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4.6 per cent  
According to CRFA, caterers will grow the fastest over the next 

four years with an annual sales increase of 4.6 per cent, 
followed by quick-service restaurants with 4.5 per cent 

and full-service restaurants at 4 per cent.

$126

foodservice 
facts

Source: Statistics Canada, Canadian Restaurant and Foodservice Association (CRFA), CanadianMortgagesInc.ca, Hotels.com, NPD Group

Last Valentine’s Day, Canadians
each shelled out an average of
$126 for Valentine’s Day for
their sweethearts.

30 %
More than 30 per cent of
Canadians would choose an
intimate dinner for two as 
their number one activity 
on Valentine’s Day.

70%
On Super Bowl Sunday, 

70% of Canadians are more 
likely to eat snacks versus any 

other day of the year.

Every year there is 
an average of a nine
per cent increase in
pizza-delivery related
traffic accidents.

Canada’s total restaurant sales in
2012 reached a whopping

$65 billion

33,891
According to Statistics Canada, the

restaurant industry is the second-fastest
job creator, just behind the construction

industry. Canadian restaurants, bars 
and caterers created 33,891 new jobs 

between January and August of 2012.

Eighteen million
Canadians 
walk through
restaurant doors
each and 
every day.

Restaurateurs 
contribute nearly 

$300 million annually 
to charitable causes

$300
million

18M

9%
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ST - What is your tenure with the company?
I joined Sysco Regina in February of 2007.

ST - What is your geographic territory?
Where do your accounts fall in relation
to your territory?  Do you have to visit
several communities?

Central Saskatchewan with a concentration south of
Saskatoon extending both east and west. I have a great
mix of small community accounts and Saskatoon based
accounts. I travel several times a week to see a variety of
different accounts. 

ST - Describe the account 
composition of your territory.

My territory is comprised of everything from hockey
rinks, hotels, casual dining, convenience stores, pubs,
schools and white table cloth restaurants. The varied
breadth of my territory ensures that I need to remain 
current in food trends to be able to service my diverse 
customer base properly.

ST - What do you like best about 
Sysco Brand?

Quality, confidence and distinctiveness are all 
synonyms of Sysco Brand products. The self-confidence
that I carry about Sysco Brand is evident to my customers
and when a Sysco Brand product is available to use in 
their establishments many do not hesitate to have it 
on their shelves. 

ST - What has operator response 
been to Sysco Brand?

Customers love Sysco Brand because they know that
no matter what the product, I have the ability to stand
confidently behind it. The depth and breadth of products
under the Sysco label offer any foodservice operator 
exactly what they need to accomplish their goals for 
their establishment.  

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

All of my accounts use Sysco Brand in one facet or 

another. The quality, extensiveness and exclusiveness of
branded product ensure that no matter the clientele or
establishment there is a Sysco Brand product that will
make the grade.  

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

The team behind me at Sysco Regina is amazing. I have
the autonomy to go above and beyond every week for 
my customers. Between merchandisers, specialists, truck
drivers, Business Review team, fellow Marketing Associates
and my District Sales Manager there hasn’t been a 
problem we haven’t been able to solve. I have been able
to source specialty products with a seven day lead time 
in fewer than 24 hours and have managed to pull off 
some incredible feats with demanding time constraints.   

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

Time management and keeping up with trends. I like
to be in front of my customers on a weekly basis and
therefore have built some incredible relationships because
of it. It is challenging to make sure that everyone is getting
the time and attention that they deserve. 

I don’t have any classical training in the culinary arts and
therefore it is very challenging and intimidating to speak
in a confident nature about what current developments
are emerging in the industry. I gain significant knowledge
from my customers who challenge me daily to be on 
top of what is the next big trend!

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

The friendships I have built not only with my customers
but with the internal Sysco Regina team. I have been 
fortunate to be included in the personal lives of my 
customers. Attending weddings, celebrating milestones
and attending events, provide the most self-gratifying 
personal rewards. 

Being located in Saskatoon in a remote location from
the operating company can be difficult at times. But 
this has prompted me to forge relationships with those
who do the behind-the-scenes work that, at times, 
goes unnoticed.

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

Being able to participate in the success that follows 
because of an initiative that we have worked closely on.
My number one goal is seeing them succeed in their
niche. From feature menus to event planning to just being
an extra pair of hands, it is what makes me eager to get
up each and every day.  

ST - What are your goals for the future? 
My goals are simple: continue my culinary education

and grow as a Marketing Associate. I have been fortunate
to be involved with the local chef's association which has
greatly increased my knowledge and networking skills. By
focusing on these two distinctive points I can ensure that
I am providing the best of what Sysco has to offer our cus-
tomers and why many operators choose to have the Sysco
truck pull up to their back door.

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

Sysco constantly strives to be ahead of the industry 
and I enjoy being included in those changes. Every 
initiative that Sysco undertakes is meant to provide our
customers with the ability and means to be successful 
in a competitive marketplace. From shaving 5 minutes 
off a delivery drop to having access to rewards points,
quality assurance updates from the fields, to advanced 
recall notifications, Sysco provides innovative ideas to 
better serve the end user.

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

Not using the substantial amount of foodservice 
resources available to independent operators. There is 
an entire ocean of resources out there to assist operators
with every facet of their business. An open mind and open
line of communication has and can be invaluable to the
success of a small business. I encourage every operator to
investigate the resources available and jump in head first! 

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

Operators who neglect their own customer service 
and who do not constantly market their business tend to
be less successful. As a business major, this topic is near
and dear to me.  Providing exemplary customer service
guarantees customers continue to endorse and visit 
your establishment. Recognizing your menu stars and 
running staff promotions go a long way toward stabilizing
food costs, reducing labour costs and increasing staff 
competence.

profile

WeTurn the 

Spotlight on...
Rindi Bristol  

Marketing Associate, Sysco Regina 



In this section, you may want to put your entrées which tend to
be your expensive menu items or even your most expensive item.
While many people won’t be interested in the most expensive item
on the menu, knowing what it is starts their mental calculator so
they can compare it to the other offerings.

How to Organize Your Menu

Organization is important, especially if you have a large menu.
The trend right now is to have different menus for different times
of day. You’ll feature your breakfast items on your breakfast menu,
your lunch items on that menu and your dinner items on a third
menu.  Many fine dining places also have a separate dessert and a
separate wine menu.

The benefit of doing this is so that your customer won’t be over-
whelmed by all your offerings at once.  This trend also compliments
bistros and white tablecloth venues who change and print out
their menu daily.  

But there is one con to splitting your menus and that is free 
advertising.  If a customer comes in for dinner, showing them 
you also serve lunch or brunch helps them plan future meals with
the venue.

Whether you decide to separate items based on meal or have
them all on one menu, the general rule is to organize them in the
order people would eat them – so starters/appetizers, soups, 
salads, entrées, beverages, wine & spirits.  As servers generally take
drink orders first, it’s a good idea to feature them on the back or
back page of the menu so your customer can find them easily.
Also, if you have a large entrée section, you might want to 
separate them items out based on category such as “From the 
Sea” or “Vegetarian” or “Gluten-Free.”

Specials, Awards and Seasonal Items

Your menu is also the place
where you can highlight the best
you have to offer.  If your wings
have been rated the #1 in the city,
let your customers know by calling
it out on the menu.  You can do this
by featuring it with a border or box.
If you have new or seasonal items, let
your customer know about these as
well either by creating a  new graphic
beside the menu or creating a section
for Seasonal.

For menus where a “highlight box”
won’t work, add the call-out to the item
description on the menu. It can be
something as simple as “Kona-infused

steak: Voted the best steak in the city by Food Magazine” or 
“Award-Winning Beef Tenderloin.”
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Revamping
Your Menu for
the New Year

By Michelle Ponto

Your menu is your restaurant’s business card.  
The most important thing to keep in mind 

when designing it, is your customers.  
Your menu does more than tell them what you 
have. It tells them the theme of your restaurant, 

the style, the price point and your cuisine. 
Setting the Theme

Colours, paper texture and design all play a role in telling your customer
what to expect when they visit your venue.  If you’re a sports bar or a 
family-friendly pizza place, you might choose bright colours, cartoon-
like graphics and fun names for your key menu items that suggest 
excitement and a party atmosphere.  You’ll probably also want to 
choose a menu that’s laminated so it’s easy to clean if it gets soiled.

In contrast, white table cloth and fine-dining venues may want to
choose hard-cover menus made from leather or synthetic materials or
paper menus that are printed out daily. This tells the customer this place
is not your average restaurant, but extra care has been taken to ensure
their evening will be memorable.  Instead of bold san serif fonts, choose
lighter lettering as this tends to set the mood for fine dining. Also, 
research shows people equate fancy fonts to fancy dining and 
higher price points.

How do Customers Read Menus?

Unlike reading a book, where people read from left to right, 
research shows most people look to the top right corner of a menu
first. This is a good place to feature one of your most popular menu
items or your daily special.

From there, a customer generally looks at the centre of the menu page.

KONA-INFUSED 
STEAK

Voted the best steak in the city by Food Magazine
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Another way to highlight your seasonal items and specials is to create
a separate menu just for them.  This not only calls attention to those items,
but you won’t have to reprint your entire menu just for one season.

Creating Appetizing Names

What you name your food offerings is as important as the menu design.
This is because, just like your physical menu, the names set the tone, price
point and ambience of the venue – especially in an online world where

many people will check out your offerings on your website before 
venturing into your establishment.

Many restaurants create descriptive titles.  This can be useful as it quickly
tells people who don’t eat certain foods exactly what’s in the dish.  It also
gives you a chance to make your items sound mouth-watering good.
However, keep in mind your customer when writing the description.
While a beterraga salad with orange-coriander drizzle may sound 
wonderful and would work in a fine dining venue, it probably wouldn’t
work in a family style restaurant.  

But that doesn’t mean you need to be boring. Have fun with your item
names by bringing out the personality of your venue. For example, if you’re
a pub or serving a special on St. Paddy’s Day, turn your battered fish into
a signature item by calling it “Maggie Mae’s Fish n’ Chips – a true English
classic of battered cod fillets with a creamy tartar dipping sauce.”

In the end, your menu reflects the image of your venue. Stay true 
to your brand and you’ll not only attract more customers, but the 
right ones.

ADDITIONAL MENU TIPS:
If serving hard to pronounce or ethnic dishes, consider numbering 
your menu items so customers can order that way.

Create icons to highlight gluten-free, vegetarian, spicy or low-fat 
menu items.

Price your menu items after taking into consideration your kitchen and
staffing costs.

A "Happy Hour" menu in addition to your regularly priced menu can 
bring in new customers.

Offer details on substitutions and gratuity, as well as any allergy 
information your customers may need. 
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chipotle spices.  This way you can promote it 
as housemade, low-fat garlic mayo.  You can
also switch to reduced fat cheeses for your
sandwiches to help your customers cut calories.

The same idea can be applied to other menu
favourites.  A guilt-free macaroni and cheese
can be made with low-fat milk, part-skim sharp
cheddar, gruyère cheese and puréed butternut
squash. The squash adds a creamy layer to 
the dish without taking away from the flavour
of the cheese.  

For dishes that contain bacon or sausage,
consider switching to turkey alternatives. These
often have a similar flavour, but have less fat
than their beef counterparts.  Turkey sausage
could be used in paella, in egg dishes and many
other places where chorizo is traditionally used.

Sides without the Side of Fat

A final simple idea is to offer some healthy

Low Calorie Meals 
for Health Conscious 

Customers

One way to start is by offering different cook-
ing options such as changing up your house
salad dressing from ranch to a zesty vinaigrette
or adding grilled versions of your proteins such
as chicken or fish to the menu.

Adding Grilled Chicken as an Option

Grilled chicken is a low fat option that is 
versatile and gives your customers a healthy
choice.  If you currently serve burgers or a fried
chicken sandwich, consider adding a grilled 
option.  If your establishment doesn’t have a grill 
or if time is an issue, don’t worry….there are 
pre-grilled chicken breast options available
that not only come frozen and 
pre-cooked, but come in a
variety of marinated
flavours such as fajita,
southwestern, BBQ
and traditional.  

Grilled chicken isn’t just a low-fat sandwich
option; you’ll be able to add it other menu 
options to make them lower in fat as well.
Some ideas include adding grilled chicken 
on top of salads, as a pizza topping, as a 
replacement for ground beef in lasagna, as a
low fat option for breakfast burritos and as a
protein in wraps.

Creating Reduced Fat Comfort Foods

Other creative ways to reduce fat is to change
up some of the ingredients in your recipes to
some that are lower in calories, but still taste

great.  Consider switch-
ing your mayonnaise to
a light mayonnaise.  If
you want to make it
even more appealing,

add your own season-
ing such as garlic or

Serving up lower calorie options 
on your menu doesn’t mean 

you have to cut back on taste.  

Simple tweaks to your food 
preparation can reduce fat 
without reducing flavour.

By Michelle Ponto
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Contact your Sysco Marketing Associate for more information.

ORDER CODE: 11008557

low-fat side dishes. Sure, you can still have fries on the menu, but give
your health-conscious customers a choice by providing a side salad,
baked sweet potato fries, raw vegetables with a low fat dip, cottage
cheese or fruit.

It may seem like a small thing, but making it easy for your health con-
scious customers to stay on their meal plan could make a difference in
where they go for lunch or their evening meal. 

10Ways to Lighten up
1) Ground turkey instead of beef (or go half and half)
2) Low-fat milk instead of whole milk
3) Low-fat plain yogurt instead of sour cream
4) Pasta with marinara instead of cream sauces
5) Water packed tuna instead of oil-packed tuna
6) Egg whites or egg substitutes instead of whole

eggs
7) Angel food cake instead of regular cake
8) Salsa instead of guacamole
9) Whole wheat bread instead of croissants
10) Low-fat cottage cheese instead of 

whole-milk ricotta in lasagna or stuffed shells
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Ethnic and Asian Food — Ethnic influences in
restaurants will continue to prevail in Canadian 
foodservice. According to a report by the NPD 
Group, the majority of guests of full-service restaurants
(70 per cent) say they would be inspired by a greater 
variety of ethnic foods on the menu.

Asian food is rocking the ethnic food scene across
Canada, from Japanese tapas to ramen houses, diners
have cast their appetites well beyond traditional Chinese
food.  Whether it’s banh mi served from a food truck or
vending cart or an upscale eatery focused on authentic
Thai food, expect to see interest in the multitude of food
cultures that Asia has to offer. This includes not just 
up-and-coming Southeast Asian dishes from Vietnam,
Singapore and Malaysia, but regional Chinese and
Japanese fusion as well.

“The Japanese izakaya and ramen noodle bar scene
is starting to heat up, as more and more of these 
operations open up on a daily basis“, says Diane 
Chiasson,  a restaurant and foodservice consultant in
Toronto.  The appeal of the izakaya’s small plates of tasty
grilled meats, and other light bar foods, and the conven-
ience and price point of ramen noodle bars makes them
highly desirable places to eat for today’s marketplace.

Full Disclosure — Guests will continue to press 
operators and chefs for information about where their
food comes, its nutritional breakdown and how it’s
being prepared and cooked. 

“In large part this comes from people having more
awareness,” says McCauley. “And there’s also a lack of trust
in some way. It’s not like in the ‘50s and ‘60s where the
perception was that big business is looking out for peo-
ple and if you went to a good name it would be all fine
and dandy. The public is more cynical and they want in-
formation that’s apt.”

Extreme Eating — As unappealing as this might be,
there’s an element of the population that likes to show
off its chops when it comes to food. And that means 
either serving up outrageous, calorie-laden ingredients
such as bacon with foie gras and pizza or charging 
astronomical, eye-popping prices.

“It’s a way for places to get attention,” says 
McCauley. ’’Sometimes it’s done in a negative way like
names such as the Heart Attack Grill in the United States
or you’ve got the $1000 sundae and the $500 cocktail
from the Singapore restaurant. It’s showmanship 
food where you’re either showing how much money
you have or how indifferent you are to calories. To 
me, it’s distasteful and not about food. It’s like stupid
human tricks. ’’

Here’s 
What

is 
Cooking 
Up

Here’s a taste of what to look for:
Shrink Your Dish — A number of factors such as health and

money matters are likely driving this growing trend for snacking
or smaller plates in restaurants. According to market 

research firm, the NPD Group, next to breakfast, 
the afternoon snack is the largest growing 
occasion in restaurants. This is especially evident
as quick-service restaurants have been pushing

snack foods for consumers to eat on the go.

This trend means restaurants are retreating from traditional
categories of entrees and desserts and offering smaller dishes
separated instead by food groups. This allows guests to 
customize their own plates without being forced into 
purchasing the traditional protein, vegetable and starch trio.

“Restaurateurs need to be careful here and should start 
to veer their dining toward people sharing and snacking and
lingering,” says Dana McCauley, a food trends expert and culinary
director at Janes Family Foods.  “People want to bring in their
iPads and relax. That’s why you’re seeing free Wi-Fi. People want
the restaurant to be an extension of their home. “

This move toward smaller dishes will manifest itself in 
appetizers as they become inspired by food-truck fare, says 
McCauley. Look for Korean tacos, specialty coffee drinks, banh
mi and arancini.  

The food truck craze is not going away any time soon 
especially in western Canada. McCauley says the movement has
been hampered by bureaucracy in Toronto, but when large food
chains such as Swiss Chalet boast food trucks, it’s a safe bet the
trend has some staying power.

Smaller dishes will also help hike check averages in restaurant
bars as 89 per cent of bar visitors eat food during their visit.

Eat Your Veggies — Fueled by health concerns and 
environmental fears that centre on animal cruelty and sustain-
ability, restaurants will be home to more chopping and peeling
this year. That’s right, expect to see vegetables figuring more 
prominently on restaurant plates. The preference will be for local,
seasonal and fresh veggies as well as for vegetarian dishes. 
Stars in the making, according to the food industry research 
and consulting firm Technomics, are brussel sprouts, carrots 

and cauliflower.

“Fruit and vegetables are 
crossing into new frontiers”,

says McCauley, so vegetables
are appearing in desserts
and fruits are appearing on
plates where veggies one
were. Think fruit soups,

beets in cake, artichoke tarts
and heirloom tomato, basil

and balsamic vinegar ice cream.

By Kelly Putter

Menu trends for 2013
will celebrate health,
watching your 
pennies, diversity,
showmanship and
that all-important 
environment in 
which we live.
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Other intense examples include hot dog stuffed crust pizza, hamburger and 
donut combination and deep-fried butter.

McCauley says the popularity of the extreme eating trend is a backlash to the focus
on healthy eating. 

Any Way You Slice It — Look for new cuts of meat on menus. Driving this trend
is the need for restaurants to differentiate their offering from the competition as well
as to minimize comparisons, says McCauley.  These might include Denver Steak, Pork
Flat Iron, Teres Major and the Las Vegas Strip.

Chicken — Chefs will be looking to this humble bird for the next gourmet update,
according to Technomics. Look for increasing use of high-quality birds raised locally,
naturally and humanely. More chefs will identify the supplier of their poultry on 
the menu as well. Other factors that will play into the better chicken trend are 
highly flavourful ethnic influences like piri piri, Peruvian and Mexican. Also look for 
artisan-minded approaches to cooking methods like rotisserie, frying and roasting.

Sustainability — “We will continue to see more sustainable seafood ingredients
and more lake fish on menus“, says McCauley. Look for non-traditional fish such 
as branzino, Arctic char and barramundi. Sustainability will also infiltrate our water
consumption as more restaurants take on water filtration systems in an effort to 
minimize their carbon footprint.

So what will it be this year? Out with the old and in with the new or will you 
take a wait and see approach? Any which way, here’s hoping it’s a rewarding and
prosperous year.
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A SPORTING
CHANCE

Sports and foodservice can be powerful partners. 
You only have to look at the effects of the recent 

NHL lockout to see how much difference a 
hockey game can make to a night’s business. 

A report released by Moneris in December showed that fast food 
businesses, restaurants and drinking establishments located near hockey
arenas have seen an overall decrease in spending of 11.23 per cent, 
compared to a game day the year before.

John Watts, proprietor of Joe Badali’s Ristorante Italiano and Bar – 
located only a stone’s throw from Toronto’s Air Canada Centre (ACC),
home to the Maple Leafs – says it was difficult not to be affected by the
recent hockey lockout.

“Hockey is a significant event in Toronto and because we are only 
a block away from the ACC, a hockey game is a great event for people
dining out,” says Watts. “Because it’s such a big event, people want to do
the whole package: they go out for dinner, they go to the game, there’s
a lot of business entertaining that happens during hockey.”

Hockey isn’t the only game played at the ACC. The arena is also home
to the Raptors and to the Toronto Rock lacrosse team. Joe Badali’s is also
just down the street from the Rogers Centre, where the Argos and the
Blue Jays play.

“Our proximity is our greatest marketing opportunity so we leverage
that in all of our communications,” says Watts. “We have the luxury of 
having all these events happen within two blocks of our restaurant, and
I don’t think we’re complacent in just saying we’re going to be busy by
default. We really try to connect with the teams and the players and 
the patrons.”

Joe Badali’s has built relationships with most of the teams that play
close by.

“For every franchise – whether it’s sports or theatre – there’s a group of
people who are loyal followers of that team and you want them to be
connected to you. So we try to develop relationships with those people,
whether it’s the fan club, season ticket holders, the team themselves, and
we try to be a good neighbour,” Watts says. That means participating in
whatever is going on with the team: hosting press conferences, working
with charitable foundations, hosting charity dinners, feeding players. 

Sports Can 
Draw Business 
to Restaurants

“We try to develop relationships with the owners, the players, patrons,
anybody who’s a stakeholder,” Watts says. 

While a lot of Joe Badali’s sports business comes from local events,
they don’t ignore things that aren’t happening in the neighbourhood.

“Having a good audio-visual package is important, we don’t under-
estimate the impact those things can have,” Watts says, noting that 
having several good, high-definition televisions creates good activity
around sporting events. 

“We market around soccer because it’s European and we’re an Italian
restaurant,” Watts says. And for events like the Superbowl, Joe Badali’s will
have a food promotion and encourage people to watch the game in
the bar area. 

But Watts says it’s important to be mindful of the differences between
a sports bar and a restaurant.

“We’re not a sports bar, we’re more of a restaurant,” he says. “Sometimes
those things don’t mix well, when you're sending a message around the
sports bar theme, and you're sending another message to people that
says if they're going to the symphony (which is up the street), they can
drop in for dinner and therefore get conflicting messages"

That blurred line between restaurant and sports bar is one of the 
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challenges for
Sam Yehia, proprietor of Malone’s
Urban Drinkery and Sports Bars in Vancouver.

“The definition of a sports bar for many people
is a flat screen TV in a restaurant,” says Yehia. 
“So in many ways, every food and beverage 
facility becomes a sports bar in Canada.”

Beyond the audio-visuals, Malone’s offers
sports-related peripherals, such as sports trivia,
contests and charity tie-ins such as raffling off

Pay-per-view and cable-access sports have to 
be worth the fees.

“You always have to do the math,” Yehia says.
“It’s going to cost you five dollars in revenue to
recover one dollar of expense.”

That same math applies to things like market-
ing expenses and contest prizes: make sure it’s
worth the investment before deciding to offer a
trip to the Superbowl.

Proximity has a big effect on the popularity 
of sports. For example, if Seattle is in the Super-
bowl, there will be more interest in Vancouver.
Regardless of who is playing, Malone’s will be 
offering food and drink specials on game day,
and, of course, showing the game.

“We certainly get our share of the sports fans,”
Yehia says, but he adds that many non-sports
themed restaurants also see a bump in business
when they show sporting events.

Canucks tickets, as well as food and drink
specials on game nights. But the other
issue is that in most of Canada, there is 
really only one game: hockey.

“Unlike America which has got four or
five sports that they can actually rely on 
people to follow, in Canada there’s only 
one sport,”  Yehia says, adding that the NHL
lockout has had a serious effect on business
for more traditional sports bars in BC.

During the hockey interruption, Malone's
found other ways to fill the bar.

“We’re doing a lot of themes, trivia, karaoke,
games to fill in some programming in the
evening, and live entertainment,” Yehia says. 
Offering pay-per-view sports such as Ultimate
Fighting Championship (UFC) is another option.

“UFC used to be a lot more appealing 
until they started charging astronomical fees 
to show it in licensed premises,” Yehia says. 

So what’s really the difference between a sports bar and a restaurant?
“Just the spelling,” Yehia jokes.
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staying to watch a game and have a few drinks after. The idea is to keep
check totals as well as patron volume up.

At one Alberta-based chain they still offer the standards like wings and
nachos that customers from Atlantic to Pacific have come to expect when
they sit for a beer or two. However, they also feature a wealth of other
items that hit a lot of trend buttons. For example, they offer lighter wraps
and bison burgers as well as ethnic spins with Pad Thai and Butter Chicken
big sellers on the mains section. 

When it comes to strength of the food menu over the beverage 
selection it depends where the location is situated. For example, one
multi-unit operator remarks that their suburban locations see food taking
about 60 per cent of sales. In a downtown setting the same marquee 
enjoys sales where beverages hold a 60 share of the revenue pie. 

Operators really need to establish a best-of-all-worlds menuing where
appetizers are many and varied and mains are surprising. In Victoria a lead-
ing operator has predicated the menu on locally sourced comfort fare. On
the apps list patrons really go for Mac & Beer Cheese as well as Tuna Tacos.
On the list of entrées there is a group of ten selections that range from a
Vegetable Tagine to a Beer Braised Beef. Locations are often standing room
only with guests waiting patiently amid Victoria drizzle to take a table. 

Even establishments that have small kitchens 
or have space considerations can get more

competitive with small footprint vent-less
fryers. These pieces of equipment (some
are as small as 17 inches) can sit bartop
where servers or bartenders can easily
whip up orders of everything from 

perogies to chicken wings to calamari 
to stuffed jalapenos. With this type of 

equipment operators can pick from the plethora
of frozen items currently available or make unique 

items that can be individually frozen for staff to toss into the fryer at a
later point during service. These could include dishes like a beef stuffed
ravioli, breaded cheese sticks or mushrooms, or salmon burgers. Even 
cabbage rolls can be cooked in these devices. The secret is to pre-portion
and make things as easy for table and bar staff as possible remembering
that many servers have little if any culinary experience.  

Pizza is another way to get creative in a small space. Like the vent-less
fryer, small-scale electric pizza ovens allow serving staff to grab a prepared
item from the freezer and fire it in the small high heat oven. Operations
that want to add to the show can consider dough rollers to create fresh
product in plain view and up the level of food excitement.  

Want sales to battle beverage declines? Get creative and get customers
in the process. 

Whether it's pizza, deep fried jalapeño peppers, or an order of blackened
wild salmon, the fact remains that food sales deliver tasty profits. Good
grub at the pub means great sales and satisfied patrons.

A Good Bar Food Menu 
is the Answer to Declining 

Beverage Sales
No matter where you go the offer of food with a beverage is one of the

most accommodating acts of hospitality. For pub operators it is also one
of the best methods to up-sell and enhance the profit picture. Whether
it’s a simple plate of nachos, an order of spicy wings or a house special,
good grub delivers satisfaction and better check totals. In fact, thirty per
cent of a typical bar’s profits are derived from its food menu that accounts
for 10 per cent of sales. 

The simple fact is that Canadians are drinking more sensibly and society
at large has taken a hard stance on drinking and driving. To keep bars on
the right side of the balance sheet operators have sought to be proactive
with more food choices on specials and regular menus. To be sure, the
winners in the pub game today have guests coming in for dinner and
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By Kelly Putter

The technological world is a scary place for the uninitiated, but it’s clearly the
way of the future when it comes to marketing your restaurant.

While simple websites are a good start, they may be a little old school 
by now thanks to mobile technology, which has spawned the latest trend in
marketing. Known as mobile marketing, it’s the newest way to promote 
your business to consumers who use mobile devices such as cell phones, 
smartphones and tablets.

As of 2011, 75 per cent of the Canadian population — or more than 26 million
people — owned a wireless device. And that number is expected to climb. It’s
said over 80 per cent of the population has their cell phone within three feet 
of them at all times. Canadians send 100 million text messages per day. The
number of searches done on mobile devices has grown by leaps and bounds
and 30 per cent of those searches are for – you guessed it – restaurants.

Mobile marketing is ideal for restaurant owners and operators, who, in an 
effort to capture this growing market share, need to communicate

with hungry, on-the-go commuters. According to Nat 
Green, who runs Rev Mobile Marketing in Vancouver, the

restaurant industry is leading all others when it comes
to using mobile marketing.

Green recommends a three-pronged approach
for restaurants wanting to maximize their mobile
marketing. It combines a user-friendly mobile
website, a smartphone application and text-

message marketing.

Text-message marketing is an extremely powerful
tool that is superior to email in large part because 97

per cent of text messages are read within minutes of being
received. Emails pale by comparison.

Let’s say you’re having a slow Tuesday so an hour before lunch or dinner you
decide to send out a text message announcing an awesome lunch or dinner
special. “It can drive traffic very quickly,” says Green. “It can fill up your restaurant
just like that.”

Text-message marketing can also help you track the success or failure of your
marketing venues and campaigns.

Adding a smartphone app to your mobile marketing line-up is a clever 
approach for a few reasons, says Green.  An app is like a mini portable website
that lets users get directions to your restaurant, read menus, place an order and
send messages notifying you of specials, events and other offerings. Finally, 
if you’re looking to add a little cachet to your restaurant or foodservice 
establishment an app may do it.

“As corny as this sounds, you
get a bit of bragging rights,” says
Green. “There’s a high perceived value with an app.’

To truly capture customers’ attention with your restaurant’s website any 
old website will not do. Mobile users need to be directed to a mobile-friendly
website. The reason for this is because if you’re reading a regular website on 
a smartphone it’s likely slow, cumbersome to navigate, with too-small text, 
buttons and links that make the experience a frustrating all-thumbs’ exercise.

Mobile sites are designed for the small screen, with the needs of mobile users
in mind. A mobile-friendly site can help your business connect with customers
and increase sales, but a bad mobile experience can drive your customers to
your competition.

Given our love of wireless technology, it’s likely that more and more people
will turn to mobile devices  to learn about restaurants. Don’t overlook this 
important and growing market.

ThinkMobile
When Marketing
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By Kelly Putter

New Year’s resolutions can be as scary as those 
polar bear plunges certain brave souls take on January
1st. So instead of making pointless pledges and 
half-hearted promises, why not tackle something 
that really counts.

Your restaurant would be a good place to start.
Think about how many times you’ve told yourself, ‘I’m
going to get to that...next week, next month, next year.
The new year is the perfect time to reflect on your 
business and to zero in on what was profitable and 
enjoyable. It’s also a time to think about things that 
set you back and practices you may want to discard.

“The new year is a great time to stand in front of a
mirror and have a close look at your restaurant,” says
Bruce Dimytosh, President of Prism Hospitality in
Toronto. “Think about, ‘what was it I intended when I
started the restaurant? What was the appeal and what
was the service and offering going to look like?’ Take
all those components and evaluate how am I doing.”

Engage Staff — Whether or not they know it, your
servers are really salespersons. They’re the first point of
contact for most guests so they’re often ambassadors
of your establishment as well. That’s a pretty weighty
load so they need some heavy-duty ammo. Train your
staff well. Make sure they know the menu inside-out.
Have regular tastings. Keep them updated on new
items or specials. Teach them to sell and to up-sell.
Offer incentives for top sellers. Hold monthly meetings
to discuss results, successes and failures. Cross-train
them to learn other jobs within your establishment.

Hire wait staff who truly love working with the public. While these require-
ments may be a tall order, know that hiring and training the right staff 
will reflect positively on your bottom line.

Know & Love Thy Customer — If you’ve got regular customers, 
Dimytosh says, your staff should know their favourite menu items, where
they like to sit and their name. The trick is to treat them like the special
guests they are and really cater to their needs.

“Being able to read your customer is key,” he says. “Are they ready to
order or ready for their bill? You’re in the middle of a meeting and Sally
comes up and announces the specials -- that’s not connecting with the
customers. This becomes more important as you move up from quick-
service restaurants to fast casual to fine dining.
You need to be able to read that table and
know what’s going on.”

With social media, word travels at the
speed of light so criticism of a bad meal or
lousy service can be broadcast before the
bill’s been paid. Know that and train your
staff to handle difficult situations.  

Zero in on Costs — Are you doing regular 
inventory counts and monitoring your costs? 
Probably not, says David Hopkins, President of The 
Fifteen Group, a hospitality consulting company with
offices in Toronto and Vancouver.

“I would estimate that probably
80 per cent of independent restau-
rants don’t do inventory counts,”
says Hopkins. “It’s a pain to do. 
It takes discipline and structure.”

“As prices and commodities
change, knowing your food cost is 
critical. Start by knowing your stars
from your dogs”, says Dimytosh. How
profitable is the item? How popular?
Once this information is known then you
can begin to look at other aspects of your
business that – in one way or another – either
increase sales or decrease costs.

“Until you run the numbers, that’s what 
is going to tell you whether you have a 
successful restaurant,” says Dimytosh. 

Tackle These Business
Resolutions to Make

2013 Unforgettable
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Make It Sparkle — Your restaurant should be a home away from
home. Make it as pretty as you can afford to, but at the very least, ensure
that it’s clean and free of wear-and-tear. Holes in the upholstery, scratches
on the plates and worn carpeting don’t exactly instill customers with 
confidence in your operation. If there is a cleanliness issue either at the
table, in the restrooms or other public areas, see to it that it’s addressed
immediately. Are your menu boards crisp and clear? Do you need to clean
your awnings? Can customers read the name of your restaurant or is it
concealed with dirt? Slower periods like January and February are a great
time to add some spit and polish.

Don’t Fall into the Menu Trap — Changing a menu is hard work 
and that’s why many operators get complacent and rarely change their
offering, says Hopkins.

“Doing so comes down to effort,” he says. “It’s not like a hardware store

where it’s easy to figure out how
much a hammer costs. With a
cheeseburger, for example, it’s
much more complicated.

Owners and operators need
to know how much they’re selling of each item, and how profitable each
menu item is, what trends are occurring in the marketplace and exactly
who their target market is.

To Market We Go — For some, marketing can be a dirty word. And
while there’s plenty said about its effectiveness, putting your best foot 
forward certainly can’t hurt your reputation. Try to set aside time each
week to concentrate on marketing activities. Start building a database of
your customers. Doing so allows you to send targeted marketing via email,
text, phone or snail mail. Get a website if you don’t have one. Look to social
media sites such as Facebook and Twitter to advertise your offering.

Arrange special promotions that might include a Sunday brunch, a 
buffet night or a theme night with musical performers. Or how about 
creating a truly unique and delicious dessert or signature dish as a 
possible marketing strategy?  Really, when it comes to marketing your
restaurant, the world is your oyster.

Unfortunately, restaurants have gotten a bad rap over the years, says
Hopkins, adding that the industry is in actual fact a pretty good one to
venture in.

“Usually restaurants are failing because things
aren’t being done properly — whether the menu

isn’t engineered properly and whether they’re not
training staff or not monitoring costs controls,” he
says. “But the industry is not that bad at all if you
do things as you should do them — and you can

actually make some good money at it too.”
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By Michelle Ponto

Your grills, fryers and broilers rank as
some of the most important pieces of
equipment in your kitchen.  Keeping
them in tip-top shape can not only help
keep your food tasting fresh, but proper
maintenance can keep them working
more efficiently.

Tips for Griddle Maintenance

Most griddles are made of flat steel or
chromium-coated steel with either a
grooved or smooth surface.  Before using
your griddle, make sure you season the
surface by preheating it to 300°F (150°C)
and wiping on a thin coating of unsalted
shortening with a clean, dry cloth. Let the
shortening stand for two minutes and 
repeat until surface is slick.

When using the griddle, wipe 
frequently with grease absorbent cloth
and use a spatula or metal scraper to keep
surface free of food particles.  To clean the
grill, cool and scrape the surface with a
stiff spatula and wash the trays.   Some
griddle plates can be cleaned with an
abrasive griddle brick or screen, but newer
griddle surfaces should be cleaned with 
a brush, griddle cleaner or water to 
avoid scratching. 

Tackling the Broiler

Maintaining your broiler begins by
emptying the grease pan and thoroughly
washing and drying it.  Then you should
remove the grids and scrub them with a

fryer and the oil used in the fryer.  To care

for the fryer, clean the element whenever

the oil is filtered or changed and clean 

the fry baskets at the end of each day.   An

intense cleaning (also known as a boil

out) should be done every 3 to 6 months

and includes draining the old fryer oil, 

filling the vat with water and a cleaning

solution, and scrubbing it with a soft-bris-

tled brush. Drain the solution and rinse

thoroughly before refilling it with new oil.

The oil also plays a role in maintaining

your fryer. The best way to prolong the life

of your oil is to filter it at least once or

twice a day.  It is important to stay within

recommended cooking temperatures. If

you go above that range, the oil can burn

and cause unpleasant tastes in the food.  

Companies such as Organic Resource

Management Inc., are available to help

you dispose of your grease in an environ-

mentally-friendly way.  They process your

old oil and recycle it into various products

including agricultural soil conditioners.

Once a grease trap is installed, regularly

scheduled pickups make it easy for food

operators to maintain and dispose of 

their oil. 

Following these tips can help keep

your kitchen running smoothly and keep

the quality of your fried, grilled or broiled

foods consistent.

soft wire brush in detergent and water.  If your broiler
has a stainless steel finish, rinse it with a solution of 
1/4 cup vinegar to 1 quart of water.

To keep your broiler lasting longer, turn the flame 
low between broiling jobs and turn it off during slow
periods.  If you have multiple burners in your broiler, use
just a part of them to save gas during slow times.

Proper Deep Fryer Cleaning and Maintenance

Maintaining your deep fryer involves caring for the
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The 
Flavour of 

Canada

“The Five Fishermen 

offers two distinct dining

experiences under one

historical roof”

Jeffrey McInnis, Executive Chef 
Five Fishermen Restaurant & Grill  

Halifax, NS
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Housed in a historic building with ties to 
the Titanic and the Halifax Explosion, The Five
Fishermen Restaurant & Grill has been the 

premier seafood restaurant in Halifax for more
than 37 years. 

Built in 1817, the building has a rich history
and served many purposes before becoming a
restaurant. Even now, The Five Fishermen offers
two distinct dining atmospheres: the Restaurant
offers a fine dining experience in a traditional 
environment with premiere offerings from the
land and sea, and the Grill is contemporary with
a more casual feel – the perfect spot for either
small bites and a glass of wine, or a full meal. 
Upstairs, the atmosphere reflects the historical
building, with rich, dark wood creating a strong
nautical feel. The Grill is more modern with a 
relaxed, casual atmosphere.

The Grill is open all day in the summer (it
opens at 4:00 pm in the winter), and caters to
business people and local clientele, as well as
tourists. The Restaurant prepares dinner only,
serving business people and local clientele 
as well as tourists, for everyday dining and 
special occasions. 

The business is privately-owned with two full-
functioning kitchens and an assembly kitchen.  

Location is key to The Five Fishermen’s success.
It’s centrally located in the heart of downtown
Halifax, close to all convention centres, hotels and
key attractions in the city. 

Seafood is the main theme of the menu in 

the Restaurant. The favourites are the 1 ½ pound
lobster and the signature dish, the Five Fish, 
with four selections of seafood on top of the 
fifth fish, lobster risotto. The Grill features an 
innovative approach to seafood dining with
items such as fish tacos and a seafood omelet.

The Grill has Oyster Happy Hour from 4-6 pm
daily, featuring a selection of Atlantic Canadian
oysters. The Restaurant has two private rooms
that can accommodate special events such as
weddings and business meetings.

Jeff McInnis, photo by Kim Chiasson
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His inspiration to create in the kitchen comes from the seasons, 
local farms and ingredients, and the act of pushing the envelope to do
something different. McInnis says that chefs need new challenges to 
push and develop their own skills, and are driven to create something
completely new for the customers.

At The Five Fishermen, the executive chef oversees the operations of
three kitchens and leads the culinary team that creates menu items 
for the Restaurant and the Grill. He is also responsible for training, 
quality control, inventory control, ordering and marketing through chef
demonstrations and trade shows.

The Five Fishermen has been using Sysco as their main supplier for the
past four years. They rely on Sysco for the quality of the products and the
consistent level of service from the sales representatives.

In the future, The Five Fishermen plans to continue building on its own
history as a seafood destination and to continue to provide its customers
the best dining experience possible in both the Restaurant and the Grill.

All other photos by Timothy Richards

For the 100th anniversary of the Titanic, The Five Fishermen created 
a prix fixe menu inspired by the food served in that era. Recreating the 
Titanic menu was an interesting challenge for Executive Chef Jeffrey 
McInnis, delivering historical dishes that are palatable to today’s tastes.

McInnis has been with The Five Fishermen since 2011. He has worked
in Quebec, Manitoba and Ontario. He spent four years at Fox Harb’r Golf
Resort and Spa, cooking for ex-presidents and sports celebrities, and 
recently represented Nova Scotia in the Canadian Chef Conference.

McInnis has had a passion for cooking since childhood. He started 
baking with his grandmother at the age of eight. His fond memories 
include baking double chocolate fudge cake with butterscotch icing 
and peanut butter cookies with her.

Halibut, Atlantic salmon, seared colossal scallops and shrimp,
served with an asparagus, champagne and lobster risotto,

vanilla scented braised fennel and lemon butter cream.
Prepare risotto for the dish using your own preferred
method.  We use lobster stock and finish with champagne
and blanched asparagus.
Select a variety of seafood and sear it in olive oil.  We use
halibut, Atlantic salmon, colossal scallops and shrimp.
Drizzle with lemon butter cream sauce (see recipe below).
Finish with vegetable of your choice.  We pair ours with 
fennel braised in vanilla-scented oil.

Lemon Butter Cream Sauce
INGREDIENTS                          METRIC IMPERIAL
White Wine                                 125mL ½ cup 
Shallots                                           2 ea 2 ea 
Zest and Juice Lemons                        3 3
Unsalted Butter                               1 kg 2 lbs
Whipping Cream                               2 L 8 cups
Corn Starch                                   225 g 1 cup 
Water                                         125 mL ½ cup
Salt and Pepper                         To taste To taste

Method
Fine dice shallots
Reduce white wine with chopped shallots, lemon juice and zest
Cube butter and slowly add while mixing
Whip in cream
Bring to a simmer
Make slurry with cornstarch and water
Whisk into cream mixture
Continue to simmer until thickened
Season to taste with salt and pepper

The Five Fishermen Restaurant & Grill
Signature Dish: The Five Fish 
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Written by Megan Fleming, 
Sysco Marketing Coordinator

From the beautiful rocky landscape of the
Northwest Territories to Saskatchewan’s shining
gold plains, Nova Hotels offers comfort and 
relaxation to the weary Canadian traveller. The 
entire Nova team focuses on offering exceptional
service and presenting the ideal home-away-from-

Mrdjenovich brought with him passion, 
excitement, and barely a dime to his name. Over-
coming the language barrier, and other struggles
associated with moving to a foreign country, he
immediately set to advancing his education and
gained a position in the trades as an electrician in
Edmonton, Alberta. Mike eventually started his
own construction company and over the last 
40 years he has built an assortment of offices,
multi-residential units, and, of course, hotels. 
Nova Hotels was his first endeavour in the accom-
modations management sector and it has 
proven to be a remarkable success story. The 
Mrdjenovichs own and run this top-notch hotel
chain and have put their stamp on Nova Hotels’ 
exclusive family-oriented style of service.

With eight locations throughout Alberta, and
three others in the Northwest Territories and
Saskatchewan, Nova Hotels covers a long list 
of destination hotspots and each is chock-full 
of amenities. The modern touches, laid-back 

The 
Flavour of 

Canada
Elise Coppens, Marketing Manager

Nova Hotels
Edmonton, AB

“Aviators Restaurant 
& Lounge, the new

Bonaventure Restaurant 
& Lounge, and Comp 9 
epitomize what quality 

dining is truly about: 
unforgettable fare 

and amazing 
customer service.”

large event in the conference rooms, or enjoy fresh
fare in the variety of restaurant options. 

Bringing flavour to the spotlight, the culinary
teams at three of the Nova locations strive for the
very best in culinary selections. Aviators Restaurant
& Lounge, the new Bonaventure Restaurant &
Lounge, and Comp 9 epitomize what quality 
dining is truly about: unforgettable fare and 
amazing customer service. Each executive chef at
these three restaurants incorporates his own
unique technique, and Executive Chef Ibro 
Vejzovic of the Fort McMurray restaurant Comp 9
is no exception. Chef Ibro has been with the
Chateau Nova Fort McMurray since it opened in
2010 and was previously with the Saskatchewan
location for several years. After gaining a culinary
education in his homeland of Yugoslavia, Chef Ibro
worked throughout Germany and Africa. His later
work experiences included several positions in
Canada where he acted as executive chef for both
W3 and the Toronto Congress Centre for ten years.

home experience for each and every guest. This
successful customer-driven approach is all thanks
to the ownership’s dedication to making guests
feel like one of the family. Complete with buffet 
offerings that represent a variety of cultural
flavours, Nova Hotels is sure to become a favourite
stop whether for business or vacation travel.

Moving to Canada in 1968, Serbian native Mike

ambience, and professional staff create the 
perfect lodging package. Whether it’s the banquet 
facilities in Fort McMurray or the brand new 
restaurant at Edmonton’s Yellowhead Trail location,
Nova Hotels offers the same quality of service
across the board and guests have come to 
appreciate this consistency. Visitors can get 
comfortable in the top-of-the-line bedroom suites,
relax in the pool or hot tub amenities, plan a 
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INGREDIENTS                          METRIC IMPERIAL
Lamb Rack                                    8 ribs 8 ribs
Fresh Rosemary, chopped        1.25 mL ¼ tsp               
Fresh Thyme, chopped             1.25 mL ¼ tsp
Kosher Salt                               1.25 mL ¼ tsp
Fresh Black Pepper, ground      1.25 mL ¼ tsp
Extra Virgin Olive Oil                  125 mL ½ Cup
Garlic, minced                          5 Cloves 5 Cloves               
Demi Glaze                                 125 mL ½ Cup               
Red Wine                                     30 mL 2 Tbsp
Dijon Mustard                           1.25 mL ¼ tsp               
Cumin                                         to taste to taste
Method

Mix rosemary, thyme, salt, pepper, half of the minced garlic, 
and olive oil together to make a marinade. 
Place rack of lamb in a deep casserole dish and pour the 
marinade, leave overnight. Scrape extra herbs off of lamb, 
place lamb in heated frying pan for one minute on each side. 
Transfer to oven and bake for 15 minutes at 4500F. 
While lamb is cooking, mix demi glaze with red wine, mustard,
cumin, and other half of minced garlic. Bring to a boil. 
Serve over the cooked lamb and add a side of veggies and
mashed potatoes.

*Photo also features Comp 9’s Escargots’ a la Monaco dish

New Zealand 
French Rack of Lamb

With the Nova team constantly striving to offer the best service and 
the most familiar environment, guests will feel immediately at home in 
this established lodging treasure. Nova Hotels’ courteous service staff, 
first-rate facilities, and homemade fare are sure to leave guests with 
lasting memories.

Chef Ibro’s decades of experience, paired with his inspiring talent, have 
made him the perfect culinary master in Comp 9’s kitchen and the hotel’s
banquet facilities. 

Nova Hotels has been partnered with Sysco Edmonton for over twenty
years. The Nova Hotels team asserts that their Sysco Marketing Associates
are always “very professional” and make the working relationship a “very 
good experience.” Nova Hotels recognizes Sysco as the “leading business”
supplier in the industry and appreciates the many value-added benefits 
that the company offers. Marketing Manager Elise Coppens echoes this 
sentiment: “Sysco is a pioneer in [the] industry, they have offered a wonderful
support system to our company and have been supportive of our growth.”  

Looking towards the future, the Nova Hotels team is full of drive and 
excitement. Recently expanding in Edmonton with the newest Chateau
Nova Yellowhead facility in August of last year, the company now focuses on
establishing their current list of locations and growing their guest following.
Expansion is still always a constant in the accommodations industry; 
therefore, Nova Hotels continues to plan for the years ahead to keep in line
with their long-term vision of growth.  
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Dave Currie

Dave Currie
Executive Chef of 

Pan Pacific Whistler Hotels

then had an opportunity to be more creative in a
kitchen role. I welcomed this role and after 28 years
have not looked back.

What’s your favourite cookbook?

I have many but this week it would be, The Four
Seasons Cookbook by Charlotte Adams.

What’s your best cooking tip?

We put a lot of effort into making our products
from scratch. Try to keep as authentic as possible. 
We run an Irish pub that makes Irish potato cakes,
soda breads, house jams, stews, soups, dressings, 
etc. This effort has always been highly recognized 
by our guests.

Do you have a favourite kitchen 
disaster story to share?

I was the chef of a 186-foot ship that we used as a
sport fishing lodge. One day, we had to leave safe
moorage to refuel five miles away, passing through
open ocean. At the same time, I was in the middle of
preparing a hot BBQ rib and chicken lunch for 
28 guests. We hit very rough weather and my whole
galley was turned upside down, tossing chicken and
ribs lathered in BBQ sauce everywhere. We had 
to abandon the gallery and wait out the seas.

Your last meal would be...what?

I love pork and comfort food so pan-fried breaded
pork cutlets with a side pasta and honey-glazed 
carrots. I’m easy to please.

What is your favourite kitchen item 
(this could be a tool, ingredient, piece of 

equipment) and why do you like it so much?
I have a thing about small knives. Right now 

my favourite kitchen tool is my six-inch Japanese
Shun knife. 

What’s the best tip you 
would offer other chefs? 

To be open minded with new upcoming chefs and
learn to adapt to the youth of today.

What is one of the easiest things 
an operator can do to improve 

his or her establishment?
To have a good honest relationship with your 

employees and understand their needs.  

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

Extremely important as first impressions make a
huge difference. The dining experience is not just
about the food. Our expectations are always set high
for our guests so they may dine in a comfortable 
environment, making them feel like they’re at home.

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

Focus on their goals, objectives and always 
remember it’s a work in progress.

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

I’m a big fan of the Food Network, Top Chef and I
really enjoy Jamie Oliver’s creative style. I try to take a

little bit from each and shape it into what we do 
at the hotel.

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

I have many...crispy bacon, flavoured balsamic 
reduction and pastries.

What’s your favourite culinary trend, 
past or present? 

The use of demi glace, infusion and paring.

Tell us about your favourite all-time dish.
I love to create soups and my favourite would be

my Currie’s Chicken Curry Soup. A hint of spice with
creamed coconut milk.

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

I tried a few years of front-of-house serving and
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From cheesy bites to meaty 

sliders, these must have recipes

will keep you in the “game”.

Whether it be Jade Mountain

Butter Chicken Sliders, 

Perogy Clam Shells, Creamy

White Bean & Roasted 

Garlic Crostini or Asiago 

Caesar Salad Rolls.  

These appetizing and innovative

recipes are sure to satisfy.
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what’s cooking?

Jade Mountain Butter
Chicken Sliders

Courtesy of Wings Food Products
Yield: 12 Mini Sliders

INGREDIENTS                              METRIC  IMPERIAL

Chicken Thighs                                                6                      6

Mini Slider or Mini Ciabatta Buns           12                   12

Jade Mountain 
Butter Chicken Sauce                     250mL             1 cup

Canola Oil                                                 20 mL           2 Tbsp

Salt and Pepper to taste                                                          

METHOD

• Preheat oven to 425oF / 220oC.

• Wash and pat dry chicken thighs.  Place the thighs on a
baking sheet lined with parchment paper, drizzle the
canola oil over them, and season with salt and pepper.
Work the chicken thighs around ensuring equal coating 
of oil salt and pepper.  Lay them out skin side up ensuring
that there is at least an inch (2.5cm) between them.

• Bake for 35 minutes (until the juices run clear and the 
internal temp is 165oF / 74oC), allow the chicken to cool
slightly, then remove /discard the skin, and pull the flesh
from the bone using a fork and place in bowl.

• Heat Jade Mountain Butter Chicken Sauce in a pot, when
warm add to bowl containing the chicken thigh meat, 
and place on warmed buns.

• Serve with fries, coleslaw, or on its own.

Courtesy of Heritage Frozen Foods

INGREDIENTS

CHEEMO Perogies – any size, any flavour

Optional fillings:
• Baked potato skin (green onion, bacon, grated mozzarella

and cheddar cheese).

• Blue cheese with chopped walnuts.

• Goat cheese with chopped almonds and Craisins.

• Cranberry sauce.

• Corned beef and sauerkraut, mozzarella, green onions. 

• Goat cheese, cranberry sauce and maple syrup.                      

METHOD

• Defrost the desired amount of CHEEMO Perogies. 

• Pre-heat oven to  450oF/230oC.

• Slit an opening across the upper portion of the 
rounded part of the perogy – creating a side pocket. 

• Insert  1/2  -1 tsp or less of filling and place on a cookie
sheet – parchment paper is optional.

• Place cookie sheet with the perogies into the pre-heated
oven and bake for 10-12 minutes – larger perogies may
take up to 15 minutes, to a desired brownness.

• Remove from oven and arrange on a serving plate or 
tray – dipping sauces are optional.

Perogy 
Clam Shells
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Courtesy of Kraft Foodservice
Yield:  50 servings, 2 crostini (80 g) each

INGREDIENTS                              METRIC  IMPERIAL

Creamy White Bean & Roasted Garlic Spread:                                          

Garlic Cloves                                                             300 mL             1-1/4 cups
Olive Oil                                                                       12 mL                2-1/2 tsp
Canned White Kidney Beans, rinsed                   1.25 L                     5 cups 
Philadelphia Light Cream Cheese Spread     625 mL             2-1/2 cups
Cracked Black Pepper                                                 6 mL                1-1/4 tsp
Smoky Tomato Jam:                                                                                                  

Olive Oil                                                                         12 mL                2-1/2 tsp
Red Onions, fine diced                                          300 mL             1-1/4 cups 
Garlic, minced                                                             12 mL                2-1/2 tsp 
Grape Tomatoes, cut in half                                 925 mL             3-3/4 cups 
Bull’s-Eye Bold Original Barbecue Sauce        220 mL     3/4 cup + 3 Tbsp 
Kraft Extra Virgin Olive Oil 

Aged Balsamic Vinaigrette                                  75 mL                   1/3 cup 
Cracked Black Pepper                                                 6 mL                1-1/4 tsp 
Whole Wheat Baguettes (17 inch)                      5 each                     5 each
Fresh Basil, chiffonade                                          220 mL     3/4 cup + 3 Tbsp

METHOD
• Creamy White Bean & Roasted Garlic Spread: Toss garlic with oil; place on

sheet of foil. Fold to make packet. Bake in 350ºF/180ºC standard oven 30 min.
or until tender. Remove garlic from foil; mash garlic. Cool.

• Use pulsing action to process beans in food processor until smooth. Add
cream cheese spread, garlic and pepper; process until smooth. Refrigerate
until ready to use.

• Smoky Tomato Jam: Heat oil in skillet on medium-low heat. Add onions and
garlic; cook 5 to 10 min. or until tender. Add remaining ingredients; mix well.
Bring to boil on medium-high heat; simmer on medium-low heat 20 min.,
stirring occasionally. Transfer to clean bowl. Refrigerate until ready to use.

• For each serving: Grill 2 baguette slices until lightly toasted. Spread each slice
with 1 Tbsp. (15 mL) Creamy White Bean & Roasted Garlic Spread; top with 
1-1/2 tsp. (7 mL) Smoky Tomato Jam and a pinch (0.3 g) of basil.

Courtesy of Kraft Foodservice
Yield:  48 servings, 1 roll (70g) each

INGREDIENTS                            METRIC    IMPERIAL

Large Rice Paper Sheets 
(square or round)                             450 g     48 each

Hearts of Romaine Lettuce           1050 g       2 lb + 4 oz 

Prosciutto, thinly sliced                    450 g           48 slices

Pure Kraft Refrigerated 
Asiago Caesar Dressing              375 mL        1-1/2 cup

Caesar Croutons                                  680 g        1 lb + 8oz

METHOD

• For each serving: Place moistened towel, slightly larger
than rice paper, on work surface. (Note: If rice paper is
square, place on towel so corner of paper is at bottom
edge of towel.) Brush or spray paper with warm water; 
let stand until softened enough to easily roll up. 

• Place 1 prosciutto slice on centre of paper; top with 
20 g romaine, trimmed to fit paper. Drizzle with 1/2 Tbsp.
(7 mL) dressing; top with 3 Tbsp. (45 mL) croutons. 

• Roll up tightly, tucking in edges of rice paper as you roll
to completely enclose filling; cut diagonally in half. 

Asiago Caesar 
Salad Rolls

Creamy White Bean &
Roasted Garlic Crostini

WITH SMOKY TOMATO JAM
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