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by Patricia Nicholson

Most credit card transactions are quick, routine and
convenient for restaurant staff as well as for customers. 
But occasionally, a card raises a red flag, either with staff
or during the authorization process. Spotting suspicious
transactions and handling them with discretion can help
protect against fraud, and also avoid unpleasant incidents
in your restaurant.

Gord Jamieson, director of risk and security at Visa
Canada, says service staff will receive one of four messages
when requesting authorization for a transaction:

- Approved

- Declined

- Referral response, which instructs the merchant 
to contact the card issuer before completing the
transaction

- Pick-up response, which means the transaction was
declined and the staff member is asked to confiscate
the credit card. This may occur because the card has

been reported lost or stolen, or may be fraudulent,
or for credit-related reasons.

Staff should always check the authorization message,
and ensure that messages are followed appropriately. But
Jamieson stresses that safety of staff and other customers 
is top priority.   

Whatever the authorization message, continue to treat
the customer courteously to avoid arousing alarm or
suspicion, Jamieson advises. He adds that when dealing
with a declined or possibly fraudulent card, service staff
should act discreetly to minimize disruption for other
guests, and to subdue the customer whose account has
been declined.

Kevin Tait, senior manager of marketing communi-
cations at Moneris Solutions Corp., says merchants are 
not told why an authorization is declined. The reason 
for declining a transaction is confidential information
between the cardholder and the card issuer. 

Moneris advises merchants who experience a declined
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transaction to politely inform the cardholder that the
transaction was declined, and ask for an alternate method
of payment. If the customer asks why the transaction was
declined, staff can tell him or her that they are not
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provided with a reason, and that the customer will have 
to call the card issuer for that information. 

However, the restaurant staff may occasionally be asked
to retain a credit card. Tait agrees that this should be done
by peaceful and non-confrontational means. Under no
circumstances should staff put themselves in harm’s way.
Restaurant staff should also never attempt to retain a
credit card unless they have been specifically asked 
to do so.

They should, however, keep an eye out for suspicious
customers, and be aware of the security features on credit
cards. Signs of a potentially dubious customer can include
signing the receipt in a laboured or deliberate manner,
taking the card from a pocket rather than a wallet, and
using a card bearing the name of someone of the 
opposite sex.

Jamieson advises staff to look for the following 
card features:

- Clear, straight embossing

- Hologram

- The four printed numbers on the card should match
the first four embossed numbers on the card, as well 
as the first four numbers on the merchant receipt

- Signature on the card should match the signature 
on the receipt

For more information about card security features,
see Web links below.

If a transaction, a card or a customer’s behaviour is 
even slightly suspicious, merchants should call the
authorization centre and report a “Code 10” (see sidebar).

If a transaction seems questionable, a Code 10 call
allows restaurant staff to alert the card issuer to suspicious
activity. The term Code 10 is used so the call can be made
at any time during a transaction without arousing a
customer’s suspicions.

Educating restaurant staff
about fraud prevention and
how to manage potentially
awkward customer
situations can pay off
in fraud protection 
as well as customer
service.

Making a Code10 Call
If something seems fishy – a suspicious customer or
questionable care – it’s time to make a Code 10 call. 

Gord Jamieson advises merchants to follow these steps:

- Keep the customer’s credit card in your possession for 
the duration of the call 

- Phone the voice authorization centre and tell them, 
“I have a Code 10 authorization request.”

- A special operator will walk you through a series of
questions that require a simple “yes” or “no” answer.
Answer all the questions calmly, and in a normal tone 
of voice.

- Follow the instructions provided by the operator

Code 10 calls can even be made after a customer has left 
the restaurant. A Code 10 alert at that time may help stop
fraudulent card use at another location.  

For more information on credit card security:
Moneris Solutions Corp.’s fraud avoidance manual:
http://www.moneris.com/downloads/guides/fraud_guide.pdf

Moneris Solutions Corp.’s brochure on the top 11 fraud prevention tips:
http://www.moneris.com/downloads/guides/fraud_prevention_eng.pdf

Visa’s guide to help businesses spot fraud:
http://www.visa.ca/en/merchant/pdfs/merchant_fraud.pdf

MasterCard’s fraud prevention page:
http://www.mastercardmerchant.com/preventing_fraud/#1

American Express fraud prevention page:
http://www10.americanexpress.com/sif/cda/page/0,1641,14837,00.asp





Traditional menu staples such as seafood,
poultry and beef are ceding territory to items such
as soy, tempeh and other vegetable-based
analogues determined to share meat’s space at the
center of the plate.  Vegetarian menus continue to
grow in popularity for restaurants, colleges and
universities, cafeterias, hospitals, and other
foodservice operations.   

A Dining Poll conducted in 2003 by The
Vegetarian Resource found that about 8% of
people always order a dish without meat, fish or
fowl when dining out. Almost 70% of people
sometimes, often, or always order a vegetarian
item when dining out.  Almost all colleges and
universities serve vegetarian options daily and
many have vegetarian (and in some cases vegan)
dining halls.  Keep in mind that these are not your
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“garden” variety vegetarians.  Most of these diners would
not classify themselves as vegetarians.  In fact, only 2.5%
of the population would label themselves as such.

Now that vegetarian options have become more of a
rule than an exception, the meat-alternative category has
experienced rapid changes. As more carnivores opt for
veggie-friendly menu options, they bring an entirely 
new set of taste buds to the table already occupied by
vegetarians.  Products such as SYSCO’s Moonrose line is
fueling this mainstreaming of the vegetarian menu,
offering better products and improved meat-alternatives
for a dynamic restaurant menu.  These products not only
have an enhanced taste-profile, but have improved texture
and mouth-feel as well.  This phenomenon caters to the
current vegetarian demographic:  foodies who enjoy
dining out, who have discriminating tastes and are not
averse to cutting into a steak one night and a plate of tofu
the next.  These patrons are looking for options that will
fit into their established ideas of food and of the way a
plate should be presented.  They want to see all their
cravings and current trends addressed in their dining
experience.  And of course, consumers want these
traditional plate presentations but with a healthier twist.   

It is important for the restaurateur to bear in mind the
differences in menu preference between a committed
vegetarian and an omnivore.  Both may seek a non-meat
dish, but for different reasons and with different goals.

For example, omnivores have a strong
preference for meat-like characteristics 
and appearance, whereas vegans and
potentially some vegetarians may show 
little if any desire for explicit meat mimicry.
In some cases, the vegetarian/vegan may
even outright reject the product if it bears
too much of a resemblance to the genuine
article. That’s where the meat alternatives
come in.  

Well positioned vegetarian menu
options allow diners to make healthier
choices, principally to reduce the fat and
cholesterol in their diets.  In the past,
however, reducing the bad stuff meant
reducing the good stuff as well: flavour,
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Benefits of Soy
Soy protein is the main ingredient in many Moonrose

products. Derived from soy beans, it is a very high source
of protein (85% protein) and contains about 1% fat. 

Soy protein products contain all eight essential 
amino acids that humans require and are full of 
nutrients. The health benefits of including soy 

protein in your diet have been well documented. 

For example, soy may help reduce the risk of heart disease,
the leading cause of death in North America. It is not only
low in saturated fat and free of cholesterol, but contains
proteins which have been shown to directly lower blood
cholesterol, potentially reducing the risk of heart disease.

High blood cholesterol levels are a primary contributor to
heart disease. The blood cholesterol levels of approximately

40 million North Americans are reported to be too high.
Studies indicate that soy may help lower the “bad” LDL

cholesterol levels without affecting the “good” HDL levels.

Soy may also help prevent osteoporosis, a disease that
weakens bones and often results in bone fractures.

Isoflavones found in soy protein may play an important role
in protecting bones and may also reduce the frequency 

and intensity of hot flashes in menopausal women.
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texture, and satiation.  As recently as a decade ago, a diner
seeking a non-meat alternative on the menu would have
had a selection of a garden salad, pasta primavera, or of
course, the enduring veggie burger.  Today, the prospects
of eating healthfully are much less gloomy.  Innovative
new meat-free products mimic succulent cuts of chicken,
beef strips, hamburger and even meatballs.  The 
Moonrose line of products offers everything from 
veggie patties and soy burgers to meatless taco mixes 
and vegan herb-crusted cutlets.

How to Get Started:

Look at your regular menu.  Some items are already
vegetarian or could easily be made vegetarian.
Mushrooms stuffed with breadcrumbs and sautéed
vegetables are one example of this, as are sushi, spring
rolls, and meat loaf.  Vegetarian sushi ingredients can
include cucumber, roasted or baked tofu, tempeh or 
seitan (wheat gluten), avocado, wasabi, ginger, and carrot.
Utilizing Moonrose products, you can make a “meatloaf”

of non-meat ground beef and vegetables topped with
tomato sauce and served with mashed potatoes, peas, and
herbed broccoli.  Pasta, soups, stir-fries, salads, and pizza
are other existing menu items that can easily be made
vegetarian.  Other centre-of –the-plate ideas might 
include creating Vegetarian honey garlic beef stir fry,
vegetarian southwestern Beef Quesadillas or Vegetarian
BBQ Beef Sandwiches.  

Think about presentation.  Colours and textures are
important for all menus.  When two starches appear on
the same plate, be sure they are different colours and
flavours.  For example, offer steamed brown rice with
caramelized sweet potatoes. 

Vegetarian menus can be cost-effective.  Restaurants that
make the cost comparison often find that the vegetarian
items cost the same as meat items or even less.  Customers
that are looking for non-meat alternatives are growing in
number each day.  Making sure that you are in front of
this trend will help keep not only your patrons in top
shape, but your bottom line as well.

Vegetarian
Southwestern Beef

Yield: 4 Servings
INGREDIENTS METRIC IMPERIAL
MoonRose Vegetarian Peppered Beef Strips 500 g 1 lb
SYSCO International olive oil 10 mL 2 tsp
Refried black beans 50 mL 1/4 cup
Red and yellow peppers, diced 50 mL 1/4 cup
Monterey Jack or cheddar cheese, grated 125 mL 1/2 cup
Casa Solana flour tortillas 4 4
Casa Solana Salsa
Wholesome Farms, sour cream, sprinkled with ground cumin

Preparation· Add 1 tsp oil to pan and cook beef strips on both sides for 1 to 
2 minutes until browned.  Spread black bean paste evenly over
half of each tortilla.  Top with diced peppers, beef strips and
cheese.  Fold tortilla in half.  

· Add 1 tsp oil to a large pan. On medium heat, brown tortillas on
both sides (2 to 3 minutes each side).  Cut each quesadilla into 
4 pieces and serve with salsa and sour cream.

Trade Tips:
Sure, your vegetarian patrons will savour these hearty quesadillas, but why stop there?  Use Moonrose Vegetarian Beef 
Strips anywhere you would use the real thing:  for zesty fajitas, in stir-frys or to “beef up” a heartwarming vegetable soup.  
Discover endless possibilities for new menu items that will delight vegetarians and meat-lovers alike.

Historical Tips:
The origins of the quesadilla can be found in both Spanish and indigenous Mexican cuisine.  Tortillas, beans and peppers were
staples of the native Mexican diet, but it was the Spanish who introduced the domestic animals needed for cheese production.  
Long considered an appetizers mainstay, the quesadilla is quickly becoming one of the most versatile menu items around – 
from bacon-and-egg breakfast variations to fruit-filled dessert dishes.



Paul & Renee Smith, Owner-operators
Docks Riverfront Grill
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“The best view 
in the Sault.”

Paul & Renee Smith,
Owner-operators

Docks Riverfront Grill

Rick Parker, SYSCO Marketing Associate;
Renee & Paul Smith, owners of Docks Riverfront Grill.

Docks Riverfront Grill: 
A beautiful view, and great food too!

A prime location on the St. Mary’s River in Sault St. Marie, Ontario
helps make Docks Riverfront Grill a unique destination for dining,
nightlife and special events.

When owner-operator Paul Smith says Docks is located on the water, it
isn’t just a figure of speech. His restaurant boasts 160 seats on the river,
giving it a unique feel as well as scenery that has been described as “the
best view in the Sault.” Diners can enjoy the panorama offered by the
river’s natural splendour throughout the year, taking in the beauty of
each season. Warm weather offers sunshine and breezes on the outdoor
patio, while the cozy ambience and two fireplaces offer a warm, inviting
atmosphere in colder months.

The waterfront theme is reflected in Docks’ menu, too. Fresh fish and
seafood dishes are some of the house favourites at lunch and dinner.
Docks’ wide menu selection and upscale meals served in a cozy, casual
dining environment offer something unique to go with the spectacular
view, and have helped it establish a special niche in the industry. Diners
can enjoy appetizers and munchies, sun-sational salads and, of course,
great steaks from the grill.

A play room that boasts nine billiard tables in a sophisticated
atmosphere, in addition to a cozy lounge with a fireplace, makes 
Docks Riverfront Grill a place that has something for everyone, for every
occasion. After dark, nights on the water come alive with dancing on two
dance floors on Friday and Saturday nights. Docks is also a live music
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Greek Pasta Scampi

Preparation· Place tail up in hot pan with little olive oil.

· Sear shrimp 30 second and add splash of white wine simmer 
till done.

· In hot sauté pan, add: green pepper, red onion, black olives, feta
cheese, fresh tomato (quartered), diced fresh tomato, oregano,
garlic, white wine, lemon juice, olive oil.

· Heat angel hair pasta toss in above pan.

· Place pasta in bowl garnish with feta cheese and place shrimp tail
side up on side of bowl.

Serves 1
INGREDIENTS METRIC IMPERIAL

Shrimp (8-12 Count) butterflied 4 4

Green pepper (jul) 50 mL 1/4 cup

Red onion 25 mL 1/8 cup

Black olives 6 6

Feta cheese 25 g 1 oz

Fresh tomato (quartered) 1/2 1/2

Diced fresh tomato 2 2

Angel Hair Pasta 175 g 7 oz

Pinch of oregano

Pinch of garlic (crushed)

Splash white wine

Splash lemon juice

Enough olive oil to combine

venue for bands. For more exclusive occasions, the
upstairs loft, which is available for use as a private party
room, makes special events truly special.

Owner-operator Paul Smith says Docks Riverfront Grill
has been a SYSCO customer since it opened in 1999. 

“We have great potential to grow our menu, and
SYSCO is like a partner helping us,” Smith says.

It’s not just SYSCO’s great brand selection that makes 
it a one-stop shop for Docks. It’s the people that provide
SYSCO’s consistently high service, Smith says.

“We believe in SYSCO and SYSCO believes in us as
good operators,” Smith says. “We work together to 
build a better future for both of us.”

It might seem that Docks has everything an
establishment could offer, from live bands to a 
drop-dead view, but Smith has plans to improve and
expand the operation. 

“We have just bought the building, and we want to
renovate it,” he says. Once Docks has a new look inside,

Smith hopes to start looking at other locations to
establish a second store. 

With all its amenities – and more in the works – Docks
Riverfront Grill is the perfect spot to enjoy a steak, shoot 
a game of pool, dance the night away, or just relax on 
the patio and take in the spectacular view.



Paul Christiaans, Executive Chef
Horseshoe Resort
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“The inspirations
behind creativity in

the kitchen are
customer satisfaction
and the opportunity

to create new dishes.”

Paul Christiaans,
Executive Chef

Horseshoe Resort

Situated just an hour north of Toronto, on the outskirts of Barrie,
Ontario, Horseshoe Resort is a year-round sport, recreation and corporate
destination that attracts about 3,000,000 visitors every year.

In winter, Horseshoe is one of Ontario’s premier ski destinations,
catering to both downhill and cross-country enthusiasts. Once the snow
melts, the spotlight moves to Horseshoe’s two 18-hole golf courses.

In addition to slopes, trails and greens, Horseshoe offers overnight
accommodation at its 102-room inn, a spa, facilities for banquets,
conferences and weddings, and a host of leisure activities. The resort’s
guests can enjoy a full range of casual and fine dining in Horseshoe’s
seven food and beverage outlets all in a welcoming and friendly
environment.

Visitors can choose from Silks Fine Dining, the Go West Grill, or the
Highlands Clubhouse. The Crazy Horse Saloon and the Fireside Café -
along with a cafeteria and snack bar - round out the options, offering
guests a full spectrum of foodservice choices from a quick bite to an
elegant meal. During golf season, beverage cart services are operated on
both golf courses.

Horseshoe also maintains a catering department that handles the
many weddings, corporate events and golf tournaments hosted at the
resort. Amenities for special events include a wedding chapel, and 3,000
square foot marquis tents.

Different venues mean different menus, reflecting the different moods
and services at Horseshoe’s various food and beverage outlets. The
menus also reflect the changing seasons as the chef incorporates fresh
produce and game from local farms. Some of the signature dishes created
in Horseshoe’s kitchens have become favourites of repeat guests.

The mastermind behind the resort’s food services is Executive Chef
Paul Christiaans. He is responsible for creating and implementing menus
for all of Horseshoe’s food outlets, as well as for taking care of ordering,
inventory and ensuring consistent high quality. 

Christiaans also hires the foodservice staff and shapes them into a
team. After 12 years at Horseshoe Resort, and a background that includes
training under award-winning chefs at the Jamaica Sands Resort and
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Veal Montreaux 
with Red Wine Butter Sauce

RED WINE BUTTER SAUCE
Red wine 40 g 1.5 oz
Lemon juice 8 g 1/4 oz
Unsalted butter 40 g 1.5 oz
Seasoning

Method:· Combine red wine and lemon juice together and reduce by 3/4.

· Slowly add in the butter, stirring constantly. 

· Season with salt and pepper.

Serves 1
INGREDIENTS METRIC IMPERIAL
VEAL MONTREAUX
Provimi Veal, pounded 100 g 4 oz
Spinach, steamed and dried. 25 g 1 oz
Tomato, peeled cut in rounds. 1/2 ea 1/2 ea
Gruyere cheese, sliced 25 g 1 oz
Shallots, minced 8 g 1/4 oz
Canola oil 8 g 1.4 oz
Butter 8 g 1/4 oz
Red wine butter sauce 40 g 1.5 oz
Flour
Nutmeg
Seasoning
Fresh herb       

Method:· Season and lightly flour each escalope of veal. 
Sauté in hot oil until golden. Set aside.

· Sweat spinach in butter and season with nutmeg, salt and pepper.

· Place the spinach on the veal, lay rings of tomato, followed 
by cheese.

· Melt cheese. Place veal on top of butter sauce. 
Garnish with an herb.

Toronto’s King Edward Hotel, he’s well prepared to lead
Horseshoe’s foodservice team from ski season through
golf tournaments. 

Christiaans is a former winner of the George
Groulbault Apprentice of the Year award, and a silver
medalist in Taste of Canada 1992-1993. The inspirations
behind Christiaans’ creativity in the kitchen are customer
satisfaction and the opportunity to create new dishes,
such as Veal Montreaux with Red Wine Butter Sauce 
(see recipe to the right).

Horseshoe’s food outlets purchase about 85% of their
product needs through SYSCO. Exceptional standards 
for both food quality and service have made SYSCO a
consistently dependable name, but customer support 
is another important facet of SYSCO’s operations.
Equipment support, emergency support and support for
health and safety issues are some of the solutions that
have made SYSCO the prime foodservice supplier for
Horseshoe Resort for more than a decade.

Horseshoe was launched as a ski destination in 1964,

later adding the inn and golf courses. More than 40 years
later, it continues to evolve as a destination for day
visitors as well as overnight guests. Horseshoe Resort is a
proudly Canadian-owned operation that now employs
over 1,000 employees during the winter season.

As the resort and the surrounding community near
Barrie continue to grow, so do Horseshoe’s ambitions.
There are expansion plans for the hotel, the spa and
neighbouring housing. As the resort grows and
accommodates more guests with an even wider variety 
of interests, foodservice needs will increase as well.
Expanding current food and beverage outlets, and adding
new ones, will be a key element of Horseshoe’s progress.
As it grows, the resort can depend on SYSCO to provide
quality and service.
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First 
Rate

Restaurants fall under provincial requirements for
mandatory first aid equipment and training, says Les
Johnson, director of Client Services for St. John
Ambulance. “So make sure you’re compliant,”
Johnson says. 

However, training and equipment requirements
vary significantly from province to province, and
within provinces can depend on variables such as
the number of employees on a shift, or distance
from the nearest ambulance dispatch, Johnson says.
Your provincial workplace health and safety agency,
a local St. John Ambulance branch or local
Canadian Red Cross office can provide information
about requirements in your region. 

Training
Training programs—on-site group training or

public courses—are available through St. John
Ambulance branches or Canadian Red Cross offices
throughout Canada. The number of staff members
requiring training depends on provincial
requirements and variables such as the size of the
business. In many cases, a staff member trained in
first aid is required on every shift. Tracey Braun,
national first aid co-ordinator for Canadian Red
Cross, says it’s a good idea to make sure you have
enough trained associates to ensure adequate
coverage during vacations and sick leave.

Canadian Red Cross offers a one-day emergency
first aid course that covers what Braun calls the
ABCs: airway (choking, anaphylactic shock),
breathing (difficulty breathing, or stopped
breathing) and circulation (CPR). “It deals with
everything that’s life-threatening,” Braun says.
Course fees vary across the country, but usually
range from $50 to $75.

A two-day first aid course also covers non-life-
threatening injuries such as scrapes and burns.
Braun says some restaurants send a staffer to two-day
training even if they aren’t required to.

Equipment
Regulations governing first aid kits vary from

province to province, and the size/model of first aid
kit required also varies, usually by the number of
employees on a shift. 

Be sure to keep your first aid kit stocked, Johnson
says. Frequent-use items such as bandages may need
to be re-ordered more frequently.

It may be a good idea to think about updates or
additions to standard first aid kit requirements.

By Mary Gordon

No one wants an employee to 
be injured or a customer to become ill,
but in a business that relies on stoves,

knives and customers who may be
allergic, it’s best to err on the side 

of caution. Being prepared for
emergencies both in the kitchen and 
in the dining room can make all the

difference when accident or illness strikes.

First Aid



Gloves and pocket masks or face shields are good
additions even if they are not mandatory, Braun says.

Pocket masks and face shields provide a barrier when
performing mouth-to-mouth resuscitation. Pocket masks
start at about $20, Braun says, and are not disposable.
They have a valve that prevents air from passing back to
the first aid provider, and also provides protection if the
victim vomits, which Braun says is a very likely scenario,
especially if the victim has just eaten.

Face shields start at around $3, Braun says. They 
are a disposable physical barrier, but don’t protect 
against returned air or vomit during mouth-to-mouth
resuscitation.

Emergencies
In foodservice settings, occupational accidents in the

kitchen include burns and cuts, as well as slips and falls,
Braun says.

If an emergency situation arises 
out front, patrons are likely to look 
to staff for help, Braun says. Choking
and allergic reactions are some of 
the most common first aid scenarios 
in restaurants. 

Braun notes that recognizing a
choking situation can be just as
important as knowing how to help. Customers who are
choking often find the situation embarrassing and retreat
to the washroom, where they choke to death because no
one is there to help. “People don’t want to make a scene,”

Braun says. “So they put themselves in danger.”

A customer who gets up suddenly from the table 
and heads to the washroom while grabbing their throat
may be choking.

“Don’t be afraid to follow them,” Braun says. If there
is a gender issue, call from the doorway of the
washroom and ask if the customer is all right. If the
customer answers clearly, they’re probably okay, since 
a choking person is usually unable to speak.

Symptoms of an allergic reaction include hives,
blotchiness and swelling around the face. 

“Do not hesitate to call 911,” Braun says. “Because 
now the clock is ticking.”

Even if the customer says he or she is okay, it’s wise 
to call an ambulance. Someone who has reacted to
shellfish with a case of hives in the past may progress 
to anaphylactic shock this time.

“There’s not much you can do if it progresses,”
Braun says. “If you wait and see, it will be too late.”

Until help arrives, keep the customer as still as
possible, loosen clothing that is tight at the neck, and
keep them calm. Ask if the customer has an epi-pen. A
staff member cannot administer the epi-pen because it 
is a medication. But Braun says they can assist by getting
the epi-pen from a coat pocket or purse, prepping the
pen, or helping to steady the customer’s hand so he or
she can self-administer the medication. 
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“Do not
hesitate

to call
911”
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Innovative recipe ideas 

for your operation 

including Vegetable Pie 

with Potato Crust, Shrimp

and Somen or Vegetarian

Curry with Basmati.  

These new ideas could be

just what your customers

are looking for!



Vegetable Pie
WITH POTATO CRUST

Recipe courtesy of the National Onion Association
Serves 24

INGREDIENTS METRIC IMPERIAL

Red potatoes, sliced paper thin, lightly blanched 2 Kg 4 lbs
Wholesome Farms unsalted butter, as needed
Yellow onion slices, 1/4 in. 1.25 Kg 2 1/2 lbs
Mushroom slices, 1/8 in. 1.25 Kg 2 1/2 lbs
Carrots, cut in 1/8 in. julienne 1 Kg 2 lbs
Parsnips, peeled, sliced 1/4in. thick 750 g 1 1/2 lbs
Olive oil, divided 145 mL 1/2 cup + 4 tsp
Salt, divided 30 mL 2 Tbsp
Ground black pepper, divided 12 mL 2 1/2 tsp
Swiss chard, cleaned, chopped 1/2 in. 500 g 1 lb
Goat cheese, soft 500 g 1 lb
Whole large eggs 12 12
Heavy cream 1.5 L 6 cups
Ground nutmeg 10 mL 2 tsp

METHOD
• Lay 1 lb potato slices into each of four buttered, deep 10 inch pie plates, slightly

overlapping across bottom and up sides to form a crust, layering a few extra
slices where bottoms meet sides. Bake at 4000F for 20 to 25 minutes, until 
pale golden brown. If crusts puff, poke with a sharp skewer to deflate. Cool.

• Separately toss onions, mushrooms, carrots and parsnips with 1/2 cup olive 
oil, 2 tsp salt and 1 tsp pepper. Place 1/4 of each vegetable in single layer on
sheetpans. Roast at 4000F for 12 to 15 minutes, stirring occasionally until al
dente; cool.

• Sauté Swiss chard with remaining olive oil until wilted and just cooked. 
Set 1/4 in bottoms of each crust. Turn oven down to 3250F.

• Mix custard ingredients together with a wire whisk.

• Layer prepared vegetables into potato crust. Pour a small amount of custard
over each layer of vegetables. Pour any additional custard over top layer; jiggle
pans to be sure custard is evenly dispersed. Crumble cheese over top of pie.
Bake in 3250F oven for 45-55 minutes, until custard is set. Let sit 5-10 minutes
before cutting and serving.
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Shrimp and Somen
Recipe courtesy of SYSCO Corporation

Serves 24

INGREDIENTS METRIC IMPERIAL

Cleaned, peeled, deveined shrimp (16/20 ct:) 96 96
Surimi somen 1200 g 48 oz
Cooked somen noodles 3 kg 6 lbs
Straw mushrooms 24 24 
Carrots fine sliced or bias blanched .75 kg 1.5 lbs
Broccoli florets, blanched .75 kg 1.5 lbs 
Green onions, fine sliced on bias 18 18
Sesame oil 2 mL 1/2 tsp
Vegetable stock 5.7 L 1 1/2 gal
Ginger, sliced 10 mL 2 tsp
Garlic cloves, sliced 2 2
Crushed red pepper 1.5 mL 1/3 tsp
Zest of lemon 2 2
Black sesame seeds 1.5 mL 1/3 tsp
Peanut oil 5 mL 1 tsp

METHOD
• In a large heated wok or brazier, add peanut oil, garlic, ginger, carrots

and shrimp. Stir fry very quickly (1 minute). Add broccoli, straw
mushrooms and surimi. Continue to stir fry. Add lemon zest, stock,
somen noodles and sesame oil. Heat all the ingredients.

• When hot, spoon out into equal portions (4 shrimp, 2 oz. surimi, 
1 straw mushroom, 4 oz. noodles.) Garnish bowl with green onion,
crushed red pepper and black sesame seed.
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Vegetarian Curry
WITH BASMATI

Recipe courtesy of  SYSCO Corporation
Serves 24

INGREDIENTS METRIC IMPERIAL

Olive oil 50 g 2 oz
Medium onions, diced 3 3
Garlic cloves, minced 2 2
Large carrots, diced 4 4
Medium celery, diced 3 3
Medium potatoes, diced 3 3
Cleaned and trimmed green beans, cut small 500 g 1 lb
Medium zucchini, diced 4 4
Medium apples, diced 3 3
Drained chickpeas     500 mL 2 cups
Tomatoes, diced 2 Kg 4 lbs
Medium eggplants, diced 3 3
Curry powder 50 g 2 oz
Ground cumin 2 mL 1/2 tsp
Vegetable stock 1 L 1 quarts
Ground black pepper, to taste
Steamed basmati rice 2 Kg 4 lbs
Mango tidbits 200 g 8 oz
Raisins 150 g 6 oz
Fresh coriander 1 bunch 1 bunch

METHOD
• In large brassier or sauté pan, heat oil; brown onion and garlic. Add carrots,

celery, potatoes and beans. Sauté about 10 minutes; add zucchini, apples and
chick peas. Cook 10 minutes more. Add tomatoes, eggplant, curry and cumin.
Cook 3 to 4 minutes; add stock. Cook until vegetables are very tender and a
light sauce develops. Season with salt and pepper.

• Place a mound of steamed rice in center of plate; serve curry around the base;
garnish with mango, raisins and fresh coriander.
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Serves 24
INGREDIENTS METRIC IMPERIAL

SYSCO Classic swordfish fillets 24, 600 g 24, 6-oz

Olive oil 75 mL 3 oz

Herb De Provence 5 mL 1 tsp

Large onion, fine diced 2 2

Tomatoes (roma) concasse/diced 2 Kg 4 lbs

Zucchini, small diced 1 Kg 2 lbs

Quartered artichoke hearts 1.25 Kg 2.5 lbs

Fresh mushrooms (small button or quartered) 1 Kg 2 lbs

Fresh garlic, chopped 5 mL 1 tsp

Kalamata olives, pitted, sliced 6 6   

Cracked black pepper 2 mL 1/2 tsp

Capers 25 g 1 oz

Fresh lemons 6 6

White wine 100 mL 4 oz

Parsley, chopped 50 mL 1/4 cup

Cooked couscous 2.5 Kg 5 lbs 

Grilled Swordfish
Recipe courtesy of SYSCO Corporation

Preparation:
• Lightly brush swordfish with olive oil, sprinkle with the Herb de

Provence. Place in cooler until ready to grill.

• In a larger brazier, heat the remaining olive oil, add the fresh garlic,
onions and mushrooms. Stir mixture while cooking for 1-2 minutes. 
Add zucchini and continue to sauté for 2 more minutes. Add the
tomatoes and artichoke. Continue to cook the ragoût for 2-3 minutes.
Add capers, olives, chopped parsley and white wine. 
Hold vegetables warm.

• On clean heated grill, cook swordfish till done, criss-cross marking 
with the grill. When fish is done, squeeze fresh lemon juice over the 
fish. Spoon vegetable ragoût on plate. Place cooked fish on ragoût.
Garnish with fresh herb sprig and serve with 3 oz. cooked couscous.

Serves 24
INGREDIENTS METRIC IMPERIAL

Tri tip or sirloin steak 1.4kg 3 lb 

Barbecue sauce 250 mL 1 cup

Onions, julienne 750 mL 3 cups

Mushrooms, sliced 750 mL 3 cups

Foccacia buns, sliced 10 pc 10 pc

Leaf lettuce, cleaned 10 pc 10 pc

Slices beefsteak tomatoes 20 20

Provolone, 20 slices 560 g 20 oz

Southwestern Mayo

Plum tomatoes, fresh, seeded 5 pc 5 pc

Honey, liquid 5 mL 1 tsp

Mayonnaise 500 mL 2 cups

Smoked ancho pepper, seeded (optional) 1 pc 1 pc

Chili powder 5 mL 1 tsp

Tomato paste 10 mL 2 tsp

Garlic cloves, cleaned 5 pc 5 pc

Molasses 5 mL 1 tsp

Grilled BBQ Beef Club Sandwich
with Southwestern Mayonnaise 

Recipe courtesy of The Beef Information Centre

Preparation:
• Grill tri tip or sirloin, finish by roasting to medium rare and basting with

barbecue sauce.  Remove from heat and slice and reserve for service.

• Combine Southwestern Mayo ingredients in a blender and process until
smooth. Season to taste.

• In a hot pan, sauté off the julienne onions and sliced mushrooms in
olive oil until tender. Season to taste. Keep warm and reserve for service.

• For service, toast the foccacia bun and spread with Southwest Mayo,
layer the bun with the lettuce, tomato, provolone, sautéed onion and
mushrooms and thinly sliced tri tip.

• Serve with side portion of salad, fresh fruit or fries.



*Contains 0 grams trans fat per serving.
Distributed by SYSCO Corporation, Toronto, ON, M9B 6C7  ©2005 

High Performance - Zero Trans*

Liquid Frying Oil



Shannex Corporation has now completed the
development of it’s Halifax, Nova Scotia seniors living
community offering living accommodations for almost
every level of service from independent retirement living at
Parkland Estates to it’s fully licensed long term care
facility, Parkstone Enhanced Care.  

Parkland Estates recently completed the last phase of the
retirement living division with the opening of Cameron
Hall in October, 2004.  Cameron Hall a new, five-story,
100-apartment complex links its on-site services and
facilities via pedway to Aberdeen Hall (opened Fall ’98)
and Bradford Hall (opened Spring ’99). 

A tour of Cameron Hall includes an extensive range of
facilities and services that cater to seniors of all ages.  This
new building is even equipped with a movie theatre with
seating for up to 50 people to enjoy matinees, presen-
tations, guest speakers and informative workshops.

There are many social areas in which residents can get
together including a games room to enjoy a game of cards,
work on a jigsaw puzzle, or just take it easy in a big comfy
chair to watch television.   There is also a country kitchen
that has proven to be popular for cooking and baking
classes, lunch programs, and arts and crafts activities.

Residents also enjoy the cozy library for relaxed reading
which is equipped with newspapers, books and two
computers connected to the Internet.  

Cameron Hall provides a convenient exercise room,
complete with treadmill, two specially designed stationary
bicycles, mats and free weights.  Regular fitness classes will
be added to the program in the coming months.

Cameron Hall has an entertainment lounge adjacent to
the main dining room that is equipped with a large screen
television, fireplace, grand piano, pool table and a
licensed bar that is open daily for cocktails before dinner,
from 4:30 to 5pm.   A full course dinner is served daily to
all residents in a licensed, 110 seat dining room, from 5 to
6:30pm.  Brunch is served each Sunday from 11:30am to
1:30pm.  Dinner selections are prepared by a professional
chef, and staff that cater to specialized diet requirements.
The menu was designed with fresh and healthy food
choices being top of mind and has also been reviewed for
nutritional content by their professional dietitian.  

For summer entertaining and barbecues, there is a cozy
ground level patio off of the main dining room that is
equipped with fancy bistro seating. 
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Shannex’s Parkland Estates 
Retirement Residence

Retirement Living 
At Its Finest

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

healthwise

Congratulations to Shannex
on your latest achievement!

SYSCO is proud to be your food
service partner. For more
information on Shannex

Corporation, visit
www.shannex.com.



There is more to menu pricing than
adding and multiplying ingredient
costs. A TURKEY CLUB SANDWICH
typically has a low ingredient cost and a
high selling price. It sounds like an item
we should want to be selling BUT..
what happens when the cook gets an
order for six of them in the middle of
a busy lunch rush? Things could get
ugly in the kitchen.

Menu items that are difficult to
handle should be priced at higher
multiples than other menu items.
Volume on these items might drop a
bit, but you’ll have better menu
execution and a happier kitchen. Let’s
look at some of the more important
degree of difficulty considerations.

Skill level required - There is a
growing shortage of skilled 
labour in the foodservice industry.
Restaurants need to charge more
money for the use of this scarce
resource.

Number of ingredients - Recipes
with many ingredients require
more management attention than
simple 2 or 3 ingredient
combinations. If the kitchen runs
out of any one of the required

ingredients, it cannot properly
execute the item.

Working space requirements -
Today’s kitchens are often very
cramped. Items that require
multiple steps such as cutting,
trimming or breading require
more linear feet of counter to
execute. These items should sell 
for more money.

Perishability of the ingredients -
This gets back to management
attention. The old “sell it or smell
it” rule applies.

Prep time requirements - Time 
is money. Even if raw ingredients 
are relatively inexpensive, labour 
is not.

Finishing time - The final few
moments in a menu item life cycle
can be the most stressful. Lengthy
customer wait times are not good
for business and a high skill level
is required to anticipate
requirements.

Holding time of the finished
product - Another management
attention issue. A beautiful soufflé’
doesn’t stay beautiful very long!

If you are using a multiplier of “3”,
this item might sell for $7.50 (3 X
$2.50). If this item is overtaxing your
kitchen, consider raising its price! A
price of $8.50 might cut into the units
sold, but it might work a lot better for
your bottom line and your kitchen’s 
job satisfaction index!

Remember - There is more to smart
pricing than adding and multiplying

ingredient costs!
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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

Smart Pricing

INGREDIENT COST

3 slices of bread ...............................$.44

2 oz. sliced turkey .............................$.48

3 slices of bacon...............................$.77

3 slices of tomato .............................$.21

1 lettuce cup .....................................$.15

2 tablespoons of mayonnaise ..........$.07

l/8 oz. potato chips ...........................$.38

TOTAL COST .................................$2.50

Let’s revisit the TURKEY CLUB
SANDWICH as an example. 

The ingredient costs are as follows:

$.46

$.30 $.20

$.19

$.09

$.11

$.44

$.72



Distributed by SYSCO Corporation, Toronto, ON, M9B 6C7  ©2005
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A  P A T H  T O  H I G H E R    

Re-Engineering   
-                                        

by Jim Larkin, MenuSolutions.ca

There are two great reasons 
to re-engineer your menu.

1. Increase Your Sales
2. Increase Your Profits

Increasing Sales

If you are like most restaurants and foodservice operators,
your business comes from two sources – current customers 
and new customers.

You should always try to keep your “regulars” happy and
coming back for more. They probably frequent more than one
restaurant in order to satisfy their need for variety. Your task is to
give them reasons to come back to you to get that variety. If they
are “regulars”, they probably like the ambiance and the service as
well as the food you offer. Whether you have an extensive menu
or a select offering, a certain “fatigue factor” can set in. Or, your
patrons just want that variety. In either case, keeping your menu
fresh, vibrant and exciting may help to keep them coming back
for more.

New menu items prominently displayed will give them the
reason they need to choose you instead of “their other favourite
restaurant”. And, if you add new items regularly, they will get

Menu Item Price – Menu Item Cost (Plate cost)  =  Menu Item Gross Profit.

The first step is to list every item on the menu. Then analyze the cost of each menu item against 
the price you charge. That will tell the Gross Profit of each item on the menu. 

Factor in how many of each item you sell in a week or a month.

Menu Item Price Cost Gross Profit Sales Volume

Item 1

Item 2

Item 3

Item 4

Item 5

The Averages
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S A L E S  A N D  P R O F I T S

 YourMenu

well and are highly profitable so you obviously want to
give them prominence on your menu.

Winners: These Menu Items have a solid place on your
menu. They sell well but they are also worth taking are
hard look at to see if you can find ways to reduce their
costs without affecting the volume. The goal is to move
them into the Champion’s corner.

T’weens: These are the “In-Betweens” and they are 
your greatest challenge. They don’t sell well but they are
reasonably profitable. You’d really like to sell more of
them. These are the Menu Items where creative menu
design can make a difference. Position them so they will
be highly visible and present them with eye-catching,
mouth-watering appeal.

Losers: These Menu Items just don’t cut it but, in some
cases, you may be reluctant to cut them. They may have a
purpose like a kids’ menu or an old favourite recipe. Take
a hard look at them. They are the first items that should
be cut or replaced unless there is a defined reason for
keeping them on the menu.

There you have it. Now it’s time to get started.
Menu Re-engineering may seem like a daunting task 
but help is just around the corner. 

The first step to getting on the path to higher profits is
to talk to your SYSCO MA.  He or she can help you take
your menu to the next level. SYSCO’s iCARE program is
proud to offer menusolutions.ca as a solutions-oriented
partner.  They can help you get on the path to higher 
sales and profits  For more information, contact 
menusolutions.ca directly at 1-877-670-3277 or 
menusolutions@larkinweb.com

used to the idea that there’s always a treat in store for
them when they return.

New menu items are also a great way to add variety and
interest to your promotions as you reach out to the market
to find new customers. You do reach out to the market
don’t you? The most effective promotions are ones that
offer something new and exciting instead of the same old
seasonal retreads. And the best way to improve upon your
response is to analyze the results of each promotion to
gauge its success. 

Increasing Profit

Perhaps the most important reason to re-engineer you
menu is to drive profit growth. You can’t do much about
the rent. Even labour is more or less a constant. So what
cost elements can you change to impact your profits? The
answer lies in your menu. 

You can have a major impact on your bottom line if you
get a real handle on the profitability of your menu. How
much does each item on the menu sell for and how much
does it cost? You’ll have to crunch some numbers for this
exercise but it will give you a clear picture of your current
profitability and how you can improve it. Here’s the
formula to follow:

You will probably be able to categorize your menu items
into winners and losers. Try putting them into four
categories.

Champions High volume. High Profit.

Winners High volume. Average Profit

T’weens Lower volume. Average or High Profit

Losers Low volume. Low Profit

You can even chart the results in order to step back and
get a clearer picture of overall performance.

Now that you’ve got a clear picture, what action can 
you take to improve your profits? The obvious answer is 
to keep the winners and replace the losers. But, before 
you go slashing and based just on the numbers, a word 
of caution. 

Let’s look at each Menu Item Category.

Champions: These are the items on your Menu that sell



The trickiest part of any business can be securing the money to get 
it off the ground. That’s particularly true for restaurateurs, who 

often face challenges specific to the foodservice sector. 

“The restaurant business is tough,” says Doug Fisher, president of consulting firm
FHG International Inc.

For restaurants, costs can be exceedingly high while profits can be exceedingly low:
often 4 or 5 per cent, Fisher explains. That’s a lower margin than other sectors, such as
retail, for example. Fisher says that while retail costs run about 50 per cent product
and 10 per cent labour, with fairly reasonable rents, restaurants have to contend with
30 to 35 per cent labour costs and 30 to 35 per cent food costs, plus a long list of
other expenses. Small foodservice operators often have added challenges.

“It’s very difficult for the little guy,” Fisher says.

Independent operators can’t take advantage of the higher volume discounts that
chains may get. Because small businesses are a higher risk, they tend to get the lowest
credit terms from suppliers: COD, or 15 days instead of 30 days net, which can make
it difficult to get any mileage out of their money. 
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Show 
me the

MONEY
Financing in 
foodservice



On top of all of those hurdles, the bankruptcy rate for
restaurants is three times that of the retail industry. For all
of these reasons, restaurant operators may find it
challenging to get financing.

Challenging, but by no means impossible. There are 
a variety of options for restaurateurs who require
bankrolling. Industry Canada’s Sources of Financing 
Web site offers information on a wide range of potential
funding sources for small businesses. This online tool,
which can be accessed through the Canada Business
portal’s Financing Cluster, offers access to a variety of
possible financing sources, including government
assistance programs as well as private sector resources. 

“The best source is a rich relative,” Fisher says. Friends
and family can be the fastest and lowest-interest source 
of capital. Or, depending on how much he or she 
believes in the project, a restaurateur can use personal
financial resources, such as borrowing from an RRSP,
Fisher says.

For those looking to borrow, Fisher recommends the
Canada Small Business Financing Program (CSBFP),
a government guaranteed small business loan plan.  

The CSBFP helps small and medium-sized
businesses access loan financing of up to $250,000.
The program targets businesses that might otherwise

have difficulty in accessing appropriate financing,
Industry Canada sources say. Through the CSBFP,
the Government of Canada encourages private 

sector lenders to provide more loans to small
businesses by sharing the financial risk with them. 

CSBFP loans can be used to finance up to 90 per cent of
the purchase of land, buildings, equipment and leasehold
improvements. Fisher notes that it can’t be used to
purchase things like software, or to stock the freezer. 

Industry Canada manages the program, but at the
service level it is delivered by banks, credit unions and

caisses populaires across Canada.  These financial
institutions are responsible for all credit decisions.
Potential borrowers can submit a business proposal for
financing directly to their local financial institution.  

Although the program covers most industry sectors,
food and beverage service has been the most financed
sector under the CSBFP. According to Industry Canada,
22 per cent of loans made by financial institutions under
the program went to this sector. In its first five years of
operation (1999 to 2004), 10,635 loans totaling $1.19
billion were granted to food and beverage service
businesses under the CSBFP.

“It’s the best and easiest loan to get,” Fisher says. He
adds that the interest rate is generally a couple of points
above prime, making it a bit expensive, but the cost is
balanced by the relatively low risk.

The restaurant business is never risk-free, however.
Fisher advises that debt should not exceed 50 per cent of
total investment. Because margins are so tight, if interest
rates go up a few points, and a business is leveraged 60
per cent, with profit margins of only 4 to 5 per cent, that
interest hike can put you out of business, Fisher explains.
In order to deal with fluctuating interest rates and
unforeseen setbacks – such as SARS or the big blackout,
for example – the debt to equity ratio should never tip
past 50-50.

For those looking for advice, the Canada Business
Service Centres (CBSC), which are managed by Industry
Canada and provincial agencies across the country, offer a
Guide to Starting a Restaurant, which outlines the major
considerations for start-ups. The Guide has been adapted
for specific provinces and territories. 

Fisher advises that many foodservice industry 
associations can also offer guidance on all aspects of 
the business.
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For further information on business financing and government services:

Canada Business, the federal government’s “one-stop-shop” for Canadian businesses and entrepreneurs www.canadabusiness.gc.ca

Guide to Government of Canada Services and Support for Small Business at www.strategis.ic.gc.ca/sc_mangb/smeguide

Canada Small Business Financing Program www.strategis.gc.ca/csbfa

CBSC’s Guide to Starting a Restaurant  http://www.cbsc.org/english/search/display.cfm?code=4602&coll=FE_FEDSBIS_E

Canada Business web portal http://www.canadabusiness.gc.ca

Sources of Financing http://strategis.ic.gc.ca/epic/internet/insof-sdf.nsf/en/Home

“ T h e  b e s t  s o u r c e  i s  a  r i c h  r e l a t i v e . . . ”
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INGREDIENTS
1 - 1.4 kg Portico Peeled and Deveined Large Shrimp 1 - 3 lb 
bag (26-30 ct/lb), thawed and drained well bag
1.5 kg linguine pasta, uncooked (a mix of spinach 3 1/4 lb

and squid ink pasta is shown)
50 mL olive oil 1/4 cup
3 garlic cloves, minced 3
750 mL whipping cream (35% cream) 3 cups
375 mL prepared pesto 1 1/2 cups
375 mL grated Parmesan cheese 1 1/2 cups

salt and pepper, to taste

METHOD:
• Cook pasta according to package directions. Drain, reserving 250 mL

(1 cup) of the cooking water. Return pasta to pot; set aside.

• Meanwhile, heat oil in large frypan over medium-high heat. Add garlic;
sauté 30 seconds. Add shrimp and sauté, stirring frequently until shrimp
are pink. Do not over-cook. Add shrimp to pasta.

• Using same frypan, bring cream to a boil. Add pesto and Parmesan;
whisk to blend and heat to boiling. 

• Pour cream mixture into pasta and shrimp; toss to coat. For thinner sauce,
add small amount of reserved cooking water to pastas until desired
consistency. Season to taste.

Courtesy of SYSCO Corporation
Serves 12

Portico Helps You 
Innovate With Seafood

INGREDIENTS
1 kg Portico Shrimp, 2 lbs

thawed and cut in half lengthwise 

6 garlic cloves, minced 6

50 mL minced fresh gingerroot 1/4 cup

30 mL sesame oil 2 tbsp

4 L chicken stock 16 cups

150 mL chopped cilantro 2/3 cup

500 mL flat rice noodles, broken in half 2 cups

350 mL snow peas, cut in strips 1 1/2 cups

5 mL salt and pepper, each (optional) 1 tsp

4 green onions, thinly sliced 4

cilantro leaves, for garnish

METHOD:
• Sauté garlic and ginger root in sesame oil for 2 minutes, until fragrant.

• Add chicken stock and cilantro; bring to a boil. Reduce heat, cover and
simmer 10 minutes.

• Add rice noodles; simmer 2 minutes.

• Stir in shrimp and snow peas; simmer 2 minutes, or until shrimps are 
pink and the flesh is opaque. Season to taste.

• Garnish each serving with green onion and cilantro leaves.

Yield: 5 L / 20 cups

Courtesy of SYSCO Corporation
Serves 12-16

Linguine Shrimp with Creamy Pesto Sauce

Asian Shrimp Soup

See back cover for more details.




