
Sp r i n g  2 0 1 7

Mama Mia!
Avoid these 

 Menu Mistakes



Table of 
Contents

We welcome your comments and suggestions. 
Write to us at: marketing@corp.sysco.ca 

PRINTED AND BOUND IN CANADA 
ADVERTISED ITEMS MAY NOT BE AVAILABLE AT ALL OPERATING COMPANIES

Editor:  
Katie Pavri

Design:  
3 Apples High

Contributors: Kelly Putter 
Mark Turner  

Norm Susanna  
Elena Fuentes

C

M

Y

CM

MY

CY

CMY

K

olymel_pub_sysco_an_X1aREV2.pdf   1   17-02-06   15:04

Published by: 
Sysco Canada 
21 Four Seasons Place, 
Suite 400, Toronto, 
ON  M9B 6J8

T: 416-234-2666 
F: 416-234-2650 
www.sysco.ca

Cooking with Booze 06

Catering to Your Profits 11

Mama Mia! 18

04   Food Service Facts 
Cater Away with these 9 Marketing Tactics 

05  Flavour of Canada Profile 
Sabor, Edmonton, AB

06  Cooking with Booze 
Think your dishes need a little something extra?  
Let spirits awaken your menu. 

11 Catering to Your Profits 
 Touted as a huge growing trend, catering is being hailed as 
  the future of foodservice. Could it be for you?

13  Flavour of Canada Profile 
Stillwaters! Plate and Pour, Paris, ON

14 The Main Ingredient Exclusive Recipes

16 Social Media: Be There or Be Square 
 Planning to tackle your social media someday soon?     
       Here’s why you need to hop to it.

18 Mama Mia! 
 What’s Mother’s Day without a meal to celebrate? Here  
 are some fun facts and suggestions for making the most of  
 dear old mom.

22 5 Epic Inventory Fails and How You Can Survive Them 
 It’s a fact that most hate doing inventory.  
       Here’s why you need to like it at least a little. 

24 Avoid These Menu Mistakes 
         Looking for ways to make your menu shine without hiring  
        a pricey consultant? You’ve come to the right place. 

26  Sysco Marketing Associate Profile, Mark Turner  
Sysco Inside Sales Representative, Norm Susanna 



the main ingredient  ::  Spring 2017  ::  54  ::  Spring 2017  ::  the main ingredient

Edmonton, AB

Flavour of  Canada Profile:

Sabor
Cater Away with these 9 Marketing Tactics:
1.  Place catering menus prominently on tables or in
 other areas along your guests’ pathway.
2.  Display catering menus at a dedicated register, such
 as your takeout or pick up area.
3.  Ensure table tents and point-of-purchase pieces are
 provided for all stores and are consistently displayed.
4.  Include a catering menu and bounce back coupons
 with all orders, whether takeout, pickup or catering.
5.  Place catering signage along your drive-thru lanes 

 and at the customer pickup window.
6.  Use curbside signage to promote your catering and
	 off-premise	program.
7.		 Ensure	all	staff	wear	buttons	that	promote	catering,
 such as “Ask me about catering!”
8.  Provide magnetic signage for all delivery 

 and catering vehicles.
9.  Add prominent catering messaging to your 

 website – banners, pop ups and other calls to action 
 can help get attention.

8 Ways to Use Social Media Effectively
1. Respond to online reviews, good or bad.
2.	 Offer	exclusive	coupons	to	social	media	followers.
3. Compile guest photos.
4. Ask guests to be your ambassador.
5. Spotlight your employees.
6. Ask questions to engage followers.
7. Use trending hashtags.
8. Host social media contests.

A Picture’s Worth a Thousand Words
Try www.shutterstock.com, www.gettyimages.ca or 
www.thinkstockphotos.ca when looking for high quality 
food photos, graphics and illustrations to use on your 
menu or website.

Top 5 Tried and True Booze Infused Dishes
1. Penne a la Vodka
2. Mussels in White Wine
3. Triple B (beef, bean & beer) Chili
4. Bourbon Pumpkin Cheesecake
5. Coq au Vin

Give Mom a Break 
30% of moms said what they wanted for Mother’s Day 
was a break from the kitchen, according to a 2015 survey 
by IPG Mediabrands. 

Turning Edmonton onto the delights 
of Iberian coastal cuisine was an 
idea born from  a decades-old 

friendship between co-owners Chilean 
born Christian Mena and Adelino  
Oliveira, who hails from Portugal.

The childhood friends who grew up 
together in the city’s multicultural north 
end were on the same page about wanting 
to bring Edmonton an eating establishment 
with top-notch hospitality, the freshest 
ingredients	and	the	old-world	flavours	of	
Portugal and Spain.

Their know-how, energy and passion 
pooled into a culinary tour de force that 
resulted in the 2008 opening of Sabor, a 
downtown Edmonton restaurant featuring 
Spanish and Portuguese cuisine with a 
focus on sustainable seafood served against 
a backdrop of live Latin music.

What	 started	 out	 as	 a	 fine	 dining	
restaurant was eventually retooled to a 
model that Oliveira now describes as 
upper casual.  Today’s menu is more 
approachable and comprised of casual 
dishes in order to appeal to all 
demographics.  Sabor boasts a premium 
casual	vibe,	offering	customers	a	sort	of	
restaurant within a restaurant with its 
Bodega Tapas Bar, which shares the same 
kitchen and entrance as Sabor. The 
owners also operate a second Bodega in 
an old section of the city called Highlands, 
which is east of downtown.

The restaurant’s Iberian cuisine is a 
niche unto itself as Edmonton has no other 
businesses directly competing with this 
style of cooking. Fresh seafood is its 
speciality and this was viewed as unique 
and welcoming, especially in the 

restaurant's early years. Given the 
restaurant’s large size, the space, which is 
located in a trendy downtown area, also 
doubles as a great event space in which 
weddings, corporate functions and 
networking events occur.

Sabor is loud and energetic with a 
distinctly European feel. While customers 
expect great food and service, they also 
have been known to “let loose” thanks to 
the establishment’s welcoming and 
comfortable environment.

More than half of the menu items are 
devoted	to	fish	and	seafood	which	ties	into	
the Iberian cuisine featuring coastal dishes 
from Portugal and Spain. A customer 
favourite at Sabor is the Lobster Risotto.

While summer is a quieter time for 
many in foodservice, Sabor experiences 
quite the opposite during the month of 
August when it stages its annual Seafood 
Festival. Partnering with the Vancouver 
Aquarium and the Ocean Wise program, 
both of which work to promote seafood 
sustainability, Sabor hosts dinners for media 
and guest speakers during August that 
highlight information about how to protect 
ocean life. The event will be be celebrating 
its	fifth	year,	this	August.

“We use mostly sustainable seafood 
and during the festival we use only 
sustainable seafood,” says Oliveira.  “The 
focus is on creating a new menu of mostly 
seafood and everything is fresh and it is 
all new dishes.”

Oliveira, who claims he was “always 
a	 chef	 in	 my	 head,”	 started	 off	 in	
restaurants as a busboy and by 18 was 
telling customers everything about the 
food they were eating. Today he is 

executive chef of Sabor.
He received hands-on training in 

Portugal, where he moved in 1993 with 
his wife Debbie to open a restaurant on 
the country’s north coast. By learning 
from	local	fishermen	and	delving	into	the	
treasured recipes of his family, he created 
his own special technique that marries the 
Iberian	flavours	of	Spain	and	Portugal	with	
a focus on hand-selected seafood.

In the meantime, Christian Mena 
launched his singing career as lead singer 
of a local Latin-pop-funk band before 
moving onto his role as Roger, opposite 
Neil Patrick Harris in a touring 
performance of Rent in the late 1990s. But 
the pull of home was a strong one and 
that’s	where	Mena	would	find	himself	
drawn to. In 2007, with the downturn in 
the European economy, Lino and Debbie 
returned to Edmonton with over a decade 
of experience in Portugal under their belts. 
Planning was soon underway to open a 
restaurant fueled by their combined 
passions for food and music.

A former painter and sculptor, Oliveira 
is inspired to create, thanks to “seeing 
things” by eating at other restaurants and 
learning what his peers are doing.

A Sysco customer since day one, 
Oliveira says the relationship he has with 
his MA is very important to Sabor. He 
enjoys the quality of the many products and 
services	offered	by	Sysco	in	addition	to	its	
reliable service, delivery and menu help.

As for the future, Oliveira plans to 
adapt to the tastes of his customers while 
always deriving inspiration and guidance 
from his restaurant’s roots and naturally 
evolving with the times.

Photographs by 
Jamie Tweedy

Lino Oliveira
and Christian Mena 
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with Booze
Cooking

Think your dishes need a little something extra?
Let spirits awaken your menu.

by Kelly Putter
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Most of us know that alcohol, like 
salt, enhances food flavours. You 
typically won’t find spirits in 
hamburgers or mac and cheese but if 
you want to add some punch to your 
tried and true dishes, why not spike 
your burgers with whiskey or lace your 
mac and cheese with amber ale.

Whether you chose wine, beer or 
liquor, know that the alcohol in 
those drinks improves flavour thanks 
to two processes–evaporation and 
molecular bonding.

The volatility of alcohol means 
aromas are carried quickly to your 
nose, enhancing the overall enjoyment 
of the food. According to Fine 
Cooking.com, this volatility works 
best when a dish contains a low 
concentration of alcohol, say one per 
cent or less. If more than five per cent 
of the dish is alcohol, the aroma of the 
alcohol will dominate. 

Because alcohol bonds well with 
fat and water molecules, it carries 
flavour compounds from both. So in 
the case of a marinade, the fat-soluble 
flavour compounds in aromatics such 
as garlic and herbs are carried into 
the meat’s cells thanks to alcohol. 
Same goes for water-soluble 
compounds which include sweet, 
sour, salty and bitter. The result is 
more flavour and aroma.

So, for example, when you deglaze 
a pan with wine after searing a roast, 
you end up dissolving the brown bits 
stuck to the bottom with alcohol 
which adds extra flavour to the sauce. 
Try using broth or fruit juice and your 
result won’t be as intense.

As for how to pair beer, wine and 
alcohol with certain dishes, let 
common sense be your guide. Lighter 
coloured beers, wines and spirits 
tend to go with similar looking 
lighter coloured proteins, sauces and 
cheeses. Darker spirits such as stout 
or whiskey go better with dark meats 
such as beef or pork. 

It is also advisable to use spirits 
that are drink worthy. Since more of 
the alcohol stays in the dish than is 
commonly believed, it’s important not 
to use cheaper wine. You don’t need 
to pull out your most expensive wines, 
but you shouldn’t cook with alcohol 
that you would not drink.

Enliven a bland chicken breast or 
plain steak by making a pan sauce. 
Remove the protein from the skillet 
and pour wine or beer into the pan 
and begin scraping the bottom. This 
will free the stuck caramelized bits or 
protein and turn them into a thick 
and flavourful sauce. Don’t overdo 
how much you use. Start with a little 
bit as too much can destroy the 

proteins and affect the texture. Just 
a few ounces will intensify the flavour 
of most dishes. 

Don’t forget dessert. The addition 
of alcohol can lift a sweet treat  
and add depth.  In frozen desserts, 
liquor not only enhances flavours but 
also creates a smoother texture as 
alcohol doesn’t crystallize at the 
freezing point.

Alcohol is great in warm desserts 
too. Think flambé. Begin with a few 
tablespoons of sugar in a shallow pan 
and once the sugar turns amber add, 
slices of your favourite fruit and let 
it colour. Add brandy or rum and 
then ignite. 

Drizzle fruit with a rum caramel 
sauce or add a few tablespoons  
of liqueur to cake batter. Again, 
moderation is key. Generally, you 
want flavours that are subtle. But if 
you’re looking for something more 
intense, you can soak your desserts in 
booze. Think bourbon balls or rum 
baba or poached pears with a dash or 
two of a sweeter red wine. And 
remember that soaking fruit in wine is 
a good way to rescue overripe fruit.

Cooking with alcohol is a surefire 
way to enhance flavours and liven up 
same-old dishes, cuts of meat and 
desserts. Crack open a bottle of your 
favourite spirit and give it a try.

Alcohol Retention in Food
How	much	booze	stays	in	a	dish	after	it’s	been	cooked?	
Some say it’s more than we think. The following is what 
the United States Department of Agriculture says:

Preparation Method Retained Evaporated

Flamed (flambé) 75% 25%

Left uncovered over-
night, no heat

70% 30%

Stirred into mixture and 
baked or simmered for 

1 hour
25% 75%

Stirred into mixture and 
baked or simmered for 

2-1/2 hours
5% 95%

Source: USDA Table of Nutrient Retention Factors, Release 6
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If you’re looking to generate more 
revenue this year, look no further –
catering may be just the thing for you. 
Adding a catering service to your 

restaurant’s line-up of amenities seems like 
a smart call since, if done well, you can 
reach a whole new audience without the 
expense of added space. You already have 
the kitchen, you have loyal customers, and 
you	have	a	talented	staff	that	can	cook,	
clean and chat with the best of them. 

Calling it a growing trend in 
foodservice may be an understatement. 
In the U.S., consumers spent more on 
dining out than on groceries in 2015 – a 
first	ever.	And	a	study	by	Technomic	
revealed that restaurants are generating 
more catering revenue than retailers such 
as club stores.

“I believe the fastest growing sources 
of revenue for restaurants will be 
catering,” says Vancouver-based Erle 
Dardick, a catering consultant and 
author. “And I have no doubt it will be 
their most important revenue source 
during the next decade.”

The question now is what will your 
catering service look like? How about your 
menu? Will you incorporate dishes from 
your restaurant or do you prefer to try new 
items? How will you market and promote 
your new business? Here’s what you need 
to consider:

What level of service do you want to give?
How you position your catering 

business will establish the type of business 
you want to promote. Does full-service 
catering interest you? Are you up for 
offering	expertise	on	table	decorations,	
clean-up	 and	 providing	wait	 staff	 and	
bartenders? Or would adding a pick-up 
service be more your style? Almost 
prepared meals that just need to be heated 
are popular. You may want to consider 
adding a delivery service, a big trend right 
now thanks to the on-demand economy 
and third-party delivery services.

Know that you should select the type 
of catering service based on the level of 
difficulty	you	think	you	can	manage.	The	
easiest is probably takeout and delivery, 
private	parties	can	be	somewhat	difficult	
and	off-site,	full-service	catering	can	be	
the most challenging.

Will	you	be	an	off-site	only	caterer	or	
do you have space you can dedicate to 
on-site catering functions? This has many 
benefits,	 one	 of	 which	 allows	 you	 to	
streamline your menu items and use 
certain ingredients for both your catering 
and restaurant menus. Who is your 
audience: corporate events, wedding 
receptions,	office	lunches,	holiday	dinners	
or on-site functions? 

A	good	starting	point	is	to	find	out	
what other caterers in your area are doing. 

Take	a	close	look	at	what	they	offer,	to	
whom if you can, and at what price. All 
of these factors can help you when 
building your catering business.

What’s on the menu?
The chicken tetrazzini that has 

become a signature dish at your restaurant 
doesn’t	automatically	mean	it’s	a	good	fit	
for your catering menu. Some dishes don’t 
translate well in a boardroom or social 
gathering, says Dardick.

He gives the example of a grilled 
panini. They don’t typically transport 
well, so what the customer ends up with 
is a sad and soggy sandwich. Instead of 
sending customers a second-rate version 
of	one	of	your	restaurant	faves,	take	it	off	
the catering menu. Better yet, he says, 
create a non-grilled version with the same 
flavour	profile.

Your menu needs to be kept simple, 
he advises. “A complicated, ten-page 
menu is not going to help a busy 
administrative assistant order lunch for her 
team,” says Dardick. “She needs easy to 
make, quick choices that will not only 
make her life easier, but yours as well.”

If your catering menu is large, he 
recommends creating sub-menus that 
customers can reference for their particular 
occasion. It’s also not a bad idea to create 
a streamlined menu of existing in-store 

Catering
Touted as a huge growing trend, catering is being hailed as the future 

of foodservice. Could it be for you?

to Your Profits
by Kelly Putter
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products, then package and sell them 
differently	than	you	do	in-store.

Whenever possible, base your menu on 
ingredients that you typically use for your 
restaurant	but	find	new	ways	of	using	them.	
This approach lets you leverage the buying 
power you already have. You can take 
advantage of existing supplier relationships 
and save costs when ordering in bulk.

Allow	for	differentiation	in	pricing,	
packaging and presentation, says Dardick. 
Where	you	don’t	want	to	differentiate	is	
with	your	flavour	profile.	So	don’t	operate	
an Italian trattoria and then start a catering 
business that specializes in Mexican food.

How should you get the word out?
Marketing your new catering service 

is both easy and hard. You already have a 
collection of loyal restaurant customers so 
they	should	be	your	first	plan	of	attack.	
Point out your catering business in menus, 
brochures, at the bottom of receipts and 
on table tents. Be sure to create a page for 
it on your website. Draw attention to your 

service through social media, mobile 
devices and email marketing.

Build and maintain a database of existing 
and possible catering customers and 
communicate with them on a regular basis. 
What market are you targeting? If it’s the 
wedding	market	you’re	after,	start	attending	
wedding expos. Make catering suggestions 
that they may not have considered.

Don’t forget to tell a story. People love 
a good story so be sure to get the word 
out on your menus and marketing 
materials. If your marinara sauce is a family 
recipe that goes back generations, tell your 
customers. A vivid description evokes an 
emotional response. Telling guests about 
your marinara sauce also conveys a sense 
of what you’re about and where you came 
from. Think of it as a relationship-building 
exercise with your customers.

There’s no doubt that adding a catering 
service to your restaurant will mean a lot 
more	work.	But	imagine	the	profit	potential.	
Are you up for the challenge?

For more information please contact your Marketing Associate

Flour & Corn 
Tortillas

 SUPC Code Product Description Brand Pack Size
 4098911  12” Wheat Flour Tortilla  Block & Barrel  6/10CT
 4098966  12” Whole Wheat Flour Tortilla  Block & Barrel  6/10CT
 4098978  12” Wheat Flour Tortilla  Casa Solana  12/10CT
 4104905  6” Wheat Flour Tortilla  Casa Solana  24/12CT

1879.02 - Casa Solana Tortilla AD.indd   1 2/17/2017   3:21:45 PM

Sources: www.upserve.com, www.site.tableschairsbarstools.com, www.restaurant.org, www.yourbusiness.azcentral.com, www.cateringinstitute.com

Paris, ON

Flavour of  Canada Profile:

Stillwaters! Plate and Pour

It took the picturesque view of the 
Grand River to provide the backdrop 
against which would grow a fruitful 

partnership between Stillwaters! Plate & 
Pour co-owners William Thompson and 
Matt Cummings. Today, nearly four years 
later	the	pair	who	instantly	hit	it	off	back	
then is still seeing eye to eye with their 
charming 200-plus seat, open-concept 
kitchen restaurant in Paris, Ontario.

From the get-go, the mission of 
Stillwaters! has and continues to be an 
establishment that mixes comfort, fun and 
affordable	elegance.	The	restaurant	features	
a beautiful hardwood dining room, 
cobblestone	fireplace	seating,	two	patios	
with panoramic views of the river and 
historic Paris, as well as an open-air tikki bar.  

Cummings, who also owns Cobblestone 
Public House just down the road, and 
Thompson, who is the chef, both believe that 
the restaurant’s patios situated above the banks 
of the Grand River are an integral part of the 
restaurant’s special atmosphere, imbuing it 
with a summertime buzz and making it a must-
see destination. The vibe is decidedly magical 
and especially tropical on a warm summer 
night	with	the	breeze	coming	off	the	water.

Open 11 a.m. to 11 p.m. in summer, 
the	main	 restaurant	 and	patios	offer	 a	
vibrant, extensive menu that focuses on 
market fresh ingredients sourced as locally 
as	possible.	Chef	Will’s	influences,	from	

his time as executive sous chef at St. 
Anne’ s Spa, are obvious in the extensive 
market salad section, including his 
signature dressings that can be purchased 
to take home. This has become a favourite 
for guests looking for healthier options. 
Chef Will also enjoys using Great Lakes’ 
perch and walleye and hand cuts his 
Reserve	Angus	steak	daily.	Sundays	offer	
a beautiful simplistic brunch including 
fresh baked pastries, shrimp, carved 
peameal and roast strip loin along with all 
the traditional fresh breakfast items and 
the chef’s classic crème brulee.

Chef William has trained in some 
prestigious kitchens alongside highly 
accredited chefs here in Canada and 
abroad. He worked in Italy at a historic 
resort in Umbria. He also practiced his 
skills under Culinary World champion 
Christopher Ennew, C.C.C., and was a 
contestant on The Food Network’s Top 
Chef Canada. Will has a diploma in 
culinary management, is a red seal chef, 
and	has	earned	his	Certified	Working	
Chef designation from the Culinary 
Institute of Canada.

His inspiration is his students as he 
teaches youth apprenticeship high school 
programs for various local colleges. He 
also judges for Skills Canada, helping 
mentor and train the next generation. This 
has resulted in having a number of young 

staff	train	at	Stillwaters!	and	it	has	helped	
Chef Will and his sous chefs be better 
cooks as they strive to recall and apply 
classical cooking techniques.

Chef Will met his Sysco rep while 
judging for Skills Canada. A former chef 
himself, Mike Bruce has helped Chef Will 
balance	between	efficiency	and	innovation	
while maintaining a fresh approach to cuisine.

David Franklin, the corporate chef at 
Sysco Southwest Ontario, was a former 
colleague of Chef Will’s thanks to 
Franklin’s days at Sysco Central Ontario 
in Peterborough. As a C.C.C., Chef 
Franklin understood Chef Will’s 
influences	and	culinary	styles	and	helped	
him apply current trends based on his skills 
and personal touch. That, along with a 
desire for fresh boutique salads, has led 
Chef Will to base a large portion of his 
market salad menu using Sysco artisan 
lettuces. Recently, Sysco has started 
working with fresh water purveyors 
introducing new lines of Ontario Great 
Lakes’	fish,	which	goes	perfectly	with	a	
summer patio.

Stillwaters! has plans to expand its 
foodservice operations to include a quick 
service, catering and take away side and 
as the restaurant changes, co-owners 
Cummings	and	Thompson	are	confident	
that Sysco and Mike Bruce will be there 
to help them realize their vision.

...continued
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Buttermilk Pancakes
and Bacon with Bourbon-Maple Syrup

Ham & Spinach Turkey Rolls
with Champagne Sauce

Ingredients

Ingredients

Directions

Directions

Sauce

1. For Bourbon-Maple Syrup: In small saucepot, heat whiskey to  
simmering over low heat; cook 2 minutes. Stir in syrup and butter 
and heat 2 minutes; keep warm. Makes about 1 cup.

2. For Pancakes: Cook bacon in single layer on sheet tray at 350F  
until crisp.

3. Prepare pancakes with pancake mix and water according to  
pancake directions.

4. On flat top griddle lightly coated with some butter and using 1/4-cup 
portion scoop, cook pancakes over medium heat 4 to 6 minutes or 
until golden brown, flipping once. Layer pancakes and bacon on 
plates; serve immediately with syrup and additional butter, if desired.

1. In a frying pan over medium-high heat, add 1 tbsp of olive oil and heat. Add the 
diced pepper and the shallots, stirring for 1 minute.  Add the spinach and cook until 
soft and dry about 4 minutes. Add the thyme and seasoning. Remove from heat 
and put aside for later use. Cut the turkey fillets and flatten, cut the excess to form 
a rectangle and put aside the trimmings for later use. 

2. Put the turkey trimmings in a food processor and combine with the egg whites, season 
with salt and pepper, transfer into a bowl and  combine with the spinach mixture.

3. Take a large thin foil sheet and brush it with olive oil, add some salt, pepper, 
thyme and paprika, Set the flattened turkey fillet on seasoned thin foil, add a layer 
of smoked ham and the spinach mixture. Roll the turkey fillets firmly. Add another 
layer of thin foil to form thigh roll.

4. Preheat the oven at 375 °F (190 °C)
5. Baked the stuffed turkey roll for approximately 45 minutes or until it reaches an 

internal temperature of 175 °F (80 °C ).

1. In a sauce pan set over medium high heat combine 1 tbsp of butter and the 
shallots, cook stirring for 1 minute. Add the sparkling wine, the thyme  
and some black pepper, reduce the heat and cook for 5 minutes.  
Add the demi-glace and reduce for 5 minutes.

2. Strain the sauce and add 1 tbsp of soft butter while whisking.  
Check the seasoning.

1/4 Cup  bourbon whiskey
3/4 Cup   maple syrup 
2 Tbl. unsalted butter
16 Slice  smoked bacon (about 3/4 pound)
3 3/4 Cup  pancake mix
2 1/2 Cup  water
1/4 Cup   butter, melted

4  Olymel Turkey Fillets (SUPC - 0495788) 
500 g fresh spinach
4 dry shallots finely diced
½ red bell pepper finely diced
250 g  Olymel Sliced Smoked 
 Black Forest Ham (SUPC - 3831369)
2  egg whites
45 ml (3 tbsp)   olive oil 
Dry thyme
Salt
Freshly ground black pepper
Paprika

Serves: 8
Serves: 12

Courtesy of:

RECIPERECIPE

made for Foodservice
What are Chicken Fries?

NEW!
NEW!

Chicken fries are fun and will 
add new excitement to your 
operation!

A quick go to – for lunch, dinner 
or sharing – a delicious snack or 
meal.  Anytime, any occasion.

Enjoy with french fries, various 
dips, salad – anything goes.

   
Sofina Account Manager,  or the Sofina 
Foods Order Desk at:  
1-855-SOFINA1   (1-855-763-4621) 

www.sofinafoods.com  

By: The Associated Press, Published on Tue Nov 04 2014 
NEW YORK—Burger King says bringing back its “Chicken Fries” helped lift sales in the U.S. and Canada by the biggest jump in two years.

Foodservice

TWO Ways to Prepare! (deep fry or oven) Proudly made in Canada

For more information, please contact
your Sysco Marketing Associate,

JANES®  FOODSERVICE 
CHICKEN FRIES 2 x 2 Kg 4691141 12544

KEEP 
FROZEN

365 
DAYS 16g-19g

233 Avg 
/ Case

STORAGE
SHELF 
LIFE

FRY 
PIECE 
SIZE

CASE 
PIECE 

COUNT
PRODUCT DESCRIPTION

CASE 
SIZE SUPC

SOFINA 
CODE

PRODUCT INFORMATION

FEATURES & BENEFITS 
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Giving a break to the nearly 10 
million moms living in Canada 
means commercial kitchens will 

once again be slammed this Mother’s Day.
If you’ve worked in foodservice for 

any length of time, you know that’s not 
news. Mother’s Day is the single-most 
busiest day for foodservice followed by 
Valentine’s Day. In fact, a 2015 survey 
conducted by IPG Mediabrands showed 
the number one thing moms want for 
Mother’s Day is a meal out at a restaurant. 
That was chosen by 30% of mothers.

Avoiding the crowds on Mother’s 
Day is obviously not top of mind for 
everyone, as 47% of Canadians said they 
would mark the big day by dining out on 
Mother’s Day, according to a 2016 
OpenTable survey.

Did you know 13% of Canadians who 
celebrate Mother’s Day by dining out 
try	different	cuisines	and	restaurants	in	
their own neighbourhood while another 
13%	 surprise	 mom	 with	 a	 different	
restaurant every year?

Here are some more fun facts:
•  Among Canadians who dine out, 

millennials are most likely to read 
reviews before selecting a restaurant 
for Mother's Day versus Canadians 
35 and older (17% versus 4% 
respectively).

•  Canadians love brunch on Mother's 
Day. According to OpenTable 
diner data, Mother's Day is the 
busiest day of the year for brunch 
reservations. It's also one of the 
busiest Sundays of the year to dine 
out, with three times more 

reservations booked as compared 
to an average Sunday.

•  Canadians are procrastinators. 64% 
wait until the week before Mother's 
Day to make their reservation, 
while 15% book their table on 
Mother's Day.

•		Mother's	Day	is	a	family	affair:	It's	
the largest group dining day of the 
year, with an average reservation 
size of four guests.

Short on ideas for the Mother’s Day 
blitz? Try these out:

For brunch, why not try French 
toast stuffed with fruit, eggs benedict 
with maple-glazed bacon or a salmon 
gravlax bagel with cream cheese, capers 
and red onion.  To satisfy mom’s sweet 
tooth how about scones served with 
house made jam and clotted cream, 
heart-shaped buttermilk pancakes, 
Nutella stuffed crepes or strawberry 
and rhubarb shortcakes?

Don’t forget to start mom with a 
celebratory brunch cocktail. Think 
spiked ice tea, mimosa, champagne 
punch	Bellini	or	coffee	granita.	A	glass	
of Prosecco is also a nice touch.

If you cater heavily to midday 
diners, consider the following options 
for a special lunch:  lobster bisque, 
cheese soufflé, strawberry basil 
bruschetta, spinach and gruyere quiche, 
cod cakes with orange and radish salad, 
vegetable tartlets and pancetta vodka 
mac & cheese. 

The sky is the limit with dinner. 
Moms love their pasta so whip up a 

special one. Try pasta carbonara with 
your restaurant’s own special twist, 
creamy pesto scallop fettuccine or 
gnocchi with sage-butter sauce. Also 
consider shrimp scampi risotto, a mustard 
and herb crusted rack of lamb, chicken 
masala Florentine, lobster Thermidor 
and surf and turf. 

A Mother’s Day meal is not complete 
without	a	sweet	treat	to	cap	off	the	meal.	
Think champagne poached pears, 
Pavlova with berries and whipped cream, 
classic double-layer chocolate cake, 
lemony white chocolate cheesecake, 
panna	 cotta,	 trifle,	 semifreddo	 and	
coconut cream pie.

Special	pre-fixe	menus	are	a	smart	
way to go on Mother’s Day because they 
keep the menu manageable and make 
service easier during busy rushes. Include 
signature food and wine pairings and 
special desserts that mom will love.

Beef	up	your	staff	for	the	onslaught	
and don’t forget to spruce up the 
restaurant with Mother’s Day decor. 
Think minor decorations such as spring 
flowers	on	the	table,	candles	and	possibly	
napkins or tablecloths that evoke a 
springtime theme.

Offering	moms	a	small	gift	is	a	nice	
touch. A single long-stem rose or a 
personalized framed photo of her table 
taken	by	your	staff	or	someone	you’ve	
hired is a great memento with which to 
send mom home. 

Love it or hate it, Mother’s Day will 
test your mettle. Plan and be prepared 
for this crazy-busy day and that should 
help ease some of the stress.

Mama Mia!
What’s Mother’s Day without a meal to celebrate? 

Here are some fun facts and suggestions for making the most of dear old mom.
by Kelly Putter

Source: www.statcan.gc.ca, www.opentable.com, 
www.ipgmediabrands.com, www.buzztime.com.
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social media: 
BE THERE OR BE SQUARE

Social media is like the telephone 
of its generation: an indispensable 
tool for doing business that allows 

you	 to	 cost-effectively	 market	 your	
restaurant and connect with customers 
like never before.

You’ve likely heard this or something 
like this and while you keep meaning to 
get online one day and show the world 
what you’ve got, that day just never 
seems to come. 

That’s a big no-no, according to 
Kevin Penner, a Sysco restaurant 
consultant in Winnipeg.

“Social media is where it’s at,” says 
Penner. “This is how our world markets 
now. You don’t have to love social media 
to do social media. You can have a person 
or member of your family help you out. 
Just because it’s not in your comfort 
wheelhouse it doesn’t mean you can’t 
ask for help – ask for help.”

Sysco	locations	across	Canada	offer	
our customers something called an online 
scouting report, which helps provide 
customers with analytics on their digital 
identity. Digital identity is that 
permanent collection of information 
about a business or person that’s available 
online. It might include photos of a 
karaoke contest you hosted, a video of a 
bachelorette party enjoying their night 
out or a blog on how to make the perfect 
baked ziti. It might cover testimonials 
from	happy	customers,	recipes	and	staff	
bios. It gives the audience a public 
snapshot of what you’re about.

A	significant	number	of	restaurants	

get failing grades when it comes to their 
online presence, says Penner. Even those 
with websites who might be signed up 
with Twitter and other social media 
platforms don’t make the cut because 
they’re not actively using their accounts 
to communicate with their audience.

“There’s	a	difference	between	having	
social media and doing social media,” he 
says. “You can start a Facebook page but 
are you using it to grow your business? 
That doesn’t mean you’re bad, it means 
you’re not engaged in it. So get engaged.”

When assessing the online presence 
of restaurants, Penner looks for items 
such as listings. Are you on Facebook, 
Instagram, Twitter, Google Plus and 
LinkedIn? What are your reviews like? 
How many do you have and do you 
respond to them, regardless if they’re 
good or bad?

 So if you think you can wait another 
year before getting a website, think again. 
If your online presence compares poorly 
to the competition, you may be pouring 
business down the drain.

When customers question the 
importance of having a digital identity, 
Penner enjoys quoting from this  
well-known saying: You don’t exist if you 
don’t have a website, you have no social 
media presence and you don’t interact 
with your customers online.

“It’s my job to make this less scary to 
people,” says Penner.

Think it’s time to get going with your 
social media? We think so–because the 
internet, it’s not going away.

Get Social with STIR
What is STIR?
STIR stands for Success Through  
Innovative Resources and it is Sysco’s  
very own in-house consulting service.

How does it work?
It lets you be the driver in seeking  
tailor-made solutions for your unique 
struggle or concern. STIR is a Business 
Review platform that lets you share your 
successes and learn about what’s working 
for other foodservice professionals. Do 
you have an awesome recipe you want to 
share? How about hiring tips that work? 
Or perhaps you’re looking for ideas on how 
best to market your restaurant? Any which 
way, STIR gives you complete control over 
what information you want to share or seek.

Why would I use STIR?
For many reasons. Do you need help with 
menu development, want to know what 
other restaurants are talking about in terms 
of the latest food trends or maybe you need 
assistance with profit-and-loss statements?

STIR offers Sysco customers a vast array 
of topics that include information on  
menu-related areas, culinary trends, 
complete marketing programs for 
foodservice establishments and  
business solutions and systems. 

How did Sysco come up with STIR?
The new catalogue of STIR topics has been 
gathered after years of research by Sysco 
sales staff, which has crossed the country 
conducting thousands of business reviews 
in all kinds of restaurants. Team members 
have shared this insider knowledge, 
extrapolating leading trends and ideas 
that will make you successful and drive 
your business forward. 

How do I learn more?
If you have further questions about 
STIR or want to set up an appointment to 
learn more about this unique educational 
business tool, don’t hesitate to ask your 
Marketing Associate or email us at:  

stir@corp.sysco.ca  

Planning to tackle your social media someday soon? Here’s why you need to hop to it.

by Kelly Putter
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1. Sharing links on Instagram

Challenge:  
Instagram doesn’t allow users to add clickable URLs in the 
caption or comment section of the posts.

Here is how:  
Other than sponsored ads, Instagram provides one clickable 
link in the space of your bio. Redirect your followers to check 
the link	in	your	bio	on	your	Instagram	profile.

2.  Optimizing posts on Instagram when using 
a desktop computer

Challenge:  
Instagram doesn’t allow users to edit posts using your 
computer	after	they	have	been	published.

Here is how:  
If you want to engage with your audience, add all your 
required hashtags, replies and even revisions in a comment 
below your original post. Your hashtags will bring up in more 
Instagram searches and will increase your business exposure.

3. Improving organic reach on Facebook

Challenge:  
Since more and more content is being created and shared 
every minute, organic exposure has become a heroic task.  
A regular user is more likely to see as many as 15,000 
potential stories in his or her news feed.

Here is how:  
Post	at	off-peak	hours.	Chances	of	getting	your	content	
noticed are higher when fewer people are posting – especially 
your competitors. Choose the hours when the majority of 
your followers are online by looking at your Facebook Insight 
dashboard. Compare by tracking your competitors using the 
Facebook Graph Search where you can type simple queries in 
the search box to look for hashtags, people, photos, videos 
and pages, among others.

4. New on Facebook - Live videos

Challenge #1:  
Facebook	Live	videos	are	not	getting	significant	exposure.

Here is how:  
Make sure to turn your video posts public. Change your 
privacy setting to “Public” to make sure everyone that is on 
Facebook has access to it. If you are new to this tool you can 
see how your video will look like by switching back the 
privacy setting to “Only Me”. Always perform a sound check 
and make sure your phone’s camera is pointing in the right 
direction	before	you	click	“Go	Live”.	Once	you	finish	
broadcasting, be sure to toggle the option to save the video to 
your camera roll so you have a copy of the original.

Challenge #2:  
My Facebook live video has gone missing or deleted.

Here is how:  
Avoid playing music in the background of your live video  
that	may	violate	copyrights.	Facebook	can	flag	your	video	for	
an IP violation or intellectual property infringement rights 
including copyright and trademark. Facebook will send you 
an email that has a link for you to review the takedown or 
resubmit for review by their Policy team.

5. Beat the 140 character limit on Twitter

Challenge:  
Even though Twitter no longer counts photos, quoted tweets, 
usernames, and other media attachments, the text character 
count limit is still 140.

Here is how:  
Type out a super long tweet, then take a screenshot of it  
and post the screenshot image. Using iPhone – Hold the 
sleep/wake button on the top of your cell. Immediately press 
and	release	the	home	button.	Go	to	your	camera	roll	and	find	
your screenshot, then click on the edit icon to crop out the 
status bar and extras. Using Android (varies by device) –
Hold the power and volume-down buttons together.  
Or in some models, hold the power and home button together. 
Go	to	your	images	gallery	and	find	the	screenshot.  

5 PRO tips 
for posting in

social media: 

© 2017 Sysco® Towel, Tissue and Napkin Products. Distributed by Sysco® Corporation  Toronto, Ontario M9B 6J8
® Registered and ™ Trademarks of Kruger Products L.P.
ECOLOGO® Certifi ed products are certifi ed to ECOLOGO® standards for reduced environmental impact.  For more information, visit ul.com/el.
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Is inventory a dirty word in your 
restaurant? Not to worry. You’re not 
alone. Most restaurateurs, managers 

and chefs hate the notion of counting up 
their supplies because, quite frankly, data 
entry was never the reason they got in the 
restaurant	business	in	the	first	place.

Inventory might be a dirty word but 
it’s a fact of doing business because a large 
chunk of operational costs are tied up in 
the items you buy.  As unappetizing as it 
may be, taking inventory minimizes food 
waste, determines what food and supplies 
you need and helps you maximize every 
dollar you spend in an industry where 
fluctuating	costs	are	known	to	eat	away	
at	small	profit	margins.

Get it right and inventory is one of the 
biggest ways to cut costs in your restaurant.  
Invest	 in	good	 inventory	software	and	
soon you’ll be keeping tabs on food 
spending and knowing exactly where 
every	dime	of	profit	is	going.

Here are 5 fails you need to avoid when 
doing inventory:

1. All by Myself – Never a good notion. 
Assign and train a few trustworthy senior 
staff	 to	 handle	 inventory.	 Teach	 two	
people	on	staff	to	take	counts.	One	will	
act as oversight for potential errors made 

by the other. Get them to understand and 
believe in the value of inventory. That 
starts with you.

2. Stop Stockpiling – You throw money 
away when you keep too much inventory 
on hand, even non-perishable items. 
Weekly inventories are essential because 
you see what you’ve been ordering too 
much of so you can tone it down for next 
week. It also helps you determine how 
you can save money by running a special 
on items that will go bad soon. Remember 
that ordering too much of one item or 
letting something spoil is like throwing 
away money.

3. Skipping Inventory – That’s not 
smart. Food costs rise and fall on a daily 
basis.	What's	the	best	way	to	fight	rising	
food costs and spoilage? Weekly and 
monthly inventories. Consistency is key as 
the only way to get an accurate snapshot 
of your cost of goods sold (COGS) each 
week is thanks to inventory.  Do your 
weekly inventory on the same days each 
week,	 before	 orders	 are	 dropped	 off.	
Following an inventory schedule will 
provide you with the best picture of what’s 
working and what’s not. And bear in mind, 
as you progress in your inventory habit, 

you will become speedier and eventually 
the process of conducting inventory will 
become a quick and painless one.

4. Work Your Numbers – Taking 
inventory as a way to know you need more 
ketchup	isn’t	the	most	effective	use	of	your	
time. While that’s one reason to conduct 
inventories, there are plenty more. For 
instance, you count and look up prices to 
pinpoint usage, days on hand and other 
important numbers that pertain to your 
business. You perform inventory to 
calculate costs and understand what state 
your business is in. But you also do it to 
identify	waste	or	perhaps	theft	and	to	stop	
those things from happening. Let your 
numbers work for you.

5. Ditch the Spreadsheets – Start using 
software	and	apps	made	specifically	for	
restaurant inventory.  They tend to do 
the	 heavy	 lifting	 for	 you,	 from	 taking	
counts online to automatically giving you 
COGS and other usage reports. It’s 
quicker too.

It’s a job no one likes but it’s critical 
to the success of your business. Put these 
practices in place and you’ll wonder why 
you didn’t sooner.

HOW YOU CAN SURVIVE THEM
5 EPIC INVENTORY FAILS 

g
It’s a fact that most hate doing inventory. Here’s why you need to like it at least a little.

• Count proteins by the pound.  
This goes for cheese, shellfish and  
other expensive items. You lose  
money otherwise.

• Separate inventory by storage areas. 
So, for example, your meat cooler, dairy 
cooler and freezer should each have 
their own inventory taking sheets. This 
way you will be able to compare each 
storage area and its products from 
month to month. If your food cost is 
high and there is an unusual fluctuation 
in your meat cooler, then there is 
a good chance that your problem 
somehow relates to that cooler.

• Verify all product credits are correctly 
recorded. This also includes product 
transfers to other departments within 
your operation and food cost for 
marketing events such as food shows 
and charity events. It’s wise to retrieve 
your money or at least understand how 
much you’ve given away.

Sources: www.chefs-resources.com, www.
smartbusinessrevolution.com, www.therail.
media, www.info.getorderly.com

TIPS FOR TACKLING 

INVENTORY: 

by Kelly Putter
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It’s important to keep your menu 
up-to-date and interesting so it’s always 
best to change it from time to time.
When that time arrives, it always 

seems there’s never extra money in the 
budget to hire a designer. Well, look no 
further. Thanks to Noelle Fontaine, a 
graphic designer with Sysco Edmonton, 
we’ve come up with these guidelines for 
engineering your menu. 

Pricing
Don’t use dollar signs as they remind 

guests they’re spending money and may 
cast a dark cloud over the guest experience. 

If you must use the dollar sign, try not 
to make it too large or bold or you 
can try parentheses or abbreviations to 
differentiate	the	price	and	quantity.	So	
for example, Spring rolls (6) 3.00 or Spring 
rolls 6 pcs 3.00 are both acceptable. 
It’s also ok to use decimals, fractions and 
superscripts to clarify prices without using 
the dollar sign.

What sounds more appealing – 29.99 
or 30? Why, of course, it’s the 29.99 price. 
That said, some say rounding down to .99 
cents makes your menu appear low quality. 
Using	soft-sounding,	round	numbers	can	

offset	this	feeling.	So	for	example	use	$29.95	
vs.	$29.99.	This	is	known	as	charm	pricing.

With charm pricing it’s important 
to bear in mind your audience. Do you 
cater to students, families or business 
persons? The .99 on a menu may 
appeal to those on a budget versus a 
fine-dining establishment where high 
prices are expected.

It’s also important to round up pricing. 
Oddball numbers like 12.47 may make 
guests feel the need to analyze or calculate 
a purchase. Make it 12.50 instead.

Never layout your prices like a 
shopping list. This encourages price 
shopping, which is when the guest reads 
the	prices	first,	then	selects	what	they	
will	order	rather	than	first	selecting	the	
food they would like. Instead try a 
staggered pricing method in which prices 
are next to descriptions as opposed to 
listed out or next to the item name. 

Remember to remove price 
punctuation and zeros. Prices will seem 
less daunting. Removing the zeros and 
replacing it with fractions or superscripts 
for change pricing will make it more 
acceptable. So instead of 18.50 use 18.5 
or 18 ½ or even 1850.

Fonts
Keep your menu to one or two fonts, 

three at the most. Your menu should be 
clean, organized and easy to read. Too 
many fonts create visual chaos. That 
results in a negative guest experience and 
reduces the odds of customers returning.

You’re best to choose fonts with large 
families	 as	 they	 offer	 many	 different	
versions of a font in the same family. What 
you end up with is a choice of black, bold, 
semi bold, italic, regular, light, condensed 
and so on. This allows you to keep the 
fonts to a minimum as you can use either 
one font family for the entire menu or two. 

Don’t forget to do a print test. Since 
all	font	families	are	different,	be	sure	to	
test	different	font	sizes	by	printing	your	
menu at the actual size to determine if the 
type is too small or too large. Sit at one of 
your restaurant tables to see what it’s like 
to read in that lighting. Remember that 
people of all ages will be reading your 
menu, so make it legible.

Language
Always bear in mind that less is more. 

Too many words make for a menu that is 
visually overwhelming. If you have a lot of 

menu items, keep your descriptions brief 
so the menu can breathe. There is nothing 
wrong with trying to entice guests with 
appetizing descriptions – just keep it short.

Be sure to proofread your menu. 
Menus are ad copy that your patrons 
readily accept and read hungrily so make 
them shine. By that we mean, no typos, 
spelling and grammatical errors.  And if 
English is not your first language, ask 
someone that can proof it for you, find 
online forums for proof reading or source 
a college student who has a good grasp 
of the language.

Use power words and phrases that add 
colour and pizzazz. Instead of appetizers, 
say starters or instead of served on rice, 
say served on a bed of rice. Give more 
description. Instead of mushrooms say 
cremini mushrooms. Describe sensations, 
colours, preparation style and shapes. For 
example, use words such as blush and 
vibrant or caramelized and crispy or 
julienned and minced.

Don’t forget to have fun with your 
menu. Tell customers your story. Add 
humour and personality because that’s 
how you will engage customers, build 
relationships and get them coming back. 

Avoid bragging unless you can back up 
your claim. If you have the best burger in 
town say so and then tell guests why. 
If you have no proof other than your 
opinion,	the	opinion	of	your	staff	and	even	
some customers, telling people you’re 
number one will sound like you’re bragging 
and that could send customers away.

Photos
Do not overload your menu with 

photos. Stick to one or two photos per 
menu section. Food photography is hard 
to master so best to hire a photographer 
or photography student. Or you can use 
stock images. 

Stock images must be paid for. Like a 
work of art, the images are owned and 
permission must be granted before use. 
There are some free stock photo sites. 
Google Images has a setting under Tools 
and Usage Rights. You can select ‘labeled 
for	reuse’	or	‘reuse	with	modification’	to	
access free images that can be legally used 
on the menu.

Above all, regardless of whether you 
take your own shots or hire a pro, make 
sure the images are high resolution, in 
focus and have good lighting.

MENU  MISTAKES
AVOID THESE Looking for ways to make your menu 

shine without hiring a pricey consultant? 
You’ve come to the right place. 

How Eyes Read Menus :

Menu Design & Engineering Strategies
Highlight Profitable Items

Telling Your Story

Discourages Price Shopping

What Makes You Special
Inform Your Customers

Staggered Pricing

Personalization 
High resolution photos  

of food or other elements  
to enhance your menu

Branding

Showcase 
Your Logo

Upsell Items

MORE ON MENUS 
•  Place star items in the prime 

location of the menu – a star item 
sells well and brings in the highest 
gross	profit.

•  Use boxes, circles, frames or graphics 
like stars, icons or arrows to draw 
attention to add ons and features in 
other locations of your menu.

•  Be consistent so use either “and” 
or “&”, not both and if your menu 
is left aligned then try to keep the 
entire menu left aligned.

•  Use repetition in design. So if you 
have	different	numbered	combos	
on the menu, keep the numbering 
system consistent and use colours 
to	help	differentiate	sections.

•  Don’t be afraid to use contrast in 
size, colour, shape, line, texture 
and even type (i.e. a 12 point font 
will have little to no contrast to 
a 14 point font, but a 28 point to 
a 14 point will).

To find out how Sysco can help you with updating your menu, contact your Marketing 
Associate, or email us at Stir@corp.sysco.ca 

by Kelly Putter
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Associate Profile

Norm Susanna  
Victoria, Central On and Southwest On

2 Years and 8 Months with Sysco

Sysco Marketing 

Q.  Describe the relationship that you have with the MAs 
you support?

A.  Excellent communication is the key. We start out each day with 
a recap of the daily agenda of calls, and that way we can touch 
on current or upcoming issues or events for each customer.  
I have a great amount of respect for all our MA’s, and the daily 
challenges that can come with each varied customer. They have 
such a multi-faceted job, so having a stable, well informed ISR 
at their disposal can be a great asset.

Q. What is the most rewarding aspect of your job?

A.  Knowing at the end of the day that you were able to  
provide great service and quality products to our customers. 
The more knowledge we have on their menu items,  
the more info we can provide them. When we go through 
the reminder list and remind them to order a crucial item for 
their business, like flour for a pizza shop, you can truly 
realize how much they appreciate that we took a little bit of 
future stress out of their day tomorrow. 

Q.  What do you enjoy most when working  
with customers? 

A.  When a customer genuinely thanks you for assisting them with 
a question or quality or delivery issue, and shows confidence 
that you know their products, and care about their business, it 
is gratifying. When we can ask a customer about an upcoming 
charity event that they participate in every year, or an award 
they recently won in their community, it makes a huge 
difference in building the relationship, and shows you care 
about their business.

Q.  What does exceptional Customer Service look 
like to you?

A.  Always meeting and then exceeding our customer’s 
expectations. I always tell our customers that I am not replacing 
their MA, but should be considered as an added level of 
service to handle the majority of the daily/weekly orders. It 
allows the MA to focus on the development of the account 
through growth and extra service level. 

Q.What do you enjoy most about working for Sysco?

A.  Through the many resources available to us as ISR’s (Sysco 
Ease, on-line courses, and all our category analysts in the 
OpCo), I feel that Sysco provides me with the tools to excel 
in my role, continue to learn, grow,  and stay on top of all the 
latest trends of the industry. 

Q. What do you like best about Sysco brand? 

A.  Always dependable quality. Sysco branded products allow you 
to cater to all customer’s needs, from economical, mainstream, 
high end, and a variety of cuisines. When a very busy, and 
established bakery tells you that our Sysco Supreme pan spray 
is the highest quality, best performing, and best value on the 
market, and they refuse to use any other product, that is a true 
testament to Sysco quality.

Representative ProfileSysco Inside Sales

Q.   Did you ever work in a restaurant (or any place in 
foodservice)? If so, does that help you understand your 
customers’ business needs more now?

A.  Yes, I worked in the kitchen from a young age starting as a 
dishwasher, then progressing through the ranks to managing 
kitchens. I completed my culinary apprenticeship at SAIT 2000, 
then worked in many different environments including casual 
dining, high end catering, pubs and a couple high volume 
steakhouses. Having a background in the industry helps me relate 
with the challenges my customers face on a daily basis.

Q. What do you like best about Sysco Brand?

A.  I like the fact that we can have confidence in the quality and 
the consistency of the product and the support from the vendor 
community is great too.

Q.  Describe how you have helped your customers’ 
solve problems?

A.  I work with customers on food costing, inventory templates and 
standardizing recipes. I also enjoy bringing customers to the office 
for STIR sessions. Our Chefs and the Business Resource team 

do a great job introducing our customers to new products and 
keeping them up to date with upcoming trends.

Q.  What value-added services (e.g. STIR, Rewards) that 
Sysco offers are the most beneficial to your customers? 

A.  My customers really appreciate our STIR sessions and the 
expertise that our Business Resource team have to offer. I love 
to dig a little deeper with my customers before we head into the 
office for a STIR session because it feels great for all of us when 
we walk away knowing that it was well worth everyone’s time and 
effort. These sessions are custom tailored to each customer’s 
needs, whether we are updating the menu, checking out some 
new trending products or working on finding that perfect cup of 
coffee. My customers always leave the building pumped up and 
ready to implement some of these fresh ideas in their restaurants.

Q.  What are some of the advantages of using Sysco Connect 
(For yourself and for your customer)? 

A.  Using Connect has freed up some of my time to make sure I 
can spend more time working on helping customers with their 
business rather than just taking their orders. Now we have 

more time to plan and execute STIR sessions or work with 
vendors to sample new products that may work well for their 
business.

Q.  What are some of the advantages of using Sysco Source? 

A.  Sysco Source is very easy to use and is a great tool for our 
customers and the Marketing Associates, I find myself using 
Sysco Source daily to find invoices or ETA’s for special order 
items. My Sysco Source customers love the fact that they 
can use a custom order guide to ensure they do not forget 
any critical items on their order. Our customers are extremely 
busy and with Sysco Source they can place their orders at a 
time that works for them… even at the end of their shift if 
they want to.

Q. What foodservice trends do you see emerging?

A.  Here on Vancouver Island, our customers are more concerned 
than ever about buying locally. I really appreciate the fact that 
although we have a great selection of Sysco branded products, 
we also have many locally sourced products including seafood, 
seasonal produce and poultry.

Mark Turner
Campbell River, Gold River and Northern Vancouver Island.  

3 years with Sysco

nothing compares to the taste of
tender and juicy veal burgers.

nothing compares to the taste of
 tender and juicy veal burgers. 

Grill and serve in artisanal bun with
mouthwatering toppings and garnishes.

Excellent ingredients to use in your home-style
meat sauce and homemade meatballs and meatloaf.

The possibilities are endless!

Please contact your Sysco representative
for more information!www.montpak.ca

Ground Veal
SUPC: 0807164

2 x 2.5 kg

THE DEMAND FOR ORGANIC FOOD 
IS GROWING!

ORGANIC WHOLE WHEAT FLOUR offers the 
natural texture, appearance, taste and nutrition that have 
become the whole-wheat trademark.

ORGANIC BAKERS FLOUR produces dough with 
great extensibility and handling characteristics, giving 
your customers a flavourful loaf of bread every time.

SYSCO CODE PRODUCT DESCRIPTION SIZE

4619975 SimplyMilled by Ardent Mills™ Organic Bakers Flour 20 kg

4619983 SimplyMilled by Ardent Mills™ Organic Whole Wheat Flour 20 kg
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PEACHES COME 
IN A CAN. 
OR TRY THEM 
IN A GLASS.

For more recipe ideas visit
www.calclingpeach.ca

California cling peaches
are available from your
Sysco Marketing Associate.

 The California cling peach smoothie. Easy. Nutritious. Delicious.

They’re the perfect choice for foodservice: delicious and decadent, sweet and succulent. Better still, 
canned California cling peaches are easy and inexpensive to work with. Canned at peak ripeness, all 
the flavour, nutrition and freshness are locked in. They stay that way for up to two years, ensuring 
you always have consistently perfect peaches to serve. In fact, canned often beats fresh in price, 
prep time and food waste.
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