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Originating in Emilia-Romagna, tortellini was traditionally
stuffed with ground meats and prosciutto.  The chefs
served the pasta with cream sauces or a simple sauce of
butter and sage, while light tomato sauces were reserved
for the summer months.  

On  the Italian island of Sardinia, stuffed pastas take on
a different flavour.  The island’s version of ravioli is called
culurgiones, but instead of square, the pasta is oval and
stuffed with spinach and percorino cheese.  Culurgiones are
topped with a tomato sauce, a lamb meat sauce or butter
and sage leaves.  A variation of this regional favorite is
Culurgiones de l’Ogliastra.  This version originates from 
the central eastern part of the Nuoro province and is
influenced by Germanic tastes.  The pasta is stuffed with
potato puree (and sometimes meat and onions) along
with a little percorino, olive oil, garlic and mint.  Again 
a tomato sauce is the usual accompaniment.

As we enter into the region of Sicily, the food is hotter,
spicier and sweeter than the rest of Italy.  With strong
Arabic influences, their stuffed pastas incorporate
eggplant, olives, pine nuts, anchovies and capers.  It is 
here that you will find panzerotti.  Sometimes known as
Apulian ravioli, panzerotti is filled with anchovies, capers
and strong ricotta cheese made from ewe’s milk.  

While the shapes of stuffed pasta may look similar, each
region adds its own unique flavor: in Piemonte, they are
famed for truffles and use truffle oil or sprinkle slivers of
the fungus over their pasta, Coastal Liguria is noted for 
its seafood, profusion of herbs and olive oil, and Fruili-
Venezia Giulia incorporates a Middle-Eastern flair, using
spices such as cumin and paprika to flavor meat, adding a
savoury twist to their pasta fillings.  There are many other
variations, and throughout Italy you’ll find fillings as
diverse as the regions themselves.

It’s What’s Inside That Matters

When it comes to stuffed pastas, the only limitation is
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By Michelle Ponto

According to an Emilian Forklore, tortellini was inspired
by the Greek goddess, Venus.  The legend states that after
enjoying a good night of eating, Venus retired to her room
and the innkeeper, overcome with curiosity, spied on the
naked goddess through the keyhole.  Overwhelmed by her
beauty, he rushed to the kitchen and created tortellini in
the shape of her navel.  

This is just one of the stories regarding the history of
stuffed pasta.  A more accurate and less romantic account
comes from Waverly Root, a food historian. Based on
Root’s research, ravioli was invented at the beginning of
the 19th century as a way to use up leftovers.  Other
historians disagree and claim ravioli has existed as early 
as the 14th century.  The one thing historians do agree on
is that both fresh and stuffed pastas were considered an
aristocratic food until the 1900s.  Nowadays stuffed 
pasta is not only available as an everyday meal, but the
variations and fillings range from traditional to novelty
creations.

Regional Differences

Early Italian stuffed pastas consisted of fillings that 
were either sweet (cheese, honey, nuts, and cinnamon) or
savoury (meats, pepper and saffron), depending on where
you lived in the country. 

The people of Northern Italy were the first to diversify
their stuffed pastas with the creation of tortellini.



modern fare, the pasta can be stuffed with any finely

chopped meats, cheese, seafood, herbs, spinach greens,

poultry or vegetables such as squash.  After stuffing, the

pastas are cooked and then served with a light sauce, but

this too, is only the beginning.  They can also be served in

a broth, added to a baked dish, or thrown into a salad.  

Pre-stuffed pasta is predominately sold fresh, but frozen

and dried varieties are available.  By Italian law all dried

pasta must be made with 100% durum semolina flour.

While this law is not always adhered to outside Italy,

the practice is carried out by all quality pasta makers

worldwide.  

Fresh pasta has its own rules and can be made with

slightly different ingredients than the dried varieties.

Northern regions of Italy use all-purpose flour and eggs

while southern Italy prepares theirs with semolina and

water.  If not making your own pasta, look for a brand

that uses the best ingredients.  The pasta should have a

rough surface, as smooth pasta will not hold onto sauce.

Also look for pasta that feels heavy in the package and has

nice colour and texture. If it looks fresh, it will taste fresh.  
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Types of Stuffed Pasta
Agnolotti: 
A circle of pasta that is folded over and
sealed to form a half circle.

Cappelletti: 
A two inch square of pasta that is folded into
triangles and then twisted to form the shape
of a little hat.

Caramelle: 
Named after a candy, it resembles a candy
wrapper twisted at both ends.

Mezzaluna: 
Small half moon shaped pasta. 

Pansotti: 
A two inch square of pasta that is folded over
to create a triangle.

Ravioli: 
Two squares of pasta that are stuffed and then
sealed to resemble a pillow.

Tortellini: 
A circle of pasta that is folded in half to form
a half circle and then twisted to form the
shape of a little hat.

the chef’s imagination.  Restaurants at all levels — from
casual fare to white tablecloth—are focusing on creating
regional dishes using authentic flavours.  Some are
duplicating recipes from specific Italian regions, while
others are modifying the recipes based on their 
customers’ tastes.

Regardless of whether your creation is traditional or
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Barry Tepper and 
Frank Kalmar

One of the great marketing successes of the last decade is the remarkable turnaround
of coffee.  Whether it’s the result of successful franchises such as Starbuck’s or Tim
Hortons who transformed basic coffee grounds into a gourmet beverage, or the way
popular television shows like Friends, Frasier and Sex and the City depict a cup of
java as not just a way to get a quick fix of caffeine, but as a form of socializing, we
don’t know.  One thing is certain, coffee sales went from a steady decline in late 80s
to a money-making phenomena that is showing no signs of letting up. 

The good news is, coffee gurus have already done the hard work. All you have to
do is turn their success into your success.  Here’s how to do it in two easy steps:

1. UPGRADE YOUR PRESENT COFFEE – That’s right, go for the premium beans.
Today’s java drinkers are connoisseurs.  They might still drink a store brand at home,
but if they’re ordering it at a restaurant, they want the good stuff.  Plus, at a yield 
of 50 cups per pound, price is not much of an issue as the difference between a
$7.00/pound coffee and a $10.00/pound coffee is only pennies per cup:

$7.00 ÷ 50 = 14¢ per cup
$10.00 ÷ 50 = 20¢ per cup

2. RAISE YOUR COFFEE PRICES – Upscale coffee sellers charge anywhere from
$1.50 to $2.50 a cup. What happens if you raise your prices from $1.00 to just $1.50
per cup? If you are selling 100 cups per day the results look like this:

Before the Upgrade After the Upgrade
100 cups @ $1.00 = $100.00 per day 100 cups @ $1.50 = $150.00 per day

Profit Improvement
You got $50.00 in extra sales for just $6.00 in extra cost for the two pounds of
coffee needed for 100 cups! That’s $44.00 per day or about $15,400 per year.

One other thing to remember is that premium coffees have better stand alone sales,
so their popularity is not limited to meal accompaniments.  This means that if your
coffee is good, chances are your dessert and after-meal sales are also going to increase
— boosting your total sales by an average of $5.00 per customer.  To further enhance
your sales, you may want to consider adding a few more items to your dessert menu.
Not only do java drinkers tend to order something to eat to go with the coffee,
many are willing to pay extra for coffee-like desserts such as lattes, espressos,
mochachinos, and exotic blends including Turkish coffees and Mexican 
Cinnamon lattes.   

For an added boost, try offering geographic varieties and flavours to create even 
more interest. Also, take advantage of what your sales representative has to offer in 
point-of-sale and marketing tools to let your customers know that you’re in the 
coffee business. Before you know it, you will be turning your JAVA into GOLD!
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Where
There’s
Smoke

By Patricia Nicholson

Alberta’s provincial laws allow smoking in bars and
restaurants where children are not permitted. Some
municipalities, such as Edmonton and Banff, have local
anti-smoking laws.

Saskatchewan has banned smoking in public places as
of 2005

Manitoba’s ban came into effect in 2004

Nova Scotia’s current rules allow smoking rooms in
bars and restaurants, and allow smoking in bars after 9:00
p.m. New rules that come into effect in December 2006
will ban smoking in bars and restaurants, including all
patios where food is served.

Newfoundland and Labrador’s smoking ban includes
indoor and outdoor areas of bars and restaurants.

Prince Edward Island allows separately ventilated
smoking rooms in bars and restaurants, but food cannot
be served in these rooms.

New Brunswick has had a smoking ban in public places
since 2004

The Customers

Where are the smokers? According to the Canadian
Community Health Survey (CCHS), about one in five
Canadians smokes. However, rates vary throughout 
the provinces.

While smoking rates are decreasing all over the country,
areas such as the Nunavut still report rates as high as 53%.

As tougher smoking laws come into effect,

Canadian restaurateurs and bar owners must try to

find a balance between providing a smoke-free

dining and working environment, and serving their

customers who choose to smoke. Here is the

lowdown on lighting up across Canada.

The Rules

Smoking legislation varies throughout the country, but
most of Canada is now doing business in smoke-free
environments. 

Ontario is home to some of Canada’s toughest anti-
smoking laws. As of June 1, 2006, smoking is banned in
all indoor workplaces, including restaurants and bars.
Smoking on outdoor restaurant patios that have roofs 
or awnings is also illegal.

Quebec’s workplace smoking ban, which also covers
restaurants and bars, came into effect on June 1, 2006,

Northwest Territories and Nunavut have been 
smoke-free since 2004

In the Yukon, Whitehorse is smoke-free, but the rest 
of province is not.

British Columbia allows smoking rooms in restaurants
and bars
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By contrast, British Columbia has the
lowest smoking rate in the country,
at 18%. 

CCHS provincial 
smoking rates for 2005:

CANADA 22%

British Columbia 18%

Manitoba 20%

Ontario 21%

Prince Edward Island 22%

Alberta 23%

New Brunswick 23%

Newfoundland 23%

Nova Scotia 23%

Quebec 24%

Saskatchewan 24%

Yukon 30%

Northwest Territories 36%

Nunavut 53%

customers or operators, not on sales data or tax revenue. 

Making the change

In areas that have recently become non-smoking,
such as covered patios in Ontario, help your customers
remember and become accustomed to new rules by
getting rid of ashtrays and signs designating former
smoking areas. Have a policy in effect for dealing with
situations that may arise. For example, regular customers
who are used to smoking in your establishment or on
patios may light up out of habit, or smokers might light
up in spite of the ban. Update staff on policies for 
coping with these situations, and how to express them 
to customers.

Don’t alienate smokers

Smoking customers should be treated with courtesy 
and respect. Sending them outside to smoke should be as
polite and comfortable as possible. 

- Plan where you would like your patrons to smoke,
and make sure staff are aware of the designated area. 
In some jurisdictions, this can be a smoking room. 
In others, it will be part of a patio or deck. 

- If enough of your patrons smoke to make it
worthwhile, consider how outdoor areas and patio
seating can best be divided. Heaters and awnings,
and even patio umbrellas placed to close together,
may be illegal in smoking areas of patios, making 
it a challenge to provide a comfortable area for
smokers in hot weather, rain or winter conditions.

- If you don’t have a patio, but wish to provide an 
area where customers can go outside to smoke (or if
you are located in a jurisdiction that does not allow
patio smoking), think about your options, and what
you can offer at entrances, exits and surrounding 
areas. If you would prefer to avoid having smokers
outside your main entrance, think about what else 
you can offer. Side entrances, delivery alleys, or even 
a small upstairs balcony might be a better solution. 

- A wall-mounted safety ashtray can reduce butt litter. 
A potted plant, outdoor art or other welcoming
touches can go a long way toward making smokers 
feel like they are being looked after, rather than
banished.

Welcome new customers

It’s not all bad news. Some studies of bar and patronage
following smoking bans indicate that changing to a
smoke-free environment can attract new clientele who 
had stayed away from smoky establishments. A smoking
ban can provide a good opportunity for local and
neighbourhood promotions, such as sending out menu
flyers to homes and offices in your area.

The Research

The hospitality industry has long feared that banning
smoking in bars and restaurants might have a detrimental
effect on business, particularly for bars. Legislators and
non-smoking activists have disagreed. Both sides have
done studies, with mixed results. Industry-led studies and
surveys of bar and restaurant owners tend to support the
hospitality point of view, while government and non-
smoker studies tend to conclude that smoking bans are
not bad for business.

One of the largest investigations on smoking bans
conducted by the federal government looked at research
on the impact of bans in Canada, the United States and
Australia. Of 115 studies, ranging from bar-owner surveys
to official tax data, only 38 indicated a negative impact on
the hospitality industry. The other 77 found no negative
impact. Of the studies that did find that smoking bans
were bad for business, most were based on surveys of



Moe Mathieu,
Executive Chef and Co-owner

The Willow on Wascana, Regina, SK
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“We want 
to be inviting 

to everyone who
comes through 

our doors”

Moe Mathieu,
Executive Chef and Co-owner

The Willow on Wascana 

The Willow Brings Saskatchewan to the Table
The Willow on Wascana makes the most of its Regina location. Not

only does it have one of the city’s most beautiful settings, but it also
strives to serve the finest food grown and produced in Saskatchewan.

“We run a seasonal/regional menu which celebrates the flavours 
of Saskatchewan,” says Executive Chef and Co-owner Moe Mathieu. 
“We are using provincial products in new and creative ways.”

The Willow is the only restaurant in Regina that overlooks Wascana
Lake, but the beautiful view is only part of the atmosphere of relaxed
elegance that Mathieu and three co-owners strive to provide for guests. 
In order to provide fine dining in a comfortable setting, the Willow 
has created an environment that is casual and welcoming, never uptight
or stuffy.

“We want to be inviting to everyone who comes through our doors,”
Mathieu says. “Our clients are a mix of people celebrating life and its
accomplishments, and people who love good food.”

The Willow’s ambitious mission to make food produced in
Saskatchewan the cornerstone of its menu might seem a tall order,
considering the climate and short growing season. But guests at the
Willow aren’t leaving hungry. Menu favourites based on local ingredients
include steelhead trout and bison dishes, such as Quill Creek Bison
Tenderloin with prairie cherry reduction over spicy squash puree and
spinach spatzle.

The ingredients aren’t the only element that’s fresh. Guests are treated
to fresh ideas every season. The Willow’s menu is constantly evolving,
inspired by the bounty of the prairie.

“Saskatchewan is the theme – front and centre! We change our whole
menu every season, and we have not brought anything back so far,”
Mathieu says. “My surroundings and my people excite me, and make me
look for inspiration in our ingredients and the seasons they grow in.”

Mathieu has been executive chef at the Willow on Wascana since it
opened two years ago. He is an honours graduate of the Culinary
Institute of Canada, and made his mark in kitchens in the U.S. and
Canada. Prior to coming to the Willow, he was at the Alinea Restaurant
in Chicago before heading north to Regina.
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“Stock runs through my veins,” he says. “My mom was a
chef, my grandma, my uncles.”

The Chef is responsible for making the Willow’s locally
inspired menu a reality, right down to the wording. He creates
the food and puts together the team to make his vision a
reality for guests. 

There’s no down time in the Willow kitchen. The restaurant
is open from 11 a.m. to 11 p.m. seven days a week, and also
offers both off-site and in-house catering, as well as cooking
classes and wine seminars. Even with that full schedule, the
Willow is always looking for new and demanding ways to
present its fare.

“We have done lots of tasting menus with multiple courses,
which are challenging,” Mathieu says. “Tons of plateware,
delicate and intricate garnishing and saucing.”

Most recently the Apprentice Chef at the Willow, Greg Reid
won the Knorr Culinary Competition for junior Chefs in his
home town of New Brunswick. Reid will be heading off with
Executive Chef Mathieu to film The Food Network’s show,
“The Next Great Chef”. Reid was an apprentice with the Willow
under the watchful eye of Mathieu, between his first and
second year of Culinary School.  After graduating he returned
to the Willow to continue working with Mathieu and his team. 

Given the number of challenges faced by a restaurant 
that’s always striving for new and fresh tastes, a dependable
supplier that shares that dedication to service and quality is 
an indispensable part of the business.

Mathieu has been using SYSCO as a supplier throughout 
the restaurant’s two years in business. During that time, he’s
come to appreciate SYSCO’s outstanding service. 

“The service is great, and not just accommodating but goes
beyond the call of duty,” he says.

Now that he’s mastered putting Saskatchewan on a plate,
Mathieu hopes to put the Willow on the map.

“We plan to be a destination restaurant in Canada, even
though we are located in Saskatchewan – a tall order, but our
team doesn’t believe in making easily achievable goals,” he
says. “We plan to keep making people smile by producing 
food that conjures images and memories.”

He believes that ongoing and progressive foodservice is the
only way for a restaurant to remain vibrant and alive. 

“We are going to provide great food to our clients, and
hopefully show a level of dining that is more than the norm,”
Mathieu says. “We will always be a small boutique restaurant
from the prairie. It’s just that I want us to be the most
interesting and busy little restaurant on the prairie.”



Keith Simmonds, General Manager 
Great Wolf Lodge, 
Niagara Falls, ON
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“No level of detail
was ignored 

in the theming 
and animation 

of the 
entire Lodge”

Keith Simmonds, General Manager

Great Wolf Lodge

Fun for Families at Great Wolf Lodge
At Great Wolf Lodge, dining in the woods is relaxed, easy and tasty. The

Lodge offers families an adventure in an enchanted forest, with guest suites,
restaurants and an elaborate indoor water park all designed around a north
woods theme. 

“No level of detail was ignored in the theming and animation of the entire
Lodge,” says general manager Keith Simmonds. “Giant oak tree in the
restaurant, log and canvas booths in the outlets and a myriad of eye catching
and authentic attractions.”

This fanciful atmosphere is the setting for family-oriented activities from
mini-golf to flume rides. The Lodge’s primary focus is to “create family
traditions, one family at a time,” Simmonds says. 

Although Great Wolf Lodges have been operating in the U.S. for more than
a decade, the newly opened Niagara Falls operation is the first Canadian
property, and the brand’s first franchise. 

In addition to its 406 themed family suites, such as KidCabin and WolfDen
suites, Great Wolf Lodge offers year-round entertainment and activities geared
to families with children of all ages. The Lodge boasts a full-service spa and
salon, a fitness centre, an arcade, and 10,000 square feet of meeting and
conference facilities, as well as its 103,000 square foot indoor water park. 
At the water park, guests can explore more than a dozen waterslides, a wave
pool and a four-storey interactive treehouse waterfort all year round. 

The Lodge also offers a range of dining options for guests and for the
public. Camp Critter Bar and Grille recreates the atmosphere of a wilderness
camp with picnic tables and private dining tents in a forest setting. The casual
menu includes pot roast, burgers and pastas as well as soups, salads and
appetizers.

Antler Shanty Grub is another casual dining option, offering tantalizing
prime rib carving station, fusion wok specialties and great kids buffet with kid
size serving station in a cottage-themed atmosphere complete with rustic
fireplace and stained glass windows.

Sandwiches and favourite sweets, such as pastries, ice cream and
homemade fudge, are available from 7 a.m. to 11 p.m. at the Bear Claw Café
confectionery. Cappuccino and espresso are available at the full-service Canoe

SYSCO Toronto Marketing Associate, Brad Phelan, Great Wolf Lodge Executive
Chef Joe Treneer, and Great Wolf Lodge General Manager Keith Simmonds.
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Roasted Acorn
Squash Ravioli

with Brunoise
Vegetables and 

Roasted Garlic Broth
with Chili Oil

Coffee Shop, and the Lodge also has a Pizza Hut Express.

There are also three food outlets within the water park,
where visitors can grab a bite or a beverage without drying
off: Spirit Island Snack Bar serves pizza, hot dogs and frozen
drinks, and Grizzly Rob’s serves snacks, beer, tropical drinks
and other beverages all year round. When the weather
warms up outside, the Crazy Loon outdoor licensed bar 
and grill features salmon skewers and grilled steak
sandwiches.

Great Wolf Lodge kicked off business with a splash – and
a challenge for its four kitchens and 120 food and beverage
employees. There were 800 guests at the grand opening in
April, including business partners, government officials,
and a live wolf.

Wolf Lodge kitchens have been supplied by SYSCO 
since day one, through both online and personal service.
Executive chef Joe Treneer says e-SYSCO provides a handy
tool for costing and maintaining stock levels, while the
personal service provided by his SYSCO marketing associate
has consistently exceeded his expectations.

“SYSCO provides us with the best products, services and
pricing available in the industry,” he says.

Its Niagara Falls location is a key factor in Great Wolf
Lodge’s business. While Great Wolf’s attractions and lodges
draw their own business from a wide radius, Great Wolf
Lodges also benefits from the attention and traffic generated
by the Falls to gain market exposure to a wide audience of
North Americans.

Niagara is also a prime location for Treneer to find
inspiration in local seasonal ingredients.

“Niagara has some of the best,” he says. Niagara’s local
produce brings the freshest flavours to signature dishes such
as Acorn Ravioli with Brunoise of Vegetables in a Roasted
Garlic Broth.

Next to guest rooms, food service is the biggest
component of the resort, and one that its general manager
views as crucial to the business. 

“It is essential that we develop people and systems that
can meet the demands of this unique operation in order to
maximize revenues through the delivery of a unique guest
experience,” Simmonds said. “The future of the business is
to create a brand and systems that we can take across the
country.”

Squash Filling
INGREDIENTS METRIC IMPERIAL
Acorn squash halved and seeded 2 2
Salted butter 100 mL 4 oz
Golden sugar 30 mL 2 Tbsp
Allspice 20 mL 4 tsp
Cream cheese 250 mL 1 cup

· Yields about 3 cups. 
Pasta
Fresh ravioli sheets
Egg wash
Prepared filling

· Lay out the first sheet, brush with egg wash placing about 1 tsp of
mounded filling in increments over the entire sheet. (Making sure
there is enough room between each dollup.)

· Cover with the second sheet, pressing firmly between each mound of
filling.

· Using a cutter of preferred shape, cut out each of the ravioli ensuring
there is a proper seal.

Procedure:

· Place in each half of squash, 1 oz butter. 

· Sprinkle sugar, allspice and seasoning liberally over squash. 

· Roast in oven at 350 ºF for 50 minutes or until tender. 

· Remove from oven and scoop out of the skin. 

· Place in robo coupe and puree, add cream cheese and pulse until
combined. 

· Consistency should be a thick golden paste. 
Roasted Garlic Broth
Roasted garlic cloves cut into slivers 12 12
Fresh lemon juice 50 mL 1/4 cup
Vegetable stock 2 L 8 cups
Salt and cracked pepper to taste
Chilled cubed butter
Olive oil as needed

· Heat sauce pan and olive oil, add garlic slivers and sauté for 30
seconds 

· Add lemon juice and reduce by half, add vegetable stock and bring to
a simmer 

· Remove from heat, working quickly whisk in chilled butter until
desired consistency is reached. 

· Season with salt and pepper. 
Final Plate:· In salted boiling water, cook 8 ravioli for 4-6 minutes until just tender 

· In the centre of a large deep pasta bowl place brunoise vegetables
(red, yellow, green peppers, carrots and red onion) 

· Place ravioli around the vegetables and ladel the broth over the pasta,
just enough to cover. 

· Garnish with chili oil and fresh thyme sprigs. 
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By Mary Gordon

Fresh, crisp vegetables and just-picked fruit are one of
the timeless delights of the growing and harvesting season.
Salads are one of the most flexible and popular ways to
showcase the produce of summer and early autumn. 
Not only do they make the most of freshness with 
raw fruit and vegetables, but they also offer endless
combinations and unrivalled visual appeal with a 
huge range of colour and texture.

Because fresh produce varies by season, so can your
salad menu. Health conscious consumers want more fruit
and vegetables in their diet, and this trend is widely
promoted by Health Canada’s new food guide, as well 
as by health associations such as the Canadian Cancer
Society and the Heart and Stroke Foundation. 

Different interpretations of salads can be incorporated at
every meal. Fruit and yoghurt parfaits, fruit crepes, or light
and leafy adaptations of eggs Florentine’s classic poached
egg and spinach combination bring fresh produce to the
breakfast table. Entrée salads make perfect summer
lunches, often pairing crunchy fresh greens with cheese,
grains or protein, topped with dressings that borrow from
cuisines such as Thai, southwest or Caribbean. At dinner, a
salad can take a sophisticated turn with exotic greens and
signature dressings, and can even become a main dish
with the right additions, such as seared tuna and ginger.   

The Canadian Produce Marketing Association suggests
several tips for serving fresh produce:

• Interactive presentations that let the customer build
their own meal at the table can include stuffed pitas
and fajitas. Lettuce wraps and fruit crepes are other
build-your-own options.

• Vegetables and dip are a simple, flavourful way to serve
fresh seasonal produce, and can be a colourful and
economical appetizer. The CPMA suggests changing 

the vegetable assortment weekly to reflect seasonal
availability, and promoting the fresh seasonal aspect 
to customers. A selection of fruit served with dips can
make a similar splash on a dessert menu.

• Imaginative, vertically oriented garnishes made of
vegetables can promote dishes by boosting visual
interest not just for the diner, but also for other
customers who see the dish carried through the
restaurant. 

• Freshly squeezed fruit juices and vegetable cocktails 
are a great all-day menu choice, and are a perfect use
for visually imperfect produce.

Salads also offer opportunities to add new flavour
influences to your menu with dressings and dips. From
flavoured mayonnaise tweaked with garlic, chilli and
horseradish, to Asian-inspired dressings balancing exotic
heat with a sweet finish, dressings can bring new life to
greens. The Association for Dressings and Sauces (ADS)
reports that ranch dressing remains the number one
choice, followed by blue cheese, Italian, French and
thousand island. Vinaigrettes, including olive oil,
balsamic, and red wine versions, are also top sellers, but
there is also plenty of room for innovative, signature
dressings that incorporate food trends.

The ADS report on salad dressing and sauce trends
identifies taste, heat and cool palate sensations and
regional cuisines as continuing influences on flavours,
with ingredients such as cilantro, mustard, wasabi, sea salt,
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Days
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What goes with green?
Add interest and appeal to a basic tossed salad
with seasonal, international or meal-building
ingredients.

Leaves beyond lettuce – leafy vegetables that
add colour, flavour or contemporary flair can
bring house salad up to date. Arugula, rocket,
basil or coriander leaves add flavour highlights.
The Canadian Produce Marketing Association
suggests rapini, bok choy, celeriac and kale.

Best of the season – adding ingredients such as
grilled asparagus, fresh sweetcorn, local spinach
or field tomatoes at the peak of their season is an
easy way to vary your salad menu.

Fruit – pear, blueberries, mango, grapefruit,
cranberries, grapes, strawberry and apple are just
a few of the fruits that can bring greens to life.

Nuts – walnuts, sunflower seeds, pecans, pine
nuts and slivered almonds 

Beans – Chickpeas, black beans, kidney beans or
other pulses 

Grains – pasta, rice, noodles, croutons, cracked
wheat, cous cous

Dairy – Eggs, yoghurt and cheese can enhance a
salad. From shredded Monterey Jack or cubed
feta to plump bocconcini or crumbled Danish
blue, cheeses and fresh greens are a natural
combination. 

Protein – Bacon or proscuitto can add strong
savoury notes to greens, but meat or fish can also
bring a salad to centre plate. Grilled chicken has
become a modern standby, but more restaurants
are offering a range of choices as salad toppers,
such as seared tuna, shrimp skewers, or thinly
sliced beef tenderloin.

sesame and lemon grass taking more prominent roles.

Favourite combinations from ADS chefs include plum,

ginger, mango and habanero peppers, or lime, cilantro,

ginger, garlic, soy sauce and sesame oil.

Both the CPMA and the ADS offer recipes as well as tips

for handling, preparing and serving salad and produce in

the foodservice industry.

There are as many reasons to eat more fruits and

vegetables as there are ways to serve them. Even customers

who have turned a deaf ear to messages from Health

Canada, the Canadian Cancer Society, and the Heart and

Stroke Foundation to eat five to ten servings a day, may

have a keen interest in new food trends and exotic tastes,

and few people can deny the lure of the fresh, seasonal

produce at the peak of its flavour.

For recipe resources visit:

The Canadian Produce
Marketing Association

www.cpma.ca

The Association for Dressings
and Sauces  http://dressings-

sauces.org/

5 to 10 a Day
www.5to10aday.com
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Looking for some new

and exciting menu ideas.

Try our recipes for Sour

Cream Breakfast Soufflé,

Potato and Portabello

Mushroom Soup with

Balsamic Onions,

Mediterranean Grilled

Fish Fillets and Seafood

Marinara with Olives 

and Feta.  Offer your

customers new

tantalizing selections 

that are sure to please.
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SourCreamBreakfast Souffle
Recipe courtesy of Basic American Foods

Serves 48

INGREDIENTS METRIC IMPERIAL

Water 3.8 L 15 cups

SYSCO Classic Casserole 
Scallop Potatoes 1 kg 2.25 lbs
Eggs or Eggs substitute 20 eggs, 1 kg 20 eggs, 2 lbs
Sour cream 1 L 4 cups

METHOD 
• Heat oven to 350ºF. (Convection oven to 325ºF)

• Take two half size steam table pans and add boiling water.

• Whisk in seasoning packets, 1 per half pan steam table pan.

• Stir in potato slices (1/2 carton per pan)

• Beat eggs & sour cream until frothy. Stir into potato mixture.

• Bake 45 to 50 minutes or until set. Remove from oven, and let sit 
for 10 minutes.

• Spoon desired topping over finished soufflé.

• If cheese is one of the toppings, use salamander or broiler to melt.

TOPPING IDEAS 
• Top with apple, sausage, and cinnamon for a hearty full breakfast.

• Add ham & cheddar cheese for a great tasting topping any time of year.

• Make a cranberry nut topping for a festive holiday brunch.

• Make it vegetarian by topping finished soufflé with sautéed onions,
mushrooms tomatoes and or zucchini.

If desired, breakfast soufflé may be prepared in 
large 3” muffin tins lined with muffin papers.
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Potato andPortabelloMushroomSoup
WITH BALSAMIC ONIONS

Recipe courtesy of Basic American Foods
Serves 8

INGREDIENTS METRIC IMPERIAL

White onion, medium diced 250 mL 1 cup 
Carrots, medium diced 50 mL 1/4 cup
Portabello mushrooms, medium diced 500 mL 2 cups
Thyme, fresh chopped 5 mL 1 tsp
Water 5 L 20 cups
SYSCO Classic Casserole Scallop Potatoes 1 kg 2.25 lbs
Nutmeg 1 mL 1/4 tsp
White cheddar cheese, shredded 75 mL 3 oz
35% cream 500 mL 2 cups 
Salt and pepper to taste

METHOD 
• In a small amount of oil, sauté the onions, carrots, mushrooms and

thyme until the onions are translucent.

• Heat water to boiling point, then add the SYSCO scalloped potato and
sauce mix package. Once the potatoes are soft, remove from heat and
puree to a smooth consistency.

• Combine the cooked vegetables and the potato mixture. 
Add remaining ingredients. 

• Season with salt and pepper to taste.

BALSAMIC ONIONS 
Red onions, large diced 2 2
Balsamic vinegar 125 mL ½ cup
Maple syrup 50 mL ¼ cup

• In a frying pan, cook onions and balsamic vinegar until the vinegar is
reduced by half its volume. Add maple syrup and cook until the onions
have change their colour and are soft and sticky.
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MediterraneanGrilled Fish Fillets
Recipe courtesy of High Liner Foodservice

Serves 12

INGREDIENTS METRIC IMPERIAL

Tilapia fillets 12 - 113 g 12 - 4 oz
or Alaskan Pollock loins portions portions 

Plum tomatoes, chopped 6 6

Garlic cloves, minced 6 6

Green onions, sliced 3 3

Capers, drained 50 mL 1/4 cup

Olive oil 50 mL 1/4 cup

Dried oregano 15 mL 1 Tbsp

Salt and pepper, to taste

METHOD 

• Place 6 fillets in a single layer on a double sheet of aluminum foil and

crimp edges securely. Repeat with remaining 6 fillets and season.

• Combine remaining ingredients; spoon over each fillet.

• Transfer foil trays carefully on to grill and cook over high heat for 

about 7 minutes, or until fish flakes easily when tested with a fork. 

(Or place foil trays on baking sheets and broil until done.)
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Seafood Marinara
WITH OLIVES AND FETA

Recipe courtesy of High Liner Foodservice
Serves 12

INGREDIENTS METRIC IMPERIAL

Portico peeled and deveined large 
shrimp, thawed and drained well 450 g 1 lb
Individually quick frozen 
scallops, thawed and drained well 454 g 1 lb
Cooked cultivated mussels, frozen 2 - 454 g 2 - 1 lb
Canned diced tomatoes 2 L 8 cups
Sliced black olives 250 mL 1 cup
Crumbled feta cheese 250 mL 1 cup
Finely grated lemon zest 30 mL 2 Tbsp
Dried oregano (or Greek seasoning) 15 mL 1 Tbsp
Olive oil 30 mL 2 Tbsp
Garlic cloves, minced 3 3
Cooked penne pasta
Salt and pepper, to taste

METHOD 
• Place tomatoes in a large pot over medium-high heat; until boiling.

Reduce heat, stir in olives, feta, lemon zest and oregano. Simmer,
uncovered for about 5 minutes.

• Add frozen mussels to tomato sauce. Continue cooking for a few more
minutes, until mussels are opened and heated through. 

• Meanwhile, heat oil in a large frypan over medium-high heat. Add 
garlic and cook until fragrant, about 30 seconds. Add shrimps and
scallops; cook until done, stirring frequently. Transfer to tomato sauce.
Season to taste.

• Serve over pasta.
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By Patricia Nicholson

As diners become more interested in wines, many
restaurants are offering more options in wines by the glass.

“It’s a great idea,” says Gilberto Bojaca, Ontario Chair of the
Canadian Association of Professional Sommeliers. Offering
wines by the glass provides an opportunity to increase
profitability, offer more variety to diners, and create bonds
with customers.

“I think that it most definitely improves the bottom line,”
Bojaca says. “When people order by the glass, they usually
drink more, because they don’t feel the restraint to order just
one bottle.”

It also gives customers the opportunity to have a different
wine with each course, which can mean bigger sales, and a
better showcase for your menu.

Selection
Choosing which wines to serve is the first step in expanding

a restaurant’s wine-by-the-glass repertoire.

“A house wine should be a wine that’s representative of the
house,” Bojaca says, but many restaurants don’t put much
thought into their house wines. The house wine shouldn’t be
chosen solely because it’s cost effective or easily available. It
should complement the menu and provide good value for the
customer, which doesn’t necessarily mean it should be as
cheap as possible. The wine should be worth the price 
charged by the restaurant.

“We’re looking for wines that appeal to people’s value to
quality ratio,” Bojaca says.

He suggests that a good establishment such as a midrange
bistro should be able to serve three whites and three reds by
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the glass. These selections
should represent three
different styles.

“A simple way to look
at it is light, medium
and full-bodied,”
Bojaca says.

He also
recommends
changing the wine
selections every so
often, to keep
regular customers
interested and
curious about your
wine selections.

It can be a
particular selling
point to serve wines
that offer something
distinctive.

“They have a certain
conversational twist, or a
little bit of history behind it.
Wines that are interesting,”
Bojaca says. A bit of lore about
where it comes from or how it’s
made can help promote the wine.

Training
Good servers are a key factor in selling wines by the glass.

Raising a Glass

More customers are looking for    
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establishment, you’ll be able to sell more. For the servers

they’ll be able to get more tips.”

Servers who can inform customers about the wines they 
can order by the glass sound credible and instil confidence.

“It will give me the sense that he’s a professional,” Bojaca
says. “And not only that, it creates a relationship.”

That bond with the customer, and the interest in the wines
and the menu that is created by engaging them, may be what
brings the customer back — and what makes them bring
friends to your restaurant.

Promotion

To sell a lot of wine by the glass, the place has to be wine
friendly. Don’t ignore the basics: ensure that you’re storing
wine properly and serving it at the right temperature, in 
proper glassware of the best feasible quality that is well
maintained and clean.

Bojaca adds that there are elements of atmosphere that
contribute to a customer wanting to order a glass of wine.

“You see labels, you see bottles, you see displays, you see 
all those wonderful things that make our minds engage.”

These elements can attract customers to your wine offerings
in the same way that the sight and aromas of food carried 
past by servers piques appetite and interest in menu items.
Combined with suitable wine selections and a well-trained
staff, these factors can form the foundation of strong 
wine sales.

It’s important for them to be
able to describe the wines 

to offer, and to know what
to do if a customer 

rejects a wine.

“You have to train
the staff. Everyone on
the floor should be
able to taste the
wine before they
can recommend it
to the consumer,”
Bojaca says. “The
service should be
engaging.”

Customers will
often ask for a glass
of house wine. A

server can then ask
what they would

prefer: White or red?
Something light in style,

or with a bit more body?
Do you prefer wines of a

certain region, country or
grape variety? Engaging the

customer in conversation 
makes it easy for them to try

something new.

“Knowledge brings confidence. Confidence
brings enthusiasm. Enthusiasm is engaging, which

in the bottom line is good,” Bojaca says. “For the

  wider choices in a glass of  wine



On May 24, 2006, a restaurant in Timmins,
ON was fined $50,000 for two violations of the
Occupational Health and Safety Act due to a

slippery floor.  According to reports, while
mopping the kitchen floor, the employee received

a food order and on his way to the cooler,
slipped.  While falling, his left arm plunged into

the deep fryer, resulting in second and third
degree burns to his hand, arm and back.  

Kitchen accidents like this one happen
quickly and unexpectedly…and they could
happen in your restaurant if you’re not
prepared.  This case went to trial and the
restaurant was convicted of failing to ensure 
the floor was kept clear of a hazard, as well as
failing to provide adequate information and
supervision regarding deep fryers.  

According to Ontario statistics, in 2004 there
were 5,656 workplace related injuries and
illnesses that resulted in lost workdays in the
restaurant and hospitality industry.  And lost
days mean lost money, lost time and lost
productivity.

Prevention is the Key

According to a report from the Workers
Compensation Board, 42% of all restaurant
injuries are caused by either slipping/tripping
or by being struck by an object such as a knife,
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cooking appliance or door.  Burns and scalds were the
next common injury, resulting in 16% of accidents.
Almost 74% of these were caused by fat or oil, or other
hot food products such as soup.  

The good news is, many accidents can be prevented.
“One inexpensive way employers can reduce the number
of back, neck and shoulder injuries is by re-organizing the
storage room,” says Sandro Perruzza, Director of Sales at
the Ontario Service Safety Alliance (OSSA).  “By placing
the larger, heavier and most used items on the middle
shelves, workers won’t have to over-extend themselves to
get to them.”

Another major cause of back and shoulder injuries is
caused by buying in bulk.  “Owners try to save a few
dollars by ordering supplies in large containers, but are
risking very costly muscle-related injuries,” says Perruzza.  

Studies show that the indirect costs related to a
workplace injury is 10-25 times the actual compensation
costs of the injury.  “A back injury costing $3000 in
compensation cost, actually winds up costing a company
about $30,000 in indirect costs such as property damage,
retraining, fines and increased insurance premiums,” says
Perruzza.  “If a company has a 10% profit margin, they
will need to generate $300,000 in revenue to compensate
for that injury.”

According to Perruzza, the best prevention is to take the
time to teach employees how to lift and carry things
properly.  Besides the force needed to lift or carry an item,
the second most common risk factor is improper posture.
This can cause increased pressure on certain muscle
groups, causing them to fail and resulting in an injury.

The experts at OSSA also
recommend that employers
ensure all workers are wearing
non-slip shoes as this is the most
effective way to prevent slips, falls
and trips.  “Running shoes are
simply not good enough,” says
Perruzza.  “A specially designed
shoe with a non-slip sole costs
very little compared to a brand
named running shoe and provide
an unparalleled level of slip
resistance.”

Your Responsibility as an Employer

Under the Workplace Safety and Insurance Board
(WSIB), as a restaurant owner you are required by law to
take all reasonable precautions to protect your employees
from illness or injury.  You are also responsible for
training your staff on proper restaurant safety.  This
includes using the equipment and providing first aid
training, as well as having first aid kits available
throughout the workplace.  Finally you are required to
post the WSIB “In Case of Injury at Work” poster in a
prominent place and the Occupational Health and Safety
Act booklet.  

Don’t take your responsibilities lightly.  With Bill 
C-45 becoming law, you can now be charged under the
criminal code if safety standards are not properly
maintained.  More information and details of your
responsibilities can be found on the Canadian Restaurant
and Foodservices Association website (www.crfa.ca), but if
you are unsure there are courses and training sessions for
both you and your staff available through the OSSA
(www.ossa.com).
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By Michelle Ponto

The world of foodservices is constantly evolving.  It seems you just

have time to master one trend, when customers are on to the next.

So…as a restaurant manager or chef, how do you keep up?

Great Tasting Ideas 

Chef Alex Petrollini, not only has mastered the art of spotting new trends;

he sets them.  Originally from Calgary and trained at Le Cordon Bleu cooking 

school in England, Petrollini has worked as an executive chef in some of the 

most prestigious restaurants in the world including the elegant Lake Louise Ski

Resort and the renown Vlad Inn in Russia.

“When it comes to new trends and ideas, I get my ‘inspiration’ from every day

experiences,” says Petrollini.  “I could be reading a book about chemistry and

something will pop in my mind.  It’s as if the ideas come to me in a dream 

while I’m doing something else.”

One of Petrollini’s recent ‘dreams’ was an award winning Paper Wrapped

Chilean Sea Bass.   Paper wrapped fish is not new to the cooking world, but

Petrollini transformed the concept by wrapping layers of Phyllo pastry around

the fish so that the bass actually looked like it was in a hard cover book. 

“The recipe won for taste, but it was the presentation that really impressed

the judges,” says Petrollini.  “Displayed open, it looked like the Bass was 

bound with a hard cover and had sheets of paper separating the two sides.  

It was pain-staking work and took 15 hours to wrap the fish to service the 

400 people, but it was worth it.”

Gathering Inspiration

Not all of Petrollini’s ideas come from daydreaming.  He is constantly

visiting restaurants, both locally and around the world, in order to expand his

culinary mind.  

“I have to admit that over the years, I’ve stolen my share of menu ideas from

other restaurants, but I always improve upon them or add my own distinct style,”

says Petrollini. “In essence, I’m transforming them into my own.”

Petrollini is also part of the local chef association and keeps his skills up-to-date
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Congratulations to
Fred Dellerbo,
owner of New

Marconi Restaurant 
in Sault Ste Marie,

Ontario; the 
winner of our draw

for the iPod. 

Thank-you to all
customers who gave 

us feedback on 
the magazine.

Your Opinion is
Important to Us!

by attending culinary classes and

conferences.  In his opinion, one of

the best shows to attend in North

America is the National Restaurant

Association Conference in Chicago.

He also recommends planning your

vacation around “taste of the scene”

events such as the Sunday Brunch on Waikiki Beach held from January to March.

Bob Villeneuve, SYSCO Canada’s Corporate Chef, agrees with Petrollini when it

comes to trend resources.  “I find my ideas come from everywhere.  Wherever I

look, there is potential for a new recipe,” says Villeneuve.  “In fact, most new items

I create are a result of something that floated around in my head for a while, and

went through several changes before I even attempted to create it.”

In order to stay one step ahead of the evolving trends, Villeneuve not only reads

trade magazines, government publications and any menu he can get his hands on,

he also gets ideas from television.

“The impact of the Food Network can not be underestimated,” says Villeneuve.

“As chefs, we can’t deny the fact that the dining public watches FoodTV and what

they see there, impacts their expectations.”

While Food TV is one local source, another one is your SYSCO representative.

They are not only knowledgeable about products, but visit a number of restaurants

every day.  They know which food trends are new and impacting the market, but

they also can tell you where consumer interest is waning.

Setting the Trends 

One of the most challenging and exciting parts of managing a restaurant is

developing a mouth-watering menu.  “Through my experience, the secret to

creating a new dish is to try to think of flavour combinations that are not the

norm, but still sound and taste appealing,” says Villeneuve.  According to

Villeneuve, one way to do this is by taking something the public already knows

and going outside-the-box, or in this case, outside-the-pallet.

Both Villeneuve and Petrollini suggest changing the menu seasonally, but

nothing too drastic.  And don’t worry if your trend doesn’t catch on right away.

Everything takes time, especially if you are the one setting the trends.  

“I had a salad on the menu made with salmon.  I was just about to take it off

when suddenly people started ordering it,” says Petrollini.  “As soon as the salmon

took off, I added different seafood items to the menu and our sales went through

the roof.  Believe it or now, seafood now accounts for 30% of menu and 50% of

our sales.”

The important thing is to keep experimenting and like Villeneuve says, “If it

ain’t selling; it ain’t working.”
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The 
Fresh 
Goodbye

By Michelle Ponto

Just like fortune cookies at the end of
a Chinese meal, providing mints with
your customer’s bill does more than
leave a fresh taste in their mouth; it
creates a positive last impression.  

When choosing a mint or candy to
represent your restaurant, the first thing
to decide is the message you want to
convey.  Are you looking for a simple
thank-you? If so, then a classic mint
with your logo or an elegant “Thank
You” scripted on the packaging may be
enough.  But if you want to say “we’re
fun and relaxed” you might want to try
colourful scotch mints.

Another popular option is to follow
the theme of your restaurant.  For
example, Italian restaurants sometimes
add an Italian flag to the mint
packaging or serve Italian candy-coated
almonds instead, while some upper-
scale restaurants choose to mimic the
hotel industry and leave their guests
with a gold wrapped square of
chocolate.  

The choice is yours, but whatever 
you decide, you’re saying “Thanks” 
with style.

SYSCO CODE PRODUCT DESCRIPTION PACK SIZE
4236716 Classic Peppermint 12 x 500g
4243978 Classic Spearmint 12 x 500g
4252995 Classic Cinnamon 12 x 500g
4246666 Classic Anisette 12 x 500g
4246690 Classic Assorted 12 x 500g

DISTRIBUTED BY SYSCO CORPORATION,
TORONTO, ONTARIO  M9B 6J8    ©2006   



By Suzanne Berryman, R.D.

SYSCO Food Services of Atlantic Canada

We may only need 25-40 grams of
fibre a day to maintain good health,
but on average most Canadians
consume approximately 15 grams a
day.  The reason for this is simple; food
is not created equal.  In fact, the average
diet of white bread, refined cereals and
few fruits and vegetables is likely low in
fibre.  But there is good news for those
of you ready to improve your health
and the health of your customers —
increasing fibre intake is easier 
than you think!

The Goodness of Fibre

Fibre not only keeps your bowel
healthy, a high fibre diet can help lower
cholesterol.  It also has been proven to
reduce diabetes, colon cancer, heart
disease and help prevent high blood
pressure.   Plus, because fibre produces
a feeling of fullness, it can even help
with weight control. 

Finding High Fibre Sources

One of the best things about dietary
fibre is that it is easy to find.  It can be
found in foods such as whole grains,
vegetables, fruits, legumes and nuts, it is
part of the food we don’t fully digest. 

A healthy diet contains two types 

of fibre:

1) Soluble Fibre dissolves in water

and is found in oat bran, oatmeal,

legumes, apples, strawberries, citrus

fruits and barley.  Soluble fibre is “heart

friendly” and helps maintain healthy

blood cholesterol and blood sugar
levels.

2) Insoluble Fibre doesn’t dissolve
in water and you’ll find it in wheat
bran, whole grains, vegetables and
fruits with edible skins and seeds.
Insoluble fibre is “bowel friendly”
and helps maintain regularity. 
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Fibre Facts

healthwise

How to Read Packaging Labels:
When purchasing food products, look at the nutrition labels and

choose products made from “whole grains”.  You can also check the
nutrition facts table found on the product packaging.  

• A very high source of fibre has at least 6 grams of fibre per serving

• A high source of fibre has at least 4 grams of fibre per serving

• A source of fibre has at least 2 grams of fibre per serving

Adding Fibre to Your Menu

Simple substitutions to boost the fibre in your meals include:

• Using whole grain breads, cereals, crackers and pasta

• Adding lentils, beans and peas in soups, salads and casseroles

• Substituting white flour with whole wheat flour in recipes

• Leaving the skins on fruits and vegetables

• Reading nutrition labels and choosing high fibre foods

Today’s consumers are health conscious and are looking for healthy
alternatives when dining out.  By incorporating high fibre foods on your
menu, you are not only helping them make smarter choices, but can
take advantage of your high fibre items by noting them on your menu 
as a “healthy” selection.  

Stock up on fibre rich foods today! 



We Turn the 
Spotlight on...

profile

Tracy Mathison
Marketing Associate, SYSCO Food Services of Sturgeon Falls

ST - What is your tenure with the
Company?

I have been employed with SYSCO
Food Services of Sturgeon Falls as a
Marketing Associate in Timmins,
Ontario, for 7 years.

ST - Where do your Accounts fall in
relation to your territory?

Timmins is a very spread out city
encompassing South Porcupine,
Porcupine and Schumacher. I enjoy
business in all of my communities.

ST - Describe the account composition 
of your territory (ie street, pub, fine
dining etc..)

My accounts consist of fine dining,
franchise, and diner type accounts. I do
business in mall locations, down town
and resort facilities. I have to cater to
the demands of several different types
of food service establishments and I
find it very interesting. 

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 no.

I started off my restaurant career as 
a dishwasher at 15 years of age. I

progressed through the ranks of the
restaurant industry and was waiting
tables at a restaurant in St. Thomas,
Ontario. I purchased my first restaurant
in Wawa, Ontario at the age of 26,
a 24 hour 7 day a week business that 
I ran for 2 years and sold for a profit. 
Being an owner of different food
establishments over the years has
allowed me to understand my
customers needs.  

ST - What do you like best about
SYSCO Brand?

SYSCO Brand is a brand unlike a
label. We can meet the expectations of
cafeterias all the way up to fine dining
and find the right product for the right
application. SYSCO Brand is very much
accepted. Some customers even say” I’ll
take that in SYSCO Brand if you have
it!!” All of my accounts use SYSCO
Brand products and 45 percent of my
sales is SYSCO Brand. 

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

When my customers are happy and
successful, it brings it all together. I like
to hear that a new product or service
SYSCO provided was a real hit!

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

I enjoy the customers most of all. 
The company is very progressive and 
I believe in our system. I truly admire
and respect those I work with. The work
is seldom easy, however things that are
easy are seldom worthwhile.

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

I see a trend towards more
expectations from the diner
him/herself. There is a lot of choice 
for the customer and a lot more
disposable income available. My 
market is really starting to boom. 
There is a real feel of optimism in the
air right now. Having said that, diners
expectations are very high.

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

An operator today needs to 
partner with a strong supplier. An
establishment with several suppliers
rarely gets the most from anyone of
them.  You should always have a system
in place to be able to measure results.
You need to know what makes you
money, average check size, inventory
controls, biggest sellers, seasonal
products, market trends etc.
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More value, less hassle. No can opener required. With a snap-off cap 
and built-in grip for pouring, the Safe-T-Can™ makes serving mashed 
potatoes easier – and safer – than ever. SYSCO Classic Mashed 
Potatoes Complete – the economical choice for high-volume 
mashed potato users.

SYSCO®CLASSIC
MASHED POTATOES

®

COMPLETE
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