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... is one of the most important 

issues facing society today.  

That’s why choosing the right foodservice company

is so critical.  Our product standards are

consistently higher than any other foodservice

provider.  In many cases, they exceed standards 

set by the Provincial and Federal Governments.  

We never take food safety for granted.  At SYSCO,

we consistently strive to ensure that the food

products we deliver are:

Safe

Wholesome

Consistent

FoodSafety

We earn your confidence every day.



The SYSCO 
Quality Assurance Team

People Making Products Safe
Keeping food products safe is never an easy job. The weather, spoilage bacteria and product
security are just a few of the concerns that have the potential to threaten the food supply that
is so crucial to the health and well-being of consumers.   It takes the right people to make sure
that the food products we sell are fresh and wholesome. People who are professionally
trained; people with the experience to do the job right.  Our Quality Assurance people make
our technical effort unique.

The Best Quality in the Quality Business
Our elite team of SYSCO QA Specialists are located across North America, and often travel
to foreign countries to inspect products at the country of origin. 

•  Over 180 SYSCO Quality Assurance Specialists
•  Maintain safety standards for over 50,000 SYSCO Brand products
•  Work closely with product suppliers to ensure compliance to food safety 

requirements and initiatives

Trust and Verify
SYSCO’s products are only as good as the suppliers we select to make them. Before any 
company can produce SYSCO Brand products, they first must pass a rigorous inspection
process. If a plant does not pass the initial inspection, a second or third visit is required until
all requirements meet compliance.  We ensure that the following procedures are followed:

•  Good Manufacturing Practices (GMP) •  Food security
•  Hazard Analysis Critical Control Points (HACCP) •  Allergen control
•  Metal detection/prevention •  Product traceability
•  Strict pest control •  Animal welfare initiatives
•  Good Agricultural Practices (GAP)

Plan of Action
Nobody wants to experience a situation where a product is contaminated or unintentionally
compromised. But in the real world, real things do happen. That’s why our Quality Assurance
team has a detailed plan of action for product recalls. In addition, we require that our 
suppliers meet our tough standards for food security.  Access to processing facilities is 
strictly controlled and monitored to minimize the risk of tampering. Criteria include:

•  Thorough recall plans •  Formal recall communication programs
•  Comprehensive security procedures •  Documented crisis management programs
•  Detailed record-keeping and tracking

Step Into Our Laboratory
Across the globe, SYSCO inspects over 800 suppliers and almost 2000 food processing 
facilities. To maintain the same levels of thorough evaluation, we have partnered with special
laboratories with state-of-the-art equipment. These laboratories search for:

•  Pathogens such as Salmonella, E. coli, and others •  Food allergens
•  Pesticide residues •  Product authenticity
•  Foreign contamination

The Quest 
for Quality

Our job is never finished. We just

find ways to do it better. SYSCO

will continue to challenge its

suppliers with new ideas. We are

committed to using the best

technology, not just the “latest

and greatest.” We share

information with our suppliers

and customers to make Quality

Assurance a truly interactive

relationship. But most of all, the

men and women of our Quality

Assurance team never take the

easy road. Because at SYSCO,

it’s our people that make our

products safe.

For more information, contact

your local SYSCO Foodservice

Distributor and look for us on the

Internet at: 

www.sysco.ca

DISTRIBUTED BY 
SYSCO CORPORATION, 

TORONTO, ONTARIO  
M9B 6C7   

©2005



How long have you been using SYSCO
Classic Breaded Coconut Shrimp?

I just started experimenting with this
product a few months ago after
Dorothy showed it to me in the SYSCO
product book. Not only has it filled my
need for a new appetizer but I also
incorporated it into our seafood trio
entrée with breaded oysters, snapper
and a sweet and sour sauce. For the
appetizer, I serve four of them on a disk
of goat cheese and polenta with a touch
of jalapeño and peach salsa. Though it
is deep fried, the product holds its
flavour well. The customer response has
been excellent.

Why Breaded Coconut Shrimp?
It’s new to our marketplace on

Vancouver Island. Currently it is more
popular on the east coast. There are so
many options when using this product:
Japanese inspired dishes, on top of
salads, as a really nice garnish or even
served with chicken. It’s different, has
an extremely fast cooking time as well

as great plate presentation. The tasty
flavour and crunch makes it really
delicious. It also fills the need for a
lighter, healthier option rather than a
heavily breaded appetizer.

Who is your target market?
Our customers are a mix of everyone

from older folks to young people and
families with kids. I wanted something
that might appeal more to ladies;
something that might be on the lighter
side but still with good flavour. This
product appeals to a lot of people
because it offers a unique taste without
being too unfamiliar.

Does the improved packaging 
make a difference?

The layered packaging makes using
this product very convenient. There is
never breakage and the shrimp do not
lose their coconut breading. The
perforated cardboard keeps each
shrimp in place and intact.

Are you happy with this new 
SYSCO Brand product you were
introduced to?

Absolutely. I have been dealing with
SYSCO North Douglas for a long time
and am consistently impressed with 
the innovative ideas that make sense 
to me as well as please my customers.
SYSCO Classic Breaded Coconut
Shrimp is a well-priced product with
great eye appeal! 
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SYSCO Classic 
Breaded Coconut Shrimp

An Interview with Chef Jamie Martineau, 
Weinlager and Amici Caffe

by Sarah Phillips

You Said It

Jamie Martineau, Chef, Weinlager and Amici
Caffe; Dorothy Jeffrey, Marketing Associate,
SYSCO North Douglas.

Chef Martineau’s 
SYSCO Classic Breaded Shrimp appetizer.

Weinlager and Amici Caffe is a
busy restaurant conveniently
attached to the Great Canadian
Casino in View Royal, BC. Chef
Jamie Martineau tempts guests
with West Coast Canadian cuisine
with Italian flair. He also enjoys
creating new dishes and is always
being introduced to new products
by Dorothy Jeffrey, his SYSCO
North Douglas Marketing
Associate. Recently he was looking
for a new appetizer and SYSCO
Classic Breaded Coconut Shrimp
was the perfect fit. 



SYSCO offers a wide variety of breaded shrimp products that 
never fail to deliver on great taste and quality. The delicious
crunchy breading and golden colour provides an appetizing
‘made-from-scratch’ appearance and excellent plate presentation.

They are quick, easy and profitable to prepare, regardless of the
size of your kitchen or your type of operation. In minutes, you
can serve up a mouthwatering shrimp appetizer or main dish
entrée that adds to customer satisfaction and your bottom line. 

• Classic Gold Pack Breaded
Dinner Shrimp

• Classic Oriental Dinner Shrimp
• Classic Specialty Breaded

Coconut Shrimp
• Classic Specialty Battered Shrimp
• Classic Specialty Breaded

Popcorn Shrimp
• Classic Breaded Pouch Pack

Basket Style Shrimp
• Reliance Heavily Breaded Shrimp



by Patricia Nicholson

T he proper handling of customers’ personal
information has always been good business. New
privacy legislation now makes it required practice.

The federal Personal Information Protection and
Electronic Documents Act (PIPEDA) was intended to
balance the needs of businesses to collect and use
personal information, with the rights of an individual 
to maintain their privacy with respect to their personal
information. Although the act came into effect a year 
ago, the Canadian Marketing Association (CMA) has 
advocated permission-based marketing and respect 
for customer privacy for the past decade.

“It really separates reputable organizations from 
those that aren’t,” says Ed Cartwright, Director of
Communications for the CMA. “It demonstrates to the
consumer that you, as a marketer or as a restaurant
operator, value and also recognize the need for 
consumer consent, and the importance of protecting 
an individual’s privacy.”

British Columbia, Quebec and Alberta have provincial
privacy legislation, says Janina M. Kon, professor at the
School of Business at University of British Columbia,
and President of Streamline Counsel Inc., a legal firm
specializing in privacy compliance, training, and policy
development. All other regions are covered by PIPEDA.
While there are some differences in the provincial and
federal laws, Kon says some concepts – such as the
definition of personal information – are common 
across the legislation.

“People think it has to be something highly confidential
like medical information or a Visa card,” she says. 
“It includes a much wider scope than that, which is
essentially any information that can be identified to 
an individual.”

Names and addresses that are available in a public
registry, such as a telephone book, are not classified as
personal information, Cartwright says.

“If you’re asking them about their eating habits, where
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Privacy
Pays

they shop, what their likes and dislikes are . . . that’s when
it becomes personal information that’s identifiable,”
he explains. 

Use of that information – for secondary marketing,
for example – without consent would violate privacy
legislation. However, aggregate information that cannot 
be linked back to individuals does not fall under 
the legislation.

“We’re talking about information that would identify
the individual and may be used for secondary marketing,”
Cartwright says. “If there’s personal information that’s
being transferred, they have to get the permission of that
individual to transfer that information to a third party.”

Consent

Kon says consent is one of the key principles of the
legislation. “Any business collecting personal information
must, in some form or another, obtain consent for that
collection for the use they wish to make of it and how
they wish to disclose it,” she says.

Organizations that don’t obtain consent may be found
in contravention of the federal privacy act, usually through
a complaint registered with the privacy commissioner. 
The commissioner may then issue a finding.

“Now, the finding is just that: it’s a finding from the
privacy commissioner’s office to the organization that in
fact they did not follow the letter of the law,” Cartwright
says. “But it’s not an actual criminal charge.”

Although the individual may pursue further legal
restitution, Cartwright says the danger for a restaurant
operator is public image. Media reports of a breach of
privacy law could do serious damage to a company, he
says.

Consent can be acquired in writing, verbally or 
electronically. Common methods of acquiring consent
include “opt in” and “opt out” alternatives. These allow
customers to express their agreement to the purpose for
which the information is collected (opting in), or to
express their disagreement with that purpose (opting out).



“Privacy laws now require that businesses have 
privacy policies in place, and procedures; that they are
accountable for these procedures; and that they can make
these procedures known to any members of the public
from whom they collect personal information,” Kon says.

In addition to a privacy policy, a business must also
appoint a privacy officer who is responsible for the 
organization’s compliance, Kon says. She adds that the
legislation applies to all businesses, no matter what 
their size.

Kon recommends that staff receive training in what
procedures should be followed when handling
information, including credit card numbers. She also
recommends using printed credit card receipts that do not
include full credit card numbers. Kon says she would not
be surprised if such measures became required practice. 

In fact, the Office of the Privacy Commissioner is
investigating a complaint received about credit card
receipts and the amount of personal information that 
they display, says Renee Couturier of the Office of the
Privacy Commissioner of Canada.

Businesses keeping personal information on file are
responsible for keeping it secure, and for doing due
diligence with respect to security, Kon says. Businesses 
are required to consider security practices in three areas: 

- Physical security: locking cabinets, restricted access 
to areas where personal information is stored

- Organizational security: restricting information 
on a need-to-know basis, staff training

- Technological security: passwords, firewalls,
virus protection

Information that is no longer required for the purpose
for which it was collected should be destroyed or 
rendered anonymous.

Acquiring information from other sources is another
area in which due diligence is required.

“If you are buying a mailing list from a third party, the
onus is on you to ensure that the company gathered those
names and addresses and information in accordance 
with the privacy act,” Cartwright says.

Kon points out that given high public concern about
spam, unwanted marketing, and identity theft, proper
information handling is just good business. Complying
with privacy legislation is well worth the effort. 
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ALL BUSINESSES ARE RESPONSIBLE FOR
COMPLYING WITH THESE 10 FAIR

INFORMATION PRINCIPLES: 
Be accountable
Identify the Purpose
Obtain consent
Limit your collection
Limit use, disclosure and retention
Be accurate
Use appropriate safeguards
Be open
Give individuals access
Provide recourse

For more information about how to comply with
these principles, see the Office of the Privacy
Commissioner of Canada’s guide for business at
http://www.privcom.gc.ca/information/005

This is often achieved with a check box on paper or
electronic forms, but businesses must be careful to make
sure the terms are clear.

The CMA supports positive consent, or “opt-in”
wording.

“It has to be easily recognizable,” Cartwright says. 
“It’s a simple question: would you be agreeable to this
information being shared with another organization that
can provide you with special offers that are relative to
what your interests are? Please check here.”

Cartwright adds that it’s important that it be positive
consent, rather than a negative option in which the
customer’s information will be shared unless the box 
to opt out is checked.

“It’s much more up front with consumers,” Cartwright
says of positive consent. 

Requirements

Beyond consent, the legislation has specific standards
that businesses must meet.
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Strike Up 
theBRAND

qualitysource

Q & A on Q.A.
Q: Once a product is approved as a
SYSCO Brand, what does SYSCO QA
do to ensure the product maintains
the same quality?

A: It’s our job to make sure that all
products continue to uphold SYSCO
Brand standards and specifications.
We do this by establishing a
detailed written specification for
each product and conducting
routine evaluations. Depending
upon product categories, we also
have SYSCO QA Specialists at the
supplier locations while the SYSCO
Brand product is being produced,
allowing us to oversee the
conditions under which our items
are manufactured. Finally, we
compare SYSCO Brand products to
those of our closest competitors,
making sure that we meet and
surpass industry-standard quality
levels. And since independent
foodservice operators are the 
people who use our products 
every day, we pay close attention 
to customer feedback.

That Arrezzio® pizza you’re about to prepare may look unassuming, but 
before reaching its final destination as a tasty lunch for table four, that self-rising
showstopper has endured a tough-as-nails quality assurance (QA) process that
combines precision with perfection - and allows only the best-performing
products to boast a SYSCO Brand name.

From Classic to Block & Barrel® to Jade Mountain,® each line of SYSCO Brand
products has its own measures of quality and excellence. These distinctive criteria
are determined by the brand’s pre-established standards and specifications,
which must be met by any product hoping to become a member of a SYSCO
Brand family.

The SYSCO Brand approval process begins when a supplier submits a product
sample for SYSCO Merchandisers and SYSCO QA to review - a step in which 
a supplier must include everything from the ingredient list to the way the 
product is packaged. From there, SYSCO QA evaluates up to 25 product
particulars, including:

Nutritional information Product description

Storage requirements Processing procedures

Flavour, colour and odour Preparation instructions

Handling instructions Raw materials specifications

Packaging and labeling requirements

During this stage, SYSCO QA also compares the sample with similar SYSCO
Brand products, ensuring that the new item meets the quality levels already in
place - and that it complements the line’s existing style.

Once SYSCO QA has completed its evaluation, the results are communicated
directly to the supplier, and passing products are allowed to submit packaging
artwork for approval. Then, and only then, are new products welcomed into 
a SYSCO Brand family of products - and finally ready to go from our trucks 
to your tables.

As published in SYSCO Today Magazine (U.S.), October 2004, Custom Publishing Division of the Adcetera Group
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There are plenty of profitable

ways to feed a full house

including the sublime

stylings of our Artichoke 

and Yellow Finn Soup - it’s

two soups in one bowl. Or

try our savoury Medallions

of Pork with Stewed Apples

followed by Cherry Fizz - 

a sweet treat for that 

special Valentine.



Artichoke andYellow Finn Soup
Recipe courtesy of the California Artichoke Advisory Board

Serves: 24

INGREDIENTS METRIC IMPERIAL

Artichoke Soup
Wholesome Farms Butter 75 g 3 oz
Onions, thinly sliced 550 g 1 lb, 4 oz
Thyme sprigs 3 3
Bay leaves 2 2
Garlic cloves, thinly sliced 3 3
Artichokes, medium-sized 9 9
White wine 75 mL 1/3 cup
Chicken stock or chicken broth 2 1/4 L 2 1/4 quarts
Salt and pepper, to taste
Fresh lemon juice, to taste
Yellow Finn Soup
Leeks, thinly sliced, white 3 3
Wholesome Farms Butter 75 g 3 oz
Yellow Finn potatoes,* medium-sized, 

peeled, cut into chunks 6 6
Chicken stock or chicken broth 2.5 L 2 1/2 quarts
Crème fraîche or sour cream 375 mL 1 1/2 cups
Chevril sprigs, for garnish
*Substitute: Yukon Gold

METHOD
·To prepare artichoke soup, heat butter in pot; add onions, thyme and bay leaves. Cook until onions soften. 

Add garlic, cook one minute; set aside.

· For each artichoke, cut off top 2/3rd of leaves; discard. Bend back outer petals to snap off from base until light 
green leaves show. Cut off top dark green portion of leaves. Trim stem half inch (1 cm) from base; peel dark green 
skin off stem. Halve artichoke; cut out fuzzy centre. Cut each half into thin slices, repeat with remaining artichokes.

·Add sliced artichokes to onion mixture in pot. Stir in wine; bring to simmer. Add stock; cook at simmer until 
artichokes test tender. Season with salt, pepper and lemon juice to taste. Remove thyme sprigs and bay leaves. 
Purée soup in electric blender; set aside.

· To prepare Yellow Finn Soup, heat butter in pot; add leeks. Cook until leeks soften; add potatoes and stock. 
Bring mixture to boil; reduce heat to simmer and cook until potatoes test tender. Season to taste with salt. 
Purée soup in electric blender; set aside.

· Ladle 4 oz (100 mL) each soup simultaneously into each serving bowl, allowing soups to meet in the centre. 
Garnish with dollop of crème fraîche or sour cream and a sprig of chevril.
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Medallions of Pork
WITH STEWED APPLES

Recipe courtesy of SYSCO Corporation
Serves 24

INGREDIENTS METRIC IMPERIAL

Canola oil 60 mL 4 Tbsp
SYSCO Classic Boneless pork loin, 

sliced into medallions 3 Kg 6 lbs
All-purpose flour 300 g 12 oz
Salt and ground black pepper, pinch each
Apples, cut in wedges 12 12
Apple brandy 140 g 5 oz
Chicken stock 500 mL 18 oz
Arrowroot 30 mL 6 tsp
Wild rice 1.5 Kg 3 lbs
Cauliflower 1.5 Kg 3 lbs

METHOD
·In a medium hot sauté pan, heat canola oil. Lightly dust and season the medallions of

pork and place in sauté pan, brown both sides well. Cook until done, remove from pan
and hold warm.

·Add apple wedges to the remaining oil in the pan and brown the apples. Flambé with
apple brandy.

·Add the stock then de-glaze the pan. Heat the stock and cook apples until tender;
thicken with arrowroot.

·Spoon apples and sauce on plate. Place cooked medallions on the apples. Serve with
wild rice and steamed cauliflower.
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Cherry Fizz
Recipe courtesy of the Cherry Marketing Board

Serves: 6

INGREDIENTS METRIC IMPERIAL

Cherry juice blend 250 mL 1 cup

Frozen unsweetened tart cherries 500 mL 2 cups

Frozen pink or regular lemonade concentrate 160 mL 6 oz

Ice cubes 6-8 6-8

Lemon-lime carbonated beverage, chilled 340 mL 12 oz

Orange and lime slices, for garnish

METHOD

·Put cherry juice blend and frozen cherries in an electric blender container; purée
until smooth. Add lemonade concentrate and ice cubes; blend until smooth. 
Pour mixture into a 2 quart (2 L) pitcher. Stir in lemon-lime carbonated beverage.
Serve immediately; garnish with orange and lime slices.
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The Artful 
Artichoke

A Diamond in the Rough        

by Susan Wesenhagen

A member of the thistle family, the thorny armour of 
the artichoke can be intimidating, but the pleasures 
of the rewards that lie beneath - the meaty leaves 
and tender hearts - are a feast worth battling for.

Artichokes have been eaten for thousands of years and are a
native plant of the Mediterranean region. The ancient Greeks
credited artichoke consumption with successfully producing male 
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heirs and the Romans praised artichokes for
their medicinal attributes.

Their popularity in Europe grew during the
1500’s and they were exported to the new
world where they were grown in many areas.
Today, the central coast of California is the
primary growing region where the moderate
climate - cool summers and mild winters -
provides an ideal growing environment.

As in ancient times, artichokes still have a
high perceived value and a certain mystique
continues to surround this spiny vegetable. It’s
a phenomenon that chefs can capitalize on. 

The artichoke is also very versatile - it can 
be served hot or cold, and can be used in
appetizers, salads, side dishes and entreés.
Serve up baby artichokes in salads and stir
frys, or sauté with chicken and serve over
fettuccine. Stuff whole artichokes with cous
cous or bake the tender leaves into a casserole,

How to Boil an Artichoke

Using a heavy pot with lid, bring
acidified water to a boil and place

artichokes in the pot (do not overfill).
Simmer the artichokes for about 

35 minutes. Artichokes are cooked
when a leaf from the middle row of

leaves can be removed easily. Iron and
aluminum can cause an artichoke to
turn blue or black so a stainless steel

pot or glass pot is a must!

Step one
Wash artichokes under cold running water. 

Step two 
Pull off lower petals which are small or discoloured. 

Step three 
Cut stems close to base. 
(Use stainless steel knives to prevent discolouration.)

Step four 
Cut off top quarter and tips of petals, if desired.
(Generally, some people like the look of clipped petals,
but it really isn’t necessary to remove the thorns. They
soften with cooking and pose no threat to diners.) 

Step five 
Plunge into acidified water to preserve colour. 
(One tablespoon vinegar or lemon juice per quart 
or litre of water.) 

Step six
Optional: The trimmed artichoke stems are edible. 
Cut brown end about 1/2-inch (1 cm). Peel fibrous
outer layer to reach tender green of stem. Stem may 
be steamed whole with the artichoke. Cut into rounds
or julienne for salads or pastas.

Source: California Artichoke Advisory Board

Basic Preparation - 
Steam, Boil or Microwave
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artichoke is not only fun to eat, it’s also good for you.
One 12-ounce (300g) artichoke is a good source of
vitamin C, folate and potassium. It’s low in sodium, fat-
free and a dieter’s delight at only 25 calories. 

The next time you’re looking for a unique sidedish or
flavourful ingredient consider the artichoke - nature’s
diamond in the rough. 

Focaccia-Stuffed Artichokes 
New York Style

Source: California Artichoke Advisory Board

Method· Trim stem close to bottom. Slice off top third of artichoke.
Strip off smaller, dark outer leaves. Remove fuzzy centre.
Place in acidulated water to prevent discolouration.

· Mix bread crumbs, cheese, olive oil, garlic, parsley and
oregano; season to taste with salt and pepper. Drain
artichoke; spread leaves. Stuff bread crumb mixture in the
centre and among the leaves. 

· Arrange artichokes in a shallow baking pan. Pour boiling
water around the artichokes to the depth of one inch (2.5
cm). Cover tightly with foil. Bake at 350°F (180°C) until
tender; about 40 minutes. Remove artichokes from pan to a
rack; cool to room temperature. To serve, plate one artichoke
at room temperature.

Serves 12
INGREDIENTS Metric Imperial

Medium artichokes 1 Kg 2 lbs

Focaccia or herbed bread crumbs 1 Kg 2 lbs

Parmesan cheese, grated 200 g 8 oz

Olive oil 250 mL 1 cup

Cloves garlic, finely chopped 12 12

Fresh parsley, chopped 250 mL 1 cup

Fresh oregano, chopped 250 mL 1 cup

Salt, to taste

Ground pepper, to taste

or serve whole steamed artichokes with a variety of
dipping sauces. The Jewel in the Crown - the tender heart
of the artichoke, can be added to stews and soups, used as
an appetizer or pizza topping.

Choosing a fresh artichoke can be tricky - look for heavy
(weighty) artichokes that are a dark green colour with
tight leaves. Artichokes that are turning brown may be old.
However, being “winter- kissed” (having experienced a
frost) can cause artichoke tips to brown, and is not
necessarily an indication of a lack of freshness. And,
having experienced a frost is not all bad - though colder
temperatures will stop an artichoke from growing it will
often at the same time help to develop the meat on the
interior of the leaves.

Whole fresh artichokes should be stored in the refrig-
erator in an airtight plastic bag and should not be washed
before storing. They will remain fresh for about a week 
to 10 days. 

Of course many recipes can be prepared
using SYSCO Imperial or Arrezzio®

canned artichokes which are shelf
stable until opened. Using canned

artichokes also reduces prep
time and allows you to offer

the unique nutty taste of 
the artichoke heart or 
the convenience of a
quartered artichoke
without all the work. 

According to the
California Artichoke
Advisory Board the

Delicious 

hot or cold,

cooked chilled

artichoke actually 

has more flavour 

than artichoke 

served warm. 



Barry Dame, Executive Chef
The Fairwinds Marine and Golf Resort
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“We have to serve 
a product that

matches our setting
which means 
it has to be 
the best.”

Barry Dame,
Executive Chef

The Fairwinds Marine 
and Golf Resort

Gail Conrad, SYSCO Marketing Associate; Richard McCarthy, Sous
Chef Schooner Cove; Barry Dame, Executive Chef; Trevor Olson, Sous

Chef Fairwinds Clubhouse; Klas Fogelklou, General Manager, Fairwinds
Marine and Golf Resort.

by Sarah Phillips

Fairwinds Marine and Golf Resort is set in one of Canada’s last great,
unspoiled places: Nanoose Bay on Vancouver Island. It’s a place where
nature takes centre stage - a refreshing and relaxing environment - the
perfect place to getaway.

“There is no other resort anywhere that offers everything we do
including the health club and the Fairwinds Centre,” says Klas Fogelklou,
General Manager for Fairwinds. “It’s perfect for individual or corporate
retreats because we offer a casual atmosphere in a stunning setting. There
are innumerable things to do here including kayaking, sailing, diving,
and biking. And there are extensive trails to explore and an abundance of
wildlife to see including otters, seals, eagles, deer and, a pond with swans
and wild geese.”

The Fairwinds community includes Schooner Cove Resort & Marina,
The Fairwinds Golf and Country Club and the Fairwinds Centre - a
20,000 square foot facility that houses a 20-metre pool, sauna, exercise
room and more. 

Executive Chef Barry Dame finds the physical environment at
Fairwinds inspiring. “It enhances what I do every day and allows me to
think creatively,” says Dame. “My sous chefs and I have a unique way of
developing our menus. We collaborate and brainstorm all the time, and
we’re inspired by just about anything and everything from reading,
traveling, media, the internet, to family conversations. This unique way
of working together and coming to unified decisions allows my team of
chefs to shine in each of their areas of expertise.”

One of the most popular foodservice venues at the resort is the
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Stuffed Halibut

Method· Flatten halibut and salmon. Place salmon inside of halibut,
followed by crab, pepper spears and scallions.

· Roll halibut in bread with panko crumbs and lemon pepper. 
Place in oven at 350°F (180°C) and bake for 22 minutes.

Saffron Sauce:· Sauté onions and saffron in butter. Add flour to make roux. 
Add whipping cream. Bring to a boil and strain.

INGREDIENTS Serves 10
Fresh halibut 8 oz

Fresh salmon 4 oz

Dungeness crab meat 2 oz

Red pepper spear 1

Yellow pepper spear 1

Scallion 1

Lemon pepper 1/2 cup

Panko breading 1/2 cup

Saffron Sauce

Saffron pinch

Chopped onion 1

Block butter 1/4 cup

Flour 1 cup

Whipping cream 1/2 L

The Fairwinds Marina

Laughing Gull Pub which features a casual dining
atmosphere. Wooden model ships and maps and charts
give this pub a distinctively nautical feel and the view of
the bay and marina is spectacular. 

“Fresh seafood compliments our centre-of-the-plate
meat products,” says Richard McCarthy, Sous Chef at the
Laughing Gull. “Favourites here include prime rib, whole
crab and caesar salad, barbecued New York steak, fresh
halibut and salmon. And, we’ve had great success with
our burger sales ever since we switched to Fire River
FarmsTM burgers.”

For a more upscale dining experience guests are
encouraged to try the Clubhouse at the golf course - 
a very popular venue during the summer months.

“We have to serve a product that matches our setting
which means it has to be the best,” says Dame. “Our
Butcher’s BlockTM Reserve is excellent, and we get good
customer feedback on the strip loin. In fact we cut about
3000-5000 steaks per year from SYSCO Strip loins.”

Besides excellent products, Dame also relies on 
SYSCO for menu building and costing, and they 
credit SYSCO North Douglas in part for their success.

“We want to grow and SYSCO North Douglas helps us
grow our business, more so than others. We get treated
with respect and the service level is great. SYSCO has
concern for their customers and they’ve helped us fix
problems quickly so we can move on and become more
profitable,” says Dame.

Just recently Dame and his team had the opportunity

to tour the SYSCO North Douglas facility and says Dame, “The
people demonstrate their policy. SYSCO has a good team of 
people and it shows.”

Fairwinds is dedicated to developing and expanding their services
to create a true world class customer experience, and Dame and the
culinary team plan to focus on high quality products to make
Fairwinds one of the top resorts in North America. “We say ‘No
Compromise,’” says Dame, “our motto is ‘go big or go home.’”



Harvested when the fruit is ripest, SYSCO Canned Fruits are
bursting with flavour, along with the vitamins and nutrients
you’d expect to find in fresh fruit. Consistently superior quality
is the hallmark of SYSCO Canned Fruit, starting with the
careful selection of the “cream of the crop” from some of the
world’s finest growing regions - From California’s golden, juicy
peaches to sweet, flavourful Northwestern pears we search for
the best sources for our canned fruit. 

Then, to maintain the integrity of the fresh-picked fruit,
SYSCO’s quality assurance staff moves on-site at processing
plants during peak harvesting seasons to painstakingly monitor
the packing process. Careful prescreening of each production
run, along with exclusive “first priority” selection status,
ensures a final product bursting with naturally delicious flavour. 

Available packed in light syrup, with many varieties available
packed in pear juice, SYSCO Imperial, Classic and Sahara Burst
fruits offer the consummate union of nature and science to
create the highest-quality canned fruit available. And since
SYSCO Sahara Burst Canned Fruits feature no added sugar,
there is nothing masking the original fresh fruit taste. 

Make it part of your New Year’s resolution - and watch good
health come to fruition - Sahara Burst Peaches, Fruit Cocktail
and Apricot Halves are available packed in pear juice - the 
“no sugar added” solution for challenges posed by todays
health-conscious lifestyles. Appropriate for all carbohydrate -
and calorie-controlled regimens, they’re also a perfect fit for
healthcare applications. And, they are ideal for the overall
consumer move toward healthier eating, and lend themselves
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CANNED 
FRUIT

Ah,The Sweet Life

For a taste of sunshine in any weather, 
turn to SYSCO Canned Fruit, the naturally 

delicious way to brighten up any menu.
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easily to value-added menu items that

take advantage of the growing demand

for lighter foods, natural flavours and

fewer calories. 

An extensive selection of SYSCO

Canned Fruit will meet the demanding

requirements of today’s busy

foodservice operator. An endless array

of fruit cuts - from diced, to chunks, to

halves, to slices - offers creative chefs

unlimited recipe potential, particularly

considering the well-documented

popularity of fruit in virtually all meal

segments. This comprehensive

selection, along with unmatched

quality, flavour, and value, makes

SYSCO Canned Fruit the ultimate

partner in your quest to meet all of

your nutritional fruit service needs.

Don’t Delay - Serve up the Sweet 

Life Today.

Sealed for Superiority
SYSCO CANNED GOODS LOCK IN QUALITY
Did you know that cans have been used to preserve food safely and conveniently since 

the days of Napoleon? Since that time, advancements in technology have substantially
improved canning materials and processes, so canned food is not only safe and edible 

long after it’s processed, but it’s also healthful and delicious!

Many of us take canned food for granted, but it’s truly a revolutionary invention - 
a can of food kept at moderate temperatures (about 74°F/ 23°C) has an almost indefinite 

shelf life. As long as the can doesn’t have any dents, leaks, punctures or bulges, it’s 
good to use. As far as security, cans are ‘top-notch’, the can was one of the very first 

tamper-resistant containers and still maintains an excellent food-safety record.

Aside from their longevity, convenience and security, canned fruit is about as nutritious as
fresh fruit and contains similar amounts of fibre. Here’s how it’s done: Fresh fruit is picked at

the peak of ripeness, and is vacuum-sealed inside the can, which is heated to a precise
temperature to achieve sterilization. The canning process ensures not only that contaminants
are locked securely out of the can, but also that vitamins, minerals and flavour are locked in!

Turkey Pasta Salad
Courtesy of the 

California Cling Peach Board

Method
• Drain peaches, reserve 2 cups 

(500 mL) juice. Reserve 48 peach slices
for garnish.

• Place pesto in food processor or mixer.
With motor running gradually add 
peach juice until mixture is creamy.

• Toss pasta with pesto mixture. Gently 
stir in remaining peaches, turkey, green
pepper, tomatoes and onion. Refrigerate
for at least 2 hours for flavours to blend.

• For each serving, arrange 1/2 cup 
(125 mL) lettuce on chilled salad plate.
Top with 2 cups (500 mL) turkey pasta
salad. Garnish with a peach slice and two
basil leaves. If desired, sprinkle with one
tablespoon (15 mL) Parmesan cheese.

Servings: 48 
(2 cups (500 mL) pasta salad on 1/2 cup (125 mL) lettuce)

INGREDIENTS Metric Imperial
Sahara Burst Peach Slices, 
packed in juice 300 g 20 oz

Prepared pesto 750 mL 3 cups

Cooked rotini pasta, chilled 12 L 3 gallons

Sliced turkey breast, cut into strips 3 L 3 quarts

Green bell peppers, cut into strips 6 6

Cherry tomatoes 1.5 L 6 cups

Red onion, finely chopped 750 mL 3 cups

Mixed lettuce 6 L 1 1/2 gallons

Fresh basil leaves, to garnish 96 96

Parmesan cheese, garnish 750 mL 3 cups



Not just fried rice and fortune cookies, today’s Asian flavours are popping up on
menus across the country. Once considered too unusual for mainstream tastes, the

cuisine from our eastern neighbours has evolved into a staple for restaurants and
supermarkets alike, thanks not only to a tremendous Asian population growth,

but also to the growing consumer interest in global cuisines.

Thai, Chinese and Japanese foods are must-haves for patrons looking for 
bold, new flavour experiences, as well as for those inspired by creative 

culinary combinations.

So why not inspire them with what they demand? The versatility of today’s
Asian influenced foodservice products makes it easy for you to become part of the
craze without having to reinvent your entire menu. And, SYSCO’s Jade Mountain

products are there to help - which is why we call them the easy path to Asian.

A complete Asian meal concept, these products offer ease of preparation without
sacrificing genuine Asian flavour. Designed to be paired with rice or noodles this

trio of innovative, on-trend products will give you countless ways to capture 
the growing segment of patrons looking for exotic new flavours. These bright

ideas from SYSCO will give you plenty of inspiration of your own, making
your operation a destination of choice for authentic Asian cuisine!

S Y S C O To d a y   -   J a n u a r y  2 0 0 52 0  

AddVarietywithAsian 

Sweet and Sour Chicken

Tender pieces of chicken meat tossed
in our sweet and sour sauce loaded
with pineapple chunks, sweet red and
green pepper strips and carrots.

Szechuan Chicken and Vegetables

Tender pieces of chicken meat tossed
in a spicy sesame-soy sauce with
carrots, broccoli, onions, red peppers,
mushrooms, sugar snap peas, water
chestnuts and baby corn.
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Appeal
Happy New Year!

Of all Chinese festivals celebrated in Canada, there is 
none more important and elaborate than the celebration of
Chinese New Year. It’s a celebration that is steeped in rich
traditions and one that has been adapted and embraced 

in communities across the country.

Chinese New Year is based on the Chinese calendar which
measures time based on a combination of solar and lunar

movements. Each year of the Chinese calendar is designated
by one of 12 animals and this year Chinese New Year’s day
falls on February 9, 2005, the first day of the year of the

Rooster - year 4072 on the Chinese calendar. 

What makes Chinese New Year so special are the traditions.
Historically a time of celebration and the opportunity to spend

time with family and friends, preparation for the new year
usually begins about a month prior with annual spring

cleaning of the house, purchasing new clothing, 
preparing food and decorating. New Year’s Eve is 

dedicated to the family and when the new year itself 
arrives it is often heralded by fire crackers. 

The festive celebration continues for 15 days and ends with 
a Lantern Festival in which children often carry lanterns in a

parade. Many communities also showcase lion dances and
other forms of entertainment to mark this special day.

Like any special holiday, food plays an important role 
in the celebrations. Traditional foods include Jiaozi: 

a round dumpling, spring rolls, egg rolls, clam sycee, 
lettuce wraps, and sweet and sour pork. It is considered 

a sign of family unity to serve up a whole chicken 
and a whole fish symbolizes prosperity.

Emperor’s Ginger Beef

Seasoned beef tossed in 
a tangy ginger-soy sauce
loaded with tender celery,
carrots, sugar snap peas,
sweet red peppers, baby
ears of corn and crunchy 
sesame seeds.



TransFats
The newest health concern in the

Canadian Diet is “Trans Fat.” So what
exactly are trans fats? What effect do
they have on our health, and why
should we be concerned about them?

Trans fat or trans fatty acids are
created when liquid vegetable oils are
exposed to high temperatures under
pressure with hydrogen to make a 
solid fat. This is a process called
“hydrogenation,” and a fat that
undergoes this process is called
hydrogenated or partially-
hydrogenated. Hydrogenation is used
by the food industry because the
resulting fats are relatively inexpensive
and most importantly can improve 
the shelf life of food.

Foods that contain hydrogenated oils
contain trans fats. This can include any
number of foods that we eat including
vegetable oil shortenings, margarines,
crackers, bakery products - cakes,
pastries, muffins, cookies, pies and
breads, snack foods such as potato and
corn chips, microwave popcorn and
many other ready to eat foods.

Currently, not all trans fats must be
listed on the nutrition label. However,
Canadian regulations will require that
trans fats be listed on the Nutrition
Facts label by 2006 (2008 for smaller
companies). The nutrition label will 
list the total fats, saturated, trans fat,
monounsaturated and polyunsaturated

fat per serving. If a nutrition facts panel
is not available, look at the ingredient
list on the food label. If the ingredient
list contains the words “shortening,”
“partially-hydrogenated vegetable oil”
or “hydrogenated vegetable oil” the
food contains trans fat. And remember,
ingredients are always listed in

descending order from most to least in
a food product.

There is strong evidence to support
the adverse effects of trans fat on
health, particularly in the area of
cardiovascular disease, the leading
cause of death in Canada. Trans fats act
the same way in the body as saturated
fats. Both trans fats and saturated fats
increase bad cholesterol (LDL), a major
risk factor for cardiovascular disease.
There are other fats that are beneficial
to health: polyunsaturated and
monounsaturated fats that increase our
good cholesterol (HDL). It is important
not only to focus on reducing trans fats
in our current diet, but to also reduce
the amount of saturated fats in our diet
as well, in order to reduce our overall
health risk.

As a foodservice operator, you can be
of great help to your customers that are
watching their trans fat intake by
having a good understanding of the
products that you use. Be sure to offer a
non-hydrogenated margarine (SYSCO
Non-Hydrogenated Margarine for
example) and be aware of the types of
fats that you use to prepare dishes. Do
they contain hydrogenated or trans 
fats? If so, canola oil and olive oils are
healthy fats, and tasty substitutes, that
can be used to prepare foods for your
health conscious customers.
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The Truth About 
TransFats

by Suzanne Berryman, R.D.
Health Care Manager, SYSCO Food Services of Atlantic Canada

healthwise



In the foodservice industry it has
always been a challenge to recruit and
retain competent employees. High
quality employees can walk out the
door and find another job the very
same day, so if you have a “my way or
the highway” management style, you
may lose valuable employees. 

In Parts One and Two of Dealing
with Difficult Employees, we discussed
the reasons that employees don’t do
what we want them to do and how to
properly define these behaviours. The
old school method of “do it this way
because I am the boss and I say so,”
just won’t hold up in our competitive
labour environment. Employees do 
not have to put up with this kind of
treatment and they can easily get
another job elsewhere. Truth is, this
hard-nosed approach to human
relations is unreasonable in any 
labour environment. 

Negotiation is a much better way to
solve the problem and it leaves both
parties feeling good about the outcome.

In the last article, we identified a
problem with our employee John who
was often caught talking to his friends
(customers) while he was working and
consequently was often late setting up
the salad bar, which is scheduled to
open at 11:00 a.m. 

The Behaviour that we have identified
that we want to fix is the late salad bar.
If John chats with his customer friends
and still opens the salad bar by 11:00
a.m. every day, then everyone wins -

John, the manager and the customer.

Begin by having a one-on-one
meeting with John and state the request
at ground level: “John, you must have
the salad bar set up by 11:00 a.m. 
Why are you late every day?”

Then listen. John may have valid
reasons for being late which you may
not have considered. For example,
another employee might be using
critical equipment that John needs at
the same time (a mobile cart for
example) or there may not be enough
crocks for all of the condiments and
ingredients meaning John must stop
and wash them before doing his 
prep work.

After you’ve listened carefully, take 
an If and Then approach to solve the
problem. Suggest to John “If I get you
24 new crocks Then will you be able 
to have the salad bar set up by 11:00
a.m?” Or ask, “If I bring Ed in an 
hour earlier to ensure that the cart is
available for you to use by 10:00 a.m.,
Then will you be able to set up the
salad bar by 11:00 a.m?”

It could be that the reason John is
running late is that he needs to work a
little faster, and an appropriate If and
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Dealing with 

Employees
The Art of Employee Negotiation

Part Three

Difficult 

Then can work in this instance also.
Find out what is important to John -
possibly something he wants or needs
and see if that sparks a behavioural
change.

Some examples of possible
suggestions include:

Shift changes

Break schedule changes

An improved work station

A free trip to a trade show to get
new ideas and have some fun

A promotion

The elimination of a task that 
he finds unpleasant

When it comes to the salad bar,
supposing John dislikes a task, such as
slicing onions, then you might suggest
that “If I buy the onions already sliced,
Then will you have the salad bar ready
by 11:00 a.m?”

And, if you don’t know what John
wants - just ask. When John agrees 
with your If and Then solution, shake
hands and repeat the agreement. This
technique will work 90 percent of the
time, and the beauty of it is that
everyone wins.

Contributed by Tepper Kalmar Associates, Operational
Consulting and Training for the Foodservice Industry,

Emeryville, CA. For further information,
call 510-655-0936 or visit us on the web 

at www.restaurantprofitmakers.com  
We welcome Canadian inquiries. Barry Tepper and Frank Kalmar
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Despite a long history of exclusivity, good wine is now more accessible and affordable to the general public 
than ever before. But with hundreds of options available, it can be difficult knowing where to get started. 

Here’s a brief description of some of the most popular varieties.

Red Wines

Red wine is made from grapes that are red, purple or blue.
During the fermenting process the grape skin provides the
colouration and also releases tannin* which gives red
wine its distinctive flavour. Most often served at room
temperature, red wine is popular for its complex taste. 
* Tannin: organic compounds found in grapes and apple 

seeds that causes a mouth puckering sensation when 
you bite into them.

Cabernet Sauvignon: Characterized by black currant and
vanilla flavours, Cabernets can range in intensity from
mellow to bold. An ideal match for flavourful meats and
poultry as well as cheese and chocolate. 

Merlot: Tends to be softer than many other reds, with
flavours of plum and black cherry. Try it with beef dishes,
zesty pastas or boldly flavoured chicken entrées. 

Zinfandel: Known as an “American Classic” wine, red
Zinfandel is distinguished by a deep red colour and spicy,
intense flavours - terrific with steaks, burgers or thick red
pasta sauces. 

Syrah or Shiraz: A hearty spicy red wine made from the
syrah grape. Currently a favourite with Australian wine
makers. Excellent when paired with steak, beef, wild game
or stew.

Pinot Noir: Unlike Cabernet Sauvignon it is quite fruity.
Works well with grilled salmon and lamb. 

Splendour
in the 
Glass
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“Ontario and British Columbia produce 98 percent of the volume of premium Canadian wine. Quebec 
and Nova Scotia have each developed a small, but ardent, grape wine sector. With the exception of an
enthusiast in Prince Edward Island who has a vineyard and winery there is little grape growing on a
commercial scale in any other province in Canada.”
Source: Canadian Vinters Association

Blush Wine

Also called rosé wine. This wine is made from red grapes
and during the fermentation process the juice remains
with the skin for a few hours (instead of days) resulting in
a pink colour as opposed to a darker red colour found in
red wine. Most often sweet in taste, white Zinfandel is the
most popular blush wine.

White Wines

White wines are made from white grape juice or skinned
red grapes and the resulting wine is actually yellow in
colour. White wine is most often served chilled.

Chardonnay: The world’s most popular white wine,
Chardonnay offers flavours ranging from crisp citrus to
hearty apple. Perfect with seafood as well as lighter
chicken and pork dishes.

Sauvignon Blanc: Sometimes called “Fumé Blanc,”
Sauvignon Blanc is characterized by light herbal flavours.
Try it with cheese, prosciutto or grilled fish.

Riesling: A dry white wine that goes well with fish,
chicken and pork. Much lighter than a Chardonnay and
often exudes a fresh apple aroma.

Muscat: Muscat grapes are grown in warmer climates and
produce a fruity sweet wine that has a musky aroma. 

Sparkling Wines

Sparking wines contain bubbles of carbon dioxide that are
created during the fermentation process. Although
traditionally reserved to toast special occasions, sparkling
wines are actually a highly versatile dinner wine, matching
particularly well with shellfish and Asian cuisine.

Champagne: A sparkling wine produced in the
Champagne region of France.

Ice Wines

First produced in Germany in the late 1700’s, ice wine is
cultivated using grapes that have experienced a frost while
still on the vine (no artificial freezing allowed!) Germany
still produces ice wine, though Canadian ice wine is
highly prized among wine lovers. Ice wine is very sweet
and is often served as a dessert wine.

Sweet Wines:

Port: A best selling sweet wine, this rich full-bodied wine
is usually served at room temperature. For centuries no
meal was considered complete until port was taken after
the meal to aid digestion.

Sherry: Can be served before, during and after a meal, this
sweet wine is never served chilled. It is often sipped by
wine aficionados.



From our products 
to our people, we bring your 

menu the world

SYSCO. People and Products You Can Count On.
At SYSCO, making a great company is just like making a great product - you have to use the right ingredients.

For us, those ingredients are the cultures, ideas and experiences behind the diverse people who form the SYSCO

family. Our ability to welcome these differences while opening our minds is simply part of SYSCO’s belief in

the promise of our everchanging world. This melting pot of inspiration helps us create products that 

do more than set important trends - they drive us into the future.

From our delivery associates to our marketing associates, each of our employees uniquely contributes to the

proud company that SYSCO is today. And whether they’re delivering an order or providing great customer 

service, you can count on our people - and our products - to bring your menu the world.

SYSCO. We are the face - and taste - of things to come.

Casa Solana, Block & Barrel, Arrezzio and Jade Mountain Brand products are available exclusively through SYSCO.





Not so many years ago the use of thermal
imaging was reserved for military defense
operations, but in recent years advances in
manufacturing have made it possible for
thermal imaging to be used widely for
public safety, security and industrial
applications. 

“It’s battle tested, and proven reliable,”
says Kay Kitchens of L-3 Communications
Infrared Products. “Our NIGHTDRIVERTM

system allows motorists to see in the dark up
to five times farther than regular headlights
can reach, plus it lets you see past the glare
of headlights from oncoming traffic, all of
which gives you valuable time to react to
dangers on the road.”

In fact it can help drivers to avoid
accidents altogether. 

“At 60 miles per hour (95km/hour),
normal headlights provide only 3.5 seconds
to react. But with a thermal imaging 
product like NIGHTDRIVER you get up to
15 seconds to react to potential dangers, and
considering all the things that ‘go bump in
the night’ that could mean the difference
between safety and disaster,” says Kitchens.

What goes bump in the night for a driver
in Newfoundland? - A moose. 

“Night driving takes on a whole new 
set of hazards when you consider that our
driver sees between four and six moose a
night,” says John Newman, Operations
Manager for SYSCO Food Services of 
Atlantic Canada. “The possibility of hitting 
a moose is an accident waiting to happen,
which is why we’ve invested in
NIGHTDRIVER thermal imaging
equipment.”

NIGHTDRIVER works by using a special
camera that measures temperature
differences emitted by everything in view.
These measurements are translated and 
put together like a puzzle and projected 
on a display that is available just below the
driver’s line of sight for easy reference. It’s
easy to get used to, and drivers check it often
just as they would a rear view mirror. 

It’s an additional source of protection 
and unlike a seatbelts and airbags which are
outstanding safety devices after an accident
has happened, NIGHTDRIVER is a safety
device that actually helps a driver avoid 
the accident before it begins.

“Anything you can do to prevent hitting 
a moose is appreciated,” says Newman.
“Having NIGHTDRIVER on board is a vital
part of protecting our drivers at night, and,
most importantly, it saves lives.”

We Turn the 
Spotlight on...

profile

SYSCO Food Services of Atlantic Canada

Without NIGHTDRIVER
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With NIGHTDRIVER

While it comes as no surprise that traffic crashes increase
significantly when darkness falls, imagine driving down the road
night after night, never knowing when you might have to swerve

to avoid hitting a moose. It’s a nightly concern for SYSCO
drivers in Newfoundland, and SYSCO Food Services of Atlantic

Canada has invested in a solution.








