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ST - What is your tenure with the Company?
I started with Sysco Toronto in 2002 as an eSysco Specialist.

In 2004, I transitioned to the role of Business Analyst and in
2008, I took my current role as Marketing Associate.

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

I worked as a server at Red Lobster during university, and
also at Tony Romas in Montreal, Quebec.  This definitely
encouraged me to enter the foodservice business.

ST - Describe the account composition of 
your territory.

My territory consists of mainly catering operations
(especially airlines), with some mid-priced restaurants and
ethnic chains centered around Northwestern Toronto, near
Toronto Airport. 

ST - How does this affect how you do your job?
Although the accounts vary, there are many similarities in

the ways they operate. For consistency, I try to use the same
vendors for most of my accounts. Having our partnered

vendors working for me is critical to my success, and ultimately,
the success of my customers.

ST - What do you like best about Sysco Brand?
Sysco has many unique “branded” products that far exceed

the quality and consistency of other brands. Being able to sell
these unique products to almost any customer allows me to
keep one step ahead of the competition.

ST - Do a lot of your accounts use Sysco Brand?
Every customer I have uses Sysco Brand to some degree. We

have such a great roster of products that there’s always
something we can find that suits their needs.

ST - Describe how you have helped customers 
solve problems. 

I am currently working with a few of our vendors and a chain
account to move a customer’s “in-house” production over to
the vendors, with Sysco as the distributor. Once this is
complete, it will be a great win for everyone involved.

ST - What is the most rewarding aspect of your job? 
Building long-term relationships with customers is very

rewarding. And it also makes my job more enjoyable to work
together with them to help them succeed.

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

Many of my customers see me as a partner in their business,
making it much easier to resolve issues and build business.

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

Sysco’s products and services are well known in the industry,
making prospecting new accounts and penetrating current
customers much easier. It’s also reassuring to know that the
best people and practices are working behind the scenes to
look after our customers. Working for Sysco is a great
confidence boost when you’re out in the field.

ST - What foodservice trends do you see emerging? 
Customers have been asking for more prepared and

precooked products. I think this is in response to our fast-paced
culture and Sysco has the products to support these trends.

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

I think operators often focus on their final product, but fail to
recognize the importance of marketing themselves. If no one
knows about you, how will you ever get them through the
door? I encourage my customers to use every means possible
to get more people into their establishments, and I think this
helps build our partnership relationship.

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

Some customers fail to take emotions out of their decisions.
I realize it’s not easy, but I think the most successful operators
usually make decisions based on facts, not just emotions.
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By Kelly Putter

As Valentine’s Day draws near, we’re increasingly
reminded of the soft spots we have for our partners, our
children and perhaps even a special mentor or teacher in
our lives.

But a recent study shows another sweetheart that many
Canadians treasure: our dining establishments. Given that a
typical day sees 17 million restaurant visits by Canadians, it
makes sense that we ballyhoo our love affair with
foodservice spots. After all, aren’t restaurants where a
scrapbook-full of pleasant memories take place from that
first job or business deal to first dates, anniversaries and
surprise birthday parties?

For Lamont Mackay, one part of the two-member
restaurant consultant team known as The Cooking Ladies,

there’s a strong link between falling in love and her passion
for all things culinary.

“When I think of past loves, I recall special dinners we
shared in restaurants,” says Mackay. “The menu usually
started with garlic-enhanced escargot and wine followed by
fillet mignon, baked potato with butter and sour cream.
Vegetables are vague as is dessert but the final crowning
was always Irish or Spanish coffee with the cool, rich
whipped cream mingling with the coffee and the gentle
rush of alcohol.”

The Ipsos public opinion poll, which was commissioned
by Kraft Foodservice Canada and the Canadian Restaurant
and Foodservice Association and released in December,
surveyed more than 1,000 Canadians and found that there
is a strong emotional connection between restaurants and
Canadians. Here’s some of what the study found:

• 22 per cent say their first job was in the 
restaurant industry

• 34 per cent say they’ve dreamed of owning 
their own restaurant or bar

• Nearly 50 per cent of Canadians have worked 
in the business or know someone who has

• 28 per cent say it’s their favourite way to socialize

• 39 per cent can be described as foodies, saying 
they love trying new flavours and foods

“This is the first study of its kind in Canada, providing us
with a fascinating glimpse into how the restaurant industry
is perceived by Canadians,” says Garth Whyte, president and
CEO of the Canadian Restaurant and Foodservices
Association (CRFA).  “It is important for policy-makers to
understand that Canadians have a strong connection to the
restaurant industry and value its contribution to jobs and
the economy, and first-time jobs in particular.”

Our love of restaurants and the opportunity to dine
together is a result of our basic need for nourishment and
social interaction, says Calgary food writer and broadcaster
John Gilchrist.  Everyone can agree on the need to eat, while
not all concur on what movie to see or what concert to
attend.

“Going to a restaurant provides people with a decent
amount of time to socialize,” he adds. “It’s not open-ended,
there’s a structure. When it’s over, it’s over. If you say let’s go
for a walk you don’t know if it’s 15 minutes or 20 or an hour
or two.”
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• Eight out of 10 respondents agreed that foodservice provides a vital source 
of employment.

• Nearly seven in 10 agree that the restaurant industry is great training ground 
for future employment.

• Nearly one third of Canadians have worked in the industry at some point in 
their lives.

• Casual or family-style restaurants are the most popular choice of restaurant 
by those who dream of owning their own place.

• 63 per cent of Canadians still regard eating out as a luxury.

• Canadians purchase a meal or snack from a restaurant 1.7 times per week.

• 43 per cent say the top reason they go to restaurants is for a treat or indulgence 
while nearly the same number said they eat out because they are “on the go”.

• Given current economic conditions, 60 per cent of Canadians have not cut back 
on the frequency of restaurants visits in the past 12 months.

• 26 per cent of respondents say eating out is their favourite thing to do.

• 29 per cent say healthy food choices are important to them.

• Only 16 per cent look for locally grown and produced food on the menu, 
while just 7 per cent look for organic food.

Source: Canadian Restaurant and Foodservice Association and Kraft Foodservice Canada.
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have a very romantic notion of what it means to run a real restaurant.”

While Canada’s restaurants and bars add up to a large industry with more than $60 billion
in sales and over one million employees, Whyte believes the study goes a long way in
showing the importance Canadians place on the foodservice industry, an industry that he
says  gets little respect. He now wants decision makers and politicians to implement policies
that support the size and heft of the foodservice industry.

“Unfortunately, at times our sector is an afterthought,” says Whyte. “We want to show the
importance of the sector to Canadians and to Canada. Obviously, it’s more than just romance.
This is a critical industry for our economy and our community.”

Gilchrist’s earliest food memories take him back to the farm he grew up on in central
Alberta, where the pure flavour of cream and the fresh taste of eggs and chicken meant his
family subscribed to the “two-mile diet” as opposed to today’s much-touted 100-mile diet.

A choux pastry swan swimming in a lake of chocolate at a posh Vancouver
restaurant is Chef Heidi Fink’s first childhood memory of eating well. What amazed
the culinary writer and teacher is the dessert looked like a toy yet it was edible and
delightfully yummy.

Critical to her gastronomic development, though, was her mother’s ritual of taking
her to a “fancy schmancy” restaurant for which Fink had to dress up and behave
otherwise no dessert. And while having a professional chef for a grandmother and a
mother interested in gourmet food and organic gardens certainly pointed her in the
right direction, those desserts can’t be discounted.

“Every step along the way of my life, there has been a love of food and an amazement with
what could be done with it,” says Fink, “and on some level the chocolate swan helped out.”

According to Mary Luz Mejia, a Toronto food communications professional, who also works
in TV and print media, those who dream of running their own restaurant have romanticized
the notion well beyond its merit. Add to that the fact that customers are better heeled,
travelled and educated makes the job of restaurateur all the more difficult.

“Getting that combination just so is akin to winning a repeat lottery,” says Mejia, whose first
jobs as a babysitter and nanny each involved cooking. “It’s a hard row to hoe. For those who
do it well, I take my hat off to you. It’s one of the toughest jobs out there and most people

toOurMid-Section toOurMid-Section 

www.sysco.ca
For more information, 
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By Michelle Ponto

When you hear the word “soup”, Campbell’s® Chicken
Noodle is often the first thing that comes to mind – for years,
the two have been synonymous. But with changing
demographics and refined tastes, consumers are starting to
branch out to the wealth of varieties available. Over the last
decade, the soup industry has evolved from the traditional
comfort-food classics Canadian consumers grew up with, to
gourmet, ethnic and unique premium soups.  

However, it’s not just the soups that have evolved; the
soup connoisseur has also changed and is now looking for
the ultimate soup experience.

“When they choose to eat in a restaurant, consumers are
looking for menu items they can’t easily make at home. 
Or they want to enhance their culinary experience,” 
said Cynthia Mitchell, Business Director of Soups at
Campbell’s Foodservice.

Mitchell says classic varieties like Chicken Noodle will
never go away – they will always have a place in every
kitchen.  Nevertheless, when customers go out for casual
dining, they want something different, something they can’t
get by just walking down to the local grocery store.

“This has been a big influence for us in the creation of our
new soups. We strive to create unique, away-from-home
restaurant soup experiences for consumers inspired by
current trends,” said Mitchell.

Great Taste and Wellness Together

Campbell has been making soup for over 80 years in
Canada.  When developing a premium soup, the company
not only looks at how it can deliver the “wow factor” to the
customer, but it also considers the options on how it can be
responsible when it comes to eating healthy.  In fact, in 2008,
Campbell announced that — as a result of an ongoing,
multi-year health and wellness evolution — it began serving
its family of soups with the equivalent of 30 million fewer
teaspoons of salt than just five years before.

“Campbell certainly has health-and-wellness soups like
the Eating Smart® line. These soups have reduced levels of
sodium and fat. When delivering premium indulgence
soups, we strive to be responsible but on a different level,”
Mitchell said. “Even when we are developing a soup that
delivers a ‘wow’, we think about how we can be more
cognizant of sodium and fat levels.”

Campbell launched its premium soup line, called Verve®,
eight years ago after noticing a gap in the market.  At that
time, salads and sandwiches were evolving and becoming
more innovative - using unique flavours and ingredients

inspired by local and ethnic trends.  The salad, sandwich and
appetizer menus were reinvented.  It was now time to do
the same with soups, and who better to lead the charge
than Campbell.

Some of the unique varieties that Campbell developed
for both their Verve® and Frozen Condensed® soups
include Tequila Spiked Chicken, Wicked Thai Chicken,
Creamy Coconut Chicken, Moroccan Nine Vegetable, Italian
Wedding, Zuppa alla Bolognese, Creole Chicken Gumbo
and Pasta Fagioli soups. 

Premium Versatility from Bowl to Main Course

Whether it’s due to storage limitations or an inventory
issue, many operators are concerned about having “single
use” products. The good news is that many of Campbell’s®
soups easily transcend the different menu categories. Two of
its more versatile items are the Lobster Bisque and the
Roasted Red Pepper Bisque. Both of these premium soups
are part of its Verve® line and are blended soups. 

“The Lobster Bisque is great as a soup, but also it makes a
fantastic steak topper. An operator can pour a little bit on
top for a delicious surf and turf steak. It can also be used as
a sauce to create a rich seafood pasta. You can even use it
with risotto,” Mitchell said.
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The Soup Evolution: 
From Chicken Noodle

New from Campbell
1. Campbell’s® Buffalo Style Chicken Chowder:

Buffalo chicken wing lovers will recognize the taste of
their favourite appetizer in a hearty chowder.  Chunks
of chicken, diced carrots, celery and onions spiked with
hot sauce.

2. Verve®  Zuppa alla Bolognese with Sweet Peppers:

A rich bolognese sauce with crumbled Italian sausages,
ground beef, rotini pasta, trio peppers and a dash of red
wine.  Garnished with garlic, parsley, basil, oregano and
thyme and finished off with a hint of parmesan cheese
and a touch of cream.

3. Verve® Tequila Spiked Chicken:

Tender grilled chicken, roasted corn, green and red
peppers, a spicy kick of Jalapeno peppers and a splash
of white tequila combined to creamy perfection,
finished with a dash of lime juice and cilantro. 

4. Campbell’s® Sweet Potato Bisque

A pureed sweet potato bisque deliciously flavoured
with a warm blend of spices and a hint of cream.   
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For added convenience, both soups are ready to eat. Simply boil in the bag 
and serve. 

Garnishes are a great way to deliver differentiation and increase your revenue.
Consider adding wild mushrooms to a barley or mushroom soup, top off a lentil
soup with a few fried shredded onions, or add crumbled blue cheese to accent
Buffalo Style chicken chowder.  A simple garish can transform an everyday soup
into something unique for your venue, perhaps even make it your signature dish.

Another way to generate revenue is through presentation.  Consider serving
different soups in unique bowls to complement the soup variety. Let yourself 
be creative. Make the soup experience special by bringing the bowl and 
garnish tableside - let the customer watch you pour the soup. This creates
excitement and awareness.

From Soup of the Day to the Ultimate Soup Experience

There is no doubt the Canadian customer is looking for decadence when it
comes to soups, but the only way they’ll know about your new gourmet offerings
is if you market them effectively. 

One key way to market soup is through the server. Ensure each of your servers
knows exactly what the soup is and can describe it in an appealing way. Giving
the soup a great name and training your staff on how to romanticize it with the
key ingredients will go a long way in increasing your sales.

Foodservice venues such as cafeterias, hospitals and fast-food operations,
where servers don’t exist will need to merchandise the soup with other
accessories.

“We have a lot of supplementary merchandise available from equipment, 
to “Soup-of- the-Day” signs, to variety cards,” Mitchell said.

Whatever your needs, Campbell has a soup to match. But remember: 
whether you are serving something from their Eating Smart® line, to their 
Frozen Condensed® line or their decadent Verve® line, garnishing the product, 
presentation, server awareness and merchandising will be your keys to success.
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to ‘WOW’



Shane Chartrand, Chef de Cuisine 
L1 Lounge & L2 Grill 

Edmonton, AB

“ Revel in the 
Experience of

L1 Lounge & L2 Grill”

Shane Chartrand, 
Chef de Cuisine 

L1 Lounge & L2 Grill
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Written & Photographed by Megan Faulkner, 
Sysco Marketing Coordinator

In the midst of the hustle and bustle of the famous West
Edmonton Mall rests L1 Lounge and L2 Grill, two striking
new additions to Edmonton’s fine dining landscape.
Located in the lobby and first level of Fantasyland Hotel, this
culinary pair has been transformed into an upscale rendition
of the dated Fantasy Lounge & Grill, presenting a whole new
concept. Surrounded by the hectic everyday of Edmonton’s
shopping giant, this distinctive duo acts as a fine dining
oasis filled with flavour, style, and finesse that is sure to
entice hotel patrons, mall visitors, and Edmontonians alike.
With world class service, exceptionally skilled staff, modern
décor, and extraordinary fare, it’s all about the experience at
L1 Lounge and L2 Grill.

The early months of 2010 marked an exciting occurrence
with the long-awaited opening of L1 Lounge. This perfect
partner of the already established L2 Grill, which opened in
2008, presents a sparkling first impression for visitors coming
in through Fantasyland Hotel’s lobby entrance. Inside, the
fashionable lighting highlights the stylish accents of silver
and bright shades of orange, which perfectly contrast the
sleek, black bar and dark wood tones that fade into the
backdrop. On level two, L2 Grill‘s interior has similar contem-
porary features and the brilliant pops of red add a sense of
excitement and elegance to this intimate setting.
Imaginative lighting, rich fabrics, and decorative wood
structures act as fine art components which add to the
creative and serene atmosphere. This unique and charac-
teristic ambiance opens the door to a brand new culinary
experience and reveals boutique dining at its finest. 

L1 Lounge and L2 Grill’s artistically chic décor perfectly
mirrors the classy service and elegant fare that this twosome

offers. Upon entering, guests receive a friendly welcome
from a member of L1 and L2’s team of international profes-
sional servers and are presented with the diverse array of
menu selections. Seeing that the guest’s experience is the
primary focus, each culinary journey starts off with several
complimentary delicacies including fresh bread, which is
accompanied by a variety of butters, a mouth-watering
amuse-bouche, and a flavoured sorbet. After indulging on
their chosen appetizers and entrées, each table of guests is
given a plate of delicate chocolates, which are made in-
house, and hot towels to end everything off. To add even
more to the entire dining experience, as well as enhance the
savoury flavours of the cuisine, guests can enjoy one of
many dynamic drink creations which are made by L1 and
L2’s team of competitive flair bartenders. As the inventive
and skilled Chef de Cuisine Shane Chartrand affirms, L1 and
L2 “follow[s] the classic fine din[ing] repertoire of service
[but] with a twist” and gives guests the opportunity to “come
in, slow down, [and] leave [their] problems at the door.”

L1 Lounge and L2 Grill go to great lengths to make sure
that each guest has a truly unforgettable experience. With
the food at the forefront of every guest’s dining adventure,
this captivating couple offers a vibrant menu that features
Canadian, Asian, and French style cuisine in an avant-garde
and ever-changing format. With six menus in the winter and
eight in the summer, guests are sure to enjoy new flavours
upon every visit. From the melt-in-your-mouth fillet mignon
to the fiery kobe beef L2 burger, each and every dish on L1
and L2’s menu shows off the skill and talent of Chef Shane
and his team. Consequently, not just any dish makes the cut.
As Chef Shane asserts, every creation goes through “a lot of
research”; “I do a lot of eating, travelling, reading, [and]
practicing.” Each member of his amazing team of cooks are
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“professionally trained” and have “apprenticed under” Chef
Shane. Through these apprenticeships, he hopes to give
them “ the [same] chances” he had when working under his
mentor. When it comes time to select a favourite menu item,
Chef Shane hesitates while modestly stating “I write every
single item on every menu, I’m biased.” However, following
some deliberation he confirms his top choice to be the
popular Ahi Tuna Twice, which is a “unique and interesting”
dish that plays off the many flavour profiles of this tasty fish. 

From food to tin foil, L1 and L2 have used a variety of
Sysco Edmonton’s products since the opening of L2 Grill in
2008. Having worked at a number of restaurants in
Edmonton over the last twelve years, Chef Shane has been
affiliated with Sysco for much longer. He appreciates the

quality of products and services that Sysco offers and is
“impressed with the service still” today. Chef Shane asserts
that Sysco has provided many business solutions, including
cost analysis and wastage, and that the relationship has
been “awesome” from the start.  Overall, he affirms that he
greatly values L1 and L2’s partnership with Sysco Edmonton
as he has always been “treated well.”

Chef de Cuisine Shane Chartrand’s culinary expertise
started at a very young age. Growing up on a farm that rests
on the outskirts of Red Deer, Chef Shane was raised with a
love for all things “hunting, fishing, and [the] outdoors.” At
age fourteen he decided to get a job in the city and, after
hopping on his bike and cycling three miles, applied for a
dishwasher position at a local family restaurant. It was just
three years later, at the ripe age of sixteen, that Shane “knew
he wanted to be a chef” and by the age of eighteen he had
gained experience at six restaurants. Since receiving his
education at NAIT and completing his Culinary
Apprenticeship, Chef Shane has worked at several
restaurants in Edmonton which include the Union Bank Inn,
Sorrentino’s, Dante’s Bistro, and Sage Restaurant. A member
of the Canadian Federation of Chefs and recent bronze
medal winner at the Gold Medal Plates, Chef Shane has also
appeared on several television networks such as CTV, CFRN,
Shaw, Breakfast Television, and APTN. Chef Shane actively
works with the city to support the Aboriginal population
and is an avid columnist for SAY Magazine. Added to his
submissions in this Aboriginal periodical, Chef Shane also
writes column submissions for the Epoch Times and his
name has appeared in several publications including the
Edmonton Journal, the Edmonton Sun, and Avenue
Magazine. Despite all of his many generous and time-
consuming endeavours, including conducting several
winter cooking classes, this seasoned chef has successfully
made L1 and L2 the extraordinary gem it is today.

Chef Shane dreams of making L1 and L2’s menu reveal
more avant-garde selections. He plans to utilize his
exceptional skills with molecular gastronomy to create
phenomenal dishes which feature vegetable or fruit caviar.
Chef Shane is also looking towards adding more stimulating
dinner events such as blindfold dinners, surprise dinners,
and more wine tastings for Edmontonians and hotel guests
to enjoy. With his aspirations to offer more of a culinary
education to each guest, Chef Shane is working on creating
more vegan, vegetarian, and celiac menu options so that
guests with these unique dietary needs can savour a high-
end six-course meal that is completely catered to them.

With the inspired talents of Chef de Cuisine Shane
Chartrand working at the helm, L1 and L2 offer up a culinary
journey that is truly unlike any other. Enjoy the outstanding
setting and much-loved cuisine during an exciting night out
with the gang, a relaxing evening with family, or a dreamy
dinner with a loved one. After indulging in all of L1 and L2’s
remarkable qualities, there is no doubt that guests will crave
the amazing service and incredible food mere moments
after exiting through the vast glass doors. 



Albert Wiltshire, Operating Partner
The Q

Etobicoke, ON

“ The breakfast menu 
has also been carefully 

engineered to present more 
of a brunch experience”
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In the spring of 1981, this location introduced Western
Ontario to the first St-Hubert Bar-B-Q, a chicken and ribs
family-style franchise from Laval, Quebec. Jim Demeroutis
and Albert Wiltshire headed Panache Rotisseurs Inc., which
developed and operated seven St-Hubert restaurants in the
Greater Toronto Area.

When St-Hubert announced the withdrawal of the brand
from Ontario four years ago, there were no textbooks or case
studies for the duo to turn to for a road map on how to
rebrand an established business. The two partners decided
to call on their eight decades of collective restaurant
experience to change the original franchise on the
Queensway to an independent chicken and ribs emporium.
A new lengthy lease was negotiated. The décor was
upgraded and the menu expanded to serve the local
market niche that had supported the former brand for 
25 years.

Maintaining high standards of quality, service and
cleanliness were not enough, as the partners were now in
control of menu development, purchasing, staff training
and marketing formerly provided by the franchisor. As
hands-on operators, with many years of listening and talking
to their customers, Albert and Jim directed the adjustments
to the menu and added a weekend brunch feature, in
response to their patrons’ suggestions.  The results produced
continued loyalty by a supportive clientele and increased
customer counts. The exterior façade of the building was
kept the same, except for the signage displaying the new
name. Many loyal followers of the Quebec icon hesitated to
enter. The economic slowdown also added to declining
sales. Slowly, as curiosity initiated trial visits and the
improved interior ambiance embellished the experience of
dining, in three spacious, upscale dining areas with 280
comfortable seats, business started to come back. Take-out
and delivery were not affected as much. Off-premise sales
remained constant at 35 per cent of total sales. This
department is currently being supervised by Andrew Cruz.

Managing a full-service restaurant that is open for
business fourteen hours a day, seven days a week, serving
full breakfast, lunch and dinner menus in three different
departments (dine-in, take-out and delivery), takes not only
skill, but a team of well trained, motivated and dedicated
employees. Annual turnover of the 45 employees at the Q 
is less than 10 per cent. Wiltshire believes if you screen new
applicants carefully, most employees can be trained to
follow recipes and procedures. “Our kitchen staff had no
previous cooking experience,” said Wiltshire. He worked with
Velum Sundareswaran, a young and ambitious line cook,
who wanted to be a chef, by encouraging him to enter the
George Brown Chef program. Last year, Velum graduated
successfully and now oversees food purchasing, the training
of all kitchen staff and menu development (as showcased in
the recipe seen on this page). A support team of two
dedicated assistant managers, Debbie Silveira and Kyla
Starace, was also chosen from dining room staff. A lot of
effort was put into training and creating a friendly
atmosphere for a savvy clientele.

Several new dishes have found their way on to the
permanent menu. Some ethnic dishes were created in
response to changing demographics. Curried Chicken,
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Florentine-Style 
Stuffed Chicken Breast 
SERVED WITH SPICY PAPRIKA, 

HOLLANDAISE SAUCE & THE Q FRUIT SALAD

Serves 1
INGREDIENTS METRIC IMPERIAL
Chicken breast, boneless and skinless 1 1
Spinach, blanched 50 g 2oz
Bacon, cooked, crumbled 1 slice 1 slice
Onion, sautéed and finely chopped 25 g 1 oz
Hollandaise sauce 15 ml ½ oz
Spicy Paprika 2 ml ½ tsp
Spring Mix 25 g 1 oz
Salad Dressing Vinaigrette 15 ml 1 Tbsp
Seasonal fruits (strawberries, pineapple, grapes, etc.)
Olive Oil 15 ml 1 Tbsp
Salt and pepper, to taste

Chicken
Cut pocket in chicken breast by making a slit in the breast
(do not cut all the way through).
Mix spinach, bacon and onion together in a bowl. Add salt &
pepper to taste. Stuff the chicken with the spinach mixture
and secure the filling with toothpicks. 
Preheat skillet on medium heat, add olive oil, place chicken in
skillet and brown on all sides. Remove from skillet and bake
in oven in a small pan at 180°C / 350°F for 7 minutes, or
until chicken reaches an internal temperature of 74°C / 165°F.

Spicy Hollandaise Sauce
Mix Hollandaise sauce and paprika.  Blend well.

Fruit Salad
Toss Spring Mix and fruit in vinaigrette dressing and reserve.

To Plate
Place chicken on plate, pile the salad beside the chicken and
smear the spicy Hollandaise sauce on the plate beside the
chicken. Serve immediately.

Chicken Souvlaki, Fish and Chips, Baked Salmon, as well as
three new meal salads, have become very popular. The
breakfast menu has also been carefully engineered to
present more of a “brunch experience”.

Procurement of food supplies, as well as suitable carry-out
containers had to be sourced. Wiltshire and chef Velum
relied heavily on one major supplier for best results: Sysco.
Vince Fazari, Marketing Associate from Sysco worked very
hard with the group and gained their respect and
confidence to become the primary supplier to the team of
the Q. Backed by professionals from the local distribution
centre, Sysco proved they could be a one-stop shop for
reliable service, delivery, menu assistance, product variety
and fair pricing. The relationship between customer and
supplier has grown over the past four years and continues to
grow. (Fresh chicken has recently been added to the
product roster purchased from Sysco.)

“There is still a lot of work to be done,” says Demeroutis.
“West-end Toronto is ready to explode as development
continues to push this way.  We are poised to grow 
our lunch and breakfast business as well as manage 
and increase our internet and social network 
initiatives.” Currently, a second location of the Q is under
careful consideration.

Sysco MA Vince Fazari, Albert Wiltshire
& Chef Velum Sundareswaran 
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VEGGIES PICK 
OF THE DAY MIX

Extra fine green beans (pieces),
yellow carrot sticks, orange carrot
sticks

6 x 2 kg • 8414668

ROMANESCO 
BLEND

Romanesco florets, yellow and
orange carrots (julienne stick),
whole fine green beans

6 x 2 kg • 8662967

EXTRA FINE WHOLE
GREEN BEANS

10 x 1 kg • 1967371

BONDUELLE IS PLEASED TO FEATURE
THE FOLLOWING

NEW FROZEN VEGETABLE ITEMS
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By Patricia Nicholson

What’s in a name? If the name is Sysco, there’s a lot behind it. Sysco’s branded products are
developed and monitored by Sysco Quality Assurance – often to higher quality specifications
than leading national brands.

“We have more control over the quality and consistency of our products - from start to finish
- than anybody else in the industry. It’s not just the end products we authorize, 
but the process they go through to achieve those specifications,” says Scott Ellerton, Director
of Sysco Brand Development for Sysco Canada.

“Our Quality Assurance team validates the entire manufacturing process on manufactured
or value-added goods. For natural products, it’s a process of inspection.”

For Sysco produce, that inspection process means going out to fields to check quality and
authorize what is to be picked for the Sysco brand. “We’re very proud of the fact that Sysco
Natural produce will be the best produce available at any given point in time,” says Ellerton.

Sysco’s five traditional brands range from price-competitive economy products to the
industry’s best offerings:

1 0

Reward Yourself with Sysco Brand

Right now, not only can you earn Sysco Rewards points on a variety of sponsored
items, but you can also earn BONUS points on numerous Sysco Brand items!* 

* Contact your Sysco Marketing Associate for details.
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Why Buy Sysco Brand?
Differentiated/Unique Products High Performance
Consistency & Reliability Profitable
Quality Assurance Guarantee Exclusive

B E H I N D  T H E  B R A N D

Sysco Stands 
for Quality 

& Innovation
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Sysco Reliance: offering consistency and value at 
an economy price point, and superior quality to 
other economy brands 

Sysco Classic: Sysco’s largest brand category meets
or exceeds competitors’ top quality standards

Sysco Imperial: the best quality products in the
industry, made to meet very high expectations

Sysco Supreme: the best of the best, often with
unique characteristics or standards

Sysco Natural: rigorously inspected, highest quality
fresh produce 

Sysco specialty brands include Arrezzio Italian-style
products and Casa Solana Mexican-themed foods. The
Portico seafood line offers three categories covering pure
and natural products, superb quality value-added products,
and value-conscious products. Other Sysco food lines
include Butcher’s Block meats with specifications that
ensure the highest level of consistency in the market,
Wholesome Farms dairy products, Citavo coffee and hot
beverages, and the Block & Barrel deli line.

In addition to food products, Sysco also puts its name
behind non-food brands – Serene, Earth Plus and Keystone

– covering disposable items, biodegradable products and
cleaning products.

Out of this vast selection of branded items, Sysco has
further selected a team of all-stars. These are the MVPs –
Most Valuable Products. 

“It’s a line of products we’ve selected as the crème de la
crème of Sysco branded goods,” Ellerton says. These are
products that every operator will value. MVPs include
Butcher’s Block meats, Fire River Farm burgers, Fry-On zero
trans-fat oil, Labella pastas and BakerSource artisan breads. 

No one understands foodservice operators’ needs like
Sysco. Designed specifically for this industry, Sysco
products are characterized by convenience,
appeal and labour-saving attributes. For

example, they often offer unique presentation or packaging
that may extend shelf life or make it easier to use in a
foodservice setting. And Sysco stands behind its products.

“There is merchandising and support that goes along
with all Sysco products, such as POS materials, training and
sampling kits,” Ellerton says. 

With quality, value and service behind them – and 7,000
products available in Canada – Sysco brands are the
hardest-working names in foodservice.
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A new study shows there’s more to canned peaches
than great taste.  Each peach is also packed full of
vitamins and immune boosting antioxidants, according
to preliminary research conducted at Oregon State
University's Linus Pauling Institute. The two-year study
shows that the nutritional value of California Cling
Peaches, which are used for canned peaches, is higher
than originally thought.

“In the two year study, they were successful in
establishing key vitamin levels within the peaches especially
in carotenoids,” said Jean Valentine, Export Program

Research from other studies shows that when acting as
antioxidants, carotenoids can help reduce the damage
caused by free radicals, increase a person’s immunity to
infection, reduce the risk of cancer and protect against heart
disease.

“The two highest amounts of carotenoids found in the
Oregon study were beta- and alpha-carotenes. Our body
converts these to Vitamin A, which boosts the immune
system,” Valentine said.

Although research is still preliminary, beta-carotene is at
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Nutrition 
Study Reveals 

Health
Benefits 
ofCanned
Peaches 

By Michelle Ponto

Coordinator for the California Cling Peach Board.  

Carotenoids are phytonutrients that are found in fruits
and vegetables. These are the compounds that give
produce their rich, vibrant colours such as the golden hue of
the California Cling Peach. But what makes carotenoids
important is their capacity to convert into essential vitamins
within the body.  

Immune and Vision Boosters

Carotenoids, like the ones found in canned California
Cling Peaches, play an important role as antioxidants.
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the top of the list when it comes to accessing the health
benefits of carotenoids. The beta-carotene in canned
peaches is the same that is found in fresh carrots, sweet
potatoes and squash - and Vitamin A is considered one of
the most versatile vitamins.  Since it can take the form of
retinol, it helps with vision, it boosts immune defenses by
stimulating white blood cell function and increasing
antibodies, it plays a key role in the maintenance of our
body linings and skin, and it assists in bone and body
growth, normal cell development and reproduction. Studies
have shown that Vitamin A may also help reduce aging,
arthritis, cancer, cardiovascular disease, cataracts, diabetes
mellitus and infection. 

Vitamin A is also essential for pregnant women because it
helps with postpartum tissue repair, as well as assisting in
maintaining normal vision throughout the pregnancy and
fighting off infections. In fact, Vitamin A is sometimes known
as 'the anti-infective vitamin'.  And because it’s found in the
skin, it helps keeps body surfaces healthy so they can act as
barriers to invading micro-organisms.

While Vitamin A can be found as a supplement, it’s much
easier for the body to use when consumed as a fruit or
vegetable.  In addition to carotenoids, canned California
Cling Peaches also contain Vitamin C which boosts the
immune system, promotes healing and may help to prevent
cancer, heart disease and stroke. Just one serving of
California Cling Peaches contains 6 percent of the U.S. RDA
for Vitamin A, and a half-cup serving of canned peaches
contains 8 percent of the U.S. RDA. for Vitamin C.

Versatile and Preservative Free

In addition to being full of nutrients, canned California
Cling Peaches do not contain preservatives.  What makes

them taste so fresh is that the peaches are picked at the
height of ripeness and selected for canning within hours of
picking.  The peaches are then packed in either light-syrup
or, for those maintaining a carbohydrate and calorie-
controlled diet, they are available packed in pear juice. There
is nothing else added.  

“Many people think there are preservatives added, but it’s
the canning process that preserves the peach. They have
more vitamins than some fresh fruit because they’re picked
and canned within a day,” Valentine said.

The secret to the fresh taste of California Cling Peaches
has to do with the canning process. In fact, the two year
study showed that the canning process even helped release
the carotenoids.

California Cling Peaches are exceptional in their ability to
retain their shape and colour which makes them ideal for
canning - and for cooking in the restaurant industry.  They
can be used in a variety of menu items and are also available
year round.

“They taste great, are good for you, and you can handle
them in many different ways,” Valentine said.

Canned California Cling Peaches can be used in breakfast
items such as crepes, peach muffins and fruit cups.  They can
also be used in exotic spinach salads for lunch menus, in
Thai dishes and curries, spiced up and served with pork and
fish dishes. And of course, they are incredible in a variety of
desserts.

“Peaches can be used in a number of ways. I’ve even had
peach sushi,” Valentine said.

Canned peaches can also add a bit of sunshine to deli
sandwiches.  Consider serving a healthy avocado, peach,
sprout and turkey sandwich on thick, wholesome bread.
Another great sandwich combo is shrimp, prosciutto and
peaches with cheddar cheese and Dijon mustard.

Simple and fresh or spicy and exotic … canned California
Cling Peaches are a crowd pleaser - any way you slice 
them!

For further information about California Cling
Peaches or more recipe ideas, 

please visit www. calclingpeach.com.
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Each piece of fruit is 
filled with immune

boosting antioxidants 
and cancer-fighting 

beta-carotenes.  
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SLOW & STEADY Growth  
By Kelly Putter

The economic forecast for restaurant and foodservice is far from rosy for 2011, but that
doesn’t mean operators will not be able to successfully navigate the bumpy road ahead.

According to Toronto restaurant consultant Hugh Johnston, your success as a food
entrepreneur is tied closely to how well you know and understand your best customers.

“Knowing why your best customers come to you and consistently meeting and
exceeding their expectations will separate the best from the rest,” Johnston says. “Simply,
operators that understand and focus on their advantages will do better than the operators
who do not.”

Johnston predicts that over the next five years – a period of challenge according to
foodservice and restaurant experts —foodservice players will become involved in what
he calls the ‘market-share game’ as “growth in guest traffic between now and 2015 comes
from taking away business from someone else in our industry.” Under this highly
competitive scenario, substandard operators will suffer as they watch their profits
evaporate under this intense pressure.

Slow and steady is the name of the game for foodservice and restaurant growth in
2011, according to the Canadian Restaurant and Foodservice Association (CRFA).
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for 2011: CRFA 

levels and the result will be less disposable income for people to spend in restaurants,
says Elliott.

For the second year in a row, foodservice growth leaders will be quick service
restaurants (QSRs) and caterers.

“Cost-conscious spending by consumers will yield a 3.1 per cent increase in
QSR sales,” says Elliott, “while caterer sales will expand 3.9 per cent due to

foodservice growth in health care, colleges and universities.”

Given the weaker economy, Canadians will be watching their budgets more closely
in 2011, says Elliott. As a result, they will put a premium on restaurants that can deliver
value (which tend to be the QSRs). “Historically during weak economic growth periods,
consumers trade down from full-service restaurants to quick-service restaurants,” 
he says.

Our aging population translates to strong growth in foodservice at health care
facilities such as long-term care, nursing homes and hospitals.  In addition, many of the
larger caterers (managed services providers) are now expanding into these areas, which
are also driving up growth.

Unit expansion is also driving up foodservice sales by caterers at colleges and univer-
sities, a trend the CRFA has witnessed in recent years.

Full-service restaurants will trail their quick-service counterparts for the fourth
consecutive year, with a 2.6 per cent sales increase. Due to a decline in units and weak
consumer demand, sales at drinking places will grow by just 0.5 per cent.

Although accommodation foodservice is forecast to lead the industry with a 4.7 per
cent increase in sales, total accommodation sales remain 5.2 per cent below 2008 levels
due a decline in U.S. travel and weak domestic spending.  Institutional foodservice sales
will grow 3.8 per cent due to gains in health care, colleges and universities. Retail
foodservice sales (convenience, grocery and department stores) will rise 3.1 per cent as
consumers look for value and convenience. 

“We mirror the economy and as the economy goes, so do we,” says CRFA president
Garth Whyte. “Right now we have steady modest growth in the economy and that’s
what we’re going to see in our industry. I feel we’re coming out of economic doldrums.
It’s slow but steady and we have to be cautiously optimistic.”

So how should operators consider managing these challenging times? Johnston
recommends chain operators, who cannot get to know customers the way
independents can, focus on consistency and convenience when trying to gain market
share. Their big advantage is the ability to offer value. Look for chains to dominate more
than they do today, especially in suburban markets.

Niche chains and independent restaurants will outperform if they hone in on the
needs, likes and desires of their best customers. Watch as niche chains and
independents take over the urban space where many large chain operators lose the
size and convenience advantages they enjoy in the suburbs - where land is cheaper,
parking is ample and big footprint restaurants work.

According to Johnston, restaurants that operate better day in and day out,
restaurants that know their customers better, restaurants that give customers what 
they want, and restaurants that deliver on value will outperform in this slow and 
steady market.

Ask your suppliers what they can do to help you outperform. They may have some
surprising, and very profitable, answers.

Foodservice sales are expected to grow this year by 2.8 per
cent, down from 2010’s growth rate of 3.5 per cent, thanks
to slower economic growth and weaker disposable income
gains.

“In dollar terms, it’s two steps forward and one step back
for Canada’s foodservice industry,” says CRFA
economist Chris Elliott, “as foodservice sales will
grow by $1.7 billion in 2011, raising total annual
sales to $62.7 billion.”

Elliott blames the slower growth on a softening in
real GDP to an estimated two per cent this year compared
with three per cent in 2010. Other culprits contributing to
the slower growth include a sluggish U.S. economy, a decline
in Canada’s residential housing market, the waning impact of
fiscal and monetary stimulus policies and rising consumer debt. 

Compounding the issue is an expected drop is disposable
income growth to 3.1 per cent in 2011 from 4.2 per cent in 2010.
Combine slower income growth with enormous consumer debt

Canadians 
will be watching 

their budgets 
more closely 

in 2011 - 
disposable 

income growth 
is expected to 

drop 3.1
per cent



Peach & Lime
Cheesecake
Recipe courtesy of the 

California Cling Peach Board
Serves 8 to 10

INGREDIENTS METRIC IMPERIAL

California Cling Peach slices, 
1 can 398 ml 14 oz

Cold water 50 ml 1/4 cup 
Gelatin powder, unflavoured 12 ml 2 1/2 tsp
Block cream cheese, 1 1/2 

packages at room temperature 250 g 8 oz 
Granulated sugar 175 ml 3/4 cup
Whipping cream 250 ml 1 cup
Lime juice 50 mL 1/4 cup
Graham wafer pie shell, 

homemade or store-bought 23 cm 9 inch

METHOD 
• Drain peaches well in a sieve set over a bowl.

Place water in a very small pot. Sprinkle gelatin
over top and let stand 5 minutes. Remove 3
sliced peaches from sieve or grate peel from lime
to use as a garnish. Coarsely chop remaining
peaches.

• Meanwhile, place room temperature cream
cheese in the bowl of an electric mixer. Beat on
medium-high until very creamy. Gradually add
sugar until combined, scraping down sides of
bowl. Reduce speed to low and slowly pour in
cream then lime juice, scraping down sides of
bowl as needed.

• Set gelatin mixture over very low heat. Stirr
continuously until gelatin is dissolved and no
grains remain, (it should not be hot) about 1
minute. Very gradually, with mixer running on
medium-low, pour in gelatin mixture until
combined.

• Fold chopped peaches into cream cheese
mixture. Spoon into pie shell and smooth top as
best as you can. It will be very full. Refrigerate at
least 6 hours but preferably overnight. Garnish
with reserved peach slices or grated lime peel. 

Fall in love with these 
decadent dishes.
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Shrimp, Prosciutto 
& California Cling 
Peach Sandwich

Recipe courtesy of the 
California Cling Peach Board

Servings: 10 sandwiches

INGREDIENTS METRIC IMPERIAL
Cheese Sauce
Butter 50 ml 1/4 cup
All-purpose flour 50 ml 1/4 cup
Homogenized milk 500 ml 2 cups
Cheddar cheese,  grated 200 g 1  1/2 cups 
Dijon mustard 5 ml 1 tsp
Salt and pepper, to taste

Sandwich
Prosciutto, thinly sliced 150 g 6 oz
Shrimp, cooked 680 g 1  1/2 lb
California Cling Peach slices, 1 can 794 g 28 oz
Sourdough bread 2 loaves 2 loaves

METHOD 
Cheese Sauce:
• Melt the butter in a medium saucepan set over

low heat. Stir in flour to make a smooth paste.
Cook the paste, stirring constantly, for about 2
minutes or until turning lightly golden.

• Whisking constantly, gradually add the milk.
Cook, stirring, for two to five minutes or until
sauce boils and thickens. Gradually stir in the
cheese. Stir in the Dijon mustard and cook,
stirring, until cheese is melted. Taste and add salt
and pepper to taste. Keep warm.

Sandwich:
• In a skillet, or on a baking sheet set under the

salamander, cook prosciutto, turning as
necessary, for about one minute per side or until
crispy. Place on a paper towel-lined plate and
cover with plastic wrap. Place shrimp in a clean,
dry container and cover tightly. Keep refrigerated
until needed. Drain peach slices. Place in a clean
container and refrigerate until needed.

Assembly:
• For each sandwich, slice two 3/4-inch thick slices

of sourdough bread using a serrated knife. Toast
until golden on both sides.

• Lay slices of bread beside each other on a serving
plate. Top with four slices of prosciutto, about 
2-1/2 ounces shrimp and a few peach slices.
Spoon two to three tablespoons of cheese 
sauce over top. Serve immediately.

Sweet Potato Bisque 
with Cinnamon Sticks

Recipe courtesy of the Campbell’s Foodservice

INGREDIENTS
Campbell’s® Sweet Potato Bisque & Cinnamon Sticks

METHOD 
• To enhance the comfort appeal of this soup,

serve Sweet Potato Bisque in a ceramic mug 
and garnish with 2 long cinnamon sticks tied
with 3 chives. 

• Blend in a maple syrup swirl or drizzle with 
maple syrup as the finishing touch.

Sweet Potato Bisque with
Frizzled Onions in Squash

Recipe courtesy of the Campbell’s Foodservice

INGREDIENTS
Campbell’s® Sweet Potato Bisque, Acorn Squash 
& Frizzled Onions

METHOD 
• Create a unique offering by adding diced and

roasted squash to Sweet Potato Bisque and serve
in a hollowed out acorn squash. Top soup with
golden frizzled onions.*

* Fry very thinly sliced onions over moderate heat 
in 2 inches of oil. Fry for 1 to 1½ minutes. Transfer
batch to drain on paper towels and sprinkle with
salt. Onions will crisp upon cooling.
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