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foodservice
facts

1905  
In 1905 an eleven-year-old Frank Epperson was mixing powdered soda and

water to make soda pop. Frank accidentally left the mixing bucket outside.
During the night the mixture froze solid, with the wooden stirring stick 

standing straight up. But the frozen pop tasted great! Frank started selling 
Epperson icicles for five cents, later changing the name to popsicles.

It’s believed ice cream cones got
their start thanks to a Syrian pastry

maker at the St. Louis
World’s Fair in 1904. An ice

cream vendor ran out of
dishes so the pastry
maker rolled up his 

pastry in a cone for the
ice cream. However, an

Italian immigrant received
a patent to manufacture

ice cream cones earlier that
same year, suggesting more 

than one person invented 
ice cream cones.

22%
As you hire students to
work your restaurant 

this summer, remember
that this is a first job for 

22 per cent of Canadians,
who say they got their
start in the workforce
thanks to a job in the
foodservice industry.
Canada’s restaurants

employ 475,500 young
people under the 

age of 25 - that’s one 
in five youth jobs.

The first recorded watermelon harvest 
occurred nearly 5,000 years ago in Egypt.

Early explorers used watermelons
as canteens on long expeditions. 

It’s said the earliest evidence of soup
consumption dates back to 6,000 B.C.

where hippopotamus was featured 
as the soup du jour.
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$1.85
Every dollar spent at a
restaurant generates

$1.85 of spending 
in the rest of 
the economy.

5,000yrs.

6,000
B.C. 

Sources: NPD Group, Listverse.com, www.factmonster.com, www.energysherlock.com, Canadian Restaurant and Foodservices Association.

15,909  
How many ethnic restaurants are there in Canada? –
15,909 or 22 per cent of all restaurants are classified 

as specializing in ethnic cuisines.

Percentage-wise, the fastest-growing restaurant 
categories are QSR Yogurt, QSR Mexican and Casual Asian.

1904
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ST - Your tenure with the Company.
I Started in Operations at Sysco Kelowna as a Delivery

Driver, and moved to Kamloops shortly after to become a
Marketing Associate, I was fortunate to be able to receive
my own territory and start taking care of accounts right
away. I have enjoyed a great territory for the last 6 years. 

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

Prior to Sysco I had experience in both franchise (Earls,
Boston Pizza, Kelly O’bryan’s) and independent restaurants.
I gained great experience learning controls and systems
from the chains, but my experience with independently
owned restaurants helped me to better understand the
challenges of making it on your own. 

ST - What is your geographic territory?
Describe the account composition of
your territory.

The Thomspon-Nicola area. The majority of my
customers are within the cities of Kamloops and Merritt,
with a few resorts and camps outside of town. I have a
diverse mix of accounts, ranging from white table cloth to
manufacturers. 

ST - How does this affect how you do 
your job? 

This is a great quality in a territory, I think a lot a success
comes from unique solutions. Seeing different genres of
businesses exposes me to a wide variety of practices,
challenges and solutions and allows me to interlace them
between accounts. 

ST - What do you like best about 
Sysco Brand? 

It’s consistent. With the amount of controls and stringent
measures that are used to produce them, I know what 
to expect. 

ST - What has operator response been to
Sysco Brand?

They are well versed with the levels of the brands (ie,

Reliance, Classic, Imperial, Natural, and Supreme), and they

recognize the value that these names hold to each

category. 

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

They do, it is the “go to” name for most of my customers. 

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

In any way I can. I am a true believer in my partnership

with my customers, and I treat their business and their

problems as though they were my own.  I was once told

that it is just as important to know your weaknesses as it is

your strength when it comes to business. I do my best to

help my accounts in the areas they need, and remind them

of their strengths and the reason they got into this business

in the first place. 

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

The risks we take when we offer advice, nothing is bullet

proof. I really do care for my customers and it is very

disheartening when things don’t go as planned. 

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

The lifestyle; what a great job to spend all day at my

favourite restaurants, golf courses, and pubs, chatting with

friends about the business we love. 

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

I am truly passionate about the foodservice industry,

and get to live vicariously through my accounts. It is really

exciting to help someone build their business and watch

them succeed. 

ST - What are your goals for the future?
While I work with most of my accounts on a daily basis

to make improvements, I love to asked them about their
BHAG’s (Big Hairy Audacious Goals). And while it seems like
pipe dreams, I have seen some of them come true. Things
like a manufacturer going national with his products and 
or a golf course being an International contender. Even if
you never get there, I think dreaming is a big part of success
and we should never forget our dreams. 

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

Working for the national leader in the industry really puts
into perspective what it takes to succeed. The company
pushes me to be better and gives me the resources to
achieve my goals. 

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

Business has been good in the industry lately, I see more
people going out and looking for entertainment. I think this
is a good time to spend time and money on building up
customer service. 

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

Adhering to conformity. The food network has done 
a great job of exposing the potential of what the industry
can be, both on a culinary level and in terms of experience.
People want to be able to go out and have these
experience this themselves.  

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

The people, they are everything. I think it is imperative
that everyone knows what they are good at, and even more
importantly, what they are not good at. And put the right
people in the right places. 

WeTurn the 
Spotlight on...

Jason Pinette  
Marketing Associate, Sysco Kelowna   

profile



a temperature of between 1 and 5 degrees Celsius. Also keep in mind 
that your cooler’s temperature fluctuates from the front to the back 
based on the location of the cooling unit and how often the cooler door 
is opened throughout the day.

To keep produce at its optimum freshness Sysco has created a storage
guide (please refer to page 5) that breaks down the cooler into three areas
based on different temperatures. The front of the cooler is generally the
warmest spot at 7 to 10 degrees Celsius. Bell peppers, eggplant, onions and
oranges can be stored here. (continued on page 6)

Food safety is the number one reason why any restaurateur, chef or
kitchen worker should know the ABCs of how to store fresh produce.

Don’t let ignorance or discounted prices lull you into complacency. If a
food-borne illness is traced back to your kitchen, there’s no quicker way to
lose credibility, stem profits and possibly bankrupt your business.

“Your first line of defence is to deal with reputable dealers who distribute
their produce in refrigerated vehicles,” says Dariel Trottier, Director of Produce
for Sysco Canada.

“In certain marketplaces, Toronto for example, there are numerous
produce jobbers who will buy their products from the Ontario Food
Terminal and sell it in an unrefrigerated truck,” says Trottier. “There are no
regulations governing them.”

Since all produce contains some level of bacteria, transporting it outside
of a controlled environment such as a refrigerated truck, increases its
bacteria count, which could lead to food poisoning.

The risks to your earnings can be considerable even without an
accusation of selling tainted food. Unrefrigerated fruits and vegetables that
have been transported to your restaurant may not hold up as well as their
refrigerated counterparts. This shortens their shelf life, increases food waste
and disposal costs, which ultimately affects your bottom line.

As Canada’s leader in supplying produce to the foodservice industry,
Sysco sells and distributes over $3 billion of fresh produce in North America
through its 130 distribution centres. Its uncompromising commitment to
quality means an exacting quality control regimen that ensures the highest
standards from field to fork. From the foodservice industry’s largest team of
quality assurance professionals and technical services experts who are
partnered with leading, like-minded suppliers, the discipline of food safety
at Sysco is all encompassing.

Since produce makes up half of every restaurant plate, the care and
handling of your fruits and vegetables is clearly an area worth boning 
up on.  

Ensuring the quality of your produce doesn’t end once it’s been delivered
to your back door. Most produce does well in temperatures ranging from
.5 to 7 degrees Celsius. Fresh-cut fruits and vegetables need to be stored at
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Learn to store fruits and veggies the right way.
That ups your food quality and safety.
By Kelly Putter

• Did you know that about 40 per cent of the produce you use in your restaurant
comes from potatoes, lettuce, onions and tomatoes?

• Annual potato consumption in Canada is about 140 pounds per capita, making the
spud Canada’s favourite vegetable.

• Americans now eat five times as much salad – about 30 pounds of lettuce per year
– than they did in the early 1900s.

• The average North American consumes about 20 pounds of onions per year. This
culinary staple offers more than 300 varieties such as leeks, shallots and red onions.

• It takes energy from 50 leaves to produce one apple. 

• There are over 500 types of bananas, that means it would take you almost 18
months to eat every type of banana if you ate a different one each day! 

• Celery contains negative calories, meaning it takes more calories to eat it than 
the calories it is made up of. 

• Lemons can kill bacteria due to their high content of acid which makes them 
suitable for cleaning

• In China the peach is a symbol of longevity and good luck.

• You can speed up the ripening of a pineapple by standing it upside down 
(on the leafy end).
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(continued from page 4)
At between 3 to 6 degrees Celsius, the middle of the

cooler is the second warmest spot. Items such as herbs
and lima beans would do well in this location. The back
of the cooler is the coldest at temperatures ranging
from 0 to 2 degrees Celsius. This is where the majority
of fruits and veggies should be stored, everything from
apples and carrots to grapes, peas and spinach.

Chefs, cooks and kitchen staff also need to be mindful
of the types of fruits and vegetables that produce
ethylene gas. This gas, which is perfectly safe for
humans, can affect the quality and shelf-life of ethylene-
sensitive produce if they are stored near each other.
Doing so leads to premature aging and decaying of such fruits and veggies.
As a result, produce such as apples, peaches and tomatoes, which are heavy
ethylene producers, should be stored away from ethylene-sensitive produce
such as asparagus, celery and nectarines.

On average, produce accounts for about 12 per cent of your business so
it’s likely an area you might look at to add value to your business. Trottier
suggests purchasing pre-cut fruits and vegetables. The beauty of choosing
pre-cut produce is multifold. Doing so redirects labour from the back of the
restaurant to the front of the restaurant so you can invest more in service
areas reducing insurance costs and stabilizing food costs.

With pre-cut produce, one hundred per cent 
of what you receive is a fully useable product so 
there’s little or no waste. If you buy produce in its
unprocessed state the cost tends to fluctuate as does
the weight of the product. Pre-cut fruit and veggies
are much easier to store and handle in coolers than
uncut items. Another big benefit is the uniformity of
the cut product. When dealing with uncut goods,
you’re often at the mercy of the prep person or cook
whose cuts will differ from each other so there is
inconsistency. Pre-cut produce also minimizes the risk
of cross contamination in the kitchen because less
time is spent chopping and cutting.

“We can customize to any customer’s needs,” Trottier says. “We own two
processing plants, in Toronto and in Vancouver, so the produce is cut and
bagged and it comes to your restaurant and you don’t have to do any prep
work. That allows you to redirect your labour.”

Getting the most out of your produce is an essential aspect of running a
profitable restaurant. Perishable items need special handling and care.
Understanding how and where to store your fruits and veggies is equally
as important as dealing with a reputable food distributor. And remember,
when it comes to food safety always keep it cool.
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flavour with embellishments to the dressing that turn an everyday
salad into a signature. Versatility and consistency in your base
dressings unlock potential here. Perhaps your Caesar dressing gets
a dollop of roasted red pepper purée for a Roasted Red Pepper
Caesar Dressing. Or your balsamic vinaigrette is transformed with
a bit of prepared pesto. “You can stand out by using dressings and
ingredients that are already part of your pantry,” says Kira Smith,
corporate chef for Kraft Foodservice. She shares more build-out
ideas: Take the customer favourite, Caesar dressing: Smith suggests
making it into a signature Smokey Caesar Dressing with a bit of

Did you know your salad menu can help increase traffic
opportunities and build profits? The key lies in understanding and
responding to consumer wants. And consumers want salads!
Thirty-seven percent of consumers say they order salad on all or
most of their restaurant occasions, up from just 27 percent in
2009.1 And what propels consumers to order salads? They seek
flavour and variety. Indeed, Canadians want to see more in a 
salad than just lettuce. Although 81 percent say the variety of
ingredients is what they enjoy, only half say there is an assortment
of salad toppings, or that there is a variety of salad dressing
options that satisfies them.2

How to Answer 
the Demand for Great Salads

That craving for variety can be answered through a change up
in greens, where baby arugula replaces romaine, for instance. Or
perhaps tomato slices give way to roasted grape tomatoes, and
pita chips take the place of croutons. Today’s diners respond to
that kind of flavour innovation, and operators who give it to them
may just reap the reward of repeat business. While consumers are
considerably more satisfied with restaurants’ salad variety than
they were two years ago, more than half still feel that variety could
be improved.3 That yearning for better variety presents
opportunity.

The greatest opportunity comes through the crowning glory
of a salad—the dressing.4 A whopping seven out of 10 consumers
say the dressing is what gives the salad personality, and that a
salad is not a salad without the dressing.  Consider dialing up
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Looking for versatility in your pantry? 
Make dressings work for you!

Spring 
into Salads

Brought to you by Kraft Foodservice.

Menu 
Language
Choose salad menu
descriptors carefully. 

Seven out of 10 salad
consumers5 look for:

•  all-natural

•  seasonal

•  local



barbecue sauce. “It’s great on salads, but also works
really well as a dipping sauce for wings,” she says.
“Finding products that work across your whole menu
can really help with the food cost equation.” For a
Curried Ranch Dressing, Smith simply adds curry
powder and mango chutney to ranch dressing. “It’s
aromatic, a little bit sweet, and is still familiar to your
guests because at its base, it’s a ranch dressing,” she says.
To make a Creamy Thai Dressing, she starts with a

coleslaw-dressing base and embellishes it with sriracha, fresh ginger and cilantro.
And to turn an everyday house Italian vinaigrette into a summery special? Smith
recommends adding a little lime juice and cilantro to Italian dressing. One of her
favourite ways to embellish balsamic vinaigrette is to simply add fig purée. “It
introduces a really nice fruity sweetness,” she says. And it works both as a salad
dressing and as a spread for Portobello mushroom sandwiches. With just a few
tweaks, operators can move their dressings from ordinary to extraordinary and
make those dressings work harder for them.
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1 Technomic’s 2012 Canadian Salad Consumer Trend Report
2 Ipsos-Reid, Out of Home Salad Consumption, 2011
3 Technomic’s 2012 Canadian Salad Consumer Trend Report
4 Ipsos-Reid, Pourables & Salad Consumption, 2011
5 Technomic’s 2012 Canadian Salad Consumer Trend Report
6 Direct Link Data 52 weeks ending September 2012

Seasonal Ingredient Add-Ins
Answer the call for seasonal and local ingredients with just a few quick additions to salad builds:

SEASON PROTEIN PRODUCE CRUNCH

SPRING feta zucchini ribbons radish pita chips

SUMMER BBQ chicken avocado, charred corn tri-color tortilla strips 

FALL maple bacon kale hickory smoked almonds

WINTER pomegranate seeds fennel candied pecans

Top 4 Salad Dressing Flavours6

Grow your salad business with Canada’s most
popular dressings:

1. Caesar

2. Ranch

3. Italian

4. Coleslaw



Meals 
to Go 
Trend
Boosts

Restaurant
Revenues

By Michelle Ponto

Many full-service restaurants are offering
meals to go. If you’re not one of them, 

you may be missing out on new customers 
and a growing revenue stream.

Take-out orders are on a steady incline, but that doesn’t mean
customers are looking for fast food options.  What they are looking for
is affordable, easy-to-serve meals that are freshly prepared.

Over the last five years, supermarkets like Whole Foods, Loblaws
and others have expanded their prepared food sections to serve hot
entrées, soups, sandwiches and pizza.  These convenient options have
been giving customers the opportunity to take home a meal on the
go.  They aren’t the only ones cashing in on the trend.  Many full-
service restaurants are also offering meals to go. If you’re not one of
them, you may be missing out on new customers and a growing
revenue stream.

Getting in on Taking Out

Before you decide to offer take-out, think about your menu and
which items will travel well and which won’t. Your take-out offers still
represent your venue’s brand so you want your customer to have a
great experience even if they are eating at home. You will also have
to think of the extra labour and cost involved to prepare these take-
out meals. 

If you can’t offer your customer your entire menu, consider offering
a few signature items such as gourmet sandwiches and salads for
lunch, pasta specials, or a paired down selection of your menu
favourites. If your restaurant is famous for their cinnamon buns or a
special cake, offer it to go in a “take us home with you” promotion.

Another idea to tempt customers is to offer a weekly “Dinner for
two” combination for $25.  This could be pasta with vegetables and
dessert, or two chicken entrées with potatoes and a couple slices of
cheesecake. You could use the same concept for lunch that includes
a sandwich, salad and cookie/treat for $9.

Finally, if daily take-out is not feasible, consider offering catering or
having take-out available only on special occasions.  For example, you
could have a special menu for family picnics, Thanksgiving and other
holiday meals. If romance is what your venue is known for, offer an
anniversary take-out dinner or a Valentine’s Day prix fix meal package,
which your customer can order in advance.

Food to Go was Never Easier

When starting to offer take out meals, make it easy for your
customer by posting your daily menu on your website so they can
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order in advance by phone or directly online.  You should also have a 
take-out menu at your hostess stand so people can take it with them.  

Another way to promote your new offerings is to take advantage of
social media. Remind people on Friday at noon on Facebook and Twitter
to start their weekend with a great meal to go for the family.  And if you
have an e-newsletter, mention your take-out deals of the week.  

With the economy still adjusting, people are limiting their
entertainment budgets, but they don’t want to give up everything.
Ordering take-out is giving them the chance to have their cake and 
eat it too.
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Preparation, Handling & Storage
Grill, Charbroil, Barbeque or Oven-Roast
Cook until the internal temperature
reaches 165˚ F

Order Code Pack Size  
9220807 4oz / 4kg 
9221763 5oz / 4kg 
9221771 6oz / 4kg 
9221789 Random / 4kg 

Sysco Reliance Boneless/Skinless Chicken Breast, IQF

Contact your Sysco Marketing Associate for more information.



By Kelly Putter

Frozen desserts satisfy the summertime 
sweet tooth. Make it fresh and exciting but 

don’t forget those traditional sweet endings.
There’s nothing more satisfying on a hot summer’s day than a sweet, ice-cold

treat to help beat the heat. Frozen desserts have been doing their own little
happy dance thanks to growing customer demand for a sweet ending to their
meal. And even though desserts comprise the smallest category on most
restaurant menus, there is plenty of potential for incremental sales and increased
cheque averages, according to a report on Canadian dessert trends by
Technomic, a foodservice industry research and consulting firm.

Of consumers polled for the study, 66 per cent say they eat dessert at least
once a week, while 36 per cent enjoy a sweet after their meals twice weekly at
a minimum. Only six consumers approached for the dessert survey said they
never eat dessert. 

“Customers clearly enjoy dessert and eat it often,” says Kelly Weikel, a senior
consumer research manager at Technomic. “Consumers often want their dessert
occasions to feel fun, festive and novel, so while traditional desserts will always
be appealing, we’re seeing consumers gravitate toward more unique desserts.”

Weikel says customers’ current yen for desserts will result in more globally-
inspired options and flavours that they can experiment with and toward
customizable options like toppings bars that enhance the overall experience
and make it interactive. Health is also playing a more important role in
consumers’ dessert preferences. While consumers are willing to indulge for 
many dessert occasions, better-for-you offerings like frozen yogurt, fruit and
yogurt parfaits or even mini-desserts that help consumers control portion size
give consumers options they can feel good about eating more often or
purchase as a snack. 

Mini desserts or samplers appeal to customers’ notion that they are eating
less and therefore more healthfully. That they offer
customers a bit of indulgence for a low price is a
boost for this category as well. Furthermore, minis
give restaurants the perfect platform to showcase
their variety of desserts. Who knows? Maybe that
smaller portion of Dragon fruit parfait was so
adored that the customer orders a full-size portion
the next time around.

Ethnic flavours and ingredients are a hot trend
that’s crossing into desserts as well. Mediterranean,
Mexican and Asian influences will favour strongly.
And while the former two have been around for

some time (think gelato), Asian is the new kid on the dessert-menu
block. Look for traditional desserts offered with an exotic Asian
twist such as Thai Chili ice cream or Yuzu Parfait formerly offered
at the now-closed Colborne Lane.

Consumers’ ideas regarding health are changing beyond
traditional markers of good nutrition such as low fat, low calorie
and low-carb. Today, they also look for descriptors that suggest
broader health concepts such as fresh, seasonal, local or all-natural.
While the health description of the food is important, it seems
consumers also want to know where the food comes from, how
it was acquired and, if possible, when.

While frozen dessert consumption is driven largely by those 18
to 34, traditional frozen desserts such as vanilla and chocolate ice
cream are eaten more often than other frozen treats by all age
groups, the report said. And fast-food restaurants top all other
restaurant types for milkshakes, malts and ice-cream sundaes.

When it comes to frozen desserts, the
trend toward customization is key. Frozen
yogurt and coffee shops have experienced
the most growth in the frozen dessert
sector, according to market research
company IBISWorld Inc. This is thanks to
consumers’ desires for healthy,
customizable treats, which allows
customers to choose their own flavours
and to spend as much as they’re prepared
to spend. Frozen or iced coffee drinks are
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Short 
Canadian
summers
mean we’re
big on frozen
desserts



attractive because guests have options between 
cup sizes, low-fat or dairy-free milk, and low-calorie or
full-flavor syrups.

Frozen yogurt or sorbet is a more healthy dessert
choice for some consumers with nearly one third
reporting that they eat traditional or soft-serve frozen
yogurt monthly while nearly a fifth say they eat sorbet
once a month, according to the Technomic survey.

Drinkable desserts not only satisfy the portability
factor for diners on the go, but they also indulge our
sweet tooth for unique flavours. Iced coffees, smoothies
and milkshakes, while as caloric as traditional desserts, may be less filling
and therefore easier to consume after a meal. More than half of those
surveyed said feeling too full after a meal was why they wouldn’t order a

dessert. Perhaps a dessert that can be sipped would be more
appealing to these customers. 

Alcohol is staging a comeback when it comes to
desserts and frozen desserts are no exception. The

Cheesecake Cafe offers customers a line-up
of booze infused shakes such as the

Bourbon Milkshake and the Key
Lime Pie which features Galliano
and vodka in addition to 7-Up

and vanilla ice cream.
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More adventurous flavours and ingredients are also
driving consumers to dessert menus. Unique flavour
combinations that incorporate smoky, salty, peppery and
herbal tastes are a considerable draw. Salt, pepper and
smoky bacon have been making their rounds in desserts.
Think Black Pepper ice cream or Salted Caramel and
Candied Bacon ice cream.

Desserts described as classic or traditional with a fresh
new twist are gaining in popularity, says the report.
Artisanal or gourmet ice cream appeals to customers’
familiarity with an old favourite dish that is tweaked with

a unique and creative flavour or ingredient.  Ice cream sandwiches are
reaching beyond vanilla ice cream and chocolate wafers. And ice cream
sodas, floats and milkshakes are embracing this gourmet trend thanks to
imported sodas, house-made root beer and ice creams.

Though dessert is widely considered unhealthy, there are ways
operators can help change that perception, says the report. Even though
a dessert may not be low calorie, carbohydrate or fat, certain attributes
do suggest wellness and a better-for-you option such as describing 
the dessert as local and all-natural. Promoting those descriptors could
serve to remove the negative perception that a tasty dessert can’t be a
healthy dessert.

Here’s to a long, hot summer of tasty frozen desserts that serve to satisfy
cravings and make your customers come back for more.



By Patricia Nicholson 

Most restaurateurs put a lot of planning and
care into what’s coming out of their kitchens. Be
sure you’re putting as much care into what’s
coming across the bar. 

“Operators who have been paying a lot of
attention to their food programs for many years
are starting to recognize that they need to do the
same thing with the bar, that they’re leaving
money on the table when they don’t have an
identifiable beverage program,” says Laura Panter,
one of the founders of The Martini Club
International.

An important part of that beverage program
might be a signature cocktail. One of The Martini
Club’s top 10 cocktail trends for 2013 is the
concept of liquid identity: consumers choosing
what they drink based on what it says about
them. But the concept also applies to operators.

“We’re really looking at liquid identity as how
a venue looks at themselves too, sort of the liquid
business card that tells people what their bar or
restaurant is about and coming across in their
signature cocktail.”

It’s important to not just copy what somebody

For example, knowing your audience is 
crucial to deciding whether a $25 mojito using
super-premium rum is appropriate for your
establishment, or if your audience would be
interested in the tequila trend that has been so
popular in the U.S., or if something simple and
fun is more your style.

“There’s a niche for every single venue when
it comes to cocktails. It didn’t used to be that way,
but it certainly is now,” Panter says.

She also advises keeping it simple: there’s no
need to have 15 ingredients. else is doing but actually try to come up with an

original choice, even if it’s something really
simple. 

“It doesn’t have to be crazy and complicated.
It just has to be something that speaks to your
venue and who you are and what your venue is
all about,” Panter says.

When developing signature menus, the first
thing Panter looks at is executability.

“Sometimes operators get excited around a
cocktail concept. A very common one would be
the mojito,” she says. But it may not be realistic to
carefully muddle every individual mojito. It may
be necessary to modify the mojito to make it
feasible for your bar staff to produce in volume.
“Executablity is the overriding thing that matters
when you’re trying to come up with signature
cocktails.”

Then the second thing Panter looks at is who
is the intended audience. 

“It sounds really simple but I think operators
often forget that that’s what the menu is
designed for: it’s either designed to please the
audience you’ve got or it’s designed to help
bring a new audience to you.”
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A signature
cocktail is 
like a liquid 
calling card



“Some of the best cocktails in the world are
made with two and three ingredients and there’s
good reason behind that. There should be a
reason for every ingredient in your cocktail. The
days of just adding everything but the kitchen
sink are gone. It’s about just making a well-
crafted and well-balanced drink.”

Once you’ve developed a cocktail, make sure
it’s right every time. Precise mixing instructions,
or PMIs, are crucial. Jiggering – carefully
measured pouring – is another of The Martini
Club’s trends for 2013. You need to have a recipe
and that recipe has to be tested, and the details
checked, right down to colour and glassware. 

Although there are many facets to producing
a signature cocktail, it’s achievable for most
operators, and can pay off in sales and customer
recognition.

“It’s not a wildly difficult process,” says Panter.
“But it’s something that you should pay attention
to the same way you would pay attention to a
new food item on your menu.”

Playful summer cocktail trends

Expect wine and beer to be taking on new roles this summer in wine- and beer-
based cocktails. In Canada, sangria is really taking off, says Laura Panter of The Martini
Club International, but it’s sangria with a twist.

“We’ve been making a lot of white sangrias, sparkling sangrias, looking at different
ways to play with that category,” she says. “It’s all geared toward summer. The other
thing we’re looking at for this summer especially is beer cocktails. Beer cocktails are 
really taking off, which is lots of fun and has lots of possibility.”

The beer cocktail trend began in the craft beer movement with very distinct types
of beers being used with spirits in a cocktail format. It’s a different way of looking at
the beer category.

“We’re looking at it more for a broader-based consumer, the advantages of using
beer in a drink. You’re replacing soda or a juice, and you’re using that effervescence
and the dry hoppiness of a beer to really accentuate a cocktail,” Panter says. “For an 
operator it’s awesome because it’s very low cost and it’s also quite low in calories so
there’s lots of different ways you can play with the whole concept of beer cocktails. It’s
a big huge category upcoming.”

Wine and beer-based drinks are part of a more playful trend that’s taking over from
the classic cocktails we’ve seen in recent years. Another example is tiki themed drinks.

“That whole tiki movement really comes out of being fun and frivolous,” Panter says.
But skip the sticky, blue overly sweet tiki drinks and go with well-balanced pina coladas,
mai tais and classic planter’s punches.

With patio season just ahead, summer is 
an ideal opportunity to introduce new drinks.

“Coming out with a small addendum to your menu that’s a strictly summertime
menu is smart – especially when you start looking at pitcher drinks, such as punches
and sangrias and things like that that you can serve on the patio and that you can 
get out quickly,” Panter says. “I think that’s wise for operators to look at summer as an
amazing selling opportunity.”
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The Rise 
of the 

Snack Attack
Small bites could mean bigger 

profits if you position your menu
right. Yummy snacks, anyone?

It’s unlikely that demand for three squares 
will ever die, but our penchant for snacking is
shaking up how we approach traditional 
restaurant meals.

Snacking is one of the fastest growing 
dayparts right now in restaurants thanks to a
multitude of factors: consumers want reasonable
price points, convenience, speed, portability 
and, in some instances, healthier meals. 

“Snacking is essentially a 24/7 occasion for
today’s consumers,” says Jessie Cravero of
Technomic, a consulting and research firm
serving the foodservice industry. “Operators are
responding to this consumer shift with a flurry 

of recent menu-development activity around
craveable, portable snacks.” 

Consumers are snacking much more than
they were two years ago, according to the
Technomic report. More than half (56 per cent)
of consumers polled say they snack more than
once a day, which is up 25 per cent from those
polled in 2010.

In addition, more than one third (39 per cent)
of consumers have broadened their definition of
what comprises a snack to include more types
of foods, beverages and restaurant fare. 

Quick service restaurants have been
trailblazing the snack daypart with new and
interesting offerings such as mini sandwiches
and wraps as well as smoothies and iced coffees.
But that doesn’t mean smaller, independent
operators shouldn’t give snacks a go. Here,
according to Dana McCauley, Janes Family Foods
culinary director, are some suggestions on how
to integrate snacks into your menu:

• Plan your snacks around afternoon and
evening. Think about what customers crave

at those times of day. Take into
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consideration mini versions of foods using
flavours and ingredients people really enjoy
at lunch and dinner.

• Be original. Incorporate unique flavours and
ingredients into your snacks so they stand
out from those many, many other snacks
that are simply copies of each other. Add
ethnic twists such as a butter chicken sauce 

• Keep your snacks portable and easy to eat as
snacking is often done when people are too
busy to sit down for a traditional meal.

While snacks should reflect your restaurant
concept, don’t be afraid to branch out and
incorporate current dining trends. The rising
popularity of ethnic food is a great place to start.
Consider Mexican or Asian snacks such as
guacamole and nacho chips or steamed shrimp
dumplings.

Think about consumers’ focus on healthy
eating. Deviled eggs would be the perfect snack
for low carb, gluten-free eaters, while edamame
works well for nearly any diet.

Be strategic with your snacking menu.
Consider customers’ desire for portable snacks
and create tasty bites that they can eat on the
go. Don’t forget that a snacking menu can also
be used to entice customers to purchase more
expensive food and drinks.

The bar menu is the perfect place to test your
snackable food offerings. Nothing goes better
with a beer than a few chicken wings. Smaller
dishes or finger foods will also help hike check
averages in restaurant bars as 89 per cent of bar
visitors eat food during their visit.

As the snacking trend continues to grow
expect to see desserts, drinks and traditional side
dishes reincarnated on menus as the perfect 
go-to snack for on-the-go diners.

By Kelly Putter
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“Think about all the different types of liqueurs and
how you could use that as a base to a marinade,” Cloutier
says. “It’s endless.”

For sauces and seasonings, up and coming trends
include Korean barbecue sauces using fermented red
pepper paste, and Japanese katsu.

“People are looking for new spices and new heats and
new varieties of peppers, getting away from sweet heat
which we’ve seen forever,” says Cloutier. 

When it comes to grilling the classics, such as steaks
and chops, a current trend is bone-in cuts, including
bone-in New York steaks and tenderloins, as well as the
tomahawk cut.

“It’s a rib steak, but they leave the whole rib on, and
they French the rib bone completely, right down to the
meat, and you have this big handle, and when you flip
it over it looks like a tomahawk,” Cloutier says. Because

By Patricia Nicholson

Faster than roasting and leaner than frying, grilling sears
in the taste of meat, vegetables, and even fruit.

“Grilling does impart a very unique flavour versus any other type of
cooking,” says Michael Cloutier, executive corporate chef at McCormick
Canada. That flavour can also be enhanced using marinades and rubs.

“They infuse flavours quickly if you use a marinade that has an acid,”
Cloutier explains. “It’s the acid that breaks down the tissue in the meat,
which makes it tender. The benefit to that is you can use cheaper cuts of
meat and tenderize it through marination.” 

One of the latest flavours to watch for in marinades is tea, Cloutier says.
It’s being used in more ways than ever: sweet teas in wet marinades, and
tea leaves used in smoking.

Alcohol is also a common ingredient in
marinades, but it’s moving away 
from the traditional whiskies 
and bourbons, and toward
the use of liqueurs that
offer a wealth of options.

It’s not 
just for 

meat anymore
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it’s cut between the bones, it winds up being a fairly thick cut, so it’s a
perfect steak size for two or more people.

While grilling is most often associated with meat, there are a lot more
options, including fruit and vegetables. David Franklin, corporate chef with
Sysco Central Ontario, recommends clingstone peaches, pineapples and
avocados for grilling. Grilled fruits are turning up as garnishes on gourmet
burgers, but they’re also great on their own.

“If you’re looking for something lighter for dessert, I love taking our Al
Fresco fruit salad and skewering it,” says Franklin. “I’ll brush on some honey

and throw a little chopped mint on skewers of fruit on
the grill, and with a little vanilla yogurt it’s a great dessert.”

Grilled zucchini, peppers and eggplant are fairly
common, but asparagus, carrots, parsnips and butternut
squash – thinly sliced – are also excellent grilled.

“It’s a faster way of bringing out that sweetness in
those vegetables, rather than slow roasting in the oven
to bring out that caramelized flavour,” says Franklin.

Cloutier notes that breads – from naan and tortillas to
biscuits and pizza dough – are finding their way onto
grills. Desserts are also coming from the grill, with
marshmallow s’mores taking on all sorts of flavourings
from grilled bananas to peanut brittle.

From chops to fruit, from appetizers through dessert,
grilling is taking on exciting roles. New flavours and new
ideas ensure that we’ll see much more than meat
coming off grills this summer.
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Secrets to 
Creating the Ultimate 

By Michelle Ponto

Summer is here and that means your
customers will want to take advantage 

of the weather by dining al fresco.  
Is your patio ready?

Just because you’ve put out a few resin tables and chairs doesn’t mean
your customers are going to want to sit there. To get them to stay, you
need to create an environment they won’t want to leave.

Creating a Focal Point
Think about your patio as being another room in your venue.  If you

were decorating  a living room, you
would design around a focal point such
as around the TV or a fireplace.  Think
about your patio in the same way.  Can
you add a water feature in the centre or
if the space is long and narrow, could it
be at the end of the patio area?  Would
a stone fire pit or fireplace work? How
about flowers or plants?  

If you have the luxury of space, then
you can try to mix up the seating by

have an area at one end that has outdoor sofas facing each other and a
table in the middle. More traditional dining tables could fill up the rest of
the area.  You may be able to create an outdoor bar area if space permits
where you can have seating around the bar and a few high bistro tables. 

Another way to create a focal point is to set up a community table
somewhere in the space.  It doesn’t have to be in the centre, but could on
either side.  This table would work to your advantage in a couple of ways.
First of all, it’s great for large groups, secondly, it creates an engaging
experience for your customers, and thirdly, it immediately sets itself away
from the rest of the furniture so could be in different material than the
others to add visual interest. 

If you’re a venue that has the luxury to design around a fire element or
pool, you have an advantage over many other restaurants and food
venues who are on a tight budget. However, there are still ways to bring
your brand to the outside.  For example, if you are a sports bar, is there a
space to put an outside dartboard or bocce ball court?  If so, work it in to
the area to create variety and draw people outside.  And if you serve
healthy food or spa food, think about bringing the relaxing experience
outside with wind chimes, waterfalls and a zen sand garden with rocks
and a rake.

Drapery is another way to add visual interest, especially if you’re a white
tablecloth venue. Drapes can be used to split off sections, canopy over a
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Outdoor Patio



couple of centre tables or if the space is small, perhaps it could act as a
canopy over the entire area.

Mix It Up
A common mistake many venues make when designing their outdoor

space is making everything the same. Design experts say you need to mix
it up by adding a variety of colours.  In other words, don’t match all your
cushions with your placemats and your umbrellas. Be bold and mix and
match colours and fabrics. Even textures can add excitement to a space
such as wrought iron tables with wood trellises and flower boxes.

You should also consider adding different types of furniture.  A low sofa
and coffee table area can add intimacy, and adding risers to elevate certain
areas can add depth to the space. Another idea that works well with small
patio spaces is to have a cushioned bench run along one side, with tables
and chairs facing it.  This way the bench could be one texture and colour
and the facing chairs could be plain or something completely different. 

Cater to Your Customers’ Needs
Regardless of how you design your patio, you’ll need to cater to your

customers’ needs to ensure it’s comfortable for them.  First of all, make sure
the patio area is staffed properly.  Nothing upsets a customer more than
feeling like they have been forgotten.  Secondly, have a plan in place to
deal with hot, cold or windy weather and train your staff on how to set
up umbrellas, turn on the heat lamps or operate any awnings. And thirdly,
think about the lighting of the patio.  It needs to reflect the ambiance of
your venue. A few candles on the table aren’t enough and big flood lights
are too much.  

When it comes to pests, try to get rid of them before your customers
arrive. Yes, it is the great outdoors, but your customers still don’t want to
be swatting away wasps and flicking ants off the tables. 

Finally, think about how your patio can be something special for your

customers and work towards that theme. Is it a romantic hideaway for
couples?  Is it pet friendly for dog-lovers who want to bring their pooch
out with them? Is it an outdoor or rooftop disco for music lovers? Or is it
simply a great place for friends to hang out? Whatever concept you decide
on, remember, your patio is extension of your venue and a space you want
your customers to love.
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5Outdoor Patio Tips

1)  Complement your venue’s brand and style.

2)  See your outdoor space as another room.

3)  Create focal points by orienting seating to 
overlook flowerbeds, water features or 
fire elements.

4)  Plan for privacy by having a fence or tall 
landscaping so your customers know where
your patio ends.

5)  Think about accessibility. How will your 
customers get in and out of the patio area?
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ways staff can pilfer. In fact, it’s said that 75 per cent of
employees steal from their restaurant at least once and
half steal repeatedly. Inventory theft is just one way. But
it’s not always done as surreptitiously as our meat thief.
Dishonest employees often pinch items they value such
as bottles of wine or liquor, which can easily be stowed
away in a backpack.

“A bold bartender can fill a bottled water container
with almost half of a bottle of Belvedere vodka and walk
out the front door with it in his hand,” says Paul S. Hewitt,
a chartered accountant and former restaurateur.  “It
doesn’t have to be alcohol poured into water bottles. I’ve
seen high-priced extra virgin olive oil and truffle oil
concealed this way.”

Theft of prepared food is an obvious target but often
owners and managers don’t worry about this much as
an employee can only eat so much. But losses can
mount when the meals become premium items and are
accompanied by beer or wine. Or when they are
supplied gratis to friends and family. This kind of theft,
often called sweet hearting, is also done to encourage
higher tips from customers and in exchange for
products and services from employees of area
businesses.

“In one such case, a chef was feeding the entire staff,
including the manager, at a local video rental store, in
return for free video rentals every week,” says Hewitt.

Is your staff stealing from you?  Read on to find out.

9 Tips on Theft Prevention

1. Have one designated entrance and exit for employees

2. Use camera surveillance in storage areas,
entrances/exits, parking lots, cash areas

3. Conduct a police and drug check of all new employees

4. Secure high valued items in locked cabinets, storage
rooms, coolers and freezers

5. Explain the impact stealing has on your business 
and how it can affect employees, jobs and the future
life of the restaurant

6. Discourage shopping at your restaurant for easy or
last-minute or urgently needed supplies

7. Randomly check trash bins and dumpsters. Lock
dumpster bins after hours and use clear trash bags

8. Separate duties – don’t let staffers handling 
incoming cash do your paperwork or bookkeeping

9. Create a positive and open work environment and
show your appreciation to your employees

How to combat this stubborn stain 
on the restaurant industry

By Kelly Putter

A middle-aged kitchen supervisor at a high-end
family restaurant in Toronto had been stealing food
inventory pretty steadily for six months before finally
getting nabbed by the firm hired to investigate the
restaurant’s $2000 to $3,000 weekly losses.

The thief’s M.O. was to carry out marked trash bags
filled with meat to a garbage bin in the back parking lot.
His partner in crime, a buddy who didn’t work at the
restaurant, would later drive to the garbage bin in
middle of the night to pick up the stolen goods.

Theft is a widespread and well-worn problem within
the restaurant and foodservice industry. According to
the U.S. National Restaurant Association, internal
employee theft is responsible for 75 per cent of
inventory shortages, which account for about four
percent of total restaurant sales.

“At the end of the month, if the numbers aren’t there
then you know you have a problem,” says Bob
Woodman, a Toronto-based theft and fraud investigator
who solved the aforementioned case. “If you’re losing
hundreds of dollars in materials and food, you have to
start looking at the different ways staff might be stealing 
  from you.”

Let us Count the Ways
According to those in the know, there are plenty of
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“Other staff that may have blown the whistle on the thief
were paid off with free video rentals.”

The Buck Stops Here
“One way to overcome this is for owners and

managers to hold the chef accountable for all staff
meals”, says Hewitt. Implement a system in which each
freebie or discount staff meal is listed and described.  Be
sure to review the log daily or weekly to ensure
compliance.  Any deviations should be authorized prior
to the preparation of expensive staff meals.  If your role
is in a supervisory capacity, act like a boss and observe
the preparation and serving of staff meals every once
and a while.

Printed discounts can be a great source of larceny for
the wily thief. Strong regulation of these discounts is in
order as it’s easy for servers to discount a cash-paying
customer’s bill once they’ve paid in full and pocket the
difference. Managers, says Hewitt, should examine cash-
paid checks.  If a server has a significantly higher
percentage of coupons applied to cash checks than
credit card checks, it’s likely this type of theft is occurring. 

Paper gift certificates are too easily copied by
dishonest staff or customers. Hewitt says management
must maintain control over all gift certificates, otherwise
staff may gain access to them and present them as valid
certificates.  It is good practice to cancel all certificates
after redemption, to prevent unauthorized re-use.  A log
should be used to record purchases and redemptions
of gift certificates.

The best defense is the use of magnetic strip gift
cards.  Ideally, these should be processed through your
credit card authorization system.  These systems provide
better control over the issuance and redemption of gift
cards. 

Always be on Top of Things
A dishonest server collects cash to settle a guest

check, claims the guests walked out without paying and
tries to get management to cancel the entire bill.
Another variation is to claim that the customer
complained about an item ordered or lousy service and
use this to justify discounting or voiding items off the
guest check.  Once again, if the check is paid with cash,
the void can be performed after the guest pays, and the
server keeps the difference.

Always ensure all settled tables are closed promptly
and never allow service staff to use discount and void
keys without authorization.  Even though it is not lawful
to hold servers financially responsible for walk-outs,

many restaurateurs make it known that servers will be
held responsible, as a method of minimizing this type of
fraud, says Hewitt.

In restaurants with salad bars or buffets, where tickets
aren’t needed to retrieve food from the kitchen, a server
will drop the bill from a previous table that has the same
tab. The easiest way to combat this is to match the
number of diners to the number the server charges for.
Try matching serial numbers on two bills. One is placed
on the table by the host and the other is retained by the
server. The other is kept at the host stand to be later
matched up to ensure every meal is accounted for.

Payroll fraud or buddy punching, as it’s sometime
known, is another form of stealing. This is when
employees get a colleague to sign in or punch in their
time card for them even though they’re not there
allowing staff to show up late and leave early.
Surveillance cameras are probably your best bet.

Protect, Control, Check and Prevent
“Safeguards and controls such as routine

comparisons of inventory against sales and the use of
security systems go a long way in preventing in-house
losses,” says Woodman. Make sure you conduct regular
monthly inventories. Be sure to rotate the employees
who conduct your inventories and do periodic double

checks yourself. As tedious, time-consuming and profit-
losing as the job is, your bottom line will be healthier
thanks to regular inventories.

“There are a lot of restaurants that don’t have
bookkeepers checking or they have people putting
money in the bank but they’re not checking what’s
going on with those cash register tapes,” says Louise
Asselbergs, an independent hotel controller in Banff, Alta.
“They don’t know there are voids going on. You can pick
this up in your inventory.”

“Minimize shrinkage by doing full and proper
background checks on new employees,” says Woodman.
Many smaller, independent restaurants rely on gut
instinct and don’t bother checking. And while you trust
that your judgement is sound, people make mistakes
and end up hiring dishonest and untrustworthy staff.

Look for gaps in their employment record. A two-year
gap is a long time. Find out what they were really doing.
Ask for explanations and if it comes back poor or fishy
sounding, be suspicious.

Once you’ve determined your restaurant is suffering
losses, try to coordinate the losses with the hiring date
of newer employees. Figure out where the losses are
coming from and try to zero in on suspects, who have
opportunities to steal. Sometimes you can narrow it
right down to dates and times, which makes your
investigation a whole lot easier.

“Watch for restaurant staff wearing expensive jewelry,
high-priced clothing and generally living a lifestyle that’s
beyond their means,” says Asselbergs.  It’s important to
keep an eye on staff because employees with personal
problems will often become those with financial
problems. And when that happens, employees start to
justify their actions, however illicit.

This, says Asselbergs, is what is known as the classic
fraud triangle: opportunity, pressure and rationalization.

“This starts with financial pressure or peer pressure,”
she says, “and the place you’re working at creates
opportunity and that’s in the lack of controls and no risk
management policies and now the employee is
rationalizing their behaviour. Maybe they need to pay
bills for a sick child or they think the employer has
enough money, ‘I can take a little.’ “

Be open with staff about your risk management
policies and the types of surveillance equipment you’re
using, advises Asselbergs. 

“It shows integrity and allows them to show integrity,”
she says. “If you’re sneaky, chances are your staff will 
be sneaky.”

When to Raise the Red Flag 
• If you have staff with substance abuse issues or

financial difficulties 
• Miserable, dissatisfied employees who complain

about their boss or their job
• Excessive loitering by off-duty staff or former

employees
• Hushed conversations between employees or 

on the phone that abruptly stop when you come
into view

• Overly friendly bonds between employees and
customers or employees and vendors. Watch for
customers who linger excessively or who meet
with staff at closing time

• Employees who routinely return to the restaurant
after others are gone to allegedly retrieve
something left behind

• If you see employees receiving gifts or favours
from vendors and customers
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Congratulations to Union Social Eatery of Mississauga, Ontario, our grand prize
winner of 10,000 Sysco Rewards Points and a meet-and-greet with celebrity chef
Robert Irvine, host of Food Network’s hit show Restaurant Impossible.

Sysco Toronto had the pleasure of presenting the grand prize to Union Social
Eatery for Sysco’s Portico Seafood Promotion that was held in March and 
April of 2013.

The Union Social Eatery is a premium casual eatery known for its well-crafted
menus and cocktails, an extensive draft and wine selection and the kind of place
where comfort rules, and your table is your own little escape. It’s a place where
you can be yourself, relax, laugh with friends and enjoy great food. It’s owned
by Steve Proulx. Food rights go to Chef Mike Rame.

The restaurant, which opened in November, 2011, was designed with a focus
on ‘common foods done uncommonly well.’  The emphasis here is on fresh,
flavourful food. The restaurant tries to tap into local sources when it can. Whether
it is hand-crafted flatbread pizzas, signature entrée salads, a perfectly seasoned,
off-the-grill, triple-A steak or freshly made gourmet burgers, the menu is filled
with tasty food that will have you coming back for more.

Union Social Eatery was developed to fill a need as a restaurant people could
frequent often, enjoy great food and drinks and not break the bank doing so. In
addition, the owner also wanted a place where team members could grow in
their careers and be proud of the company they work for.

The dining room is full of booths that are ‘sink-in’ plush. Union Social has just
the right number of flat-screen TVs for watching sports, and the best sound
system for the best tunes. The design takes the best of the raw materials and
combines them with just the right touches to make the space comfortable, yet
cool.

The look of Union Social is industrial chic, a blend of modern and industrial
that uses warm woods, stainless steel, distressed metal and perfectly placed
lighting that, all together, infuses the space with a very comfortable atmosphere.

Variable seating is also incorporated into the space, which includes booths,
stand-alone tables, and communal tables to tailor the dining experience to the
guests’ needs.

Sysco was selected as the restaurant’s primary supplier because of Sysco’s
commitment to quality products and top-notch service.

Congratulations to Madelyn’s Diner of Stratford, Ontario, our grand prize
winner of 5,000 Sysco Rewards Points plus 5,000 Sysco Rewards Points donated
in their name to the Friends of We Care Charity.

Friends of We Care raises funds to send physically disabled children to summer
camp. It is the charity of choice for many within the the foodservice, beverage
and hospitality industries.

Sysco Toronto had the pleasure of presenting the grand prize to Madelyn’s
Diner for Sysco’s Fall Festival Promotion that was held from October to 
December, 2012.

Madelyn’s Diner opened in 1985 by Madelyn McCarty, a longtime waitress in
Stratford who got her start in her teens as a carhop at the local A&W.

Originally, the diner was located across the street from its present location in
a small mini mall. Because the business thrived so well and parking was limited,
the diner moved to its present location two years later. Having plenty of parking
is important to Madelyn’s as it is located on the edge of town so most customers
need to drive there to enjoy the food.

After nearly 30 years of early 4:00 a.m. wake-up calls, Madelyn decided to turn
the reins over to her daughter, Krista Moore, who took over in April 2013. 

An open kitchen has meant kitchen staff get to know customers by names
and faces, which lend a homey experience and helps make customers feel like
they are part of the diner family. Customers range from faithful locals to those
who come from far and wide to visit Stratford for its world-renowned theatre
productions. Americans love the locally sourced peameal bacon and eggs,
something they consider a terrific Canadian breakfast treat.

A large prep area in the back of the kitchen is where a lot of the magic
happens, from hand-cut fries, house-made coleslaw, and hand-cut veggies to
delicious pastry for house-made pies and award-winning butter tarts.

At Madelyn’s, the employees work well together. Whether related by blood
or not, each staffer is a kindred spirit who shares in their love of good food,
serving the public and having fun. The atmosphere is casual and light-hearted,
a welcome retreat for customers, who share in the jokes and banter that fly all
day long. 

Sysco has been a welcome part of the diner’s family for almost five years now.
Krista is highly pleased with the exceptional service and attention given by sales
rep Mike Macartney. He truly understands the diner’s mission statement, which
is: "It’s not about making money ... it’s about feeding the world, with good food,
good service and good fun.”
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Union Social Eatery
Mississauga, Ontario
www.unionsocial.ca

Madelyn’s Diner 
Stratford, Ontario

www.madelynsdiner.ca

Congratulations 
to Our Grand 
Prize Winners!
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Perched on the shores of Vancouver Island’s
West Coast in Ucluelet, BC, Black Rock
Oceanfront Resort offers the ability to enjoy the
rugged natural beauty of the Pacific shoreline
and the contemporary comforts of a world class
resort. Designed and built 4 years ago with a

deep respect for the environment, every
measure was taken to naturally integrate the
resort into the location. The spacious lobby has
floor to ceiling glass windows facing the ocean
to take advantage of the stunning view.

Within the resort, guests and locals alike can
enjoy a unique dining experience provided by
chef Louise Pickles at Fetch Restaurant. Open
daily for breakfast, lunch and dinner, Fetch 
serves artisan inspired dishes made with local
ingredients. 

While Fetch is a fine dining establishment,
Chef Louise didn’t want a menu that was
pretentious or intimidating.  Starting with
excellent quality products, she keeps the dishes
simple and lets the clean flavours shine though.
You can find many of these dishes on the menu,
like the Braised Beef Pappardelle, as well as the
expected seafood dishes. Chef Louise finds
inspiration for her creations in the ingredients
and the beautiful natural surroundings of the
Pacific Coast.

In the summer months the resort is filled with
visitors to the West Coast and the Rainforest
Ballroom is booked for weddings every weekend
through the summer. Couples from around the
world have chosen this beautiful environment
for their nuptials with a beautiful outdoor area
overlooking the water for ceremonies, room for
140 in the Ballroom and an oceanfront wine
cellar for inclement weather.

The locals are always included at Black Resort
and they host several events through the off
season to celebrate with those who live on the
West Coast year round. One of these is BBQ Blues,
an outdoor concert held right in the parking lot
of the resort. Chef Louise organized a number of
the talented local chefs as well as some VIPs
brought in for the event to barbecue whole lamb
and pig.

Photo provided by Pomeroy Hotel & Convention Centre

The Flavour of 

Canada

“Open daily for 
breakfast, lunch and 

dinner - serves artisan 
inspired dishes 

made with local 
ingredients”

Louise Pickles , Chef 
Black Rock Oceanfront Resort   

Ucluelet, BC
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Black Rock is really a destination resort and Louise
acknowledges that they wouldn’t be there without the natural
surroundings to draw in the people. The environment has
provided its share of challenges though, as spring storms have
been known to knock out power for long periods of time and the
salt water crashing against the shore can be hard on the
machinery. It can also be challenging to convince talented chefs
to move to this remote location to take on positions in the kitchen.

Chef Louise has been executive chef at Black Rock resort for a
year now after earning her stripes in Vancouver at the Hotel
Georgia and other landmark establishments. After obtaining a
history degree, she decided to follow in her Mother’s footsteps
attending culinary school. She also spent a year in Australia before
settling down in Ucluelet.

Chef Louise keeps busy planning the menu, tracking food costs,
hiring staff, banquet planning and of course cooking for both
Fetch and Float lounge. She knows that the Black Rock Resort is
still a young establishment and looks forward to growing with the
business, learning and establishing new procedures. She does take
time to enjoy the beautiful local beaches with her chocolate lab
Charlie Brown.

Chef Louise appreciates the wide variety of products that Sysco
is able to provide and the convenience of one stop shop ordering
as well as the fresh local seafood that Sysco Victoria is able to
deliver. She also appreciates the extensive knowledge of her Sysco
Marketing Associate Rob Wheaton. With his own background as a
chef Rob knows the concerns she will have about the products.
He knows the challenges she faces and is able to make product
recommendations based on her needs.

Seared Quadra Island Scallops 
Crisp Pork Belly and Local Manilla Clams
Shimeji Mushrooms and Braised Daikon Radish

Udon Noodles, Bacon Dashi Broth

INGREDIENTS                               METRIC         IMPERIAL
Konbu – 3x6 inch pieces                           2                       2
Dried Shitake Mushrooms              500 mL               2 cups
Water                                                     2 L               8 cups
Smoked Bacon                                   226 g                  ½ lb
Bonito Flakes                                  250 mL                1 cup
Soy Sauce, Mirin and Sake         To season         To season

Method
Rinse the konbu under running water, then combine it with the
water in a medium saucepan.  Bring the water to a simmer over
medium heat and turn off stove and let steep for 10 min.  
Remove the konbu from the pot and add the bacon and the 
shitake mushrooms.  Bring to a boil then turn the heat down so
the water simmers gently, simmer for 30 min.  Add the bonito
flakes and let steep until cool.
Strain the dashi, and chill the broth until the fat separates and
hardens into a solid cap on top of it.  Remove and discard the 
fat and use the dashi.  Season with soy, mirin and sake.

To build the dish:
Qualicum Bay Scallops                         3 3
Confit Pork Belly                             56 g 2 oz
Manilla Clams                                      5 5
Bacon Dashi                               250 mL 1 cup
Udon Noodles                          ½ packet ½ packet
Shimeji Mushrooms                    60 mL ¼ cup
Cooked Daikon Radish                         2 2

Warm the bacon dashi in a small pot, add 5 manilla clams – bring to a
simmer until they open. Meanwhile sear 3 Qualicum Bay or other high
quality scallops in a pan until golden on one side, reserve.  
Fry the portioned pork belly in a pan on low until golden brown.
Blanch Udon Noodles and place in a soup bowl.  
Top with sautéed shimeji mushrooms and daikon, then your scallops,
clams and pork belly.  Pour hot broth over, and serve.



S y s c o  T o d a y  2 8 S u m m e r  2 0 1 3

Contact your Sysco Marketing 
Associate for more information

marketplace

Meatballs & SausagesMeatballs & Sausages
ItalianItalianItalian

Contact your 
Sysco Marketing Associate 

for more information.
syscorewards.ca

Contact your 
Sysco Marketing Associate 

for more information.
syscorewards.ca

Reward  Yourself...



Ryan Gibson, Chef, Sysco Victoria
Dubrulle Culinary Institute of Vancouver
Work Experience: 15 years

What is your favourite kitchen item,
and why do you like it so much? 

Currently, it’s my 15 psi pressure cooker. It
creates great flavours and cuts cooking time
down drastically.

What’s the best tip you offer 
foodservice operators?

Focus on what you do best. Don’t try to be
everything to everybody.

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

his or her establishment?
Use their Sysco resources. There are many

great people willing to help make your business
more successful in every Sysco operating
company.

How important is service 
and ambience in the overall 

standing of a restaurant?
Very. It’s just as important as the food in

getting customers to become repeat
customers.

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

Attend a customer business review at their
Sysco supplier.

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

Every chef I have had from school to work has
inspired me in one way or another.

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

I love burgers. They’re definitely my go to!

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

I’m pretty into the modernist trend. It’s a
relatively new style of cooking by Ferran Adria
out of Spain. It’s about understanding the
science the food. 
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Chef 
du Jour

Tell us about your favourite 
all-time dish.

This is more of a meal known as Sunday
lunch in Barbados: flying fish, curries, fish 
cakes, plantains, macaroni pie and lots of 
family and beer.

How and when did you 
know that working in a kitchen 

was for you?
I was working in restaurants in Australia and

it was while there that I decided to consider
cooking as a career. Even though I had worked
in restaurants since the age of 15, I had never
considered it as a career so I made my decision
to go back home and go to culinary school.

What’s your favourite cookbook?
The Modernist Cuisine series.

What’s your best cooking tip?
Don’t be afraid to experiment. There is no

right or wrong in cooking.

Your last meal would be.........what?
Probably Easter or Christmas dinner with my

family, cooked by my mom.
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Your customers can cool off with these refreshing and tasty recipes 

by sipping on a Tangerine Margarita, Emerald Punch Cocktail or even your 

famous Maple Bacon Half Pint!  Pair them with a delicious Arugula and Prosciutto Salad 

or Sour Cream and Poppy Seed Fettuccine for the full effect! 

what’s cooking?

S y s c o  T o d a y  3 1 S u m m e r  2 0 1 3



what’s cooking?

Maple Bacon
Half Pint

Courtesy of Ocean Spray

INGREDIENTS

Spiced Rum .5 oz 
Ocean Spray 

Sour Mix 2 oz
Maple Syrup .5 oz 
Rickards Dark 4 oz 
Bacon slice 1 piece 
Lime wedge 1

METHOD

• Fill a highball glass with ice. Add ½ oz.
Captain Morgan Spiced Rum, 2 oz.
Ocean Spray Sour Mix, 1/2 oz. maple
syrup. 

• Top with Rickard’s Dark and garnish 
with a lime wedge and bacon slice.

Tangerine 
Margarita

Courtesy of Ocean Spray

INGREDIENTS

Tequila 1 oz 
Ocean Spray 

Sour Mix 1 oz
Ocean Spray Citrus 

Tangerine Orange 4 oz 
Cherry / Lime skewer

METHOD

• In a cocktail shaker filled with ice, 
add 4 oz. Ocean Spray Citrus Tangerine
Orange, 1 oz. Ocean Spray Sour Mix 
and 1 oz. tequila. 

• Shake and strain into a rocks glass 
with ice. 

• Garnish with a cherry and lime skewer.

Emerald 
Punch

Courtesy of Ocean Spray

INGREDIENTS

White Grape Vodka 8 oz
Elderflower Cordial 4 oz
Ocean Spray Sour Mix 8 oz 
Ocean Spray White 

Cranberry juice 16 oz 
Cucumber
Grapes
Lime wheels

METHOD

• To a punch bowl add 1 cup white grape
vodka, ½ cup elderflower cordial or
liqueur, 1 cup Ocean Spray Sour Mix 
and 2 cups of Ocean Spray White 
Cranberry juice.   

• Garnished with cucumber rounds, 
sliced grapes and lime wheels. 

• Pour into punch cups evenly 
distributing fruit.
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what’s cooking?

Courtesy of Gay Lea Foods
Serves 2 to 4 

INGREDIENTS                            METRIC    IMPERIAL

Fresh Fettuccine Noodles                       454 g                    1 lb
Wholesome Farms Sour Cream        125 mL            1/2 cup
Grated Parmesan or Asiago Cheese    50 mL            1/4 cup
Finely chopped Green Onion              50 mL            1/4 cup
Poppy Seeds                                              10 mL                 2 tsp
Clove Garlic, minced                                         1                         1
Ground Nutmeg (optional)                    Pinch                Pinch
Wholesome Farms Butter                      30 mL             2 Tbsp.
Salt and Pepper                                                                            

METHOD

• Cook the fettuccini in a large pot of boiling, salted water according 
to package directions. Reserve 1/2 cup (125 mL) cooking water 
before draining. 

• Meanwhile, stir the sour cream with the Parmesan cheese, green
onion, poppy seeds, garlic and nutmeg (if using) until well combined. 

• Return the fettuccini to the pot and set over medium-low heat. Toss
the pasta with the reserved sour cream mixture and butter. Add the
reserved pasta water as needed to achieve desired consistency. 
Season with salt and pepper to taste. Serve immediately. 

Tips: 
1. Substitute 6 cups (1.5 L) hot, cooked dry pasta for the fresh noodles. 
2. Serve with grilled portobello mushrooms.

3. Add 1/2 cup (125 mL) frozen peas to the pasta before draining for a
more substantial side dish. 

4. Instead of nutmeg try 2 Tbsp. capers.

Sour Cream and 
Poppy Seed Fettuccine

Arugula and 
Prosciutto Salad
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Courtesy of Kraft Foodservice
Serves 4

INGREDIENTS                            METRIC    IMPERIAL

Arugula                                                         2 L              8 cups
Fresh mozzarella cheese, 

cut into 1/4-inch-thick slices        500 g                16 oz
Kraft Poppyseed Dressing            125 mL            1/2 cup  
Red onions, thinly sliced               125 mL            1/2 cup  
Pine nuts, toasted                              60 mL             4 Tbsp. 
Navel oranges, 

peeled, sectioned                         250 mL                1 cup  
Thinly sliced prosciutto, 

rolled up                                              250 g                   8 oz

METHOD

For each serving:

• TOSS 2 cups (500 mL) of the arugula with 4 oz. (125 g) of
the mozzarella cheese and 2 Tbsp. (30 mL) of the dress-
ing. Place on serving plate. 

• TOP with 1/2 oz. (15 g) of the onion, 1 Tbsp. (15 mL) of
the pine nuts, 1/4 cup (50 mL) of the oranges and 2 oz.
(60 g) of the prosciutto. 

Special Extra: For stronger citrus flavour, mix 1/4 cup (60 mL) freshly
squeezed orange juice (or 2 Tbsp. [30 mL] orange juice for trial
recipe) with the dressing. For each salad, toss the arugula and 

mozzarella cheese with 3 Tbsp. (45 mL) of the dressing mixture. 

Variation - Lighter Option: Combine all salad ingredients 
except dressing. Serve each salad with 1 pouch (40 mL) 

Kraft Calorie-Wise Poppyseed Dressing.




