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“

Consumers and advocates now take the
health impacts of
their culinary choices
more seriously than
ever, leading to greater
interest in food, from
the choices made at
the farm level to the
choices made about
the fish and seafood
harvested from our
oceans

”
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hen it comes to restaurant food, the interest
level remains high among
today’s increasingly sophisticated consumers. It would have been hard to
imagine that fact years ago when food
was simply viewed as sustenance. Sure,
it feeds a fundamental need, but, in
the past, consumers’ knowledge and
appreciation of food was limited at
best and the extent of product available in the marketplace was dictated,
in many cases, by price point. Today,
consumers know nearly as much about
food as the cooks who prepare it. And,
interestingly, this fascination with
the subject is being passed on to children as witnessed by the sophisticated
choices they’re making in restaurants.
While this love affair with food bodes
well for the foodservice industry, there
are ramifications. For example, consumers and advocates now take the health
impacts of their culinary choices more
seriously than ever, leading to greater
interest in food, from the choices made
at the farm level to the choices made
about the fish and seafood harvested
from our oceans. No longer are ingredients chosen simply because they taste
good but also because they’re good for
us and for the environment. Sustenance
and sustainability now naturally go
hand and hand. Similarly, topics such
as climate change, carbon footprint and
the viability of farms are creating a
crescendo of concerns from consumers
and advocates alike — not to mention,
our growing concerns about obesity.
One need only look at the recent vilification of certain diets and ingredients
to understand food has power to elicit
both fervor and fear. As a recent example, sugar has become the latest ingredient to come under attack. This past
spring, the movie “Fed Up” (see story on
p. 38) was released, offering a scathing

indictment of the white stuff. As a recent
story in The Globe and Mail stated, “For
decades many believed the only damage sugar caused was tooth decay and
weight gain. But, in recent years, the
case against it has been building with
fantastic speed, and now a growing chorus of physicians and scientists believe
the dangers are comparable to those of
smoking.” Sound harsh? Perhaps, but it’s
yet another reminder that food can spur
fear and loathing in some consumers.
Suffice it to say, food is crucial to our
lives and at the heart of the restaurant
industry. So, the more we understand
the ingredients (see profiles starting on
p. 20) being used, the recipes being
developed, and the trends and issues
impacting consumer choices, the better
armed chefs and operators are to run
successful businesses. After all, what is
food without the chefs who turn the
raw product into a finished meal? This
month’s series of chefs’ profiles puts it
all into perspective by showcasing how
these talented toques are interpreting
today’s culinary reality in their respective
kitchens (see profiles starting on p. 31).
In addition to our themed issue, this
summer we’re pleased to present a special supplement on Tim Hortons. The
iconic chain is celebrating its 50th anniversary this year and will be hosting
its annual conference for franchisees
this summer in Toronto. As one of the
industry’s biggest success stories, its history is one that has become part of the
Canadian fabric. We hope you enjoy the
special report. And, we salute Canada’s
number-1 foodservice chain for its success and longevity.

Rosanna Caira
Editor/Publisher
rcaira@kostuchmedia.com
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If you’d like to see your sales and profits reach new
heights, contact Piller’s Foodservice Sales.
We’re experts at helping your foodservice programs climb
to their potential.

Foodservice Sales • 1-800-265-2628
www.pillersfoodservice.com

ADVERTISEMENT

BY S . P E L L E G R I N O

Meet Chef Grant van Gameren, the culinary pioneer
and driving force behind Toronto’s Bar Isabel, named as
Canada’s Best New Restaurant in 2014. We asked him
to reveal his sources for inspiration and ingredients, and
tell us what’s on his radar for the future.
CAPTURE THE ESSENCE
O F W H AT ’S H A P P E N I N G
IN THE CANADIAN
C U L I N A R Y S C E N E.

Orphans cooking with orphans.
In Toronto, the people opening
restaurants now are in their late
20s, early 30s who haven’t been
slugging it out in a brigade-style
kitchen for years like the founding
fathers. There’s a generation of
us rebellious teenagers just opening up restaurants, hiring our
friends and taking risks. Hopefully,
these young chefs grow into the
leaders of Canada’s modern
culinary movement.
HOW DO CULINARY
T R E N D S I M PA C T YO U R
MENU?

I’m too busy to concern myself
with trends. Evolution is made, not
speculated. If there’s anything I’m
into, it’s about finding something
new. Maybe not something new
to the world, but new to me. That’s
my food trend.
W H AT I S I N S P I R I N G YO U
RIGHT NOW?

Gooseneck barnacles-pre-historiclooking crustacean creatures, super
tasty. Only in season for about a
month. When I sourced some, I was
so excited that I posted a photo on

Instagram. 48 hours later there was
an article about how these are the
“next new thing.”
ASIDE FROM THE
F O O D , W H AT M A K E S
A G R E AT R E S TA U R A N T
EXPERIENCE?

Everything you put on the table
matters. The details can dramatically
elevate the dining experience—like
a good quality napkin, artisanal
bread or a bottle of S.Pellegrino.
Even the bottle itself is beautiful;
it’s like a bottle of wine. Water is
the first thing served at the table
and the last thing that remains.
So it only makes sense that the kind
of water you serve is considered.
If you think about it, filtered water
or tap water—it’s only as good as
its source.
GIVE US A HINT ABOUT
W H AT ’S O N T H E

GRANT
VA N
GA M E R E N

H O R I Z O N F O R YO U ?

I’m excited about a new venture
I’m working on inspired by the
Pintxo bars of San Sebastian. It’s
a completely different way of
eating, very social and a new style
for Toronto. It’s food-at-your-ownpace that takes traditional tapas to
a whole new level.

“E V E RY T H I N G YO U P U T O N T H AT
TA B L E M AT T E R S . T H E D E TA I L S C A N
D R A M A T I C A L LY E L E VA T E T H E D I N I N G
EXPERIENCE, LIKE A GOOD QUALITY
NAPKIN, ARTISANAL BREAD OR A BOT TLE
OF S.PELLEGRINO.”

For more inspiration visit

T E X T BY

F I N E D I N I N G LOV E R S . C O M

P H O TO BY

Angie Mosier
Brock Elbank

MONTHLY NEWS AND UPDATES FOR THE FOODSERVICE INDUSTRY

MODERN FAMILY

FYI

The 2014 Terroir Symposium trumpeted the benefits of culinary collaboration
BY JACKIE SLOAT-SPENCER & BRIANNE BINELLI

PHOTOGRAPHS BY PAT ANDERSON

C

ommunity building
and creative collaboration came to life at the
8th annual Terroir Hospitality
Industry Symposium in May,
where more than 600 culinary
minds and 65 speakers took to
Toronto’s Arcadian Court to
share the benefits of a worldwide network.
Brandon Baltzley (pictured,
left), the proprietor and chef
of Indiana’s TMIP Restaurant
at Exterior Farm and founder
of CRUX, a “nomadic culinary
collective,” captivated the crowd with his honest biography. He recounted his rise through the
ranks of mismanaged kitchens to leading his own unhappy kitchen to his journey through topnotch kitchens such as Chicago’s renowned Alinea, where he confessed to struggling with the hierarchy. Later, as he moved on, he had trouble finding his sense of place. “I felt like Stella trying to
get her groove back and that groove never came,” he said, of the journey, which eventually led him
to create CRUX, the collaborative that now prepares dinners across Canada and the U.S. Today,
he’s excited about TMIP, which translates to “the most important part.” He sums it up: “There’s
no way to determine the most important part and that is a true collaboration.”
The event attracted speakers from across the globe — including Albert Adrià, chef at
Barcelona’s Tickets restaurant as well as David McMillan and Frédéric Morin, the duo behind
Montreal’s Joe Beef — and hosted breakout sessions on subjects such as craft beer, wild foods
and whole-animal cooking.
The day was capped with David Chang who recounted narrowly losing Momofuku to the bank
soon after launching the concept. “We pandered to what we thought everyone wanted,” he said,
“but it turns out it was only when we decided to not give a shit about the media and customers’ expectations that we started to find success.” He adopted an “anything-is-possible” attitude
to survive and sees a similar opportunity in Toronto. The chef praised the city’s well-connected
culinary scene, while lamenting the fact that Hogtown hasn’t received much international attention. The chef pointed to Noma, which, in just 10 years, catapulted Nordic cuisine to the world
stage and changed the face of gastronomy. “Noma is a testament to the underdog and following
convictions. If it could happen to Copenhagen, it could happen to Toronto.” He added: “Chefs
should hold each other to a higher standard…. The more honest we are with feedback, the better
we can become.”

SMALL TOWN,
BIG IMPACT
Actor and social entrepreneur Shaun
Majumder took to the Terroir stage
in Toronto to share his plan to create a culinary destination in his
sleepy hometown of Burlington, N.L.
Majumder’s journey was born out
of “love of place” for a previously
bustling town. After the government
rejected the actor’s plan to build a
$2.6-million luxury hotel in the town,
he began to open “social businesses” that fed money back into the
community with the goal of building
a tourist destination in the region.
So far, he’s built a greenhouse, created “The Gathering” food festival
and is continuing to raise awareness
through his reality show, Majumder
Manor, which begins its second season on the W Network this summer.
“I want to take this idea of a small
town and look at it through a different
lens,” explained Majumder.

CULINARY CAPERS During the Terroir Symposium in May, the third-annual GE Monogram-Terroir Awards of Excellence in Hospitality were announced. “Our winners once again showcase Canada’s brightest lights in terms of performance, innovation and craftsmanship, all synonymous with GE Monogram,” said Philippe Meyersohn, GM, Marketing, GE Appliances Canada. Winners included
Sal Howell, chef/owner, River Café, Calgary (Best Restaurateur in Canada); Forbes Foods, Toronto (Outstanding Supplier); and Hooked,
Toronto (OceanWise Award for Advocacy in Sustainable Seafood).
FOODSERVICEANDHOSPITALITY.COM
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COMING
EVENTS

INNOVATION
EXPO

JULY 7: Friends
of We Care Labatt
Charity Golf Classic,
Rattlesnake Point Golf
Club, Milton, Ont. Tel:
905-841-1223; email:
fowc@friendsofwecare.
org; website: friendsofwecare.org

Once a year, Chicago’s
McCormick Place becomes
clogged with thousands of
foodservice suppliers from
across the globe, showcasing the newest innovations in
equipment and food products.
This May marked the 95th
annual National Restaurant
Association Restaurant, HotelMotel Show (NRA Show),
which attracted nearly 2,900
suppliers and 77,000 registrants, marking a 10-per-cent
bump in attendees since 2011.
Among the nearly 600
equipment suppliers, technological products were pervasive. “After a walk around this
year’s NRA Show floor, the
most noticeable trend is the
broad use of computer technology in foodservice equipment,” Connor Martin, executive chef and sales director of
Winston-Salem, N.C.-based
Eloma USA, shared with
Kostuch Media. “Equipment is
becoming quite sophisticated
now, but in some cases it’s
also more difficult to operate. For Eloma, our focus has
been to simplify the end user’s
interaction and daily use, yet
maintain a powerful and robust
user interface. We worked
extremely hard to accomplish
this balance.”
On the food front, many

JULY 28-30: Women’s
Foodservice Forum
Executive Summit,
The Roosevelt New
Orleans Hotel, New
Orleans, La. Tel: 800351-0232; email: wff@
metroconnections.com;
website: wffexecutivesummit14.com
AUG. 17-19: Western
Foodservice and
Hospitality Expo,
Anaheim Convention
Center, Anaheim,
Calif. Tel: 203-4848054; email: msoda@
urban-expo.com; website: westernfoodexpo.
com
SEPT. 21-23:
FSTEC-Foodservice
and Technology
Conference, Sheraton
New Orleans, New
Orleans, La. Tel:
480-337-3409; email:
jpinson@cspnet.com;
website: fstec.com
SEPT. 28-29: Alberta
Foodservice Expo,
BMO Centre, Calgary.
Tel: 416-512-8186
x240; email: peterr@
mediaedge.ca; website:
albertafoodserviceexpo.ca

For more events,
visit http://bit.ly/HNqE9U

Lure Restaurant & Bar

booths were packed with
allergy-free options, such as
Just Mayo, an eggless mayonnaise from food start-up
Hampton Creek, based in
San Francisco, which substitutes eggs for yellow peas,
while meatless alternatives
from Lancaster, Pa.-based
Neat Foods, offered a fresh
take on vegetarian dishes by
substituting garbanzo beans
and pecans for soy. And it’s
clear the trend is spreading to larger suppliers as
well. “Big concepts that you
wouldn’t think were interested
in healthy, vegan or vegetarian food are adding meatless
items to the menu,” said Steve
Zimmerman, VP of Sales for
Elmwood Park, N.J.-based Dr.
Praeger’s Sensible Foods, an
exhibitor at the show.
Other innovations focused
on energy savings, faster
cooking times and improved
productivity, such as the
Bkon Craft Brewer machine;
the Ovention Shuttle Oven;
and Champion Industries
Dry Assist warewasher, just a
handful of the 2014 Kitchen
Innovations award winners
on display at the expo. The
2015 NRA Show will run from
May 16 to 19. For more show
highlights, visit http://bit.ly/
NRAShowHighlights.

THE TIPPING POINT
Tipping is off the table at the new Smoke ‘n Water restaurant, which is purported to be the first “no-tipping” eatery in
Canada. Opened last month at the Pacific Shores Resort & Spa
in Nanoose Bay, B.C., Smoke ‘n Water, (named for its barbecue
theme and view) serves barbecue ribs, gourmet burgers, pizza
and sandwiches, but diners won’t have to worry about tacking
on a tip at the end of a bill. “Guests should not be perceived as
‘another table to get in and out’ in order to make more money,”
owner David Jones shared on the restaurant’s Facebook page,
adding that, in some cases, customer service is sometimes based
on the promise of a tip. “This is the type of feeling that we are
looking forward to avoiding — our staff will genuinely want to
provide a personalized, positive experience for our guests, not
for the money, but because they are passionate about their job.”
Jones plans to pay serving staff between $20 and $24 an hour.

6 FOODSERVICE AND HOSPITALITY JULY/AUGUST 2014

RESTO BUZZ
Ottawa’s ByWard Market lost an 18-year-old
iconic restaurant when John Taylor at Domus
Cafe suddenly closed in May. Domus Cafe was
known for its regional and seasonal-inspired
specialties such as Pan-Roasted Ontario Rainbow
Trout Filet with carrot ginger purée, crisp potato
pave, green beans, toasted almonds, lemon balsamic and caper marmalade ($28)...The updated
Lure Restaurant & Bar in B.C. is attracting
guests to the Delta Victoria Ocean Pointe
Resort & Spa with an extensive transformation of its menu and restaurant. Designed by San
Francisco, Calif.-based Puccini Group, the interior features nautical touches and a herringbone
design inspired by some First Nations patterns,
while the menu offers comfort fare such as the
C.A.B. Burger topped with cheddar, mushrooms
and smoked ketchup on a Portofino pretzel bun
($15.75)...Mata Petisco Bar has popped up in
the space that used to belong to Keriwa Cafe
in Toronto, offering a South American petisqueria
(shared-plate) dining experience, with items such
as a Brazilian picanha burger and poutine with
cassava frites topped with Brazilian cheese...Los
Colibris has ushered in upscale Mexican cuisine
to Toronto, offering specialties such as Mixiote
de Cordero, featuring lightly spiced braised lamb
shank cooked in mixiote paper, ancho adobo and
new potato ($25).
Opening a new restaurant? Let us in on the
buzz. Send a high-res image, menu and background
information about the new establishment to
bbinelli@kostuchmedia.com.
FOODSERVICEANDHOSPITALITY.COM
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Sizzlers
+
+
+

TRY THIS RECIPE ON YOUR SUMMER MENU!
Lemon Bacon Mashed Potatoes

HOT RECIPES, HOT PROFITS.
Bring fresh ideas to the table with Potato Pearls®
mashed potatoes. A few simple mix-ins add excitement
to the menu and deliver results to your bottom line. For
seasonally-crafted recipes, valuable menu strategies
and promotional tips, go to baf.com/SideWithProfits

baf.com

Potato Pearls®. We make them easy – You make them amazing!

™

®2014 Basic American Foods.
Basic American Foods™ is a trademark and Potato Pearls® and
Excel® are registered trademarks of Basic American Foods.
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CHICKEN
INVASION
Chick-Fil-A has made its move north again,
with a Canadian location opening inside
the Calgary International Airport, offering
the signature Chick-fil-A sandwich, a handbreaded boneless chicken breast, served
on a toasted bun with dill pickle chips. In
recent years, the company’s been the subject of controversy after its COO tweeted his
opposition to same-sex marriage. But, the
company is starting fresh in Canada with
help from Bethesda, Md.-based HmsHost, a
highway and airport foodservice company.
“Chick-fil-A has a long-term partnership
with HmsHost, so with their long-standing
presence in the Calgary Airport, we thought
it would be a great opportunity to bring
Chick-fil-A to the
airport,” said Brenda
Morrow, public relations spokesperson
at Chick-fil-A,
Inc. Morrow
adds that the
company doesn’t
have any immediate
plans for expansion in Canada.

IN BRIEF

Darden Restaurants has inked a deal with
San Francisco-based private equity investment firm, Golden Gate Capital, to sell
Red Lobster for $2.1 billion...Raymonds
Restaurant in St. John’s, N.L., continued
its streak of accolades, when it was named
Vacay.ca’s number-1 restaurant in Canada...
Subway announced it’s on track to add
3,000 units worldwide this year...“Driving
Results” and “Risk Taking” were two
themes at the Women’s Foodservice Forum
annual Leadership Roundtable event in
Mississauga, Ont., where 195 industry
leaders shared best practices and ideas...
Toronto chef Massimo Capra is expanding his international reach, opening a new
restaurant inside the Doha International
Airport in Qatar...Vancouver-based Browns
Socialhouse opened three new locations
last month in Langford, B.C., Yorkton, Sask.
and Grand Prairie, Alta. The premiumcasual chain is set to open 15 units in

Canada by the end of 2014, landing in
Ontario in October...Last month, industry
insiders gathered in Mississauga, Ont. for
the annual Friends of We Care gala, which
raised $1 million to send children with
disabilities to Easter Seals’ camps...Yew
Seafood + Bar executive chef Ned Bell is
embarking on the ride of a lifetime as he
cycles across Canada this summer to raise
money for Ocean Wise, SeaChoice and the
Canadian Parks and Wilderness Society.

PEOPLE

Taco Bell CEO Greg Creed is set to rise
to the top of Louisville, Ky.-based Yum
Brands, in January, when he will become its
new CEO. Meanwhile, Brian Niccol will be
promoted from the role of Taco Bell’s U.S.
president to CEO...Dave Jensen has joined
Calgary-based Opa Souvlaki Franchise
Group as its new director of Development.
Jeff Young has made the move from Opa
Souvlaki Franchise Group to become SVP
of Real Estate & Franchise Development at
Burnaby, B.C.-based Ricky’s All Day Grill
and Fatburger...Sylvain Toutant has made
the switch from coffee to tea, landing at
DavidsTea in Toronto as its new president
and CEO. He was previously president of
Montreal-based Keurig Canada.

SUPPLYSIDE

The Atlanta, Ga.-based Manufacturers’
Agents Association for the Foodservice
Industry has improved its specificationtracking abilities by creating a central
library of projects as well as working closely
with representatives and manufacturers
to gather 11-4,000 specifications across
North America, which will be processed by
SpecPath software and become searchable
data...Philadelphia, Pa.-based SCA Tork has
launched its new Foodservice Cleaning Wet
Wipe in Canada, available in a resealable,
self-dispensing, apron-sized pack...U.K.based Sweetbird is sweetening its Tea Syrup
line with new Iced Green Tea Syrup, available in watermelon and cucumber/mint
flavours. The iced green tea syrups are made
without using artificial colours, flavours or
preservatives and are GMO-free...Markus
Glueck is the new area VP of North America
for Mississauga, Ont.-based Rational. He
was previously president of Rational USA.
FOODSERVICEANDHOSPITALITY.COM
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SUMMER
LOVIN’

Foodservice operators should use
innovative limited-time offers to drive
traffic during the summer

I

scream, you scream, we all scream for ice
cream” is a familiar saying as ice-cream
sales increase during the summer months,
and it’s a good time for restaurateurs across
Canada, too. According to five-year consumer trend data from NPD’s CREST report,
restaurateurs can expect guest counts to
increase by an average of four per cent during the summer compared to the winter.
As customer traffic increases and menu
items are added to reflect summer-inspired
dishes (that include more than ice cream),
many restaurant operators ramp up
their focus on limited-time offer (LTO)
promotions. Think Dollar Drink Days at
McDonald’s or Iced Caps at Tim Hortons.
Many LTOs introduced during this time
focus on cool, refreshing beverages, such
as smoothies and iced tea, but the option

to promote popular summer menu items
extends beyond that. In fact, apart from beverages, consumers have a propensity to order
barbecued pork, beef sandwiches, main salads and seafood during the warmer months
(see further examples in chart below).
But creating excitement around summer
LTOs takes more than promoting the food
and beverages that increase in popularity during the warmer months. Operators
need to make sure the marketing effort put
towards these LTOs are backed by good

Most Popular Summer Foods & Beverages
TOP FOODS

TOP BEVERAGES

Barbecue Pork/Beef Sandwich
(Eater age –18-34, 35-44, 55-64, typically men)

Iced Tea
(Eater age – teens, 18-24, 25-34)

Hotdogs
(Eater age – kids < 12, 18-24, 55-64)

Non-Carbonated Soft Drinks
(Eater age – kids < 12, teens, 18-24)

Main Dish Salads
(Eater age – 45-54, 55-64, 65+, typically women)

Iced/Frozen/Slushy Coffee
(Eater age – teens, 18-24, 25-34, typically women)

Seafood Entrées
(Eater age – 45-54, 55-64, 65+, typically women)

Alcoholic Beverages
(Eater age – 25-34, 45-54, 55-64, 65+)

Fruit
(Eater age – kids < 12, 65+, typically women)

Smoothies
(Eater age – kids < 12, teens, 18-24, 25-34, typically women)

Frozen Sweets
(Eater age – kids < 12, teens, 18-24)

Frozen/Slushy Soft Drinks
(Eater age – kids < 12, teens, 18-24, typically women)

ORDERED AT RESTAURANTS

ORDERED AT RESTAURANTS

offerings. Today’s successful restaurateurs
create excitement through the innovation
of familiar summertime favourites (avocado
and spinach on your salad or sandwich,
anyone?). Many consumers are looking for
a twist or change to what they usually order,
especially when it addresses their summertime needs for light and healthy or cool and
refreshing fare.
Simple, yet exciting, twists on traditional
food can make summertime LTOs stand
out. For example, salad is a popular summer menu choice, so add complementary
ingredients to it, which offer a twist on the
conventional; consider seafood, which offers
a light protein alternative to heartier meat
dishes (think locally sourced and sustainable fish and seafood, such as salmon, tuna,
tilapia, shrimp and scallops); look at adding
alcohol-infused desserts, which will likely be
well-received; concoct flavoured iced teas,
which continue to be an extremely popular
choice; and find new twists and flavours on
ice cream, which customers find appealing.
With summer here, what inventive summer menu items are you planning to offer?
To generate excitement and interest, pull
an LTO out of your marketing bag of tools.
Creating excitement around a product that
will be available for a short time creates a
sense of urgency as consumers race to taste
it before it’s gone. l

Robert Carter is executive director, Foodservice Canada, with the NPD Group Inc.
He can be reached at robert.carter@npd.com for questions regarding the latest trends
and their impact on the foodservice business.
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MUCH ADO
ABOUT MEAT
Pork may be
gaining
the most
traction
on the plate,
but beef
and chicken
are still
commanding
attention
BY MARY LUZ MEJIA
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It used to be enough for
chefs to prepare a selection of the requisite
“meat and two veg” on
a plate and call it done.
But those days are over,
since restaurant-goers
are now craving specific
cuts or types of meat
prepared in innovative
ways and paired with
creative sides. Across
Canada, beef, pork
and chicken remain
the preferred proteins,
continuing to shine on
menus from Vancouver
to Newfoundland. In
fact, when combined,
these three proteins
account for nearly
3.4-billion servings at
Canadian restaurants in
the 12-months ending
February 2014, according to Joel Gregoire,
account manager,
Foodservice at The
NPD Group in Toronto.

MEATY MENU Pork is gaining
ground in Canada, as seen
at Bistro 7 1/4, which serves
maple-glazed pork chops
(opposite page). But, beef
remains a favourite with dishes
such as short rib daube (right)
at the Bistro, steak at Saint John
Ale House (above, right) and
a hearty beef burger at Holy
Chuck (above)
FOODSERVICEANDHOSPITALITY.COM

“Packed from Fresh Tomatoes,
Not from Concentrate”...

President Tom Cortopassi (kneeling) and “Coach” Dino Cortopassi (standing) in one of our

Since 1942, our Restaurateur customers’ success
has depended on the superior taste of the food they
serve and of our products.
As a family-owned business, it feels good knowing
that so many of our customers have relied on our
“Packed From Fresh Tomato” products from
generation to generation.

Whether your restaurant has a long family history,
or whether you’re the founder, you can depend on our
family making the best “Real Italian” tomato
products...always Packed From Fresh Tomatoes,
Never From Concentrate...generation after generation!

Tom Cortopassi
President/Owner

Dino Cortopassi
Coach/Owner

Generation after Generation.

tomato fields in Stanislaus County, California
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MIX AND MATCH Chefs are creating interest in pork with dishes such as half a pig’s head
(below) at Saint John Ale House in New Brunswick, but traditional diners still enjoy dishes such
as the steak and frites (above) at Winnipeg’s Bistro 7 1/4

The Tamworth is also Rose’s pig of choice at his
barbecue haven, Big Crow, where Hawaiian ham steak
is served with grilled pineapple and honey butter hot
sauce ($24), highlighting the breed’s nutty, earthy flavour profile.
At Bistro 7 1/4, it’s the rich, fatty Berkshire that
resonates with Svenne’s diners. “We use heritage breeds
from small, local farms in Manitoba. Berkshire and a
Berkshire-Mulefoot cross are our favourites,” he says.
“It’s the best pork ever: it’s juicier, has more flavour and
has a nice, sweet fat.” Ten years ago, Svenne says pork
was a harder sell, but using these heritage breeds and
having a story behind where the meat comes from has
fuelled diners’ enthusiasm for more flavourful meat.
In fact, customers ask about the provenance of his
pork. “They want to know, because supporting local is
important. So we tell them about Clint and Pam Cavers
of Harborside Farms, because they do it right and raise
their animals in a mixed pasture, perfectly sustainable,
humane farm,” says Svenne. The meat from the farm is
used to make a pork-belly appetizer spiced and cured
in cumin, coriander, turmeric and cinnamon sugar,

PORCINE POWER

Pork is “the clear winner” in growth over the past year with a fiveper-cent increase in servings, notes Gregoire. That stat rings true for
Anthony Rose, chef and co-owner of Toronto’s Rose and Sons, Big
Crow and Fat Pasha, who extols the virtues of pork. “When I was
young, pork was the forbidden fruit,” he recalls. “When I found it, I
loved it. You can use the whole thing, it’s easy to butcher and all of it
is delicious.”
That’s why chefs, such as Rose, Alexander Svenne, chef and co-owner of Winnipeg Bistro 7 1/4 and Jesse Vergen, executive chef of Saint
John, N.B.’s Saint John Ale House, buy entire pigs to butcher in-house.
In fact, Vergen says his support of locally produced heritage breeds
has contributed to the success of his pork and beef offerings. “I would
say regional sourcing on the purchasing side is very strong in Canada,
and bringing in a whole animal
is very hot.” But chefs aren’t just
butchering their own meat to cut
costs, they’re keeping their cooks,
who are “hungry” to learn, satisfied, says Vergen. At the Saint
John Ale House, every possible
pig (preferably Tamworth) part
is used. The skin is used to make
crispy pork rinds, or it’s used in
a salami-like cotechino, and a
half pig’s head becomes a shared
entrée served on a platter with
an assortment of sides, including cauliflower salad, beans, pork
jus and sometimes pork sausage
rounds ($60).
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MEATY MATTERS
Bresaola, or air-dried, salted
beef that turns a deep red
to purple hue once aged,
was born out of necessity.
Production of this preserved
meat dates back to the
15th century when Italian
farmers made bresaola
to fill their larders and to prevent excess meat from going to waste.
By the 19th century, meat-processing techniques improved and the
humble, cured beef technique passed from its native Lombardy region
into Switzerland and beyond. Traditionally made from legs of defatted
beef, bresaola gets its flavour from being dry-rubbed with coarse salt,
juniper berries, cinnamon and nutmeg. The drying period can last up
to three months. Paper-thin slices of the crimson meat are often served
under a bed of arugula, cracked black pepper, olive oil and Parmesan
cheese shavings. It’s the perfect way to start a meal.

served with escargots and coconut milk ($15). But, the fan favourite is
a main dish — a 24-ounce maple-glazed Berkshire pork chop served
with succotash and onion rings ($32).
On the other end of the foodservice spectrum, the quick-service
restaurant pork servings share jumped to 64 per cent in 2014, up from
52 per cent in 2008, according to The NPD’s Gregoire. “As Canada’s
QSR market becomes increasingly competitive, the need for innovation intensifies. Given how the share of pork has increased in the half
decade, ‘the other white meat’ looks to be a part of this innovation
strategy,” says Gregoire.
Johnny Prassoulis, owner and chef behind the Holy Chuck burger
eatery in Vaughan, Ont. and Toronto, is a good example of someone
FOODSERVICEANDHOSPITALITY.COM

Every cut of Sterling Silver® Premium Beef is carefully hand selected to ensure it’s fork-tender and brimming with juicy flavour. So when you rely
on the unmatched quality of Sterling Silver®, you can rest assured knowing that our hands have selected it, so that your hands can perfect it.

U N M AT C H E D Q UA L I T Y ° U N PA R A L L E L E D F L AVO U R

Scan to see chefs, like Chef Ted Hughes,
talk about the Sterling Silver difference.
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FOOD FILE

using innovative thinking. His supplier sources Canadian, maplesmoked bacon that crowns a variety of offerings at Holy Chuck
— from burgers, poutine and milkshakes to desserts. But it was
Prassoulis’ experimentation with grinding bacon strips into patties
that really put his exuberant burger creations on the map. For example, his Misunderstood Fat Pig consists of two all-bacon patties, triple
cheese and crispy bacon adorned with a homemade bacon dressing
($12). And it’s a big seller.
BEEF BRAWN

While NPD research shows that the aforementioned pork’s popularity
has skyrocketed in the 12-months ending in February 2014, beef servings grew by just under three per cent.
For his part, Svenne is trying to get consistent access to grass-fed
beef, ideally specific breeds such as the Texas Longhorn or Herefords.
“I’m building relationships with farmers to get more of this beef here
in Manitoba, but it’s challenging. Part of the problem is that most of
the cattle here is shipped to Alberta for processing, the other part [of
the problem] has to do with the animals’ breeding seasons. It’s becoming increasingly expensive to overwinter them,” explains Svenne.
For now, that means most of the Winnipeg chef ’s beef is certified
Canadian Angus, which he prepares sous-vide. His short ribs slowly
cook for 72 hours until they’re medium-rare and fall apart when
served. “It’s bright red on the inside, and we glaze them with maple,
soy, chili and ginger with a side of potato purée as an appetizer ($15).”
For a main, he serves a daube of beef short rib with orange, red wine
and rosemary on wild rice ($29).
At Big Crow in Toronto, Rose uses local fruit hardwoods, such as
apricot or cherry, to smoke Angus beef ribs from Alberta low and slow.
“I like to put something in and forget about it. It’s very simple — you
set the temperature and go. Our ribs take two to three hours,” he says.
The flavour is a hit with diners, who order the baby back ribs with
pecorino, walnut, sage and pears (half slab $17, full slab $32) almost
religiously. On the charcoal grill, there’s the one-pound barbecue
flank steak with an ancho chili mezcal barbecue sauce and a side of
guacamole for $26.
Rose says he’d love to get his hands on a steady supply of heritage
breed beef, but, like Svenne, finds the consistency an issue.
Saint John Ale House has an impressive beef program, netting a
cross of Scottish Highland and Belted Galloway cattle that forage on
grass from New Brunswick farmer Larry Slipp. These cattle need an
extra two years of growth to reach maturity. “That gives our beef a
richer, more intense flavour,” says Vergen. The beef is then dry-aged
on site to further enhance its flavour. And, it helps that Vergen can use
any available beef cut when creating the restaurant’s classic steak frites.
It’s simply grilled and topped with a herb butter and served with a side
of tossed greens ($17.64).
Beef is the backbone of Holy Chuck’s business. Prassoulis sources
90-per-cent Ontario beef; the rest comes from other Canadian regions
and is a mix between Angus, Limousine, Charolais and Hereford with
no added hormones or antibiotics. He buys whole muscle cuts, not
trim, and griddle smashes his salt-and-pepper adorned patties, searing
them the way customers love.
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PREMIUM INGREDIENTS Toronto’s Holy Chuck serves a Holy Duck Burger
(above, left) topped with premium double-smoked bacon; the fried chicken
(above, right) at Saint John Ale House in New Brunswick is made with Meat
King chickens

PLUCKY POULTRY
While pork, followed by beef, has risen in consumption, poultry
has remained flat. However, it’s still the top protein ordered by
Canadians with 1.2-billion servings at Canadian restaurants in the
12-months ending February 2014, reports NPD’s Gregoire.
Rose hypothesizes that the rise of protein-centric diets, such as the
Paleo diet, have something to do with people’s increased carnivorous
cravings, and white meat plays into that, too. “I love chicken; it’s my
go-to when I’m out. We sell a ton of Cornish game hen — you can
eat a whole hen and feel pretty good about yourself,” he says, alluding to its more healthful properties. At Fat Pasha, the little hens get
dressed in a butter, pine nuts, burnt orange and harissa glaze, ($25)
while the chicken at Rose and Sons is brined with sour pickle and
buttermilk and marinated before being deep-fried. It’s served with a
herb-and-cheddar biscuit, pimento cheese and dill cucumber ($26).
The lunch-only buttermilk fried chicken ($14.89) is so popular with Saint John Ale House diners that Vergen has almost daily
requests to include it on the dinner menu. The fried chicken is made
with Meat King chickens. “They’re a cross between a Cornish game
hen and a White Rock chicken. They’re grass fed — supplemented
with organic grains so they have a proven feed-to-meat conversion.” Generally speaking, Vergen sources his chicken from Harmony
Growers Vegetables in Quispamsis, N.B. (he is a partner) and Jolly
Farmer in Northampton, N.B., among others.
Svenne and Prassoulis are less enthusiastic about the birds.
Holy Chuck doesn’t sell any chicken. “I’m not a fan of it myself.
It’s bland, especially when I use it as a burger. I’d have to add
spices and such to it to make it taste like anything,” says Prassoulis.
Svenne adds, “Chicken offerings feature very little on my list.
Maybe it’s because I’m not excited about what I can get.” Svenne
says he only has access to conventionally farmed, mass-produced
breeds, which lack flavour and texture. “I can show any customer
a picture of the pigs, show them the farmer and talk about how
he raises his animal — I know the process to the end. I’ve nothing
to say about chicken.” But Svenne and Prassoulis both admit they
might change their tune if more flavourful, free-range heritage
breeds were available to them on a consistent basis. l
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Ontario Cook Apprentice Training Centre

Your career as a
COOK begins
at HUMBER
Humber is Canada's largest trainer of cook
apprentices, offering the opportunity to study
in the most modern educational culinary facilities
in North America.
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•Basic Level Cook (block and day release options)
•Advanced Level Cook (block and day release options)
•Institutional Cook

“I began my rewarding 50 year career as an
apprentice in Europe. Begin yours at Canada’s finest
educational institution, Humber College, home of
the Ontario Cook Apprentice Training Centre.”
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It’s the most wonderful
time of the year — time to
exchange canned fruit for juicy fresh-offthe-vine produce and trade in dried herbs
for the fragrant garden variety, time to
forage in the bright sun for local ingredients and rev up barbecue offerings for
patio-goers. In celebration of the summer restaurant season, F&H presents its
annual Food Issue. The 17-page primer
offers insights into 10 ingredients shaping

FOODSERVICEANDHOSPITALITY.COM

dishes across Canada, five profiles of chefs
and purveyors bringing new-generation
sensibility to their craft and a collection
of short stories reviewing the food news
permeating the industry from coast to
coast. It’s presented in short, digestible,
bites for a leisurely but informative read
that will last all season long. We hope you
get as much pleasure reading it as we did
preparing it. Bon Appétit.
— Brianne Binelli
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SALTED
CARAMEL
BY JACKIE SLOAT-SPENCER



This popular salty/sweet union

FAST FACT

Vancouver pastry chef Thomas
Haas was named Vancouver
Magazine’s 2013 Pastry Chef of
the Year. The fourth-generation
pâtissier has been winning praise
for decadent dessert combinations, such as barley malt-infused
cocoa served with salted-caramel
malt truffles — a combination of
bittersweet chocolate ganache
and golden caramel, served with
a sprinkle of fleur de sel.

hit the scene in a big way in the ’90s when French
pastry chef Pierre Hermé unveiled a salted-caramel
macaron topped with fleur de sel. Today, it’s commonly made by topping caramel — a soft, dense
and chewy candy made by boiling milk or cream,
sugar, butter and vanilla flavouring — with salt,
such as coarse sea salt or smoked salt, creating a
union of sweet and salty. No longer reserved for
the dessert counter, the foodservice community is
discovering endless possibilities for the duo, from
blending the ingredients in iced coffee, drizzling
them on ice cream or shaking them in a cocktail. “It
has moved past being a trendy flavour and has now
become a staple for chocolates and sweets,” says
Sandra Abballe, owner and chocolatier of Succulent
Chocolates and Sweets Inc. in Vaughan, Ont. “Since
this delicious flavour combines the two things we
crave most — sugar and salt — it’s no wonder people go crazy for it. We launched our hand-painted
salted caramel bonbon as part of our Valentine’s
Day collection earlier this year. Our clients went so
crazy for it we had to build it into our classic bonbon collection available year round.”
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ON THE MENU
Araxi, Whistler, B.C.: Valrhona Chocolate
Fondant with salted-caramel ice cream
($13.50).
Starbucks, Toronto: The Salted Caramel
Mocha features espresso and steamed milk,
blended with mocha sauce and toffee nutflavored syrup and topped with sweetened
whipped cream, caramel drizzle and a mixture
of turbinado sugar and sea salt ($5.03, tall).
Menchie’s Frozen Yogurt, Vaughan, Ont.:
Salted caramel yogurt ($2.04/100 grams).
Drake Hotel Lounge, Toronto: Dark
Chocolate Mousse Cake with salted-caramel
pudding, caramel popcorn, cocoa nib and
almond streusel ($7.95).
Tutti Matti, Toronto: A bombolone (doughnut) with salted caramel, apple purée and
thyme ($14).
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The quinoa grain-like seed
has been a diet staple for more than 7,000 years,
when it was farmed by the Incas in the Andes
mountains. More recently, it’s earned ‘superfood’ status, because it’s packed with minerals,
vitamins, fatty acids and antioxidants. Quinoa is
rich in potassium, iron, calcium and riboflavin
and has dietary ﬁbre that helps lower cholesterol
and improve digestion. And, it’s been found to
be a resilient grain. Due to its ease in adapting
to different soil types and ability to withstand
drought and frost, quinoa has been dubbed a
food-secure item by the Rome-based Food and
Agriculture Organization of the United Nations,
which highlighted its role in helping to eradicate
hunger, malnutrition and poverty. Its seeds can
appear white, gray, pink or light brown in colour
and measure two millimetres in diameter. Seeds
contain a bitter outer coating, which should be
removed prior to eating. Given its mild flavour,
chefs can substitute it for rice to give a dish a
high-protein boost.

QUINOA
BY JACKIE SLOAT-SPENCER

ON THE MENU
Pickle Barrel, Markham,
Ont.: Citrus Salmon Super
Bowl with quinoa, chilled
Atlantic salmon, chopped
kale, asparagus, mandarin
orange, roasted sunflower
seeds and green pea shoots
grette ($15.99).



topped with a citrus vinai-

The Acorn, Vancouver:
Endive salad with grilled
endive, grapefruit, pasilla pecans and quinoa
topped with a mezcal vinaigrette ($15, large).
Kelsey’s, Cara Operations, Vaughan, Ont.:
Chicken Quinoa Salad with hand-shaved grilled
chicken breast, quinoa, napa cabbage, diced
tomatoes, bean sprouts, green onion slivers, red
PHOTOGRAPH COURTESY OF PICKLE BARREL

peppers, cucumber, edamame beans and toasted sesame seeds tossed in a Thai coconut dressing and drizzled with Thai peanut sauce ($14.59).
National, Concorde Group, Calgary: Quinoa
and Bacon Salad with spinach, leek and a
poppy-seed vinaigrette ($13).
Bannock, Toronto: Tofurkey Scallopini with
mozzarella, roasted garlic, squash mostarda and
quinoa ($14).
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FAST FACT

Quinoa has become a go-to item for chefs looking to
satisfy gluten-free diners. P.E.I food ambassador and
chef Michael Smith likes to use it in a Toasted Quinoa
Pilaf dish, which he shared on chefmichaelsmith.com.
“The rich nutty taste is perfect in a pilaf, but it’s just
as good stirred into any salad. Because of its flavour,
ease of cooking and high nutritional value, quinoa is
one of the most common foods on my table,” he says.

FOODSERVICE
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STINGING
NETTLES
BY BRIANNE BINELLI

It sounds daunting to cook

FAST FACT

Nettles have a long and storied medicinal history. According to the University
of Maryland Medical Center in the
U.S., the plant was used as a diuretic
and to treat joint pain in medieval
Europe. Today, it has been indentified
to help with arthritis, allergies and
urinary tract problems.
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with an ingredient that may cause a rash
when you touch its needle-like hairs, but
chefs aren’t deterred by the “stinging”
nettle. It’s a favourite on menus across
the country for its earthy flavour, which
has been described to taste like spinach
and cucumber. “Nettles are the first sign
of spring — a super exciting time for
a chef,” says Chris Whittaker, executive
chef at Vancouver’s Forage. The Urtica
dioica, or stinging nettle plant, grows as
tall as four feet, blooming between late
spring and early autumn in many regions,
including North America and Europe.
Whittaker likes adding the plant to pesto
and soups or anywhere spinach would be
used. But, practise caution while preparing the prickly plant, which needs to be
cooked before eating. Whittaker has his
preparation down to a science: “They are
really easy to prepare. You should wear
gloves when handling them. Once they are
blanched — they should be blanched for
45 seconds in boiling water, then plunged
into ice water — they are safe to handle as
normal,” he says. Of course, nettles aren’t
the only interesting plant making it on
the menu — fiddleheads, sorrel and elderflower are also favourites.

ON THE MENU
Forage, Vancouver: Nettles pop
up on chef Chris Whittaker’s
menu often in dishes such as
Stinging Nettle Gnocchi with
beer-poached radishes, English
peas and brown butter ($16) as
well as Stinging Nettle and Farro
Risotto, served with hazelnut
pesto and Golden Ears brie ($14).
Café Boulud, Toronto: Dorset
Lamb Saddle with barbajuan,
artichokes barigoule, charred
spring onion and nettle salsa
verde ($41).
River Café, Calgary: Hog Wild
Boar Tenderloin with fiddleheads,
stinging nettle potato pavé, rhubarb and cipollini ($42).
West, Vancouver: Sherry-glazed
Farmcrest Chicken with maitake
mushrooms, mustard spaetzle,
nettles and jus gras ($29.50).
Rouge Restaurant, Calgary:
Poached halibut with buttermilk
nage and spring vegetables,
hazelnut and nettle pistou as well
as chorizo ($38).

FOODSERVICEANDHOSPITALITY.COM

FOOD
Ingredient
Profiles

Wheat-free
noodles are
coming of age, thanks to

WHEAT-FREE
NOODLES
BY JACKIE SLOAT-SPENCER

ON THE MENU
Luckee Restaurant and Bar,
Toronto: Yunnan Fried Garlic Rice
Noodles with crab meat, black pepper and egg ($16).
Pickle Barrel, Markham, Ont.:



Chinese Chicken Salad with rice
noodles, lettuce, green onions, sliced
almonds, crisp wontons, orange,
sesame seeds and plum dressing
($13.99).
Noodlebox, Victoria, B.C.: Pad Thai,
featuring rice noodles topped with
Asian greens (bok choy and sprouts)
and a tamarind sauce ($13).
Miku Restaurant, Vancouver: Soba
Peperoncino with scallops, shrimp,
squid, chili-garlic soy, sweet pepper,
shiitake mushrooms, baby bok choy,
jalapeño and crunchy tempura bits
($18).
Oodle Noodle, Edmonton: The
Bangkok Pad Thai Classic features
rice noodles, chicken breast, shrimp,
egg and fresh seasonal vegetables in
Pad Thai sauce ($10.95).
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FAST FACT

At Noodlebox, a fast-casual
Southeast Asian noodle
bar with units in Vancouver,
Victoria, B.C. and Calgary,
gluten-free tapioca noodles
serve as the base for many
dishes, including Thai-style
Chow Mein and a Spicy
Peanut Noodle Box. “The
noodles have a comparable
consistency and flavour to
our wheat-based noodles,”
says Jesse Penner, marketing and advertising cocoordinator. “We pair them
with house-made sauces to
control the ingredients from
scratch to service.”

the gluten-free craze and the
rise of Asian cuisine, which
favours many varieties of rice
noodles and buckwheat-based
soba noodles. Made of rice
flour, tapioca flour or buckwheat, varieties include thin
soba noodles, He Fen and
Pho rice noodles, mungbean
cellophane noodles or “glass”
noodles and vermicelli. Today,
wheat-free noodles are being
served in a variety of ways,
from cooled to stewed or fried.
Chilled soba, for example, is
often served garnished with
bits of dried nori seaweed,
with a soba tsuyu dipping
sauce on the side, while rice
noodles are used as soup bases
and in meat-based dishes
in many Thai, Indonesian,
Chinese and Cambodian fare.
When cooking, rice noodles
are trickier to boil than their
wheat counterparts due to
their delicate nature, while
soba noodles need to be
rinsed before cooking so they
don’t stick together.

FOODSERVICEANDHOSPITALITY.COM

FOOD
Ingredient
Profiles



ON THE MENU
Via Cibo Italian Street Food, Toronto:
Cavolo Salad with Tuscan kale, lemon
ricotta, olives, fennel and cipollini
onions topped with white balsamic

LEAFY
GREENS
BY JACKIE SLOAT-SPENCER

citrus vinaigrette ($10).
Restaurant Les 400 Coups, Montreal:
Besnier Farm Guinea Fowl Breast
with sunchokes, Swiss chard, red beet
and wild mustard ($29).
Booster Juice, Edmonton: The
Tropi-Kale features kale, mangos,
bananas, apples and pineapple

The recent kale craze has led to
the rise of other leafy greens such as Swiss chard
and baby bok choy, all touted for their healthful benefits. Kale, a descendent of wild cabbage,
was grown by the Greeks and Romans more
than 2,000 years ago. But, Swiss chard, with its
Sicilian roots, only began growing in gardens
throughout England and the U.S. in the 1830s.
Interestingly, when it reached Canadian soil, it
was used as green manure in gardens. Bok choy,
on the other hand, is a cruciferous vegetable dating back to 5th century AD in southern China.
These days, the increased popularity of this green
trio comes in response to demands from a more
health-conscious consumer. “Leafy greens are the
strong man in the vegetable category,” says Katie
Jessop, RD, national business development manager, Health Check, Canada, Heart and Stroke
Foundation in Ottawa. “Whether we are talking
mustard greens, chards, kale or cabbages, they
have great texture raw and stand up to cooking,
adding crunch and texture in most cook-top
preparations where their salady cousins wilt in
the heat.” They are also packed with nutrients,
she adds. “They contain higher calcium than
most vegetables, which is good for bone strength.
These greens stand out for their high content of
Vitamin A, offering more than a day’s worth in
each serving.”
FOODSERVICEANDHOSPITALITY.COM

($5.95).
Blue Water Cafe, Vancouver:
Sablefish with a miso sake glaze,
baby bok choy, edamame, quinoa and
shiitake mushrooms as well as bonito
dashi with soy and yuzu ($36.50).
Chives Canadian Bistro, Halifax:
Warm Kale Salad with local winter kale,
double-smoked bacon, button mushrooms and honey-Dijon vinaigrette,
shaved red onion and fried valley
feta “croutons” ($11).

FAST FACT

While kale is available
throughout the year, it’s at
its peak from mid-winter to
early spring. Fresh kale will
display firm, richly coloured
leaves and hardy stems,
and leaves will appear
unwilted. When it comes
to selecting bunches for
cooking, smaller leaves will
offer a mild flavour. Before
cooking, sprinkle stalks with
lemon juice and let sit for a
few minutes to unleash the
plant’s phytonutrients.
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SPICES:

HARISSA AND CHILI
BY JACKIE SLOAT-SPENCER



ON THE MENU
Segovia Tapas Bar and Restaurant,
Winnipeg: Charcuterie with chili honey,
whipped feta, mint, pistachio and
crackers ($12).
Tapenade Bistro, Richmond, B.C.: The
Salt Spring Island Mussels Starter
is served with pommes frites and aioli
Moroccan harissa, piperade, preserved
lemon and mint (main, $21).
Jack Astor’s, Burlington, Ont.: The
Golden Calamari dish features marinated
calamari, breaded and cooked to order and

Canada’s growing ethnic population is driving chefs to find new ways
to add heat to dishes. And, thanks to the
cult-like following that Sriracha sauce has
generated, chili-based spices are growing in
popularity. Harissa is a fiery paste featuring
chilies, roasted red peppers, garlic paste,
cumin, caraway, coriander seed, paprika
and olive oil. Its main ingredient — chilies — are part of the capsicum family,
which originated in the Americas, but the
Spanish and Portuguese introduced it to
colonies in Africa, India and Southeast
Asia. Not only can it be used as a flavour
base, meat rub, salad dressing or pasta
sauce but as a condiment in a variety of
Libyan, Tunisian, Algerian and Morrocan
dishes. It is believed that harissa not only
stimulates the appetite but aids digestion.
It can be made by cutting off the stem of
chilies and shaking out the seeds — or
for a more intense flavour, keep the seeds
intact. Next, toast caraway, coriander and
cumin in a dry skillet, then purée with the
chilies and spices in a food processer with
oil and garlic. Harissa paste can keep for
approximately one week and can be frozen
for up to two months.

served with roasted garlic lemon aioli and a
spicy Sriracha cocktail sauce. ($10.94).
Boston Pizza, Richmond, B.C.: Thai
Chicken Bites, featuring breaded chicken
breast fillet, fried and then tossed in a
sweet Thai chili sauce and served on a
bed of crunchy Asian noodles, finished with
julienne carrots, fresh cilantro, green onion
and sesame seeds ($10.18).
McDonald’s, Oak Brook, Ill.: The Sweet
Chili Signature McWrap features grilled or
crispy white meat chicken breast topped
with a sweet and spicy Thai sauce, shredded iceberg lettuce, crisp cucumber slices
and a creamy mayonnaise-style sauce —
all wrapped in a steamed, soft whole-wheat
flour tortilla ($6.99).
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FAST FACT

The Mississauga, Ont.based Canadian Spice
Association offers resources online at canadianspiceassociation.com about
how chefs can use spices
to add flavour to low-fat
dishes. “When reducing
fat, step up the amount of
[spice] … at the beginning
of the cooking period. This
will increase the extraction
by longer exposure to heat
and will give a better penetration of seasoning into
the other ingredients,” the
website reads.
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CHARCUTERIE
BY MARY LUZ MEJIA

A hotdog, sturdy slice of bologna or salami is nothing to sneeze at
when made well. They’re all examples
of charcuterie, which translates to
cooked meat, or chair cuit in French.
It’s the art of preserving meat — either
by salting, brining, smoking or cooking — and the preparation method has
been around for some 6,000 years. The
idea of preserving meats first rose to
popularity during the Roman Empire
and then became du rigueur during the
Middle Ages in France. Lack of reliable refrigeration made the techniques
employed by charcutiers (those proficient in the ways of preserving meat)
a necessity. The tradition was avidly
revived across North America in the
late ’90s, early ’00s when chefs were
inspired by the likes of the U.K.’s famed
chef Fergus Henderson, who touted the
ecological and ethical values of noseto-tail dining. The waste-not, want-not
philosophy took off and appealed to
chefs who began to learn the ancient
techniques of proper butchery and
meat preservation. While pork is often
a charcutier’s protein of choice, lamb,
beef and even duck are made into
everything from traditional prosciutto,
tangy salami, house-smoked bacon,
paper-thin bresaola to terrines and
nutty patés. Old World traditions and
recipes have crossed the pond and have
been happily filling bellies at Canada’s
wine bars and restaurants, with no end
in sight.

ON THE MENU
Charcut Roast House, Calgary: The
Pig Head Mortadella is prepared confitstyle with hand-mixed pork and studded
with pistachios and truffles (board sells for
$36). It’s served with brassica mustard.



Murray Street Kitchen, Ottawa: The
Wine and Charcuterie menu option
offers diners a spate of house-made
options. One selection sells for $8 or a
board of three meats and two cheese
sells for $35. These include smoked duck
breast, pork liverwurst, wild-boar rillettes,
rabbit-liver mousse, smoked headcheese
or game terrine.
Stage Wine Bar, Victoria, B.C.:
Charcuterie ($5.50 each) offerings
include Paprika Farmer’s Sausage or a
Veal Cheek Terrine.
Buca, Toronto: Salumi (Italian version
of charcuterie) includes spicy Calabresestyle pork sausage (made from whey-fed
Mennonite pigs), cured lamb and horse
sausage with juniper or cured veal salami
with cinnamon and clove. (Choice of
three, $18 or five charcuterie options for
$28, with a selection of daily preserves.)

FAST FACT

The final flavour of charcuterie will depend on a variety of factors.
What the animal ate, its breed, the minerality of the water it drank
and any distinct yeasts or moulds floating through the air as the meat
cured, all impart flavourful nuances to aged meats. This combination
of factors gives charcuterie (and cheeses) what’s known as terroir or
sense of place.
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NATURAL
SWEETENERS
BY BRIANNE BINELLI

Mother Nature’s candy
is plentiful, and it’s showing up
in dishes and beverages across the foodservice industry as chefs and customers
seek healthier sugar alternatives and local
whole foods with unique flavour profiles. “Your body knows how to properly
absorb natural sweeteners, so why use
anything else?” asks Hayley Rosenberg,
chef and owner of Nourish Cafe & Bistro
in Victoria, B.C. “It’s the more healthful
choice and filled with tons of vitamins,
minerals and enzymes. As opposed to
highly processed sweeteners, natural
ones have less of a negative effect on the
adrenals.” Such ingredients are plentiful
and varied, with cooks using everything
from coconut, stevia, maple syrup, agave,
honey and molasses to create the perfect
sweet balance in their drinks, desserts and
main dishes. The positives are numerous:
honey is purported to be heart healthy,
thanks to its natural antioxidants; Agave
is touted to have a low-glycemic index,
which makes the caramel-like syrup a
good choice for diabetics; and molasses
is rich in iron, calcium and antioxidants.
Who needs the white stuff now?

ON THE MENU
Patria, Toronto: The Flores Con Miel
Y Helado De Turrón Spanish pastry
is served with orange blossom honey
and turrón almond ice cream ($7).
Bistro 4 1/4, Winnipeg: Curried
pork belly is served with snails and
coconut milk ($13).
Liquid Nutrition, Montreal: The Pure
smoothie is made with apple juice,
beet, strawberry, banana, honey and
spirulina ($6.72).
Bannock, Toronto: P.E.I. Blue
Mussels are served in Thai green
curry and coconut milk ($16).
Nourish Cafe & Bistro, Victoria,
B.C.: The Sleeping Beauty breakfast
includes spiced oatmeal pancakes,
pear butter, coconut whip cream,
maple syrup and smoked bacon or
chipotle chicken sausage ($13).



FAST FACT

Natural ingredients require a little extra love. So,
lower the oven temperature to prevent overbrowning
when baking with agave, honey or molasses.
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ON THE MENU

GREEK YOGURT
BY MARY LUZ MEJIA


Estiatorio Skara, Brossard,

Yogurt isn’t just for breakfast
anymore. The meteoric rise of Greek yogurt

FAST FACT

Yiaourti is the Greek name for the country’s
beloved yogurt, which was traditionally made
from ewe’s or cow’s milk. In North America,
most commercial Greek yogurt is made from
cow’s milk, with its thick, creamy texture,
lower water and high fat content lending
dishes a silky mouth feel.

FOODSERVICEANDHOSPITALITY.COM

in Canada began circa 2010 when the thick, tangy
substance — created by straining conventional
yogurt through a cheesecloth — was on the tip
of everyone’s tongue. According to a 2012 report
from Switzerland-based global financial services
firm UBS, it took Greek yogurt a mere three years
to rise to its current multibillion-dollar status;
most of that growth is focused in North America.
The creamy yogurt dates back to ancient Greece,
but it’s now marketed towards health-conscious
Canadians looking to add a dollop of the exotic
to their meals. “Consumers looking for healthier
options love Greek yogurt with its higher level
of protein,” says Christine Cushing, a Greek chef
and TV personality. “If you ask us Greeks, we love
how thick it is and its tangy flavour.” Home cooks
and celebrity chefs alike tout Greek yogurt’s versatility and use it in everything from appetizers
and mains to desserts, with an added healthconscious Probiotic (good bacteria) boost. And
now, its cousin Labneh, the Lebanese version of
Greek yogurt, is also capturing the creative fancy
of chefs and diners across Canada.

Que.: Homemade Greek
yogurt parfait sweetened with
honey and served with walnuts
or Greek cherries ($7).
Byblos restaurant, Toronto:
Yogurt-infused dishes include
whole-roasted baby carrots
paired with onions, za’atar,
date molasses and yogurt ($7);
roasted red beets with pistachios, yogurt and caraway seeds
($9) and yogurt-baked fluke with
toasted bread crumbs, walnuts
and brown butter ($24).
Arahova Souvlaki, Greater
Montreal Area: Greek yogurt
cheesecake is topped with a
range of ingredients, from field
berries to apple-caramel crumble
($1.95 each).
Me Va Me, Toronto: Labneh
Yogurt Cheese Balls dusted
with za’atar and served as a
savoury accompaniment or
starter ($4.95 for five).
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BACON
BY MARY LUZ MEJIA

Canadians have an enduring love affair



with bacon or “meat candy.” The original word stems from
the Middle English word bacoun, and one of the first records
of the salty, porcine product dates as far back as 1500 B.C.
That’s when the Chinese cured pork belly with salt, extending its shelf life and adding it to various dishes. The ancient
Romans had their own version of bacon called petaso; it
was boiled with dried figs, browned and served with wine.
By the 1600s, bacon was a staple among European peasants
who prized both the meat and the fat for its economic price
point, versatility and ease of preparation. Some say modernday bacon-mania gained traction in the 1980s and 1990s
when protein-based, Atkins-like diets became the dietary
holy grail. Since then, every possible iteration of bacon is
being devoured — in shakes, salads, salts, sandwiches, burgers, as the glue or wrapper to other proteins or vegetables,
candied, smoked and even foamed. Chef Aaron Lawrence of
Victoria, B.C.’s Catalano Restaurant says bacon will never go
out of culinary style “because it is a comfort food, one that
tastes like Sunday morning and reminds us of lazy weekends.” Salty, sometimes sweet and satisfying, bacon is one of
the ultimate umami-rich foods, leading some to say, “When
in doubt, throw bacon on it!” More recently, as healthy
eating has grown in popularity, lamb, chicken and turkey
bacons have started to share the spotlight with their porky
cousin, but, for die-hard fans, there is no substitute.

ON THE MENU
The Canadian Bacon Cookhouse, Halifax:
The bacon-only eatery features whimsical ways
of using bacon, offering chocolate-covered
Bacon Lollipops (two for $5 or one for $3)
and a Gourmet Porkabella Sandwich with
back bacon, bacon strips, bacon marmalade,
maple-caramelized onions, grilled portobello
mushrooms, goat cheese, mayo and arugula on
a grilled Kaiser bun ($8).
Holy Chuck Burgers, Toronto: The Farmers’
Threesome consists of one lamb, one beef
and one all-bacon patty, triple cheese, bacon
and caramelized onions ($11.99); the You Fat
Pig features two all-bacon patties, triple cheese
and crispy bacon topped with homemade
creamy bacon dressing ($11.99). Add a side of
Raging Bull Fries with double bacon, cheese,
hot peppers and raging bull gravy ($7.99) and
wash it down with a bacon, fudge and sea-salt
milkshake ($5.99).
HogsBack Brewing Company, Ottawa:
The seasonal bestseller Aporkalypse Now
is a creamy oatmeal stout infused with bacon
($2.65/473-ml can at the Liquor Control Board
of Ontario).
Catalano Restaurant, Victoria, B.C.: The
Flight of Bacon is served with a Cinzanoglazed, house-made bacon, smoked Two
Rivers lamb bacon, back bacon and maple-

FAST FACT

Different countries make their
bacon with different cuts of
pork. In Canada,
the loin makes
the patriotically
popular peameal
or back bacon,
in the U.S. the
belly is preferred
and in the U.K.
it’s all about the
shoulder.

glazed bacon ($6 per flight).
Mission Diner, Calgary: The Bacon
Caesar features a rim dusted with real
bacon crumbs ($8).
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CHASING
QUALITY

Michael Steh’s fresh outlook on
seafood is winning acclaim in Toronto
BY JACKIE SLOAT-SPENCER | PHOTOGRAPH BY MARGARET MULLIGAN

Toronto is strengthening its reputation
for fine seafood, thanks to chefs like Michael Steh.

FOOD FOR
THOUGHT

With the prevalence of GMOs
and pesticide
use, it’s important
that chefs know
the origin of the
food they prepare,
says Michael Steh,
executive chef of
The Chase and
The Chase Fish &
Oyster in Toronto.
“There are many
ways of looking
at your diet. All of
them come with
taking the time to
learn the truths of
how ingredients
are being grown
and brought to
the consumer as
much as it is about
how they get prepared,” he says.

Growing up in Oshawa, Ont., the young chef started cooking
at Slovenian banquet halls with his mom and canning his own
fruit and vegetables at home. But, since moving to Toronto, and
graduating from George Brown College, the chef has helmed
the kitchens of some of the city’s most celebrated restaurants,
including Canoe and Splendido, and recently, SIR Corp.’s Reds
Wine Tavern. For the past year, the 36-year-old has been the
executive chef at a growing network of seafood restaurants by
Toronto’s Chase Hospitality Group, including The Chase, The
Chase Fish & Oyster and the soon-to-open Little Fin. He’s setting higher seafood standards while respecting his ingredients.
F&H: What’s your mission
at The Chase?
Michael Steh: Providing the
healthiest and most vibrant
opportunity for seafood in the
city. We sell over 30,000 oysters
a month between The Chase
and Chase Fish and Oyster. This
gives us the ability to always
keep it fresh and use the best
product available.
F&H: How do you source
seafood?
MS: We make responsible
choices. We make ourselves
very aware of what is on the
lists of ‘not-to-use’ items. More
times than not, it’s the way an
item is fished rather than the fish
species that makes it one we
shouldn’t use, so we try to use
as much of a direct-to-source
approach as possible. Going
directly to growers, producers
and fishermen gives you the ability to understand how they do
what they do and why.

F&H: How are you adapting to
an increasingly healthconscious clientele?
MS: [Serving] rich, high-sodium
foods is not what we do with
every dish, but those elements
are present when they need to
be. We try to provide a balanced
menu that allows our guests to
be given options and create
their own…. We prepare dishes
with as much raw applications
as possible, using fresh citrus
as opposed to vinegars, whole
grains, cultured dairy and a philosophy to “use just enough” in
the food we prepare.
F&H: What constitutes
a good dish?
MS: A “good” dish is
balanced, not only in flavour
but in texture, size and with a
good hint of addictiveness. One
of our best is the Avocado Roll
stuffed with shrimp and fresh
mango ($20).
F&H: Which ingredients are
you excited to use in the summer months?
MS: Tomatoes, corn, wild salmon, soft-shell crab, strawberries
and fresh fruit from Ontario, spot
prawns, fresh-cut greens — the
list could go on. There is nothing
better than using a product so
fresh it’s still warm from the sun
and perfectly ripe and ready to
serve.
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F&H: What’s your earliest
food memory?
Jessica Pelland: I remember that I
didn’t like green beans. To change
my mind, my mother would tell me
that everything I ate was green
beans. It worked.

CULINARY
CHARMER

F&H: How did you get into
foodservice?
JP: I’ve always been in the kitchen.
My mom has a photo of me helping her make my first birthday cake,
though I was making more of a mess
than anything. Our family revolves
around the kitchen. I have a late
uncle who owned a restaurant in San
Francisco and cousins who are also
chefs. It runs in the genes.

Jessica Pelland’s passion for food
and rustic cuisine is leading to
new and exciting opportunities
BY LAURA PRATT | PHOTOGRAPH BY COLIN WAY

F&H: How have you evolved at
Charcut?
JP: I started at Charcut when they
opened in 2010 as the lunch, soup
and fry girl. I worked my butt off and
made my way up through the ranks.
I reached a peak last year and also
had a baby, so I was off. But then
[Charcut co-owners] John [Jackson]
and Connie [DeSousa] approached
me about this new project, and they
were like, ‘This is perfect timing,
because when you return, you’ll have
a year-and-a-half to get into things.’”

CREATURE
COMFORTS

Native Calgarian Jessica Pelland has been busy making
a name for herself in the restaurant industry (and outside of it).
The mother-of-two, and event chef at Calgary’s award-winning
Charcut Roast House, earned the top spot in an episode of the
inaugural season of the Food Network’s Chopped Canada competition earlier this year. And, with training at Calgary’s SAIT
Polytechnic, and a decade of experience in Calgary at places such
as the MacEwan Conference & Event Centre and the Redwater
Rustic Grille behind her, the 28-year-old who specializes in
whole-animal butchery, is poised for her next undertaking —
assuming the role of executive chef at Charbar. The new venture,
from the folks at Charcut, is set to open next spring.
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Charcut’s Jessica
Pelland loves
reptiles and
snakes. “I’m allergic to furry animals,
and snakes are
beautiful creatures.
I have five at home
and am in the
process of breeding a pair of boa
constrictors. They
usually have 20
to 40 babies,”
she says.

F&H: Tell me about Charbar.
JP: Charbar is located on the Bow
River, so we’re going to take inspiration from the river. It’ll still be pretty
meat-heavy [like Charcut], but on
the lighter side with the introduction
of more seafood. It’s going to be
designed to be inviting to all, but on
the higher end…. We’re partnering
with Phil & Sebastian Coffee Roasters
and [local artisan bakery] Sidewalk
Citizen Bakery. We’re going to be
selling their coffee and bread in the
restaurant. When you walk into the
building, it’ll be open with a market
feel. You’ll see the coffee roaster and
a full-production bakery on premises.
I’m terrified but extremely excited.
And being a bit afraid is a good
thing; I want to do a good job.
F&H: What did the Chopped
Canada win mean to you?
JP: The biggest thing is my family —
for them to see and be proud of me,
because … I sometimes have to miss
important dinners and occasions for
work, but my family is always super
supportive of me. I did it for them.
I would love for Chopped Canada
to call me back and ask me to do a
“Chopped-champion” [episode].
I would do it in a heartbeat.
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SCENE
STEALER
Chef Matty Matheson is carving out his own niche in Toronto
BY LAURA PRATT | PHOTOGRAPH BY MARGARET MULLIGAN

As executive chef at Parts
& Labour and a part owner of P&L
Burger, Matty Matheson is a young Toronto
cook on the rise. The 32-year-old’s ascent began
in earnest when he launched quirky dining,
drinking and retail establishment Oddfellows in
2008 before joining the opening team at Parts &
Labour (P&L) in 2010. Since then P&L, a funky
Parkdale neighbourhood restaurant, bar and
music venue, has earned a Best-Burger-in-thecity distinction from the CMT TV network’s
Burger Wars, giving its eight-month-old sister
restaurant, P&L Burger special cachet. In 2011,
the Humber grad became a founding member
of the Group of Seven Chefs, a collaborative
organized by Beast Restaurant’s Scott Vivian to
draw attention to the Toronto culinary scene.
Since then, he’s continued to contribute to a
network of other projects.

F&H: Why did you pick a
career in food?
Matty Matheson: I got
accepted to just one college
and that was Humber for
cooking. I thought it would be
fun to study, but I didn’t imagine I was going to be a chef.
I didn’t even know what line
cooking was. I was from Fort
Erie, [Ont.], a small town with
only chicken wings.
F&H: What appealed to you
about cooking?
MM: I love the intensity of
kitchens. I love being part
of a closely knit team. Most
jobs aren’t like that — where
you spend 12 hours next
to someone. It’s really an
extraordinary thing, like being
in a submarine.

F&H: What’s your food
philosophy?
MM: Cook simply — make
food taste like you wish your
mother’s did.
F&H: What is your
trademark dish?
MM: The P&L burger.
*Editor’s Note: The original
P&L burger is seven ounces
of Canadian brisket topped
with dill-mayo, bacon-onion
jam, lettuce and Monterey
Jack cheese on a toasted
milk bun and served with
fresh-cut fries ($15)
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F&H: Tell me about the
Group of Seven.
MM: We’re a group of friends
who wanted to cook some fun
meals together on our days
off. For a couple of years, we
put on special dinners on the
last Monday of every month.
Now we’ve slowed down and
only do two or three events
a year at different restaurants, [Toronto’s] Evergreen
Brickworks, art galleries and
so on. Working next to chefs
is always inspiring; seeing
what they’re doing, seeing
how they handle themselves,
learning different techniques.
You watch somebody do
something amazing, and it
inspires you; it makes you
want to kill it.

F&H: What excites you
about your job?
MM: What’s next. Working on
and tightening up what we
have; building another thing.
Now [our ownership group]
has Parts & Labour, Dog
& Bear [a sports bar/pub],
P&L Burger and a catering
company that we just got
a new space for. I love the
setup and the stuff that goes
on behind building something
new. It’s fun to start with an
empty space, and then all of
a sudden it’s a fully functioning production kitchen.

SOUPED-UP

Matty Matheson’s
go-to dish is soup.
The Toronto chef
loves ramen and
pho in Chinatown.
He eats soup at
least four times
a week.
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NEW BEGINNINGS
Former Atlantica chef David Battcock prepares
to open his own butchery and restaurant

BY LAURA PRATT | PHOTOGRAPH BY CHRIS CROCKWELL

David Battcock is making a
change. In the past dozen years, the chef
travelled from his native St. John’s, N.L. to
work in fine-dining establishments in Toronto
and the Cayman Islands before answering
“a call for home” in 2012 and taking the
executive chef job at Atlantica Restaurant. In
December, he left Atlantica to embark on a
new journey, and now he’s preparing to open
a butcher shop and, eventually, a restaurant
to go with it. Both will focus on products
from local farmers and purveyors. Scheduled
to open in mid-summer in St. John’s, the
provisionally named Meat Locker will be a
3,000-sq.-ft. homage to meat with two
walk-in fridges and dedicated spaces
for charcuterie, smoked meat, and
“anything-I-can-get-my-hands-on”
game, including moose and rabbit.
F&H: What role did food
play in your childhood?
David Battcock: We always
thrived on good food and
weren’t into processed
ingredients. Mom did a lot of
baking, stews and traditional
Newfoundland dishes, like
Jig’s Dinner — beef, cabbage, carrot and onion in
a pot. And we ate a lot of
seafood — scallops and
salt cod.
F&H: Why a butcher shop?
DB: I spent 12 years of
blood, sweat and tears in the
kitchen and always [suffered]
because we were lacking
suppliers. I’m going to take
it on myself to become one
of those suppliers. And I’m
trying to keep it as local as
possible to help my community. There’s only one butcher
shop in the city now — it’s
100 years old, and [the owners] haven’t done anything
different in 100 years. I’m
looking to give a better perspective on food. So many
people have lost touch with
where their food comes from.
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FIELD TO FORK

Chef David Battcock’s first “kill”
was a large moose he shot while
out with his uncle in Newfoundland
when he was 12 or 13. Killing the
animal was “difficult,” but he got
over it when it became “product”
the family enjoyed for a long time.
“Moose is delicious,” he says. “It’s
leaner than beef but still has that
red meat consistency.”

F&H: Do
Newfoundlanders
like meat?
DB: Absolutely. But, right
now, the farming industry
here isn’t the greatest.
There are only 35 or 40
cattle per farm and only
two pork producers on the
island. I have a plan to
open a farm and a slaughterhouse down the road
from the butcher [shop],
because I’m having trouble
sourcing certain ingredients. Up to 80 per cent of
our fish is exported, so it’s
not as easy as you would
think to get fish, either.
F&H: Tell me about
the restaurant.
DB: I’m going to open a
southern barbecue restaurant. It’s my favourite food:
ribs and brisket, anything
slow-cooked.
F&H: Why is it important
that we know food’s
provenance?
DB: It gives the food more
meaning, as opposed to
just filling a void in your
stomach. Food gives us
life. A couple of years into
being a chef, I saw all
this animal product coming across my board and
realized I didn’t know the
story behind it. I’ve made
an effort to change that.
Now I’ve slaughtered, I’ve
farmed, I’ve tried everything to make sure I know
exactly where food comes
from — to give
it respect.

FOODSERVICEANDHOSPITALITY.COM

FOOD
Chef Profiles

PASSION PLAY
Miriam Streiman’s love of food has
spawned a farm-to-fork business

BY ROSANNA CAIRA | PHOTOGRAPH BY MARGARET MULLIGAN

Miriam Streiman always knew she
loved feeding people, but little did she dream
she’d end up running Mad Maple, a quaint inn in Creemore,
Ont. where she satiates her guests’ desire for good food
and serves as a conduit for them to experience the wonders
of nature, too. Originally, her passion for food led her to
Toronto’s George Brown College (GBC) where she graduated from the Culinary Management Program. “I was fortunate to intern at the Food Network, which unexpectedly led
to work in food and television with the incredible Claudia
Bianchi,” says the 33-year-old. Subsequently, she enrolled in
GBC’s Italian Culinary Arts Program where Paul DeCampo’s
Slow Food course played a pivotal role in her approach to
food. Eventually, she found her calling at Mad Maple, which
she opened in 2012.
F&H: What is your mandate at
Mad Maple?
Miriam Streiman: We want to
create experiences that are generous, authentic and hand-crafted. Mad Maple is a hub for food,
arts and culture and a forum for
collaboration. We offer accommodations, present events, private
dinners, cooking workshops and
work with other chefs, artists,
farmers, foragers and authors. As
an inn, we are ambassadors for
our community. I want to create
a destination and a brand that
tells a story through food and our
landscape.
F&H: Tell me about the food
you prepare at the inn?
MS: The food is made from
scratch and with heart and is
dictated by the rhythms of the
seasons. We work closely with
producers and artisans in our
area and beyond. The food producers and those relationships
are the foundation of our food
programming.
F&H: Where do your source
your ingredients?
MS: Brent and Gil at the New
Farm, Hugh Simpson from
Osprey Honey Bluffs, Roy and
Ginny at Roy’L Acres, Kit and
Mary Anne Tupling, Sheldon
Creek Dairy, K2 Milling, Monforte
Dairy and more.

F&H: What are some of
the most popular dishes
you’ve created at the inn?
MS: Among our popular creations
are Red Fife Maple Scones,
Duck Egg Pasta, Foraged
Edibles cooked over fire with
Runny Poached Eggs, Marzipan
Almond Tarts with Caramel Apple
Butter and Soma Chocolate Chip
Cookies.
F&H: What are your favourite
food memories?
MS: Along with my husband,
Neil, making roast chicken in the
wood oven; sipping warm ricotta
from the ladle in Italy and sitting
at huge family tables with my
grandparents.
F&H: How is the evolving food
movement affecting what you
do at the inn?
MS: It’s about authentic experiences told through food, something people are interested in
now as part of social gathering.
It’s also a vehicle to bring people
together. At Mad Maple guests
will often not know one another,
but by sharing a table or preparing recipes together in a cooking
class, people are connecting
and engaging with their food.
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THE NAME
GAME

The Mad Maple
Country Inn in
Creemore, Ont. has
a name rooted in
various influences.
“We are surrounded
by natural springs
and rivers, one
of which is The
Mad River. We are
located in Maple
Valley. The forest
in the back of the
inn stands tall with
maple trees, and
well, quite frankly,
we were a little mad
moving from our
little Kensington
apartment … to
a 100-acre farm,”
says owner Miriam
Streiman.
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News Briefs

NETTING
SUSTAINABLE
SALMON
In late spring, B.C.’s Kuterra
announced the first commercial
harvest of farmed Atlantic salmon from
its next-generation facility on Vancouver
Island. Raised in tanks on dry land, Kuterra’s
salmon is produced without hormones and
without the antibiotics and pesticides needed
in open-net aquaculture.
For chefs and foodservice operators, sustainably farmed salmon is likely to be a highprofile premium offering with strong market
acceptance. Speaking a week after Kuterra’s
launch at the Atlantic Salmon Federation’s
headquarters in Saint Andrews, N.B., Guy
Dean of Albion Fisheries — Kuterra’s distributor — estimated the North American
demand for sustainably farmed salmon at
750-million pounds per year. The current
supply of farmed salmon with some form of
ecological certification lags well behind, at
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SEA CHANGE
B.C.’s Kuterra has completed its first commercial harvest of farmed
Atlantic salmon as
demand for sustainable
fish intensifies

DID
YOU
HEAR?

only four-million pounds per year.
Dean spoke at a two-day workshop on
recirculating aquaculture systems, cohosted by the Atlantic Salmon Federation
and the West Virginia-based Freshwater
Institute. Steven Summerfelt, The Freshwater
Institute’s research director, said Kuterra’s
launch could provide a crucial boost to the
fledgling industry. “We need a success story,”
he told workshop attendees. “We need someone producing salmon on a commercial scale
and making a profit.”
Kuterra can currently produce 450 metric
tons of salmon per year, just enough to whet
the appetite of chefs and seafood buyers.
The initial production facility will serve as a
template for future expansion, bringing the
operation’s total capacity to 2,500 metric
tons over the next few years.
The fishery’s initial harvest was snapped
up by Canada Safeway for sale in its B.C. and
Alberta stores, but, as more product becomes
available, Albion’s Dean sees a key role for
the foodservice industry. “Chefs are on the
front line,” he says. “They have the power
and the influence to support sustainable
methods.” — Fred Decker

Cultured beef could be coming
to a plate near you. Last August, 200
journalists and academics gathered in
London to see the unveiling of the first
lab-grown burger. Dubbed “Cultured
Beef,” the sample was the culmination
of a €250,000 ($460,000) initiative
launched in 2008 to address future
food shortages and emission problems
caused by the current meat production
system. According to the Rome-based
Food and Agriculture Organization of
the United Nations, society is expected
to face a critical food shortage by
2050, and scientists believe that growing “cultured beef” may be a solution.
“What we are trying … is important,
because I hope it will show cultured
beef has the answers to major problems
the world faces,” said Mark Post, professor of Vascular Physiology and Tissue
Engineering at Maastricht University
in the Netherlands and leader of the
Cultured Beef project. The product is
made with cells post-harvested from
a living cow, which multiply to create muscle tissue. The cells grow into
strands, with more than 20,000 strands
combining to create one hamburger
patty. The test burger was prepared
with egg powder and breadcrumbs and
sampled by Josh Schonwald, a food
writer who remarked that it tasted like
“animal protein” and pronounced it “a
very good start.” The Cultured Beef
team predicts commercial production
could begin within the next 10 to 20
years. — Jackie Sloat-Spencer
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TO LABEL
OR NOT
TO LABEL

The menu-labelling debate
has been fodder for conversation for the
past five years, but recently the conversation
changed — at least in Ontario. It began in
earnest last October when Ontario’s Ministry
of Health and Long-Term Care announced
proposed legislation that required large
chain restaurants (20 or more locations in
Ontario) to post calorie and other nutritional information on menus. “The Making
Healthier Choices Act,” which required
that restaurants also display information
that educates patrons about their daily
caloric requirements, eventually had its
second reading, but (in a surprising move
for many) it was recently dropped. Now
change is happening organically as many

restaurant companies are choosing to make
more information available to their guests
anyway. McDonald’s, A&W and Subway
have already hopped on the transparency
train, announcing their participation in the
B.C.’s Informed Dining program — whereby
restaurant companies give customers access
to nutrition information about their menu
items — and posting nutritional information
on their websites. Online nutritional information makes more sense for the restaurant
industry, says Sandra Matheson, president
of the Oakville, Ont.-based Food Systems
Consulting Inc. “It is important that restaurants have caloric, nutrient and ingredient
content information available for customers,”
she says. “Having it on their website, however, is more practical, because it is easier to
update and more information can be provided to help consumers understand allergen
as well as nutrient content. Often healthier
menu options aren’t on the overhead menus,
so if more health-conscious consumers look
at the website they will see the full selection
available. Plus, there is more of an opportunity to engage with customers who have
questions or concerns, which doesn’t usually
happen at point of service.”
— Jackie Sloat-Spencer

A NEW
NORMAL
Sugar is under attack.
Fed Up, the latest documentary about
the food industry is narrated by talkshow host Katie Couric and delves
into the addictive nature of sugar that’s
added to 80 per cent of food items
in America, according to the recently
released film. “Everything we’ve been
told about food and exercise for the
past 30 years is dead wrong. Fed Up is
the film the food industry doesn’t want
you to see,” reads the documentary’s
promotional material. Facts from the
film’s website purport that an estimated
93-million Americans are affected by
obesity. The good news is more chefs
across the continent are finding ways to
please the growing number of consumers who are limiting sugar and reinventing their diets. — Brianne Binelli

FEEDING ONTARIO
Since the local movement is about connecting
communities to their terroir, it makes sense that there’s now a
website that facilitates that relationship. The Ontario Culinary
Tourism Alliance aims to do that with its feaston.ontarioculinary.
com project. “Feast On is a provincial designation program that
celebrates industry champions for their steadfast commitment to
serving, sourcing and identifying Ontario food and drink,” explains
the website’s marketing material. This window to Ontario’s bounty
is designed for travellers and Ontario residents searching for local
food, partnerships and activities, which they can find by searching
the site for member profiles (which include menu items, a list of
local partners and more). “Community connectors” are audited to
meet criteria, paying $100 to apply and $250 upon activation. — BB
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THE 2014 BAR REPORT
Craft beers take the spotlight, while sales of spirits
and wine continue their upward trajectory
BY ALAN McGINTY

Bar and restaurant operators had reason
to smile in 2013, as sales of beverage
alcohol continued on an upward march
in Canada, with $21.4 billion in sales in
the year-ended March 31, 2013 — up 2.2
per cent from the previous year, according to the most recent Statistics Canada
figures. Established favourites still rule
the roost, but smart managers are boosting sales by tapping into what’s trending.
This year’s leaders are craft beer, brown
spirits, fresh-ingredient cocktails and
sweeter red-blend wines.
FOODSERVICEANDHOSPITALITY.COM
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BEER

The remarkable growth of
craft beer is the bright spot
in an otherwise flat beer
market. Craft brewers used
to be called microbreweries until some of them got
very big (think Sleeman in
Canada, Samuel Adams in
the U.S.), so experts settled
on the term “craft.” Such
beers are usually presented
as more “authentic” than
the mass-market variety and
are typically more flavourful. In Canada, beer sales are
down 0.1 per cent, according to Statistics Canada, yet
the still-small craft segment
is growing by double digits
(See Beer by the Numbers, p.
41). In the U.S., beer sales
overall fell 1.7 per cent in

the first quarter of 2014, but
craft is growing there, too,
according to Technomic,
a Chicago-based firm,
which provides research
and consulting services to
foodservice clients in the
U.S. and Canada. “Beer in
the U.S. is a very dynamic
category right now and
evolving quickly,” explains
Donna Hood Crecca, senior
director and on-premise
beverage consultant for
Technomic. Some categories, such as super-premium
domestic and imported
beers, are seeing increases,
but, Hood Crecca says,
“Craft’s growth is continuing at a significant pace, and
restaurant and bar operators are really capitalizing
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on [it].”
Ontario Craft Brewers
(OCB) is an organization
of more than 35 breweries
with a focus on “simple,
natural ingredients.” Its core
supporters are loyal and
go out of their way to seek
craft as opposed to “macro”
beer (made by the big breweries). OCB even offers a
free GPS-enabled app that
tells users where to buy the
many brands; the latest version features restaurants
and bars.
Despite this effort to
make it easier to connect

consumers with craft,
and the double-digit sales
increases reported by the
Liquor Control Board of
Ontario (LCBO), (category
sales are up 35.2 per cent
from 2010 to 2011 and
another 29.4 per cent from
2011 to 2012) the craft
market in Ontario is modest, leaving lots of room
for growth. “Even the best
markets in Canada, like
B.C., are not as developed as
those in the U.S. In Ontario,
craft beer accounts for
only about five per cent of
beer sales,” says David Ort,
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WHAT ARE ONTARIO’S TOP
SOMM’S COOLING OFF
WITH THIS SUMMER?

X

now in fresh new 2013 vintage

Toronto-based food-anddrink writer and author of
The Canadian Craft Beer
Cookbook. “In Portland,
Oregon, craft beer now outsells macro beer, and many
U.S. cities are in the 40-percent craft beer range.”
Ort suggests simple
steps managers can take to
increase beer sales: “Add
knowledge when you serve
craft beer. For example,
give staff basic information about the brewery and
brewing process. Also make
sure you’re using proper
glasses for certain beers,

branded glasses where possible — and not frozen
glasses.” Ort pauses, frowns,
then adds, “that’s bad.”
According to Ort, frozen
glasses will have an effect on
the taste of the beer.
A compelling reason to
consider craft beer is that
it offers higher margins,
says Ort. But that’s not all.
“Customers approach them
differently [than big commercial beers] and tend not
to be obsessed with certain
brands. They’re happy to try
whatever looks interesting,”
explains the beer expert.
Todd Barile is beverage
manager for Burlington,
Ont.-based SIR Corp.,
which operates 58 restaurants in the Greater Toronto
Area, including Jack Astor’s
Bar and Grill, Canyon Creek
Chophouse and The Loose
Moose chains. Barile says
The Loose Moose, located
near Toronto’s financial district, was originally a sports
bar with a focus on big
brands but was relaunched
as a serious beer joint with
57 taps, giving it the best
selection of draft in the city.
It has been so successful
that the company has added
more beer lines to its other
restaurants. “It helps to have
more taps these days,” says
Barile. “There’s a lot of loyalty to the national brands,
but more people want to try
new things.”
Jay Jones is one of the
founders of the Vancouverbased Canadian Professional
Bartenders Association and
is the executive bartender
and brand manager for the
Donnelly Group, which
runs 20 pubs, bars and restaurants in the Vancouver
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BEER BY
THE NUMBERS
Beer volume sales have
declined, but the craft
category is booming.
Check out the stats
below from Statistics
Canada, Beer Canada,
the Liquor Control Board
of Ontario and the
British Columbia Liquor
Distribution Branch.
Total Canadian beer
sales year-ended
March 31, 2013:
$9.1 billion, down 0.1
per cent from the
previous year
Beer share of alcohol
market (dollar value):
2003: 50 per cent
2013: 43 per cent
Craft beer sales
increase:
Ontario: (2011-12) 29.4
per cent; B.C.:
(2013-14) 32.8 per cent
Number of breweries
in Canada:
2007: 268
2012: 371

area. Jones is managing the
launch of the company’s
biggest venue to date, The
Blackbird Public House
and Oyster Bar. The twofloor bar-and-pub complex
opened at the end of 2013
and has 60-plus staff and
more than 250 seats. In
addition to the oyster bar,
there’s a scotch bar and, for
some reason, a barbershop.
The downtown location
means the Blackbird gets

now in fresh new 2013 vintage

POURING FOR PROFITS

business folk for lunch and
after work, then a dinner
crowd followed by the latenighters, until 2 a.m.
With its varied clientele,
the Blackbird is something
of an incubator for trends
and ideas, which are then
rolled out across other locations as appropriate. “Beer
is a big part of what we do,”
says Jones. “Vancouver has
an incredible craft scene.
We participated in the
Fourth Annual Vancouver
Craft Beer Week at the end
of May by holding a beerfocused cocktail competition.” Bartenders concocted
cocktails with a beer base,
adding bourbon, cocktail mixes or liqueurs. Of
the 24 lines of beer at the
Blackbird, at any given time
only about six are macro
beers, and, although many
customers ask for Molson
Canadian or Kokanee,
Blackbird servers promote
local brews. “We suggest
one of our beers that has a
similar taste profile. Light,
golden lager is always going
to be your leader, so make
sure there’s some on tap,”
advises Jones.
SPIRITS

The fact that the Blackbird
has a scotch bar is also
on-trend: scotch, bourbon,
rye and Irish whiskies are
among the top-performing
spirits in Canada. According
to the LCBO, American
and Irish whiskey sales in
Ontario in 2012 were up
13.9 and 18.3 per cent, year
over year respectively, and
in B.C. the percentages
were even greater: up 26.4
and 22.5 per cent, year over
year respectively, accord-

ing to the British Columbia
Liquor Distribution Branch
(BCLDB). It’s the same situation in the U.S., according to Technomic’s Hood
Crecca. “For the first time in
more than 15 years, brown
spirits are outpacing white.
American whiskey and Irish
whiskey have had doubledigit growth in the U.S. for

several years, and there’s
also momentum in singlemalt Scotch,” she says.
When it comes to creative cocktailing, it’s hard
to top Toronto’s Barchef,
run by Frankie Solarik. He’s
been making fresh cocktails
on Queen St. W. for the last
five years. “We take a culinary approach to cocktails
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SPIRITS BY
THE NUMBERS
Spirits are up. Whisky
and rum lead the way
as imports rise. Check
out the Statistics Canada
facts below.
Total Canadian spirits
sales year-ended March
31, 2013: $5.4 billion,
up 2.9 per cent from
the previous year
Market share by
broad type:
Whisky/Scotch/Bourbon:
27.3 per cent
Vodka: 24 per cent
Rum: 17 per cent
Top gainers:
Liqueurs: 9.5 per cent
Rum: 4.1 per cent
Market share of
imported spirits:
2003: 26 per cent
2013: 33 per cent

and make all our ingredients in-house,” he says.
Solarik offers 28 cocktails
created at Barchef but says
his bartenders are happy
to make any of the classics.
In terms of trends, Solarik
says brown spirits such as
bourbon and rum are doing
well, but he’s excited about
the gins of summer. “It’s
my favourite spirit to work
with because of the range

of flavours,” says the author
of The Bar Chef, which
includes 80 original recipes
and made the shortlist in
the World’s Best Cocktail
Book category at the Parisbased Gourmand Awards.
Eddy Germain, manager of Le Lab in the trendy
Plateau Mont-Royal area of
Montreal, has also been in
business for five years and,
like Barchef, Le Lab offers a
unique list. “We feature 40
cocktails, and each month
we add new ones,” he says.
“Cocktails are still rising in
Quebec — we get more and
more locals, but we also get
a lot of people from the U.S.
and Europe.” A current hit
is the Jerky Lab Jack with
Jack Daniels N7, Pierre
Ferrand Dry Curaçao, sugar,
the house-made bitter’Lab
BBQ and a side of beef
jerky. Also popular is its
gin and tonic. Choose from
more than a dozen gins,
and the bartenders will mix
it with their house-made
‘tonique ancestral.’ Le Lab
bottles and sells its housemade syrups both at the bar
and at local markets.
In B.C., the Donnelly
Group’s Jones says cocktail culture in Vancouver
has been growing, especially during the last five
years, when bourbon took
off and the city’s hosting of the 2010 Olympic
Games encouraged higher
standards. Ten years ago,
Vancouverites were
into Tom Collins and
Cosmopolitan. Now, says
Jones, “Negroni, Sazerac,
Manhattan, Margarita and
Daquiri are the standards.”
In the more mature U.S.
market, Hood Crecca says
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“Margarita remains the
most popular cocktail, while
spirits with carbonated soft
drinks or juice are also top
calls. Spice and heat are
trending flavour profiles —
shots of Fireball Cinnamon,
flavoured whiskies and
liqueurs featuring cinnamon or spice.” She also adds
that very candied and sweet
cocktails are in decline,
so hold off on the Cotton
Candy Cosmo specials.
WINE

The wine market continues to grow more strongly
than either spirits or beer
in Canada, according to
broad category figures from
the LCBO and Statistics
Canada, and reds are still
way ahead of whites.
In the U.S., sales are
generally stable, with the
biggies such as Cabernet
Sauvignon and Chardonnay
still taking the lion’s share.
“Moscato popped in
recent years but appears
to have slowed in terms
of consumer call,” says
Technomic’s Hood Crecca.

POURING FOR PROFITS

WINE BY
THE NUMBERS
Canadians are drinking more
wine than ever and more
of it is red. Check out the
Statistics Canada
facts below.
Total Canadian wine sales
year-ended March 31, 2013:
$6.8 billion, up 4.9 per cent
from the previous year
Total wine consumed in
Canada year-ended March
31, 2013: 506-million litres
Per-capita annual wine
consumption in Canada:
2002: 12.6 litres per person
2013: 17.4 litres per person
Red wine as a percentage
of wine sales: 2002: 48 per
cent, 2013: 56 per cent

Pickle Barrel Yonge Eglinton Centre
Mackay Wong Strategic Design
Photography: David Whittaker

“But sparkling wine in
general is outpacing table
wine. Consumers are really
embracing sparkling wines
— Champagne, Prosecco,
Cava [from Spain] and
Spumante [from Italy].”
Jones says Prosecco is big
in Vancouver, and he’s been
having success with Spanish
wines, including rosé, but
he says that California and
Australia are still dominant.
Local B.C. wines are also
doing well, but they tend
to come in at higher price
points.
SIR Corp.’s Barile has
seen “big growth” in wines
from Spain, including
its lesser-known whites.
“Prosecco is our go-to
sparkler, but sales have

remained stable. California
red blends have been very
strong, especially the ones
that are a little bit sweeter.”
In terms of whites,
Chardonnay is the number-1 varietal. One surprise has been SIR Corp.’s
relaunch of an old houseparty favourite. “We’ve
had great success with our
sangria,” explains Barile.
“We bring glasses with fresh
fruit pieces, then a flip-top
bottle of sangria, which
stays on the table for refills.
Customers love it.”
The SIR Corp.’s sangria
is the confluence of two top
trends: sweeter red wines
and fresh fruit in cocktails:
it pays to pay attention to
what the people want. l
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HIDDEN
GEMS

Restaurant restrooms
tell a bigger story than
operators might think
BY DENISE DEVEAU

SPACE SAVERS
Clean, streamlined
restrooms with
equipment that’s
designed to save
space on the floor
and walls is winning
praise at the Ottawa
Convention Centre
(above, left) and in
the designs at Nova
Scotia’s McMurtry
Art & Design Inc.
(above, right)
FOODSERVICEANDHOSPITALITY.COM
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restaurant
may have the
best decor and
menu on the street, but
if its restrooms aren’t up
to standard, customers
could lose trust in the
operation and avoid a
repeat visit.
“People don’t choose
a restaurant based on
the washrooms,” confirms Shannon Bruhm,
VP, Operations for RCR
Hospitality Group in
Halifax, “but if they’re
dirty, they won’t come
back.”
The numbers support
this claim. According
to research from
Mississauga, Ont.-based
Cintas Canada Ltd., 94
per cent of respondents
said they would avoid
a dining establishment

in the future if they
encountered dirty restrooms. The top turnoffs noted were dirty
or sticky floors (93 per
cent); unflushed toilets
(90 per cent); odour
(89 per cent); and overflowing trash cans (88
per cent). A survey by
Rochester, N.Y.-based
Harris Interactive,
undertaken on behalf of
U.S.-based SCA Tissue
North America, shows
88 per cent of people
visiting restaurants felt
restroom cleanliness
reflects the hygiene
standards throughout
the establishment,
including in the kitchen
and food-prep areas. So,
it’s essential to enforce
a restroom maintenance program with

hourly, daily, weekly
and monthly cleaning
responsibilities based on
traffic patterns.
John Stratigeas,
owner of Tin Cup
Sports Grill locations
in Oakville, Burlington
and Brantford in
Ontario, typically dedicates at least 12 per cent
of his budget to his
restrooms when building a new restaurant.
Stratigeas makes a point
of enforcing a daily
cleaning regime as well
as a monthly professional deep clean. His
service’s workers scrub
grout lines and tile surfaces as well as under
toilet rims and around
fixtures and counters
that other cleaning
might miss. “Once a

month we have HCS
[Hygiene Consulting
Solutions] come in with
machines to sanitize
everything from top
to bottom,” he affirms.
Burlington, Ont.-based
HCS uses a proprietary
Kaivac cleaning system. Depending on the
size of the facility and
design, the starting rate
for deep-clean services
is $120.
But, good washroom
sanitation takes more
than regular cleaning
and restocking of supplies — design and
good equipment also
comes into play. “It
doesn’t have to look
institutional. What’s
more important is
that it’s designed so
everything is easier to
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keep clean,” says Doug Feltmate,
director of Foodservice and
Hospitality for Montreal-based
consulting company WSP
Canada and owner of Brasserie
D’Orleans in Ottawa. Wall-hung
toilets, for example, provide
a clear space underneath for
mopping, although there is one
caveat. “They can be pricier,
because the walls have to be
reinforced and the installation
is more complicated; and they
have to be ADA [Americans
with Disabilities Act] compliant,” Feltmate explains. A typical floor-type toilet with a tank
costs approximately $400, while
a wall-hung toilet installation
could cost up to $2,000.
If that’s not an option,
Feltmate recommends a toilet
with a straight side wall on the
base so there are no crevices, flat
parts or knobs that can accumulate bacteria and dirt. These
would cost approximately $20 to
$30 more than a standard toilet
design.
The Brasserie D’Orleans owner’s faucets of choice are handsfree (battery-powered or wired
in, depending on preferences).
The key to hands-free faucets is
ensuring there is enough water
flow to effectively clean hands.
Hands-free faucets cost between
$200 and $400, while a conventional one costs between $110
and $120.
Minimizing counter space
around sinks can also help keep
a washroom space clean. “I don’t
like long counters, because they
accumulate water and look dirty.
I prefer smaller wall-hung or
pedestal sinks,” Feltmate notes.
“A wall-hung or freestanding
pedestal sink would set you back
$200 to $300 per item. You could
easily spend $250 a foot for a
long counter with sinks, depending on the materials you choose.”

TREND TALK
Zach Allison, an Ontario
account manager for Allied
Technical Services in Toronto,
who provides plumbing specifications to design professionals,
offers insight into the latest
equipment trends in restrooms:
HAND DRYERS: “Super highpowered hand dryers can
cause issues, including noise.
Now operators are looking at
one-stop systems for sinks.
The Basys, from Franklin Park,
Ill.-based Sloan, offers a matching faucet, soap dispenser
and hand dryer at the sink so
people don’t drip water.”
LOW-FLOW TOILETS: Less
than 10 years ago, the amount
of water used in toilets was
reduced from 13 litres to six
litres, now eco-friendly spaces
are using three litres to 4.2
litres, says Allison. He adds:
“American Standard has new
mechanisms that direct more
water for scouring the bowl as
well as new inside coatings
that reduce friction to help with
flushing and cleaning.” The
best option for urinals today is
1/8th gallon per flush.
FLUSH VALVES: These metal
tubes are becoming preferred
over toilets with tanks, because
they can provide stronger
water pressure and take up
less space; they can even be
installed inside the wall for a
cleaner look. There are also
solar-powered valves available
today that use power from bathroom lights to operate.
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and, with virtually no
deflection,
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Koala has redefined the benefits of “family friendly” accommodation with the ultimate baby changing station
design: unmatched for beauty, strength, safety and stability. Plus, seamless construction for baby comfort and ease of
maintenance, exclusive Microban® product protection and Bobrick-keyed bed liner dispenser. More: LEED Certification
contribution, and ASTM, EN and ADA compliance. View Koala’s entire product line including High Chairs and Seating
Products at www.koalabear.com.
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800.315.6252
sales@kbcspecialty.com
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Note: Please one baby at a time. the three babies are to dramatize the strength of the new Koala KB200. Never leave children unattended.
Microban is a registered trademark of Microban International, Ltd. © 2013 Koala Kare Products, A Division of Bobrick
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Soap dispensers
should also be considered carefully since some
wall- or deck-mounted
systems often drip on
countertops. Dispensers
are typically supplied by
the chemical suppliers at
no capital cost.
Although more
sophisticated hand dryers can effectively clean
hands, Feltmate notes
that disposable paper
towels tend to be more
sanitary. “A good practice
is to put the waste can at
the door, so patrons can
use the towel to open the
door and then throw it
away as they leave,” he
advises.
What’s more, Mary

Ellen McMurtry, principal at McMurtry Art &
Design Incorporated in
Dartmouth, N.S., says
studies on bathroom
health and safety have
shown that larger cubicles are more hygienic.
“The typical three-by-five
foot stall is simply too
small. A person’s legs can
be touching toilet paper
dispensers or sanitation
bins. And they don’t
allow women to bring in
a stroller or give people
with disabilities the
space to move around.”
Where possible, she
recommends a six-footby-nine-foot 3/8-inch
stall with an outward
swinging door. “Women’s

soap are used alongside
the Ottawa Convention
washrooms also need
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DH5000

DH5000

Condensate Direct Vent
Removal INDUSTRY EXCLUSIVE

Removes heat and water vapor at
the end of the cycle while recovering
the normally exhausted heat and
transferring it to the booster.
Decreases energy usage
for utilities savings.

Allows unit to vent directly to the
outside. We remove steam
and heat…not your
conditioned air.

Champion. Singularly focused on Warewashing.

800.263.5798 | championindustries.com/canada
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Covertex is the original manufacturer
and distributer of pizza bags and food
delivery bags.
Covertex delivers the bag that keeps
your pizza and food Hot and Fresh to
your customer’s door.
YOUR BEST ADVERTISING IS A
GREAT PIZZA
YOUR WHOLE IMAGE IS IN THE BAG
YOUR LOGO ON THE BAG
Visit our Web site at
WWW.COVERTEXCORP.COM Or email us at
SALES@COVERTEXCORP.COM And keep
your customers happy with Covertex.
COVERTEX CORPORATION
BRAMPTON ON Canada
1-800-968-2310

Soft Serve &
Frozen Yoghurt

Shelf Stable
•
Long Shelf Life
•
Fat Free Options

905-829-9414
•
info@shasky.com
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ADVERTISING WORKS.
• AFFORDABLE
• PRODUCTION INCLUDED
• RESULTS

CALL NOW!
To advertise, please call
(416) 447-0888
ext. 279 or email:
shartsias@kostuchmedia.com
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MARKETPLACE
For more information on how to advertise in Foodservice and Hospitality’s Marketplace section,
contact Steve Hartsias at (416) 447-0888 ext. 279 or email shartsias@kostuchmedia.com
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Refrigeration
& Cooking
Equipment

• 24 Month, 0%
Financing (oac)
• Try Before You
Buy Rentals
• Demonstrators Available
• Trade Show Rentals
est. 1945

Coolers • Freezers • Dishwashers • Ice Makers
Ovens • Fryers • And More
401 Victoria Ave. N. Hamilton, Ontario L8L 5G7
Toll free: 1-866-528-8528 Local: 905-528-8528
SALES • LEASING • RENTALS

ADVERTISE HERE!
To advertise, please call
(416) 447-0888 ext. 279 or
email: shartsias@kostuchmedia.com

Introducing the New
Intelli Kitchen Master!

Are you cooking
SousVide yet

Heavy Duty Chamber
Vacuum Sealers –
make storage and organization a breeze.

Only
$699

Reducee
Spoilag

It chops, mixes, minces, whips,
kneads, blends, stirs but also Cooks, Fries
and Steams at the same time!!
Compare to other Thermal Blenders
and save hundreds of dollars.

Phone: 289.288.0011
Email: info@cedarlaneculinary.ca

Streamline your prep work and ensure
consistent dishes –
no matter who’s cooking.

12 commercial models –
starting at just $799!

@CLCulinary
Web: www.CedarlaneCulinary.ca

Affordable Tools for the Modernist Kitchen

CHEF’STRENDS
FOOD
CORNER



TAPPING

TRENDS

INTO

From new ethnic influences to the return of the classics,
Brooklyn, N.Y.-based restaurant equipment supplier
Kitchenall forecasts the top foodservice trends of the year

COMFY TRUMPS

IN ADDITION TO classic cocktails

EDGY as warm

achieving a renaissance, other

tones and

classics, including sake and Irish

smooth leather

coffee, are also gaining popularity.

accompaniments
replace raw
metals and
timbers in
restaurant design.

SLOW NIGHT? Creative
THE WORLD CUP may be behind the

INTERESTING

operators are filling empty seats

influx of Brazilian flavours on menus.

FLAVOURED

by hosting fun themed events,

Offerings include salgadinhos (salty

SYRUPS, such

snacks) and Caipirinha (Brazil’s national

as tree syrups,

cocktail, made with a sugar cane-based

are trumping

distilled spirit, sugar and lime).

simple syrups

such as tropical luau parties.

in drinks.

RETAIL OUTLETS AND
RESTAURANTS ARE
FORMING sweet collabora-



tions as developers and foodservice operators join forces
to set up one-stop-shops.

OUT OF THE FRYING PAN and

NINE OUT OF 10 RESTAURATEURS

onto burgers and pizza — eggs are

AGREE social media will become an

transcending breakfast and being

increasingly important marketing tool

added to a variety of menu items.

for their business.
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Tonight, serve an evening
they’ll remember forever...
Tonight they are yours. To enchant. To delight. To wow.
Only Mirabel offers the consistent and exacting quality
shrimp you demand from sustainable sources worldwide.
Bring them back with a meal they’ll remember.
1.800.387.7422 highlinerfoodservice.com

