territory?
My accounts are all in Central Newfoundland, and the 

majority of my territory consists of rural areas - so I visit a lot 
of communities.

ST - Describe the account composition of your
territory.

My territory is very broad. I deal with fine dining
establishments, family restaurants, pubs, hotels, penitentiaries
and even mining camps.

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

My customers and I have developed wonderful working
relationships over the years, which has lead to great trust and
respect from them. They know I care about their business and
they have become like a second family to me.

ST - What do you enjoy most about working for Sysco?
I think it’s great that Sysco provides my customers and me so

many of the tools and resources we need to become successful.
I feel proud to work for Sysco and everything we stand for. Of
course, I cannot forget to mention my wonderful co-workers
who have become great friends.

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

I feel that more and more people are looking for healthier
choices on their menu. I am always looking for new options that
operators can try out.

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

I think one of the biggest mistakes that operators make is not
updating their menu very often. The menu is their largest
marketing tool and they need to react to ever-changing food
costs and new trends in the industry.

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

I believe the more successful operators are the ones that
spend time in their restaurants controlling labour, waste, portion,
and theft. These things play a major role when calculating profits
within a business.

QR Code Campaigns that Work 2
Coffee shops, pizza joints and even chain restaurants are getting into QR 

codes. Learn what works and what doesn’t with this trendy new technology.

Feeding Deal-Hungry Canadians 4
Promote your restaurant and build your customer base all for the price 

of a super-sized discount. Do group coupon websites help or hurt?

Harvest Soups: 
Serve Up the Best Mother Nature Has to Offer 6

Move over chicken noodle. This season’s harvest soups are thick and 
hearty to keep your customers coming back for more.

Fast Casual Poised to Outpace Industry 9
Not quite fast food, not quite casual dining, there’s a new category 

in town and it’s called fast casual. Say hello to this emerging leader.

Prix-Fixe Menus: Keeping Quality Up and Costs Down 10
Customers can’t get enough of prix-fixe menus, but just how good 

are they for your bottom line?

Customer Spotlight: Serving the Best 13
Jeremy’s Truck Stop & Country Restaurant, in the northern community of 

Nairn Centre near Sudbury, Ontario, represents a little bit of home to 
many travelers on a long journey. 

The Flavour of Canada 14
This month, we showcase the dual locations of Urban Diner in 

Edmonton, Alberta – both raising the bar when it comes to professional 
service, a relaxed environment, and distinctively fresh cuisine. 

Also, we feature Big T’s BBQ and Smokehouse, a family-owned 
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ST - How does this affect how you do your job?
I feel very well-rounded. Having this variety of accounts 

gives me great knowledge of, and experience in, the 
foodservice market.

ST - What do you like best about Sysco Brand?
I like the quality of Sysco Brand the most. It makes us unique 

in the market and distinguishes us from the competition.

ST - Do a lot of your accounts use Sysco Brand?
Yes, a lot of my customers use Sysco Brand and love it. We have

a large variety of products so everyone can find items that are
suited to their operation. And our customers know we stand
behind the quality of our products 100 per cent.

ST - What is the most challenging aspect of your job? 
The geography of my territory can be a challenge.

Newfoundland is a large province with many rural communities
in the central area that I service; I spend a lot of time traveling to
see my customers.

ST - What is the most rewarding aspect of your job? 
I love that I am able to help my customers become 

successful.

NEW! Scan with your
SMARTPHONE to link
directly to our Digital Issue.
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marketing can be of great help to increase customer
interaction," said Conning, Director of Marketing, Foodservice
Canada Bread Frozen Bakery / Maple Leaf Frozen Bakery.

Developing Creative 
QR code Campaigns 

When QR code campaigns work, restaurants have
reported that their patrons are more engaged and
connected with the staff.  They also mentioned that
complaints about wait-times have gone down.  

"QR codes can be effective if done correctly. We plan on
working closely with our operators to come up with
campaigns that closely match their goals.  It is a great
opportunity to communicate key messages and align with
our operators to ensure that we reach a higher number of
potential guests," Conning said.

So what makes a QR code
campaign successful?  

The answer is simple: 
Offer the customer content 

that is useful such as:

1) Deals and Coupons: 
Turn your coupons or percentage off deals into QR codes.

Customers can scan them in from their email, Facebook,

By Michelle Ponto

Coffee shops, fine-dining venues and even chain restaurants are using QR codes to
help increase brand loyalty and customer engagement.  Not only are they getting
good results with their campaigns, but customers are quickly embracing the QR trend.
In 2011, reports show that 57 per cent of Facebook and Twitter users have scanned a
QR code in the last year – and 40 per cent say they have done it at least five times.  

As QR codes move into mainstream, many foodservice providers are gearing up to
help their operators integrate them into their marketing campaigns.  Janet Conning of
Canada Bread says it’s one of the initiatives they are excited about exploring in the 
near future.

"We have not yet engaged operators in a QR campaign at Canada Bread.  It is
something that we are looking at doing over the next year as we believe this form of
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Campaigns
that Work

Similar to a UPC code, QR (or “Quick
Response”) codes are special bars that
can be scanned using a smartphone
camera.

They can link to any kind of digital
content including photos, videos,
websites, coupons and maps.  

Basic versions take seconds to create
from sites like www.qrstuff.com.  

They can be scanned by any
smartphone with camera, a data 
plan and a QR code scanning App.  

QRCODE
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direct mailers, and other promotional items. But don’t stop
there. Consider using your QR code to link to a mobile-
friendly webpage displaying your happy hour menu or daily
specials. This way they can scan and bookmark the page on
their phone for easy access.  

2) Product Awareness: 
A QR code can link to a YouTube video featuring a dish

being made, the history of the restaurant or interviews with
the Executive Chef.  Monthly recipes and nutritional facts are
also creative ideas.  Imagine having a QR code beside a
special drink with the words “Scan and learn how to make
this!”

3) Customer Loyalty:
Use your QR codes for opt-in campaigns that will keep

your customers informed and part of your network for the
long term.  Campaigns can be as simple as “Scan to Like us
on Facebook” or “Scan and enter to win our amazing
contest”.  You can also use QR codes to get customers to
opt-in for news alerts from your venue.  

4) Information:
Maps, hours of operation and takeout menus are all

things your customers find useful.  

5) Special Events: 
Make the marketing for your wine pairing dinners,

brunches, and seasonal events even more successful by
including a QR code on your promotional items.  Whether
it’s a poster on the door or a table tent, instead of
remembering the details, customers can scan in the event
page and make their reservation online.

Easy Ways to Market 
your QR codes

QR codes can be printed on anything ranging from
menus and posters, to table tents and takeout containers.
However, try not to “tech” your venue up too much.  Instead,
think about how your customers interact within your
restaurant and incorporate the QR code into the
atmosphere.    

If it’s a sit down restaurant, add QR codes on menu inserts
so customers can scan them while waiting for service.  This
could be a great way to check out the daily specials or even
see mouthwatering photos of your desserts and entrees.

Take-out restaurants where customers generally lineup,
can use QR codes printed on posters or stands at their pastry
or sandwich counter.  While customers are waiting their
turn, they can scan in QR codes that link them to a web page

where they could get exclusive updates on new items,
coupons or download fun stuff such as a photo and quick
facts about one of the staff members.  

QR codes can come with specific items such as a little flag
on a specialty drink. The scan could take them to a video
explaining the history of the drink. You could also add the
flag or card to a dessert with a little message & photo such
as “Happy Anniversary from the staff at ABC Venue.” It’s a
small thing, but it’s something your customers will
remember.  

Also, don’t forget to include your QR code on the receipts.
This is the perfect opportunity to invite your customers to
scan the code to follow you on Facebook or to reserve their
spot for your Sunday Brunch.

The options are limitless when it comes to QR codes.  Just
keep two things in mind: Don’t be boring and be clear in
messaging.
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“...scan in 
QR codes 

that link to a
web page...”

Contact your Sysco Marketing Associate for more information.
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By Kelly Putter

You’ve spent so much on advertising and marketing for your restaurant that thinking
about the dollar figure makes you feel queasy.

Sure the newspapers, websites and radio stations offer you complicated stats about
who’s getting your message, when, where and maybe how. But how accurate is that
information and how well can it be tracked? And what about the pricey upfront cost of
traditional advertising?

Meet the fastest growing fad in online marketing: group buying websites that offer
consumers deep discounts on everything from spa services and travel to rounds of golf,
house cleaning and teeth whitening to one of the most popular offerings -- dining out.
Consumers can check out the websites for deals or receive daily emails regarding
discounts in their selected geographic area or consumer categories.

The U.S.-based Groupon is the pioneer of these sites and is number one in Canada
followed by WagJag, Dealfind, LivingSocial and DealoftheDay. Niche sites are cropping up
that target consumers who are into environmentally friendly purchasing, sports and their
pets.

It’s estimated that there are currently 120 daily deal or group couponing sites in Canada,
which, per capita, outnumbers the U.S.

“Canadians are daily deal hungry,” says Albert Bitton, the head of Group Buying Canada,
a consultancy group with offices in Toronto and Montreal. “It’s not surprising that there are
so many sites. Canadians have always been on the forefront of savings programs and
loyalty cards and in this industry it shows again.”

Bitton estimates Canadians will purchase approximately $200-million from daily deal
sites in 2011.

Virtually all sites offer foodservice daily deals or coupons. Only a few specialize strictly in

restaurant couponing such as Montreal’s RestoBoom, which is planning
expansion into other Canadian cities. Foodscrooge offers daily deals for food
counters and grocery stores while Dealicious, which began as a foodservice only
site, has now expanded to include other non-food items.

“Across the board, every city in Canada has the ‘food and restaurants’ category
in its top three of most popular deal types,” says Paul Baggio, senior product
manager at Deal of the Day.

Here’s how it works. A restaurant signs up with the group buying website of
its choice and the website promotes the deal electronically to thousands of
consumers, usually in the restaurant’s geographic area as well as on social media
sites such as Facebook and Twitter. Typically, the restaurant will offer a sizable
discount in the neighbourhood of 50 per cent off. To make the deal worth it for
the operator, a minimum number of customers, say 300, is requested. The deal
is offered usually for a few days and if the minimum number of customers don’t
sign up for it, then nobody gets the deal.

Usually, there are no upfront costs to the operator and response to their
offering is completely traceable.

“You’re not committed to paying us unless we bring a certain number of
people through the door,” says Ghassan Halazon, CEO of Teambuy.ca, Canada’s
first daily deal website. “We mostly work with smaller restaurants so if you’re a
hidden gem then Teambuy is a great platform to get word out about your
restaurant.”

But restaurants and foodservice operations shouldn’t be eyeing this as a
quick-hit, money-making venture because it’s not. Typically, group couponing
sites take a 30 to 50 per cent cut off the profits of a deal. Restaurants often break
even or lose money. But, say proponents, that’s generally how it goes when
you’re advertising or marketing your business.

“You pretty much break even on a deal,” says Halazon. “But the restaurant has
to see it as a marketing opportunity to get the customer in the door, to up sell
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Feeding 
Deal-Hungry 

Canadians

“Across the board, every city in Canada has the ‘food and restaurants’ 
category in its top three of most popular deal types.” 
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them and convert them to regular customers.”

If you’re a foodservice operation having a slow spell, this may be the
answer for you. Group couponing for restaurants is all about
marketing and customer acquisition, says Bitton.  

There are two must-dos that restaurants need to consider with their
daily deal offer, he adds. Restaurateurs must offer what he calls a
continuance offer which essentially extends the customer a future
discount on perhaps a meal, a dessert or drinks. That’s how the
restaurant can collect the customer’s email address and continue
marketing to them in the future.

The other must-do involves training your staff to ask
customers’ permission to post their review of the restaurant
on social media sites such as Yelp or Facebook. 

“Nowadays, it’s about involvement and consumers like to
be involved,” Bitton says. “Hand customers their review card
and say if we post your review we’ll give you 20 per cent off
your next visit.”

Not all restaurants and foodservice operations have found
the daily coupon deals a saviour, though. Some say the daily
deals only attract customers interested in discounts and that
those kinds of customers will never return to the restaurant to
pay full price. Given the soft economy and tight margins
restaurants endure, that can be a tough pill to swallow.

“I think they’re a double-edged sword,” says Garth Whyte,
president of the Canadian Foodservice and Restaurant

Association. “They can be useful for some that want to get more traffic
and have a real plan and want a social network presence. Others don’t
like it at all. They say it cannibalized their businesses.”

When deciding which site to choose, Bitton recommends reading
the research and consumer information compiled on his website,
Group Buying Canada. Another tip is to make sure you use a site that
lets you cap your offer.

The Butchers store in Toronto made news in June when its daily
deal sold 21,000 discount vouchers, which led the store to temporarily
close because it couldn’t handle the traffic. The store owner admitted
he issued too many coupons, ignoring contract
clauses that required a three-month pause
between deals. 

“Daily deal sites don’t like you to cap the
deal, but too bad for that,” says Bitton. “If a deal
goes bonkers and 10,000 people buy it and
you only have a 50-seat restaurant, you won’t
be able to service it. The last thing you want is
a deal to be too successful!”

Be sure to do your homework when
considering a daily deal for your foodservice
operation. Feeding deal-starved customers
might be a great way to grow your business,
but if it’s not well executed, the result could
be a big waste of time and money.

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

purchases of Sysco Brand Cooking Oils! 
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By Michelle Ponto

Serving local, seasonal fare is one of the most popular trends in the
foodservice industry in 2011, and that trend is spilling over into the soup
category.  This fall, customers are looking for harvest soups that contain the
produce of the season such as butternut squash, pumpkin, fire-roasted corn,
carrots, sundried tomatoes and wild mushrooms.  

Restaurant trend analysts and suppliers say customers are looking for more
than hearty comfort food. They want rich ingredients with that homemade,
fresh-from-the-farm taste.  

“People absolutely prefer comfort soups as the weather gets colder.  With
our soups, I think people get their comfort-fix from the richness, which comes
from the combination of the ingredients and the authentic look of the soups,”
said Marla Mitchell, Product Manager of Soups and Tomato Products for HJ
Heinz Company of Canada, LP.

Mitchell says the ingredients found within their Truesoups line is the secret
to what has made them a leader in the premium frozen soup category in
Canada.  Not only do they not contain previously frozen ingredients prior to
the soup being produced, but everything that goes into them is fresh. They
contain fresh meat, vegetables and herbs – all of which are sourced locally
when possible. 

But it’s not only fresh ingredients that set the scale for greatness in this
season’s harvest soups.  It’s also the texture of the soup.  Customers want to
feel they are getting a spoonful of homemade goodness in every bite. They
want to experience something different from what they could get if they were
opening a can on their own.   

Setting the Soup Trend in Your Market
When serving harvest soups to your customer, make sure they not only look

and taste good – but that they sound good.  Make it easy for your customer
by promoting the season and the comfort factor when describing the soup

on the menu and when your serving team is talking about them.  Soups
with names like Autumn Butternut Squash, Autumn Pumpkin and

Harvest Mushroom Bisque instantly conjure up mouthwatering
images in the customer’s mind.

Once they order the soups, make sure you don’t let them
down by serving an inferior product.  Give them something

special made with ingredients they can see and taste with 
every bite.

“Get your customers’ attention by serving harvest soups that not only
contain recognizable ingredients, but have ingredients that retain their shape
and flavour,” Mitchell advises. “Our Truesoup Mushroom Bisque is filled with
large slices of mushrooms rather than small shards or pieces. It’s not a puree.

It’s a medley of mushrooms including oyster, Shiitake, Portobello and wood
ear, so you really get delivery of the harvest when eating it.”

Serve Up 
the Best

Mother Nature 
Has to Offer
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“People like a hearty soup.  They like the thickness and the
particulate,” Mitchell said. “It’s what makes a soup
memorable.”

Other trends in soups emerging this fall have an ethnic
feel to them such as chicken coconut curry soup made with
chunks of white chicken meat, curry, lemongrass, ginger,
coconut milk and kaffir lime.  

Making the Soup Your Own 
The days of serving soup with a package of crackers are

gone.  One of the best ways to transform a soup into

something your customers will remember is to make it your
own.

“Signature dishes can be created based on what the soup
is served with and how it’s garnished. It almost becomes a
work of art,” Mitchell said.

Soups are now plated in a more polished fashion than
they were in the past.  Instead of adding a dollop of sour
cream, chefs are putting the sour cream into squeeze
bottles and making a design out of it. 

What you garnish your soup with should complement its
appearance and act well with the soup flavour.  Even
something as traditional as a chunky potato and bacon
soup has the potential to become something your
customers will remember.  A way to do this is to use one of
the ingredients in the soup as a decoration.

“With the potato soup, it could be taking a piece of
cooked bacon and threading it on a small skewer and
draping it across the top of the bowl. Then adding a bread
stick on the side,” Mitchell said.

Another serving suggestion is to not serve the soup in a
bowl.  Imagine how unique your cheese or lobster bisque
soup would be if it was served in a clear glass mug that you
would normally serve a fancy hot chocolate in.   

The same could be said about old fashioned chicken
noodle soup.  The combination of showcasing the light
broth and the chunks of chicken in a glass mug would turn
an old favourite into a modern classic.

This harvest season, don’t think of soup as a side dish that
comes with the entrée. Instead, see it as a meal in bowl with
all the goodness Mother Nature has to offer.
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SUPER FOOD
FACTS!
ABOUT TURKEY

FA
CT1 It’s deliciously 

adaptable. 

Roasted, barbecued, baked or 

stir-fried – turkey is the perfect 

replacement for the proteins in all 

your favourite recipes. 

This highly-nutritious superfood 

is inexpensive, readily available 

and easy to prepare.

FA
CT2 It’s a lean, mean, 

meal-making machine. 

Protein helps build muscle. It can also 

help you feel more full at meals and 

ward off hunger, which may help 

with weight control. Most cuts of turkey 

are either lean or extra lean and skinless 

turkey breast is one of the leanest meat 

protein sources on the planet.

FA
CT 3 It’s high in vitamins, 

too. 

Turkey is an excellent source of vitamin 

B12, a water-soluble vitamin needed for 

normal nerve cell activity in your body. 

Many cuts of turkey are also a source of 

vitamin D, an important nutrient in the 

health of your bones, teeth and immune 

system.

FA
CT4 It’s naturally low 

in sodium. 

Sodium is needed to regulate body 

functions, but having too much in 

your diet can increase your risk of 

developing high blood pressure. All 

fresh cuts of turkey are low in sodium, 

making it a natural choice for helping 

to keep your daily sodium intake 

at a healthy level.

The Turkey Farmers of Ontario 
were proud to unveil their 
new logo this past July.

It’s so easy to substitute various cuts of ultra-lean, nutrient-rich turkey for the meats in your favourite menu offerings. Turkey is such a nutritional powerhouse that it is 

the only meat protein to have ever been labeled a superfood*. This tasty lean protein is naturally low in cholesterol and provides essential nutrients such as niacin, zinc, 

and vitamins B6 and B12. Your customers will love the taste of turkey and you can feel good about serving it. 

Learn more about Ontario Turkey and how you can use this healthy option to make everyday recipes super! 

Visit MakesItSuper.ca or contact an Ambassador today (ambassador@turkeyfarmers.on.ca) 

*From the New York Times Bestseller: Steven Pratt, M.D. and Kathy Matthews (2004). SuperFoods Rx: 14 Foods That Will Change Your Life. New York: HarperCollins Publishers.

Make the Super Switch! 
Building Healthier Sales with Ontario Turkey
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Fast Casual 
Poisedto 
Outpace 
Industry

By Kelly Putter

There’s a new foodservice sector making its way to
Canada and pundits say it’s poised for growth as Canadians
become acquainted with a concept that’s existed in the U.S.
for about 15 years now.

Fast casual – a concept distinguished by a higher quality
food and atmosphere than your average fast-food
restaurant – will soon be taking a bite out of the Canadian
foodservice pie as an assortment of new American food
chains move north and as our own home-grown fast-
casuals continue to spiral upward.

With more than 600 fast casual chains south of the border,
there’s plenty of room for a realignment of food categories.
Fast casual chains in the U.S. far outpaced QSRs between
2001 and 2010 when traffic grew 9.6 per cent annually for
fast casual. Quick-service restaurant (QSR) growth limped
along for the same period at just half a percentage point
average for the year.

“It’s coming to Canada and it’s a big deal in the States,” says
Garth Whyte, president of the Canadian Restaurant and
Foodservice Association, a 33,000-member organization
representing independent and chain restaurants, bars,
caterers, institutions and other foodservice providers.
“Canada’s definitely slower to come to it, but it’s on its way.”

According to the NPD Group, a leading U.S. market
research company, fast casual will outpace QSR in the U.S.
with a forecasted 1.9 per cent annual growth through 
to 2019.

As for how this new concept will affect the Canadian
foodservice industry, Whyte suspects its influence will be
definitely more of a positive one at a time when the industry
could really use some good news.

“It doesn’t hurt,” he said. “It’s a new segment coming into
the economy. Our goal is to grow the pie and to entice
people to go out and celebrate more and eat more.”

Besides filling a need for a higher quality food and
restaurant atmosphere than fast food, fast casual is also
viewed as filling the void between QSR and casual dining. 

It is also defined as healthier and affordable with
typical meals costing between $8 

and $15 U.S.

In anticipation of the
burgeoning fast casual

sector, QSRs are bracing
for increased competition

by reinventing their concepts in
an effort to protect their market share.

Some have been remodelled to feature higher
end interior designs with flat-screen TVs, fireplaces and

premium beverages.

Another QSR has urban concept stores that offer

customers in Toronto, Vancouver, Calgary and Montreal

funky, urban design with free Wi-Fi and self-serve ordering

kiosks. Certain menu items are plated on china and the

lighting is softer.

The Great Recession of 2008 forced consumers to move

their tastes down a notch, which caused fast casual to grow

stronger in Canada and the U.S.

Technomic, a U.S.-based research and consultancy firm

that works closely with the food industry, said that the fast

casual category continued to outpace the restaurant

industry as a whole in 2010. 

In Technomic’s 2011 Top 100 Fast 
Casual Chain Restaurant Report, 

these emerging trends stood out:

• The Mexican menu category beat out
bakery cafe/bagel restaurants as the 
most prevalent in the Top 100 last year.

• The fastest growing fast casual categories 
in the Top 100 were “Better Burger,” 
Asian noodle and Mexican.

“This category has essentially blown through the

recession without skipping a beat,” says Technomic

Executive Vice President Darren Tristano. "The real pressures

are now coming from other types of concepts that have

taken note and are positioning themselves alongside their

fast-casual counterparts. Quick-service restaurants are

revamping their offerings and décor in an attempt to

provide value beyond low prices and take back market

share.”

Tristano also points out that increased competition is

becoming a concern, as new concepts continue to establish

themselves and compete in the fast-casual marketplace.

Technomic is the same firm that found that restaurant

chains were spreading faster through the Canadian

foodservice industry in 2010 and 2011 than their U.S.

counterparts.

"The Canadian foodservice industry is full of opportunity

right now," Tristano said in December. "U.S. operators are

certainly looking at Canada as an area for potential growth.

But to be successful they will need to do more than take a

cookie-cutter approach to the Canadian marketplace. There

are distinct differences in consumer attitudes and

behaviours between the U.S. and Canada, and those play

out every day in the way that trends take shape and

establish themselves in each country."

With economics on the minds of everyone these days,

fast casual sounds like it’s a concept that might just be 

long overdue.
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Keeping 
Quality Up 

& Costs 
Down

By Michelle Ponto

Restaurant Weeks, week-
long events where venues
offer set menus at set prices,
are popping up all over the
country. Customers can’t get
enough of them and many
restaurants are now keeping up
the momentum of the week by
offering prix-fixe menus monthly,
seasonally or even all year long.

Some restaurants worry that the cost of the prix-fixe
menu could result in loss of revenue because of the
discounted prices, but others disagree by saying the lower
prices are offset by new and repeat business.  Plus, they say
you can control your cheque average.  For example, if the
average cheque is $35 for an appetizer and entree, a prix-fixe
of $42 that includes a low-cost dessert can help boost your
average per guest while controlling your costs. 

There is also the myth that prix-fixe menus only attract
one-time customers.  Operators are finding that often this is
not the case. Many say customers who were originally lured
by low prices end up becoming regulars.  Sometimes they
order from the special menu and sometimes not – resulting
in check averages staying the same. 

But even those who do get the “one-offs” say the set

menu is worth it.  Even if the
checks are slightly lower
than usual, the number of
patrons who show up
each night make up for it
and it is revenue they
would not have had

without the set menu.
Some even report that their overall

transactions have increased by 10 to 15 per cent. 

And don’t forget about the add-ons.  Operators can make
up extra dollars on their prix-fixe cheques by offering
upgraded wine selections or cocktails.  Statistics show that
often customers are more willing to splurge on drinks when
they are spending less on food. You can also charge your
customers for add-ons such as adding $5 if the customer
wants to add chicken to the pasta dish.

Catering to Your Customer
Always consider your customer’s eating and spending

habits when creating a prix-fixe menu.  Are you located in
the theatre district or do you cater to the business crowd?
Market your set menus to that crowd by emphasizing their
time efficiency.  These menus could become your “Executive
30-Minute Lunch Specials” or your “Curtain Call Wine and
Dines.”

If you’re worried about losing money during your dinner

rush, offer prix-fixe menus at different times of the day when
you need more customers.  A prix-fixe at lunch could turn a
$4.99 sandwich customer into a $7.99 guest and a bento
box protein breakfast could turn a $2.00 muffin order into a
$5.99 one.  

Help your customer make decisions by creating a “Pick
and Match” lunch menu consisting of a couple of different
sandwiches and a choice of soup or salads at a fixed price.
Cafeterias and diners can learn from fast food chains by
offering a “Monday Value Meal” or a “Lunch Express” that
includes a salad, entrée and dessert.  Other
prix-fixe lunch items could be
an omelet with choice
of two ingredients,
house salad and
roasted
potatoes or
a pasta and
salad combo.  

While adding
a dessert or salad
may only cost you
a little more than
serving an entrée
without one, the customer
often feels they are getting a bonus
and will pay the extra price for the deal.
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Plus, some food psychologists say that narrowing down people’s choices helps
them make decisions when it comes to ordering.  

Seasonal prix-fixe meals are also an option—especially if you want to test out
the concept.   Not only does a limited time promotion add a sense of urgency for
customers who want to take advantage of the set menu, it also allows you to set
the pace during certain times of year. 

Turning a Prix-Fixe into a Night Out
Prix-fixe meals don’t have to be discounted meals reserved for customers on a

budget.  Many white-tablecloth venues have converted the traditional fixed
menu to expensive tasting menus.   These often have five or six courses and can
cost over $100 per person – not including the wine pairing that often goes with
them.  

Another prix-fixe menu idea is the exclusive “chef’s table.” Still fairly new in
concept, a chef's table is a table located in the kitchen of a restaurant or a private
room, reserved for VIPs and special guests. Patrons are served a tasting menu
prepared and served by the head chef, perhaps customized to their tastes.
Restaurants can require a minimum party and charge a higher fixed price.
Because of the demand on the kitchen's facilities, chef's tables are generally only
done during off-peak times.  In this case, instead of feeling like they are getting a
discounted meal, patrons feel like they are getting something special from the
chef that is worth the extra cost.  

If you’re not a fancy venue, you can still serve an upscale prix-fixe meal.  It’s all
about marketing.  Steakhouses with entrees that come with a set series of side
dishes have been doing it for years. 

Secrets to Prix-Fixe Success
In order to be successful, your prix-fixe menu items have to have the same

quality as your regular menu items. They should also reflect the overall philosophy
as the restaurant.

It doesn’t matter if you’re offering a special menu or going à la carte, it’s the
overall experience that will keep customers coming back.  If your servers are too
aggressive with the up-sell or give the customer attitude if the prix-fixe is the only
thing that is ordered, then the diners may not return. 

If you treat them like royalty, they will not only spread the word, but return to
experience non-prix-fixe meals again and again.

PLEASE CONTACT YOUR LOCAL BURNBRAE FARMS REPRESENTATIVE
OR SYSCO MARKETING ASSOCIATE FOR MORE INFORMATION.

WWW.BURNBRAEFARMS.COM
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Just thirty minutes west of Sudbury is the
northern community of Nairn Centre.  To
those that make their living plying the
highways and byways of Canada and the
Northern United States, Nairn Centre has been
the home for more than 50 years to a
welcome respite – the truck stop.  Originally
Rainbow Truck Stop it is now Jeremy’s Truck Stop
and Country Restaurant, a division of Noco
Canada.  As Site Manager Chris Auger explains,
“While Jeremy’s Truck Stop and Country
Restaurant is a division of Noco, it is owned by
Jeremy Hinchcliff.  It is also Noco’s largest site
and the only one that provides home cooked meals.  Most of the other locations feature
large chain outlets.”

Aside from the gas bar and restaurant there is also a gift shop, washroom facilities
including showers, Wi-Fi and more.  “Being located right on the Trans Canada Highway
makes us a perfect stop location” explains Chris.  “We have trucks crossing the border at
Sault Ste. Marie, we are the gateway to western Canada as well for trucks, and other
travelers, coming to and from Toronto, the Golden Horseshoe, Ottawa and beyond. It gives
people an opportunity to stop, refuel both their vehicles and their bodies, sleep and

shower if they wish and with the
Wi-Fi, many truckers can get their
paperwork done. We are only
closed 1 and a half days a year –
Christmas Eve and Christmas Day.
Other than that we are open to
serve,” he adds.  But it is not just
truckers and travelers that know a
good thing when they see it.
Many times there can be a 3 – 4
km line-up as the Canadian
Armed Forces sends a convoy of
personnel and supplies across
Canada.  “They let us know in
advance they are coming so we
can be sure to have plenty of fuel
and food on hand for them.”  With
12 years under his belt at Jeremy’s,
Chris’ goal is to “do what we do
best – maintain fast service and
excellent quality.”  

And longevity is the underlying theme not only with regards to the location of Jeremy’s,
but also with the staff.  Of the 45 employees, fifteen have over 15 years experience and 4
have been there for more than 25 years!  “This is amazing when you think about it,” states
Chris.  “Truckers are our key customers, many who drive the same routes year in and year
out and they know that when they stop at Jeremy’s they will see friendly familiar faces and
be served a quality home-style cooked meal.”  The result of long term staff members also
equates into a great working experience.  “We are involved in each other’s lives.  We know
when kids or grandkids are in hockey tournaments or recitals, and what charity events they
are raising money for.  It makes for a great family atmosphere which transcends to our
approach to our customers.”

And while fuel is a vital requirement for the transient traveler, so is food and that is where
the 120 seat restaurant and Chef Jen Rozzel come into play.  Chef Jen focuses on
wholesome foods, hearty and home cooked meals like pea soup, pea meal bacon, potato
pancakes and pot roast as staples as well as daily and weekly features and 24-hour

breakfasts.  “I love cooking, creating fun with food,” she
comments. “It is my artistic output!”  Her inspiration to
become a chef?  “That was my aunt,” she says.  “She was
a chef and I loved watching her and working with her
in the kitchen.”  A graduate of the culinary school at
Sault Ste. Marie, she worked as a kitchen manager at
local area lodges during the summer as well as
managing franchise locations in the near North.  Her
inspirations today?  “Old cookbooks,” she laughs.  “I love
scavenging for old cookbooks at garage and yard sales
or local bookstores.  Taking those traditional recipes
and adding my own flair and flavour to them.”  Chef Jen
also loves to travel to places like Cuba and Mexico, to

experience the local culture and foods and incorporate them into her cooking style.

With a staff of eight, Chef Jen finds she is also a teacher explaining not only new menu
ideas and the feature recipes, but also how to organize and run a professional kitchen.
When not busy ‘teaching’ at Jeremy’s, she also takes time to host a monthly Wing Night for
a local church in Espanola.  “There are about 45 to 50 people each month that come out.
And boy do they love my suicide sauce!” she laughs.

For over a quarter of a century, Jeremy’s has had a relationship with Sysco and all the
transitions that led to their current Marketing Associate Al Fletcher.  “From Nipissing Food
Service to Serca to Sysco, we’ve worked together.”  A supplier of food is vitally important but
so are the other services that Al and Sysco offer: from iCare Partners to menu design and
food shows and training.  “Melanie worked with us on our new menu and was fantastic.
Larry came up and did service training with our staff to keep them fresh and up-to-date,”
pipes in Chris.

What does the future hold for this long term icon of Nairn Centre?  “We are working on
making Jeremy’s not just a stop on the way for travelers but also a destination stop for local
communities,” explains Chris. “We always strive to make it a positive experience for
everyone stopping in.  We are not the biggest in North America but we are one of the
cleanest, and the services we offer are some of the best!  And we are looking into being
more eco-friendly with solar panels, on-site recycling and electrification units.”
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Customer Spotlight

Serving
the Best ...

Jeremy’s Truck Stop and Country Restaurant
220 Hwy 17, Nairn Centre, ON  P0M 2L0  

Al Fletcher, Jen Rozzel & Chris Auger

Jeremy’s Truck Stop 
and Country Restaurant – 

a little bit of home on a long journey!



Cyrilles Koppert & Lisa Dungale, Owners
Urban Diner  

Edmonton, Alberta

“Urban Diner 
is sure to surprise 
every palette with 

its flavourful adaptations 
of favourite diner classics” 
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Written by Megan Faulkner, 
Sysco Marketing Coordinator 

Elevating Edmonton’s diner scene, Urban Diner is a local
favourite with two welcoming locations. Both surrounded
by eclectic businesses and cozy coffee shops, the original
Urban Diner is a staple in the High Street area, joined by its
newer location in the university neighbourhood of Garneau.
Urban Diner raises the bar when it comes to its professional
service, relaxed environment, and distinctively fresh cuisine.  

One can enjoy Urban Diner’s flavour-filled twists on
numerous classic dishes, while the stylish and inviting
atmosphere offers the perfect ambiance. The diner duo is

known for offering a variety of made-from-scratch culinary
comforts to its ever-growing guest following. Both settings
invite customers in with light flooding in through the many
windows, highlighting the warm, bright colours
throughout.  Deep chocolate accents evoke a warm and
welcoming feel to the relaxed dining environments, paired
with wood floors to add the perfect modern touch. Upon
entering the diners, delicious desserts highlighted in glass
cases offer a tempting view, ensuring that guests will
struggle to choose just one of the many sweet indulgences.
Customers are then greeted warmly by the staff as they are
comfortably seated in an open-concept floor plan. To top it

off, both locations boast great patios offering the
opportunity to enjoy the few precious summer months in
Edmonton.  

At Urban Diner, the whole team understands that every
aspect of an individual’s dining experience plays a part in
making it truly memorable. Whether it’s the service,
atmosphere or food, every element is key to ensuring a
lasting impression. As General Manager and part-owner of
Urban Diner South, Lorraine Ellis asserts, "we choose to go
that extra bit to make the experience that much more
authentic for visitors”. When it comes to the service staff,
Urban Diner makes sure their entire front-of-house team is
educated and confident in their work. Each year, the team
writes exams which cover a variety of topics including
cooking for vegans, vegetarians, persons with Celiac disease
and food-allergy diets. Additionally, Urban Diner’s relaxing
music, dynamic setting, and casual décor ensure that guests
can truly enjoy the overall dining experience. As for the
menu, every component is made from scratch including the
sauces, dressings, and burger patties, and every dish is
prepared with the freshest ingredients. 

Whether guests are choosing from the breakfast, lunch, or
dinner menu, Urban Diner is sure to surprise every palette
with its flavourful adaptations of favourite diner classics.
From their Monte Cristo sandwich that is served with a
delicious Saskatoon berry compote, to the meat loaf that is
paired perfectly with a mouth-watering cranberry chutney,
every menu choice shows off Executive Chef Cyrilles
Koppert’s inspired skill and experience. Co-owner and
Executive Chef of both Urban Diner locations, Chef Cyrilles
and his talented team have their hands full. New and
exciting creations are regularly being added to each menu,
but Chef never strays from sticking to the diner’s true “roots.”
Along with everything being made in-house, each creation
is designed to satisfy the gourmet tastes of their loyal
regulars. The menus are planned and created by Chef
himself; however, the staff has the opportunity to offer their
input and are always involved in the tastings. Chef Cyrilles

draws inspiration for the culinary creations from books and
his many travels. As the Director of Sales & Promotions,
Tarquin Melnyk affirms, “this allows Chef to find interesting
ideas that aren’t being used in Edmonton - which truly
elevates the culture of dining in the city.”

Urban Diner has partnered with Sysco Edmonton since
opening in 2003, and this has proven to be a lasting
relationship. Chef Cyrilles appreciates “the quality product
and how Sysco caters to our needs”. With more than twenty
years of experience working with Sysco throughout his
many culinary positions, he has come to value Sysco’s
reliability and asserts that the service is great. Chef Cyrilles
elaborates on the great care and attention that their Sysco
Marketing Associate takes: “if a product is ever shorted, she
makes sure to bring it in herself and is always very helpful.”

With their two established locations, this Edmonton gem
is looking toward even bigger plans for the future. As
Lorraine Ellis affirms, the whole Urban Diner team continues
to work hard at each location, but the overall goal is to
continue building and growing. Armed with a menu that
offers tantalizing options for every kind of diet, Chef Cyrilles
says that Urban Diner’s focus is always on “what the diners
want.”  The team doesn’t worry about culinary trends but
instead commits to producing food that they believe in. 

In the words of General Manager Lorraine Ellis, Urban
Diner is truly “building an atmosphere where people can just
come in and relax” -- here they can enjoy comfort food that
has been brought to a whole new level. Urban Diner invites
guests to unwind and savour vibrant surroundings that are
as distinct as the food served.
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Urban Diner’s Frittata with chicken apple
sausage and bacon, folded in with a medley

of spinach, portabellinis, artichokes,
tomatoes, leeks, and finished with 

melted swiss and mozza

Urban Diner’s Spinach Salad topped 
with Grilled Salmon, served with fresh

tomatoes, crisp cucumbers, red peppers,
crumbled blue cheese, and tossed with a

made-from-scratch, creamy basil dressing
The sunny interior of Urban Diner South

Urban Diner South’s patio looking out onto Garneau



Nikki Bond, Co-owner
Big T’s BBQ and Smokehouse  

Calgary, Alberta

“Big T’s BBQ 
and Smokehouse 

brings real southern 
BBQ to Calgary”
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Nobody would consider Calgary a southern destination,
but if you’re looking for real southern BBQ, Big T’s BBQ and
Smokehouse is the place to go.

“We offer Calgarians an authentic BBQ experience: slow-
smoked meats served with heaping homemade sides,” says
co-owner and operator Nikki Bond. The Big T’s experience
also includes dedication to quality, high standards of service,
and blues music.

Big T’s features authentic BBQ smokehouse décor, with
corrugated tin, lots of wood, license plates and blues records
on the walls, and a warm welcome – all set to a blues
soundtrack. In the open kitchen, the crucial feature is a
Southern Pride Smoker with a capacity for 600 pounds of
meat.

The theme of Big T’s menu is easy to see: succulent
smoked meat and homemade sides – the classics of
southern BBQ. St. Louis and baby back ribs are smoked for
six hours over Okanagan apple wood, and sauced with
homemade BBQ sauce. Pulled pork is smoked for 14 hours
before being pulled and tossed in light finishing sauces.
Sides include baked beans, cornbread, coleslaw, fries, spicy
chili and house-made deep fried pickles served with
horseradish mayo.

If you can’t make up your mind, or if you’re just very
hungry, you might want to try the Big T’s Platter: a huge
platter of smoked meats including St. Louis ribs, sliced
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brisket, pulled pork, dusty rib ends, andouille
sausage and half a chicken. It comes with
coleslaw, fries, baked beans, cornbread, buns
and BBQ sauce. Big T’s offers four homemade
sauces to choose from: smoking hot, maple
bourbon, Carolina mustard and Big T’s original.

The menu also features something called the
Elvis Platter. It has the same combo as the Big
T’s platter, only double the portions. The menu
claims it’s enough to satisfy the King, but also
notes another reason it’s called the Elvis platter:
“Only fools rush in.”

Located on Crowchild Trail right across from McMahon
Stadium – home of the Calgary Stampeders CFL team – Big
T’s serves a lot of football fans. It gets travelers, too, since it’s
a stone’s throw from motel village. But it’s also a destination
restaurant for Calgarians. That means it gets a good cross-
section of customers. Bond describes the clientele as
“diverse and loyal, all ages, all types.”

But if you can’t sit down and stay a while, you can get
takeout – a lot of takeout. Big T’s does bulk takeout for up to
500 people. They’re also hitting the road and bringing the
BBQ pit to events such as the Calgary Stampede and BBQ on
the Bow (Calgary’s BBQ competition) with a custom-built
mobile concession trailer. The mobile rig has been a hit at
the Calgary Stampede, where Big T’s won the Best New
Food prize in 2010 for its Pork Parfait. Bond hopes the trailer
will play a role in further developing the business. 

“We would like to do more events with our BBQ rig,” Bond
says.

Nikki and her sister started the business more that seven

Big T’s Smoked Ribs

years ago with their mother. Now the sisters and
their husbands own the operation: Nikki and Ryan
Bond, and Alexia and Will O’Murtagh. Big T’s has

been a Sysco customer since it opened in 2004.

“Sysco delivers a great product with
excellent service,” Bond says. “Prices are
excellent and produce is always fresh and

consistent.”

Bond is responsible for menu creation,
supported by a very loyal staff. Menu inspiration

continues to come from the love of southern BBQ,
and from wanting to provide Calgarians and visitors with 

a unique dining experience.

For Big T’s, that means staying true to southern BBQ,
exploring all regions of southern BBQ, bringing new
southern dishes to its menu, and maintaining its reputation
for the best BBQ in Calgary.

Serves 4

INGREDIENTS METRIC IMPERIAL

St. Louis Ribs 2 racks 2 racks

Big T’s Rib Rub 375 mL 1 ½ cups

Big T’s BBQ Sauce 250 mL 1 cup
(or high quality BBQ Sauce 
as an alternate)

Wash and peel ribs, removing the membrane from the underside.
Rub ribs with a generous dose of Rib Rub until a thick crust is
formed.  Add salt & pepper to taste.
Let sit for about 20 minutes to let the rub seep in.
Place ribs in smoker for 3 hours over apple wood with a hint 
of hickory at 2350C / 4550F.
Remove ribs and wrap in foil, letting them cook for another 
3 hours in their own juices.
After a total of 6 hours when the meat is falling off the bone,
remove the foil and let ribs cool. 
Before serving, place ribs on grill and baste with BBQ sauce.
Grill to perfection.

Co-owner and operator Nikki Bond



Spinach and 
Ricotta Stuffed 
Turkey Breast

Recipe courtesy of 
The Turkey Farmers of Ontario

Serves 4-6
INGREDIENTS METRIC IMPERIAL
Bacon slices 6 6
Medium onion, diced 1 1
Turkey breast, 

skinless and boneless 1.36 kg 3 lbs
Oil 30 mL 2 Tbsp
Chicken stock 250 mL 1 cup
Large onion, sliced 1 1
Stuffing: 
Cooked spinach, chopped 

and very well drained 250 mL 1 cup
Ricotta cheese 250 mL 1 cup
Parmesan cheese, shredded 125 mL ½ cup
Egg 1 1
Salt and pepper, to taste
Glaze:
Coarse salt 10 mL 2 tsp
Paprika 10 mL 2 tsp
Dijon mustard 10 mL 2 tsp 
Garlic, minced 10 mL 2 tsp

METHOD 
• You will need butcher twine for this recipe. Pre-heat oven to

350oF (180oC). 

• In a pan, fry bacon until slightly crisp. Remove from pan and
set aside. In the same pan, sauté onions until softened.
Remove from pan and set aside.

• To prepare stuffing, combine all stuffing ingredients in a large
bowl and set aside. To prepare glaze, blend all ingredients in
a small bowl and set aside.

• To butterfly the turkey breast, slice down the centre of the
breast lengthwise to half the depth of the breast. Open the
slice and slide your knife to the left of the breast sideways
leaving 1" of meat at the end and creating a flap or pouch.
Repeat this step to the right of the breast until you are able
to "open" the two flaps like a butterfly.

• Line the butterfly breast inside with the bacon slices. Layer in
the sautéed onions and then the stuffing. Close the butterfly
by folding the ends in and then folding the flaps together. Tie
the whole breast with butcher twine until the breast is closed
tight. Rub the breast with the glaze.

• Heat a large oven-proof pot over medium heat with 2 Tbsp 
of oil. Brown the turkey on all sides and remove. Add chicken
stock and deglaze the pot (scrape the brown bits of flavour
into the stock).  Layer the sliced onion on the bottom of the
pot and place the turkey on top. Cover and bake for 45-60
minutes or until the turkey reaches an internal temperature
of 170oF / 77oC. Remove from pot. Let cool 10-15 minutes,
slice, spoon over the pan drippings and onions, and serve!

Fall in love with these 
fabulous flavours of autumn.
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Turkey 
Burrito 

Casserole
Recipe courtesy of 

The Turkey Farmers of Ontario
Serves 6

INGREDIENTS METRIC IMPERIAL
Ground turkey 750 g 1.5 lb

Onion, chopped 1 1

Sweet green pepper, 
chopped 1 1

Taco seasoning mix 35 g 1.3 oz

Water 50 mL 1/4 cup

Large flour tortillas 6 6

Refried beans, 1 can 398 mL 14 oz

Monterey Jack cheese, 
shredded, divided 750 mL 3 cups

Light sour cream 250 mL 1 cup

Salsa 125 mL 1/2 cup

Lettuce, shredded 500 mL 2 cups

Tomato, chopped 1 1

Black olives, pitted, sliced 75 mL 1/3 cup

METHOD 
• Preheat oven to 350oF (180oC).

• In a large skillet over medium-high heat, cook
turkey, onion and green pepper, breaking up
turkey. Cook until turkey is no longer pink. 
Stir in taco seasoning mix and water. 
Bring to a boil. Simmer 5 minutes or until 
liquid is reduced.

• Spread 1/4 cup refried beans on each tortilla. 
Top with 3/4 cup turkey mixture and 1/3 cup
cheese. Roll each tortilla and place side by 
side in greased 9 x 13 inch (23 x 33 cm) baking
dish. Top with remaining 1 cup cheese. 
Bake 30 minutes.

• Spread sour cream over top of casserole, top 
with salsa, lettuce, tomato and black olives.

Roasted Garlic
Tomato Soup with

Spicy Pepperoni

Recipe courtesy of HJ Heinz
Serves 16

INGREDIENTS METRIC IMPERIAL

“Tomato Roasted 
Garlic” Truesoup (128 oz) 1 bag 1 bag

Spicy sliced pepperoni 450 g 16 oz

Mixed diced pepper 284 g 10 oz

Green onions, freshly snipped 40 mL 8 tsp

METHOD 

• Heating can be done from either a frozen or
defrosted state and can be done in a double
boiler. When using a double boiler, carefully
empty the pouch contents into the top of a
double boiler and heat product to a minimum
internal temperature of 185oF (85oC) within 
30 minutes. Reduce temperature and hold at
165oF (74oC).

• Stir in sliced pepperoni and diced peppers and
allow simmering for 5 minutes. 

• Pour 8 oz serving in bowl and garnish with ½
teaspoon of green onions.

• Keep warm and serve.
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What is your favourite kitchen item 
and why do you like it so much?

Without a doubt, my favourite item is my 26-year-old, Henkel
four-star, 8-inch chef’s knife. I got it when my mother sprung for
my first knife set, when I was apprenticing in Regina, SK. 

Tell us about your favourite dish at your
restaurant/foodservice operation/hotel?

At Sysco Calgary, I have had the luxury of access to thousands of
great products from all over the globe, but my favourite dishes are
all made with our Alberta Beef, hand-trimmed at Sysco Fine
Meats.

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

at home with family and friends?
Believe it or not, my favourite dish when dining out is a GOOD

hamburger! My favourite dish at home with the family is any
ethnic, comfort food from Spaetzle or paprikash (Grandma’s
recipe) to risotto.

Do you have a guilty pleasure when it comes to food?
Chocolate and potato chips! (Or both, if the mood warrants.) I

love the rich, sweet taste of good chocolate and the simple,
naughty pleasure of crisp, fried salty potatoes! 

Least favourite food?
I have had an aversion to cilantro for most of my cooking career,

but lately I have been making strides, as I love Mexican and Latin-
American food.

What cooking technique(s) have inspired your work?
I have revisited the fine art of slow-cooking and braising as of

late. In recent years, I have embraced the virtue of patience and
applied it to cooking techniques. There’s nothing better than a
beautifully braised piece of Alberta Beef short rib that falls off the
bone, swimming in a rich, rendered, savoury broth. (And a glass of
fine Malbec, of course!) 

What chefs inspired you?
I was exposed to gastro-competitions during my appren-

ticeship, so I was always around the “heavy-hitter” chefs in Regina.
Today, I am inspired by Jamie Oliver, Rob Feenie and Roy
Yamaguchi.

I love their simple, fresh approaches and no-nonsense presen-
tation.

What is your favourite culinary trend,
past or present?

I have always been a big fan of comfort food. It
has been, is, and always will be, the cornerstone of
popular cuisine. I insist on applying comfort-food
principles to all corners of our industry. From simple
quick-service food to high-end dining, I coach and
practice these back-to-basic methods and recipes.

What’s your least favourite trend?
I am not a big fan of molecular gastronomy. I feel

like we are messing with Mother Nature. To me, it’s
not natural.

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

My friends and I all had newspaper routes as
kids, so we had money to burn. We used to hang
out at the local pizzeria. We started to help the
pizza joint fold pizza boxes in exchange for pizza.
(Wow! That was great!). One day, a prep cook from
the joint didn’t show up for work and I was asked to
help shred cheese. The rest, as they say, is history. 

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

Firefighter! Life long dream. I actually currently work as a casual
firefighter for the county surrounding Calgary. (Yes, I am spoiled.)
I get to do everything I love to do. Living the dream!

What’s your favourite cookbook?
Vancouver Cooks. I just love the simple, fresh approach the 

chef-authors have for this collection of recipes.

Do you get emotional about food? Explain.
Yes. I have a very close attachment to whatever I produce. On

one hand, when my food is well-received, there’s no better feeling.
On the other hand, when there’s disappointment there is no worse
feeling for me. 

What’s your best cooking tip?
Don’t put anything on the plate that you wouldn’t eat yourself.

Do you have a favourite kitchen 
disaster story to share?

I have a few! The worst would have to be when I was appren-
ticing at a hotel in Regina, SK, during the mid-80s. I was working
the Sunday brunch, and we were behind in getting the food out for
the buffet. Our production kitchen was at one end of the hotel and
the dining room at the other. I was especially late in getting the
roast hip of beef down to the buffet for carving service. Being so
late, I was literally running down the hallway with hip of beef on a
small cart. The entrance to the dining room was raised up from a
ramp. The ramp had a one-inch lip on the bottom. I failed to slow
down as I hit the ramp and the wheels on the cart caught the ramp
(causing the cart to stop abruptly) and the victim (a beautifully-
roasted, hip of beef) was ejected from the cart and bounced
several meters in front of patrons, in their Sunday best! 

Your last meal would be ... what?
Appetizer: A plate of buffalo style chicken wings paired with an

ice-cold bottle of Steam Whistle.

Main course: Pan-fried, milk-fed veal chop, glazed with BC apple
and double-smoked boar bacon demi-glace, roasted-garlic,
whipped fingerling potatoes, fennel, baby carrots and roasted
beets. Paired with a glass of Casillero del Diablo, Carmenere 2010.

For Dessert: A thick slice of New York Cheesecake, with fresh
strawberries and whipped cream. (And another glass of 
the wine!).

1 7

Sysco Calgary Corporate Chef, 
Christopher Sprentz CCC

Christopher Sprentz CCC



Distributed by Sysco Corporation, Toronto, Ontario   M9B 6J8    ©2011

Every day, good restaurants come and go. At Sysco,
we’re working to eliminate the “go” part. We
support our customers, offering expert guidance
on mastering the business end of restaurant
success. The way we see it, every restaurant that
stays open is a triumph – for owners and staff, for
us, and most importantly for the people out there
who just love good food.

sysco.ca

Who cares if one restaurant
“makes it” when there’s always 

a dozen more right down
the street?

Sysco
does.


