
Who’s EatingWhere?

Paperless Payrolls Well-Managed Waste Blooming Organics

SEPTEMBER 2005



Homestyle
Cream of Broccoli

Hearty
Chicken Noodle

Mild Mannered
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for more information.
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By Patricia Nicholson

You may think of organic foods as a small sector, but it is a sector marked
by remarkable growth. According to Agriculture and Agrifood Canada, the
organics sector has enjoyed 20% annual growth over the past decade.

While only 1.3% of Canada’s farmers grow or raise organic produce or
livestock, organics are no longer hard-to-find specialty items. Major
supermarket chains have developed high-profile lines featuring a wide array
of organic products.

As organics have taken their place among mainstream consumer choices,
buyers have welcomed the option. The U.S. report Organic Food and
Beverage Trends 2004 found that two-thirds of Americans used organic
products at least occasionally.

In Canada, the total value of the organic market is not known, but a
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Consumer interest 
in organic products 

is growing



report prepared for Agriculture and Agrifood Canada
estimates it at least $440 million in 2003 retail sales, and
probably closer to $800 million.

The term “certified organic” means that the grower 
or processor has been approved by one of about 50
accredited organic certifying bodies in Canada. While
certification criteria vary slightly from province to province
and among different certification bodies, most are based
on similar principles of environmental protection,
attentive processing and humane treatment of animals. 

Growth and production of organics prohibits the use 
of various substances and processes, such as chemical
fertilizers and irradiation. Beth McMahon, director of the
Atlantic Canadian Organic Regional Network (ACORN)
notes that organic foods are not genetically modified and
no genetically modified items are used in their
production. Synthetic pesticides, herbicides, and
fungicides are also prohibited.

Organically raised livestock must have access to fresh 
air, and are not treated with antibiotics, she adds. There is
often a lot of attention paid to the behavioural needs and
natural habits of animals.

“Having cows is pretty heavy in terms of environmental
damage. They do graze a lot. So they keep smaller herd
sizes so they can rotate them and ensure that their land 
is being managed correctly.”

That effort may pay off, though. Organic Monitor’s
report on the North American market found that the 
mad-cow scare contributed to a 35% jump in demand 
for organic meat products. 

Beth McMahon has also noticed that trend.

“Organic meat is definitely one of the top growing 
items that we’ve noticed, especially with mad cow and
avian flu, and people being nervous about the antibiotics
that they put in feed and the humane treatment of
animals,” she says.

“There’s a few restaurants around here that are 
primarily organic and they find that serving this meat 
is a real plus for their customers.”

Pesticide residues and other contaminants 
that may be present in conventionally produced 
fruit and vegetables have also been issues with 
some buyers, but McMahon says that consumers 
have become even more concerned about 
genetically modified organisms, or GMOs.
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The term “certified organic” means
that the grower or processor has been

approved by one of about 50 accredited
organic certifying bodies in Canada.

“A lot of people get into organics when they have young
families and they’re concerned about GMOs,” she said.

Research findings on the safety of GMOs have not 
been consistent, so some families would prefer to avoid
genetically modified products, McMahon says. 

“Organic is really your only certification that you’re 
not getting any,” she explains.

For some restaurants, the big draw for organics on the
menu is freshness, because many items are sourced locally.
This is particularly strong in tourist markets.

“It kind of goes along with the slow food movement,”
McMahon says. “Just having things that are locally
produced, and they can show people where it comes from,
or they have little profiles of the farmers nearby, so when
people are going to P.E.I. they’re eating a local organic
potato. It seems to be an interesting little niche that
they’re developing.”

The organics industry has set itself a goal of increasing
its market share to 10% of the Canadian retail market by
2010. The foodservice market is expected to follow suit.
That’s a lot of growth, but it may not be unrealistic.

“We, at least, have been noticing large growth,”
McMahon says of the organics market in eastern Canada.
“We’ve had a couple of restaurants that are only serving
local organic products open up in the last year. For our
tiny market, that’s a big statement.”
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Who’s 

Eating 

Where?
Demographic information 

can help identify your best customers 
and when and where they want it.

By Mary Gordon



Boomers included. But as they have aged, Boomers have
also expanded their palate, developing more of a taste for
seafood, steak, soup and salad than they had in their
younger days. 

Those areas can provide great opportunities to offer
menu alternatives that are more in tune with the health
concerns that are becoming more important to this key
demographic. For instance, a side salad with low-fat
vinaigrette is a standard alternative to fries. A hearty
vegetable soup made with low-sodium stock and
flavoured with herbs is a delicious starter without the
health concerns of deep-fried appetizers. A heart-smart
grilled fish entrée can be just as tempting as a steak. And
those who can’t resist a steak may be looking for a lean
cut with a choice of sides—including a lower-fat option,
such as rice, instead of a baked potato laden with sour
cream. Offering a relatively guilt-free dessert, such as an
elegant fruit sorbet, can make a difference to these
important customers. However, NPD also found that taste
remains the primary driver, so make sure you’re cutting fat
and salt, but not flavour. 

NPD credits the graying 50 to 64 age group for the
current growth in independent operators. Independents,
especially family independents, are outpacing chain
restaurants in growth. Another trend propelled by the 
50 to 64 age group is breakfast growth. Breakfast is
currently the fastest-growing time of day for foodservice,
according to NPD.
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You may have a great menu 

and first-rate service, but unless you

know who wants what you’re serving

— and where, and when, and how

often they want it — you’re operating

in the dark. Knowing your market 

is part of your business.

NPD Canada, a division of the market information
company The NPD Group, tracks sales and market data
that can be vital to making decisions about menu changes
or customer service.

According to NPD’s data, people aged 35 to 49 are
pulling their weight as customers. They account for 31% 
of restaurant traffic in Canada, even though they only
represent 24% of the population. Quick-serve restaurants
are the choice of this age group about two-thirds of the
time, and people in this age group are also the biggest
drive-thru and telephone delivery customers. However, the
trend toward older customers using full-service restaurants
more often is evident here: this group is still more likely
than younger people to go to a full-service restaurant.

The older crowd is now starting to go out more: the 
50 to 64 age group is the fastest-growing age group for
restaurant visits, NPD data indicates. This trend is driven
by aging Baby Boomers, who continue to influence eating
habits. The Boomers were the driving force behind the rise
of fast food in the 1960s, fern bars in the 1970s and the
trends in take-out food that marked the 1980s and 1990s.
The emerging demand for healthy food in restaurants is
the latest trend fuelled by Baby Boomer tastes.

The NPD Group’s recently released report on the 
eating habits of Baby Boomers found that well over half 
of Boomers were concerned about fat and salt content 
in food, and almost as many were concerned about
cholesterol. These worries are even more pronounced in
the older Baby Boomers, who are now in their 50’s.

Dining out is often the time when people are likely to
ignore dietary restrictions and indulge, but it is still wise 
to include menu choices that incorporate these health
concerns, NPD found. Burgers and fries continue to be
one of the most popular orders for all American adults —



Keeping up to date on trends is imperative for
foodservice operators to make the most of opportunities.
NPD’s CREST market intelligence service provides up-to-
the-minute information on consumer purchases of meals
and snacks. Restaurateurs can also get information from
trade magazines and conferences, and by keeping a sharp
eye on the competition. 

To pinpoint who is buying what, Environics Analytics
goes beyond age groups with a geodemographic 
segmentation system called PRIZMce. There are 66
PRIZMce clusters, ranging from the highest socioeconomic
status to the lowest. Each group has a descriptive name
(Cosmopolitan Elite, Young Digerati, Solo Scramble) and
a lifestyle profile that includes income, location, age and
buying habits of people in that group.

These lifestyle groups are then linked to PMB Print
Measurement Bureau data, which indicate print media
usage and other marketing data, to provide a snapshot 
of who is using which products and services. The data 
for restaurant use is divided into eat-in, take-out and
delivery service. 

The group with the highest percentage of people who
frequent eat-in restaurants five times per month or more 
is Electric Avenues—young, upper middle class urban
singles. The number of Electric Avenues who dine out five
or more times per month is 30%, which is almost twice
the Canadian average. The Nouveau Riches group—
prosperous suburban families in Quebec—has the second
highest percentage of frequent diners, at 28%. The young,
mid-scale urban singles of the Grads & Pads group is a
close third, at 27%.

Of the 10 groups with the highest frequency for dining
at eat-in restaurants, five of those groups are urban, five
are young and five are francophone. 
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The groups frequenting take-out restaurants have a
different mix. There is no Francophone presence in the 
top 10 of this category, but urban customers are even
more prominent, with seven of the top 10 groups
comprising city dwellers. Four of the top 10 groups are
predominantly young people.

The group with the highest frequency in the take-out
category is Continental Culture, a group of younger urban
Canadians with a high percentage of second-generation
European immigrants. About 15% of this group eat take-
out five or more times per month. Grads & Pads scored
second in this category, with 12% getting take-out five
times or more per month. Urban Spice—young, lower
middle class singles living in urban, multi-ethnic
neighbourhoods—are the third most frequent take-out
customers, with 11% taking home meals five or more
times per month.

For restaurants that deliver, customers are a mix of both
downscale and wealthy urbanites. Young Francophones
and immigrants living in downscale neighbourhoods in
urban Quebec are the most frequent customers. About
10% of the Quebec Melting Pot group orders delivery 
five or more times per month—almost five times the

Canadian average. About 8% of the Furs &
Philanthropy group—educated, professional,
cultured urban families, order delivery five 
times a month or more. The very affluent
Cosmopolitan Elite, who live in Canada’s
wealthiest urban neighbourhoods, are the 
third most frequent delivery customers, with 
7% ordering five or more times per month.

Not surprisingly, frequent delivery customers 
are clustered in urban areas, where delivery is more
widely available. Seven of the top 10 groups in this
category are urban, with the remaining three dwelling
in suburbia.

“People aged
35 to 49 

account for...

...even though they only represent
24% of the population...”

31% 
of restaurant

traffic in
Canada



James Mancini,
General Manager, Partner and Chef

Ric’s Grill - Edmonton, AB
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“We keep striving 
to offer the best

quality product at 
the best value”

James Mancini,
General Manager, Partner and Chef

Ric’s Grill
SYSCO Marketing Associate, Kevin Chipman and 

General Manager, Partner and Chef, James Mancini

Reinventing a classic can be deceptively difficult, but this 
next-generation steak house in Edmonton rose to the challenge.

Located in a refurbished heritage brick building in the city’s historic
warehouse district, Ric’s Grill Steak, Seafood and Chop House has
updated all the traditional trappings of an old-school grill: booths,
steak knives, comfortable atmosphere and a menu heavy on steaks 
and seafood.

But this isn’t your dad’s steak house. Here, old meets new in the
ambience as well as on the menu.

Along with the natural brick of the old Metals Buildings—which once
supplied the local plumbing and mining trades—solid fir beams and
gleaming high-backed cherry wood booths contribute to the clean lines
and comfortable elegance of the dining room and lounge. Private and
semi-private rooms can accommodate parties from two to forty.

The menu is broad, contemporary and even adventurous, and is
accompanied by a thoughtfully selected wine list. There is a wide
assortment of beef entrées, but diners can also choose from stir-frys,
pasta and lighter fare, or try one of the more contemporary house
specialties such as coconut shrimp or Ahi tuna with lime wasabi butter.
Everything on the menu—including the inspired sauces and scrumptious
desserts—is made from scratch, using premium ingredients, so it’s 
always fresh.

General manager, partner and chef James Mancini has the task of
ensuring that these exacting standards are maintained while also
controlling costs. 

“We keep striving to offer the best quality product at the best value,”
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Black and Blue Tuna 

Recipe for Sesame Ginger Sauce
INGREDIENTS METRIC IMPERIAL
Sesame oil 250 mL 1 cup
Minced fresh garlic 25 g 1  oz
Minced fresh ginger 25 g 1  oz
Orange juice concentrate 250 mL 1 cup
Five spice powder 5 mL 1 tsp
Red Chilli flakes 5 mL 1 tsp
Blasamic Vinegar 75 mL 3 oz
Soya sauce 75 mL 3 oz
Sugar 15 mL 1 Tbsp
Dijon Mustard (smooth) 15 mL 1 Tbsp

Preparation· Add all ingredients except oil in food processor

· Slowly add oil until emulsified (if you heat the oil first it will work better)

Serves 1
INGREDIENTS METRIC IMPERIAL
Ahi Tuna Filet 1 – 175 g 1 - 7 oz
Canola oil 75 mL 3 oz
Cajun spice
Ginger wasabi beurre blanc 50 mL 2 oz
Daikon/celery salad 75 g 3 oz
Lime bag 1/2 1/2
Starch
Vegetables
Garnish – Tri-coloured shreds

Preparation· Dredge tuna in Cajun seasoning

· Pan sear Ahi tuna to desired doneness

· Place tuna on a pool of the ginger wasabi beurre blanc on a
square seafood plate

· Nap with diakon/celery salad topped with sesame ginger sauce.

· Garnish with 1/2 lime in a bag with tri-colour shreds

· Serve with desired starch and vegetables

Mancini says. The great service and resourceful 
know-how he gets from SYSCO helps his restaurant
achieve those goals.

Creativity in the kitchen is a family tradition for
Mancini. His Italian grandfather was an accomplished
cook, and was Mancini’s inspiration for becoming a chef.
Mancini’s own culinary vision is fuelled by a genuine 
love of good food, and by the thrill of bringing together
all the components of a terrific dish.

With 15 years of food service experience, including
front and back of house, Mancini has taken a hands-on
role since Ric’s opened a year and a half ago. The
restaurant is one of the latest locations of a franchise that
began in Prince George, B.C. seven years ago. Beyond its
impressive brick street presence, the restaurant is centrally
located in downtown Edmonton, drawing clientele from
businesses, hotels and high-end residential
neighbourhoods. 

Mancini also appreciates the importance of outstanding
service provided by highly trained staff. Hiring the best
employees and investing time in training is one more
aspect of providing a premium product.

Ric’s serves lunch Monday through Saturday, and
dinner seven nights a week. It’s contemporary blend of
relaxed sophistication, great food and good value have
proven popular, and Ric’s downtown has already
garnered the honour of being named the city’s best 
steak house.
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Howie Seigel, Co-owner

Pagliacci’s - Victoria, BC

“The only 
pre-requisite 
is hunger!”

Howie Seigel,
Co-owner

Pagliacci’s

By Sarah Phillips

Pagliacci’s is the first restaurant to introduce cappuccino, focaccia
and cheesecake to Victoria, BC. In fact, their cheesecake recipe was
featured in Gourmet Magazine. For nearly 30 years, Pag’s, as it’s
called by locals, has been on many lists of favourite restaurants
because of its great food, warm atmosphere and very un-Victorian,
big city energy.  It is a character joint with loads of noisy energy 
and food to match, huge portions and live music add to the
bohemian flavours. 

Howie Seigel, the larger than life personality, and his
businessman brother David opened the restaurant in 1979 in
partnership with the DiFiore family.  The Seigels were born in
Brooklyn, NY, grew up in LA and ended up in Victoria in the
1970’s. Howie is known in Victoria as a commentator on CH 
News and an actor. 

“Their dream was to open a restaurant. My dream was to be able
to afford to eat in a restaurant”, says Howie. The restaurant is now
owned solely by the Seigel family. While David, the iron-willed
controller “keeps track of every meatball”, Howie is the personality
of this very busy restaurant. “Every famous restaurant has a front
man!”. When asked what makes Pag’s unique, Mollie says that one
of the things is her father, Howie. He brings a vibrant energy to 
the place.

The food is really what makes this place special. Pagliacci’s uses
lots of  butter and olive oil to make their signature dishes. They
start with the best from SYSCO to make their homemade house
salad dressings.  Italian inspired dishes are complemented by
eclectic touches and Asian influences like the recipe for sweet
peanut sauce that came from Bali. Everything is made on site. All
the menu items are named after movies and books such as Last
Chicken in Paris and Attack of the Killer Sundried Tomatoes.
Hemingway Short Story, a decadent tortellini in cream sauce, is 
one of the longtime favourites on a menu that evolves slowly 

but retains its integrity.

Though it was never really
conceptualized, the timeless décor
is inspired by old Hollywood films
and actors such as Humphrey
Bogart.  The restaurant floor is
small and tables are close enough
to each other for eavesdropping on
conversations at the next table. The
high ceilings add to the grandiose
feel of this cozy space. The 1920’s
building is located on a small side
street in downtown Victoria, close
to the waterfront and many hotels.
“We were very lucky to be in thisHowie Seigel
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Hemingway Short Story
Tortellini in Cream Sauce

Preparation· Pre-cook pasta in boiling water. 

· Sauté bacon in fry-pan. Remove grease and add onion.

· Slowly add whipping cream and allow to thicken slightly.
Add basil and pepper. Add pasta and thicken. Garnish 
with parmesan and parsley and serve.

Serves 4
INGREDIENTS METRIC IMPERIAL

Beef and Cheese Tortellini 150 mL 6oz 

Green onions, chopped 2 2 

Strips bacon, sliced 3-4 3-4 

Whipping cream 375 mL 1 1/2 cup

Pinch black pepper, coarse 1 1

Pinch basil, dry 1 1

location. We were that much more successful by
being in a great part of town,” says Howie.

This is a place that welcomes an eclectic clientele
from bohemians to businessmen and teenagers to
older folks. This is one of the reasons it has had such
long term success. Making people feel at home is the
key. “We treat people as if they are guests in our
home”, says Howie. As a result, they have a very loyal
customer base. Often samples are handed out to
those waiting for a table. There is live music on many
nights.

Howie says “My education was eating in bad
restaurants. That’s how I knew what I wanted to
serve”. Howie and David weren’t interested in
opening a discount coupon style restaurant. The food
is priced fairly which means the restaurant is always
full during rush hours for lunch and dinner. They
have always relied only on word of mouth for
advertisement and it has served them well.

The team of 40 staff members, some of whom have
worked at Pag’s for well over 10 years, is led by
longtime and loyal managers. As a manager who has
worked at Pag’s for over 23 years, Sukh Basra likes 
to keep the menu simple and uses only the best  
fresh SYSCO ingredients. “People are more likely 
to feel comfortable ordering something that’s
straightforward”.

Pagliacci’s has used North Douglas SYSCO as their
main supplier since day one. They even have their
first bill from North Douglas SYSCO framed on the
wall. It has been a long term business partnership
that almost feels like a family relationship. “Giuseppe
Martino, our North Douglas SYSCO MA is excellent.
He goes above and beyond the call of duty and

always comes through in the end. If I am looking for something
different, they help by sourcing products and bringing them in
for me.

Our deliveries are on time, the staff I deal with are really
friendly and I rarely find mistakes on my invoice. What more
could I ask for in a distributor?”. Sukh refuses to even consider
doing business with anyone else. “My loyalty remains with
North Douglas SYSCO”, says Sukh.

The Seigels have given Victoria the feel of old Hollywood and
the taste of Italy and New York. The winning combination of
fair prices and great food will carry Pagliacci’s and North
Douglas SYSCO together well into the future. 
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Your customers need to know where you are and what you have
to offer. But getting the message out on a budget can be challenging
for restaurateurs.

Joel Cohen of RestaurantMarketing.com recognizes that many
independent restaurants don’t have the budget to advertise. For
them, marketing means knowing who and where their customers are,
and making sure those people know that the restaurant is there, and
what it offers. Location can play a big role in meeting those goals.

“You want to be located where people can see you and get to you
easily. You want to be located where customers live and/or work, so you can start 
a business relationship with them,” Cohen says.

Offering something appropriate for the customers near your location is also vital. For example,
a high-end restaurant in a residential area may be priced too high for locals with high mortgage

payments. In cities in which the downtown core is deserted after business hours,
a 24-hour fast food outlet is not likely to attract many late-night customers.

“You have to have a really intimate knowledge 
of your trading area in order to then determine,

Who am I going to go after as customers?”
says Cohen, who works directly with
restaurant clients in addition to 
offering marketing courses through
RestaurantMarketing.com. 

A restaurant needs to know what it’s
doing right, what it may be doing wrong,

and what its customers are saying about it.

“The restaurateur has to take off his or her
operations hat and realize that he or she has
to actively market the restaurant both inside
and outside the restaurant,” Cohen says. 

Inside the restaurant, marketing 
can focus on service and the dining
experience.

Are your
customers

getting your

message?

Reaching
Out

By Anne Golecki



“Courtesy, smiling, sincerity,
conversation, shaking a hand, great
plate presentation, a server telling a
story or factoid about the restaurant—
just overall giving the diners a
comfortable, stress-free dining
experience,” Cohen says.

“Outside the restaurant is where you
develop your local restaurant marketing
plan, and that really starts off by
intimately knowing your trading 
areas, so you know who to go after 
as potential guests,” he adds. “It’s
knowing where your customers live 
and or work and then going out and
marketing yourself to those groups.”

Intelligent Audio recognizes the
importance of getting your message
out, and of making advertising and
other marketing avenues available to
restaurateurs. Intelligent Audio acts as
an advertising agency on behalf of the
SYSCO iCARE program.

“We provide restaurant owners with
marketing advice,” says Ray Schilens of
Intelligent Audio. The process begins
with a free media consultation over the
telephone. Intelligent Audio provides
advice about what avenues — radio,

“There are no cookie cutter things
that we can say, Do this, this and this,
and it will work for you,” Schilens says.

“One of the most important things 
is what type of a budget do you have. 
I think that’s what we have to look at,
because the margins are so slim in the
restaurant business, we have to be very
conscious of how we spend the client’s
money,” he adds. “One of the worst
things a restaurant owner or operator
can do is not have a sufficient budget 
to advertise.”

Schilens advises that if a client only
has $500 to spend on advertising, he or
she should put the money away and
save it until a more effective campaign
is in the budget. 

“Another mistake that advertisers
make is they spend a little bit of money
for a short period of time,” he adds.
“We suggest that if you are going to
advertise that you give it at least six
months to a year to work. But again,
with the margins in the restaurant
business, they may not have the capital
to fund something like that. So we have
to find alternative ways to help them
get the message out.”
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Each and every

restaurant has

something that

makes it unique

television, print, direct mail,
etc.—might be best for 
the client.

“Very few of them have the
budgets to do any type of
advertising,” Schilens says.
“They’re all looking to get more
people in their seats, but they
really don’t know how to do
that. So what we do is try to give
them the most cost-effective
solution to generate new
business.”

Any type of a message that an
advertiser sends out needs to be
integrated, he adds. It needs to have 
the same look and feel, so people can
easily recognize the advertiser.

“The hardest thing for an advertiser
to recognize is their singular benefit:
the most important thing about their
operation,” Schilens says. Intelligent
Audio helps the client identify the most
salient points about the restaurant,
and focus on that. 

“Each and every restaurant has
something that makes it unique,” he says. 

Every campaign is unique, too,
depending on the restaurant.

They’re all

looking to get

more people in

their seats





By Kathleen Murdoch and Suzanne Berryman R.D. 
SYSCO Food Services of Atlantic Canada

Bacteria such as Salmonella and E. coli grow best in hot, humid
conditions.  To help avoid foodborne illnesses caused by these 
bacteria, ensure that you are buying only products that are in excellent
condition and always cook food to the proper temperature. 

Guidelines for Purchasing 
and Receiving Safe Products

Tips to Ensure that your Food 
is Stored and Cooked Safely

Meat and fish must be stored at a proper
temperature to avoid contamination and to
keep the product fresh.  If the product comes
in fresh then it should be refrigerated at a
temperature of 40C or lower.  For products that
arrive already frozen they should be stored at a
temperature of -180C or lower. Eggs must be
refrigerated and should never be left for a long
period of time at room temperature.  It is
important to remember that food that is
contaminated by bacteria must be disposed of
and not just stored at a lower temperature as
this will only slow the growth, it will not kill
the bacteria.  

To avoid foodborne illnesses, it is crucial 
that meat, poultry, fish and eggs be cooked to
a certain temperature to kill any bacteria that
may have affected the product.  Pork, lamb 
and beef should be cooked until they reach an
internal temperature of 700C and must be held
at this temperature for at least 15 seconds.
Poultry should be cooked until it reaches an
internal temperature of 850C and held there 
for at least 15 seconds.  Fish has to be heated
to an internal temperature of 700C and eggs
must be heated to an internal temperature 
of 630C and both remain at this temperature
for at least 15 seconds.  

Prepackaged food is not resistant to bacteria;
contamination is possible.  When purchasing
packaged food it is important to look for signs
of contamination.  For dry goods there should
be no sign of insects or moisture, if so, they
should be disposed of.  Canned goods should
always have their labels on and they should be
legible, there should be no signs of rusting,
swelling or leaking.  Fruits and vegetables
should not have any signs of mold or insects,
and should not have any bruising.  Fruits and
vegetables should always be washed
thoroughly before serving.    

Reference:  Basics.fst.  
Food Safety Training in Canada
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FOOD ACCEPT REJECT

PORK/BEEF/LAMB Bright red meat  (beef) Brown or green meat
Light red meat (lamb) Discoloured spots
Firm texture Slick, sticky or 
Fat is white dry on the exterior

FRESH POULTRY No discolouration Unusual odour
Firm texture Discolouration around the neck

Body feels sticky

FRESH FISH Eyes are open and clear Fishy odour
No strong fishy odour Discoloured and/or soft flesh,
Firm texture when fingerprint is pressed on
Packaged in ice flesh, the fingerprint will stay

Red and/ or sunken eyes

FRESH SHELLFISH No strong fishy odour Partly open shells that do not 
Closed shells close when tapped, this means
Tags on, and keep they are dead
tags for 90 days No tag

FRESH LOBSTERS No strong odour Strong odour
Hard shell Soft shell

EGGS Unbroken shell Crack in shell, or dirt on shell

FoodSafety101
healthwise



Running a restaurant is one of the toughest ways to
build a growing, profitable business.  Dealing with
changing menus, customer expectations, perishable
product and staffing requirements is a daily job.  The 
last thing that a restaurateur needs is a persistent payroll
problem!  Restaurant payrolls present different challenges
than other payrolls due to the complex laws and
regulations that govern employee wages and gratuities.   

Advancements in technology, however, can relief some
of your payroll pain!  For example, utilizing an on-line
payroll service could enable your employees to receive
their pay stubs via email while reducing both 
organizational and environmental costs.

“This is a landmark feature for our clients -- using email
pay stubs will allow for totally paperless payrolls,” remarks
Ralph Lynn, NEBS Business Products.

Email pay stubs, referred to as e-stubs, are a great
convenience to employees in the foodservice and

hospitality industry.  Employees don’t need to come into
work to pick up their pay cheques.  Instead, employees 
are paid by direct deposit (electronically into their bank
accounts) and pay stubs are delivered to their email
addresses.  This feature streamlines the payroll process,
and offers a convenience to employees not offered by your
competitors. Retaining good employees is important in
today’s competitive landscape.  That is why e-stubs are
such a positive step forward in employee convenience.

E-stubs are delivered encrypted, which means that an
employee password is required to view the pay stub.
Secure pay stubs are key to providing confidential
information electronically.

PAYweb is the first internet payroll service developed by
Canadians for the Canadian market.  A demo of PAYweb
is available to view at www.PAYweb.ca.  “Our study of the
Canadian small business market shows that they demand
simple, easy-to-use, convenient and economical products.
That’s why we developed PAYweb,” notes Lynn.
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Today’s Payrolls 

CAN BE
PAPERLESS



One other key benefit of a paperless payroll is the
elimination of couriers.  Typically, pay cheques and paper
reports need to be couriered.  Since reports can be viewed
and stored at your desktop and payments are made by
direct deposit, the need for a courier is eliminated.  This
translates to a significant savings in cost.  As well as a
reduction in risk associated with a third party (courier
companies delivering to wrong address, or losing package)
handling confidential information.  

HRSD (Human Resources Skill Development) is the 
last outstanding issue to make a payroll truly paperless.
Technology has allowed this final issue to go paperless as
well.    Typically Records of Employment (ROE’s) need to
be painstakingly completed on three part forms.  This
requirement may be cumbersome to some employers.
With PAYweb ROE’s are completed by the software, on
bar-coded forms that can be printed, or emailed.  This
means that PAYweb automatically sends the ROE to the
government, where it is stored on a database.  When a 
past employee applies for employment insurance, he/she
simply needs to bring two pieces of identification and the
HRSD office will have the ROE on file.   

Today’s complicated requirements for payroll
compliance can be overwhelming.  The majority of
Canadian employers outsource their payroll.  By
outsourcing the payroll function, businesses count on 
the expertise of a payroll provider to ensure compliance.
Compliance, accurate calculations and timely tax
remittances are all key issues that avoid CRA (Canada
Revenue Agency) audits.  If found to be deficient in 
any tax audit, employers can be levied with a penalty 
of as high as 10% of the outstanding tax.  When most
businesses have tax remittances in the annual amount of
tens of thousands of dollars, you can see that the penalty
amount can be substantial.  For this reason, most
employers count on the services of a payroll outsourcer.
Outsourcing creates piece of mind to employers and allow

them to focus on core competencies, instead of being
burdened by payroll compliance issues.

Have you ever considered the exposure you have from
sensitive employee payroll information being stored on 
a computer in your office?  What if the computer goes
down, due to a hardware malfunction?  Or even more
critical, what if someone steals the computer, or files from
that computer.  It’s a sad “sign of the times”, but identity
theft is a serious and growing concern.  How secure is 
your employee’s information from theft, or accidental
leaks?  Companies that outsource can rest assured that
confidential information is protected and stored in secure
hardware and systems architecture.  If you are familiar
with the IT industry, you will recognize the term Disaster
Recovery.   That term refers to the security and plans in
place to protect and provide service in the event of
different scaled disasters.  Everything from system access
malfunctions to complete electrical blackouts are designed
into effective Disaster Recovery Plans.   

When outsourcing your payroll be sure to understand
and assess the readiness of your payroll provider for a
disaster – however big or small.  Also, be sure to inquire
on the level of the security that the provider has engaged.
In all cases, the payroll provider has the means to provide
more robust and secure data centres than your company 
is able to achieve. 

Today’s payrolls can indeed be paperless. This is 
a dramatic technological advancement.   These
advancements can provide many efficiencies and 
cost savings to your business.
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Max Corso,
Director of Sales and Marketing, NEBS Payroll
Service Limited, based in Cambridge, ON.   
Please direct any inquiries to mcorso@nebs.com.
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New recipe ideas to satisfy

your customers taste buds

such as Oriental Sesame

Ketchup, Creole Scrambled

Eggs, Cajun Shrimp Pasta,

and Maraschino Cherry

Cream Cheese Swirls.  

These recipes require little

time and effort to prepare,

but are sure to wow 

your customers.
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Oriental
SesameKetchup

Recipe courtesy of Heinz Canada
Yield: 1.9 litres or 78 x 25 mL portions.

INGREDIENTS METRIC IMPERIAL

Tomato ketchup 1.5 L 6 cups

Soya sauce 250 mL 1 cup

Brown sugar 200 g 3/4 cup

Toasted sesame seeds 50 g 3 tbsp

METHOD
• Combine ingredients in a saucepan. 

• Bring to a boil, then reduce heat and simmer for 5 minutes, 
stirring occasionally.

APPLICATION
• Perfect for stir-frys or as a dipping sauce for oriental-style appetizers

i.e. egg rolls, wontons, pot-stickers, dumplings, tempura or as a 
glaze for Asian-style spare ribs.

CHEF’S TIP
• For a spicier version add 25g fresh chopped chilies.
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Creole Scrambled Eggs
Recipe courtesy of  W.T. Lynch Foods Ltd.

Serves 3

INGREDIENTS METRIC IMPERIAL

SYSCO Imperial Spanish Creole Sauce 150 mL 5 oz

Shallots, finely chopped 100 mL 1/3 cup

Eggs 6 6

METHOD

• In an iron skillet, warm shallots and SYSCO Imperial Spanish Creole Sauce.
When shallots are tender, add 6 well-beaten eggs very slowly, cook eggs
stirring so that everything is well mixed.  Cook the eggs soft-scrambled.  

• Serve over buttered toast, garnished with paprika and a dash of Tabasco.
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Cajun Shrimp Pasta
Recipe courtesy of  W.T. Lynch Foods Ltd.

Serves 6

INGREDIENTS METRIC IMPERIAL

SYSCO Imperial Cajun Sauce 1.2 L 5 cups

Medium shrimp, peeled and deveined 250 g 1/2 lb

Cooked Egg Noodles

METHOD

• Put SYSCO Imperial Cajun Sauce and shrimp in a sauce pan and simmer 
for 15 minutes.

• To serve, place pasta in the center of the plate, and ladle a generous amount 
of sauce around it.  Garnish with fresh chopped parsley.

S Y S C O To d a y   -   S e p t e m b e r  2 0 0 52 2



Maraschino Cherry 
Cream Cheese Swirls

Recipe courtesy of the National Cherry Foundation
Serves 2 dozen

INGREDIENTS METRIC IMPERIAL

Scone mix 1 Kg 2 lbs

SYSCO Classic maraschino cherries, 
coarsely chopped 150 g 6 oz

Cream cheese filling, prepared 200 g 8 oz

Egg wash, as needed

Icing, as needed

METHOD
• Prepare scone mix according to package directions using the 

lesser recommended amount of liquid. Pat dough into 12 x 5-inch
rectangle.

• Thoroughly drain cherries; fold into cream cheese filling. Spread
filling on rectangle of dough, leaving 1/2 inch at bottom. Brush 
1/2-inch of exposed dough with egg wash. Roll jelly-roll fashion, 
turn seam-side down and cut into 1/2-inch slices.

• Place slices on greased baking pan and brush with egg wash. 
Bake at 3500F 14 to 16 minutes or until dough tests done. Cool.
Drizzle icing over top.

S Y S C O To d a y   -   S e p t e m b e r  2 0 0 5 2 3



By Patricia Nicholson

In some parts of Canada, commercial waste collection is provided by the municipality.
In other areas, businesses make their own collection arrangements with private
contractors. Regardless of where you live, you’ll have several types of waste to deal 
with: garbage, recycling and grease. 

EZWaste, which recently changed its name from National Waste Network, works with
about 6,800 haulers in the United States and Canada to collect trash and recycling from
all kinds of businesses, big and small. The company has the expertise to work with the
special needs of its restaurant clients.
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There’s a lot of truth

to the saying “waste

not, want not”—even

when it comes to

garbage and waste

management. How

you manage what

goes out the back

door of your kitchen

can make a

difference to your

business, as well as 

to the environment.

Well-Managed 

Waste
Well-Managed 

Waste



still have a bucket of kitchen grease by the back door. That
grease will have a new life once it gets collected, cleaned
and recycled.

“We’re renderers—recyclers of animal by-products. And
part of the waste stream is we recycle restaurant grease,”
says West Coast Reduction president and CEO Barry
Glotman.  

West Coast Reduction has six plants in western Canada,
and services most of the restaurants in that part of the
country. The company’s specialized trucking service picks
up oil bins from restaurants. 

“Pretty much every restaurant would have a bin or a
barrel of fat. They’re not allowed to take that fat and
dump it down the drain, so they dump it into bins or
barrels,” he says. “When those bins or barrels get full, then
we go around and pick them up. So restaurants get picked
up anywhere from every week or every month, depending
on the volumes.”

Back at one of West Coast Reduction’s six plants, that
grease gets recycled, cleaned and processed into a finished
oil that has several uses. It can be used in animal feed for
its caloric value, used in soap production, and may soon
be used in the manufacture of biodiesel fuel.

“The end product of recycled restaurant grease is what
we call a feed-grade fat or a feed-grade oil. 
It’s purified oil,” Glotman says. “Instead of
just taking that waste and just putting it

into a landfill, it’s being recycled 
and there’s value

added to it.”

“More frequent coverage, with more frequent pickups.
Usually a smaller can with more frequency,” CEO Dave
Turgeon says. “Sometimes you have to worry about
enclosures, sometimes you have to worry about timed
stops or days, just because they might be very busy
Thursday, Friday, Saturday—so their pickup schedule
might be odd.”

Turgeon says the three big benefits EZWaste can offer are
cost savings, better terms and a service guarantee. 

“We do a full analysis of every account that comes in, so
we can tell them what it should cost them. We give them a
write-up on what they’re paying, what their savings are
and so forth,” Turgeon says.

“An average SYSCO customer is paying about $480 a
month, and the average savings we get them is just under
$180 or so,” he adds. “That’s about two grand a year, and
that’s pretty much average. So it adds up pretty quickly.”

EZWaste can also help customers avoid some of the
pitfalls of service contracts, such as unforeseen price
increases, automatic renewals and damages.

“There are a lot of bad things in some of these
contracts,” Turgeon says. “We rewrote the contract in
favour of the customer, so they get the benefit of our
contract.”

Turgeon adds that the company’s service guarantee
allows customers to cancel with 30 days notice if there are
any service problems.

“We did craft kind of a no-brainer approach for SYSCO
customers, where they just don’t have any risk,” he says.
“They get the savings, they get the terms and they can
cancel if they don’t like the service. So it’s kind of a 
no-brainer.”

Turgeon says the goal was to create a system that would
be so easy for the user that everyone would want to use it.

“Trash is a funny business,” Turgeon says. “There’s a lot
to know, but what we try to do is keep it really simple for
the customer and allow them to get these benefits quickly
and easily.”

Once the trash and recycling is taken care of, you may
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Perfect for takeout, quick service, deli, 
convenience store, and cafeteria operations.

Ready-to-use portion-control single
serve packets.

The quality and recognition of the Heinz
brand together with the reliable service 
of SYSCO's national distribution network.

Heinz and SYSCO
are pleased to bring 
you the great quality 
of Heinz ketchup in a 
new co-branded single
serve format.

For more information on this new product, please contact your SYSCO M.A.
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Contributed by Tepper Kalmar Associates, Operational
Consulting and Training for the Foodservice Industry,

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

at www.restaurantprofitmakers.com  

We welcome Canadian inquiries. Barry Tepper and Frank Kalmar

Use Your 
“HiddenAssets”
to Lower Food Cost

The hidden assets we are referring to
are your dishwashers, table bussers and
front line staff.  These Hidden Assets
can often help you identify opportu-
nities and improve your operation’s
overall profitability.  This article
presents two easy ways of leveraging
your Hidden Assets to find solutions to
common foodservice challenges. 

THE CHALLENGE

PLATE  WASTE
Uneaten food is expensive. Typically

plate cost is included in the pricing and
cost of a meal. It may include a salad,
bread or rolls, butter, and a selection 
of side dishes. When these items are 
left on the table they represent a food
cost that has benefited neither the
operator nor the customer! These 
extras can add up:

A discarded bread roll = $0.18

A couple of butter pats = $0.10

A couple of ounces of extra salad
dressing = $0.13

An uneaten (unpopular?) 
vegetable = $0.40 

Total = $0.81

A restaurant that averages 200 meals,
300 days a year can be losing $25,000 -
$50,000 worth of these “inexpensive”
plate cost items.

THE SOLUTION

GATHER INTELLIGENCE FROM
YOUR “HIDDEN ASSETS”

Spend some time in the dining room
at every meal and have regular meetings
with your “Hidden Assets”. Reward
them for feedback. Your wait staff and
bussers will be able to quickly identify
unpopular sides and garnishes by the
number of leftovers they see.  Use their
input to establish appropriate portion
sizes for plate costs such as l-1/2 rolls
per person (a table of four would get
six in the basket) or 2 pats of butter per
person etc. Avoid the basketful or
plateful approach. Side dishes that are
regularly left uneaten should be retired,
which opens up your menu for new
products and recipes.  

THE CHALLENGE

KNOWN  OR  UNKNOWN  
GUEST  SATISFACTION

It has been said that for every
complaint received, there are 10 other
dissatisfied guests. Some of them will
NEVER return.

THE SOLUTION

SOLICIT FEEDBACK

If it is a food complaint you can bet
that it will show up as plate waste.
Quick feedback from your “Hidden
Assets” once again dish room can result
in a quick fix with minimal guest
relationship damage!  Train your wait
staff to solicit feedback from each and
every guest as to the level of enjoyment
they derived from their meal.  This
front line approach allows for reaction
time between courses   Well trained
front line staff  can alert management
that a table needs attention NOW. 
This could be a great opportunity to
turn lemons into lemonade. A genuine
apology, comp’ed meal or dessert 
can go a long way toward turning a
disgruntled customer into a “regular”.

It’s time to put your “Hidden Assets” to work!



We Turn the 
Spotlight on...

profile

Nathan Lee
Senior Marketing Associate, SYSCO Food Services of Central Ontario

ST - Your tenure with the Company.

I have been a Marketing Associate for the
past 12 years working primarily in the
Muskoka Lakes area of Central Ontario,
5 Time Vested SYSCO Torchbearer.  

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

Very early in life I knew that I had a passion
for the hospitality industry. My first experience
in a restaurant kitchen was at age 15 from
there on it was in my blood. I continued
working in the industry throughout High
School and all through College in varied
positions such as Kitchen Manager and
General Manager of various outlets.

ST - Where do your Accounts fall in relation 
to your territory - do you have to visit
several communities?

Most of my accounts are within 20 minutes
of my house. I do live within my territory
which makes it possible to be available
whenever my customers need me. It also
makes it easier for me to show my support 
for them by patronizing their establishments
on a regular basis.

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

My Territory has a balance of all varieties 
of accounts from Full Service Restaurants,
Privately Owned and Operated Family
Vacation Lodges to Large Resorts and
Children’s Camps.

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

The diversity of my accounts has enabled
me to grow into a specialist in all facets of the
hospitality industry.

ST - What do you like best about 
SYSCO Brand?

SYSCO Branded products are truly that, a

quality and yield assured brand. SYSCO Brand
has allowed me to educate my customers on
the value of “yield”. By working with my
customer partners we develop costings based
on yield per case. Yes admittedly a better
quality product will sometimes cost a few
dollars more BUT when that case generates 
an additional 20-25 servings etc. the case 
cost is inconsequential.

ST - What has operator response been 
to SYSCO Brand?

My customers enjoy the exclusivity that
SYSCO Branded products afford them,
through Arrezzio, Butchers Block, Portico
Seafood etc. just to name a few. They are able
to source quality assured market specific items
that are exclusive to SYSCO Customers.

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

Actually all of my accounts use SYSCO
Branded products. After many years of doing
cuttings and yield analysis, the customers ask
for the SYSCO Brand specifically.

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

Through our in house CBR Process
(Customer Business Review) we have been
able to help customers literally improve the
overall operation of their establishments.
During the CBR we spend the day focusing 
on exactly what the needs of the customer 
are. For example one of my customers had
mentioned that they could use some support
in staff training for the front of the house.
Within a week we had scheduled a multimedia
training session at the customers location. 
At other customers we have also run training
sessions for Menu Design and development,
Food Safety Certification and Train the 
Trainer. Customer response to the CBR 
process has been overwhelming with many
customers booking for a secondary customer
business review.

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

The most challenging aspect of my job
mirrors the same challenges that my customer
partners face and that is the seasonal
economic swings that take place every year.
Much of the year is spent preparing for the
peak season but when it does arrive all of 
the pre consultative work through menu
development, customer business reviews and
working with the merchandisers on inventory
levels etc. does result in at least removing one
source of stress from my customers shoulders.

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

The most rewarding aspect of my job is the
loyalties and bonds that have been formed
with my customers, I think of them as family.
Trust is a big thing for me, and when they
need me I’m there. If I don’t have what they
need I’ll find it for them. At the same time
they are there for me too. Rory, Sandra, Kevin,
Brian, Keely, Kim, Sean, Jean Marc, Shari,
Richard, Terry, Eric, Ken and Della, Clarence,
Kirk, Bill, Darren, Guy, Ross, Dave, Blair,
Louis, Dino, Randy, Debbie, Beryl, Sue,
Margaret, Ursula, Tom, Lisa, Archie, David,
Adam, Brad, Doug and Jackie, I have special
relationships with every single individual 
on that list.

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

The broadest trend that I see coming into
play is the consumers growing focus on
“QUALITY” and “SAFETY”. I think that more
and more people will be dining out as years
pass by and the main growing underlying
theme will be quality. Consumers will be
returning customers at establishments in
exchange for quality assurance, also dining
establishments that focus on food safety and
aren’t afraid to trumpet it’s cause will also
lead the industry into the future.
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