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PROMOTIONS

WARMING TO ARCTIC FOODS

Frcd Koe has a mission. And iUs
no small challenge. As Assistant
Deputy Minister for the Economic
Development and Tourism Depart-
ment of the Government of the
Northwest Territories. Koe is investi-
gating the foodservice and hospitality
market potential for the fish and
game meats indigenous to Canada’s
northern reaches.

Initial  research had indicated a
strong interest in northern or arctic
foods among toodservice operators in
major southern markets: an interest
reinforced by the phenomenal con-
sumer acceptance during Expo 86 of
muskox burgers and caribou steaks at
Icicles Restaurant in the pavilion of
the Government of the Northwest
Territories.

So Koce teamed up with Svd Kir-
wan. the Termories’ director of Natu-
ral Resources. Don Anderson. a Van-
couver-based consultant and former
' manager of Icicles. and a number of
Northern tood producers to strut their

rateurs., and food media in a four-city
culinary tour. The purposce of the tour
 was two-told: to introduce and illus-

By Andrew Douglas

trate the quality and versatility of
exotic northern fish and game meats:

and to discover what restaurateurs :

. and chefs want in terms of product,

price and service.
At the moment. the supply and
availability of some ot the northern

foods is still sporadic. and in many ;
ways the industry is immature and

underdeveloped. While this has the
advantage that development of the

. industry can be tailored to the mar-

food in front of selected chefs, restau-

ket. it also means a significant capital |

investment on the part of northern
producers.

Foodservice represents an excellent
target market tor northern foods. 1t is
specialized and demanding. but also
lucrative and much less price sensi-
tive than the mass retaill market. For
Koe it is a window of opportunity.

The gourmet dinner tour. titled
Northern Foods Feast. opened in

Vancouver and hopscotched across -

Foods of the North: Tenderloin of
Muskox with wild game sauce (left) and
Terrine of Smoked Arctic Char,
Whitefish and Inconnu.

the country stopping in Edmonton.
Toronto and Montreal. The menu.
loosely defined by consulting chef
Maurice O'Flynn, featured venison
consommé: smoked arctic char. in-

i connu and northern whitefish: filet of |

muskox: and a “Northern’ salad with
tundra flowers. Individual chefs in
each city prepared the menu accord-
ing to their own experience. style and
culinary philosophy.

At the King Edward Hotel in To-
ronto. for example. Executive Chef
Fred Reindl served Venison Con-
sommé en croute with Brunoise of
| Vegetables and Wild Sage Quenelles:
a Terrine of Smoked Arctic Char,
garnished with a Smoked Arctic Char
Rose. and Sliced Inconnu and White-
fish. and served with Cranberry

Mousseline: and Tenderloin of Mus- .

kox — delicately marinated in butter-
milk. roasted until rare and served
with a wild game sauce. grand veneur,
10 accent the natural flavour and ten-
derness of the meat — with chante-
relle and cépe mushrooms on the side.

By comparison. Simon Smotkow-

Continued on p. 41




INTERVIEW

JACK ACKROYD

POPPING THE LCBO’S CORK

he Liquor Control Board of

Ontario. largest single distributor
of alcoholic beverages in the free
world, has undergone considerable
change in the last few vears, including
a revamping of its image, expansion
of the Vintages specialty store
concept, and the introduction of
product knowledge and customer
service training for staff members.
And much of the credit for this
progressive liberalization — long
overdue in the minds of many of the
Board’s customers — is owed to its
current Chairman and Chief
Executive Officer, J.W. (Jack)
Ackroyd.

THE LCBO

Special attention has been paid 1o
improving the Board’s lines of com-
munication with the various trade
associations and other interested par-
ties in the restaurant and hotel sector.

By Ted Hallas

This new direction owes a considera-
ble debt to the beer strike in the
summer of 1985, Savs Ackrovd:
“During the beer lockout, | made my
biggest mistake. If it happened over
again. [ would have meetings on day
one with people such as the Ontario
Hotel and Motel Association, The On-
tario Restaurant Association, and oth-
ers.”

“We changed overnight from a
non-handler of beer to having trucks
roll in from the U.S. with 150,000
cases of beer a day. Even after the
beer lockout was over. there were
800.000 cases of beer rolling in that
couldn’t be stopped. The kegs from
the U.S. didn’t fit the setups supplied
from Ontario brewers to the taverns.
If we had a similar problem we would

Jack Ackroyd: Nosing at the Tasting Bar
in Vintages.

get those people in here and say this is
the situation. here’s what we're doing,
what are vour suggestions? It was just
a lack of communication.”

THE RESTAURANT BUSINESS
“Approximately 17 percent of the
business ot the Liquor Control Board
of Ontario is with restaurants and
hotels. This represents a big percent-
age of our total business, which will
be close 10 $2 billion 1n sales this vear
in all of the stores. The number one
thrust of this organization is that we
have to be driven by our customer,
and the hospitality trade is an impor-
tant part of that customer base.

A key feature where we recognize
this fact 1s in the delivery service that
we provide to the restaurants and
hotels in the province of Ontario.
This service is now computerized in
Continued on p. 40
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Tena’er: succulent Brome
Lake Duckling breasts, now
available in boneless, portion-
controlled servings, are an
ideal way to add a distinctive
Hare to your menu today.
Convenient and economiccil
to prepare and serve, new
boneless breast filets are an
excellent source of protein, low
in cholesterol, sodium, fat

and calories... ideal for today'’s
discerning diner.

Genuine Brome Lake Duckling
...a delicacy, worldwide

since 1914.

«  Brome Lake Ducks Ltd., sox 120, knowiton, Quebec, JOE IVO 514-243-5895

Info-Service Number 112
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MENU PLANNING

GRAZING
PICKING UP ON FINGER FOODS

By Nancy Engright

From potato skins and chicken wings to peel-and-cat
shrimp and onion rings. Ontarians love to nibble. The
pre-dinner appetizer or post-theatre snack may be the
occasion. after work. lunchtime or late evening the hour,
but for whatever reason. finger foods and little munchies
mean big business 1o the province's bar and restaurant
industry.

Wise imbibers have long appreciated that simultancous
tood consumption helps diminish the effects of alcohol.
English pub habitués choose meat pies and pickled cggs
over sclf-pickling. Pretzels. peanuts and becer are ingrained
in the American sports consciousness, just as herring,
gravad lax and crisp bread accompany aquavit at the
Swedish smorgasbord.

The 70’s roadhouse popularity gave new life to the
North American bar snack. but in the 80s. sophistication
and appreciation of ethnic cuisines are turning appetizer
items and pub grub into tasty as well as profitable fare.
The ubiquitous deep-fried vegetable is no longer always
heavily breaded nor soaked in oil. Cloyingly sweet pink
sauces for chicken wings have been replaced by fiery.
Tex-Mex concoctions — which. by the way. encourage
patrons 10 order beverages to quench mevitable thirsts.

And unique munchies with flare and finesse are being
gobbled up by knowledgeable consumers. many of them
Yuppies with lots of disposable income who dine out three
or four times a week. She may order popcorn shrimp and
deep-fried mozzarella with a white wine spritzer: he might
crave a mess of cheesy potato skins or nachos to accompa-
ny his beer. Or a group of friends may choose four or five
items from the appetizer menu from which to share several
tastes. For the restaurateur. finger foods can generate
fantastic sales.

Similar to the Spanish “tapas’ tradition of enjoving small
bites of many foods — often spicy to perk the palate —
grazing continues to be a recognizable phenomenon. And
why not? From the consumer standpoint. snacks are
terrific value for money. Portions are smaller and taste
scnsations multiplied. but without the price tag often
attached to entrées or multi-course meals.

“Good finger foods can build bar business.”™ savs An-
drew Laffey. manager of Platters Bar and Restaurant in

Chef Robert Ware prepares virtually all of Platters finger foods
Sfrom scratch. Show here (clockwise from the bottom) are: Wild
Wontons, Bar Mussels, Grilled Shrimp, Cajun Spiced Wings,
Fried Fontina Cheese, Spicy Sausage with Peppers, Garlic
Bread, and Breaded Deep-Fried Mushrooms.

Toronto. "People might come in for a drink after work.
but don’t want a full meal, so they'll order something
small. Appetizers also can be teamed with a salad to make
up a meal-in-one. or a crowd can order a bunch of items to
share.” Platters is owned and operated by the Kalen
Group. of Greenjeans fame.

Platters™ appetizers constitute about 20 percent of food
sales. Laffey estimates. with food costs of 40 percent.
“Some items are costly — shrimp and Fontina cheese. for
cxample — while others can be labour intensive.”” With the
exception of chicken fingers (“We tried our own but
couldn’t make them any better than the frozen prepared
product.”’) Chef Robert Ware and the Platters” kitchen
staff prepare appetizer items from scratch. Mushrooms,
for example. are breaded daily for deep-frving ($3.95 with
a creamy horseradish dip). But the appetizer payoff can
come in other areas. Laffey believes.

“Good appetizers allow an establishment to trv out a
future entrée in a small portion. They're good from a
testing standpoint. We like to be innovative. not imitators.
so we tend to avoid fads or trends.”

Thus. Platters’ parade of appetizer hits: wild wontons -
crisp. spicy deep-fried packets of beef and cheddar cheese.
served with a peanut-honey dip ($3.95): spicy Italian
sausages. char-grilled. served with sautéed red and green
peppers and mustard sauce ($3.95): sensational steamed
mussels in tomato cream sauce ($4.95) and Cajun chicken
wings with the popular apricot-mustard sauce ($4.235).

Taste testing of original recipes is evident in appetizers
at McGinnis Landing restaurants. an eight-vear-old opera-
tion that began in London. At the Waterloo restaurant.
situated in Mennonite country, panels tasted apple butter
made by a local Wellesiey man. Today. the smooth dip
accompanies deep-fried Cheddar cheese balls at locations
in Sarnia. Guelph. Kingston, Ottawa and Mississauga. The
McGinnis version of deep-fried zucchint and mushrooms.
prepared daily in a light batter, resembles Germanic ones
tasted in country hotels by Erin Mills manager John
MacDonald while growing up in the Waterloo area. “The
mushrooms only keep for one day with the egg wash. so
they're time-consuming.” A mustard and horseradish may-
onnaise dip is a spicy accompaniment.

With only 15 percent of prepared products in the
appetizer menu. McGinnis Landing snack items can be
labour intensive. “It's not one of our better areas of
profit.” says co-owner Bob Difruscia. president of Dimac
restaurants. Still. appetizers account for 335 percent of total
sales. with a 38 10 42 percent food cost. and business is
certainly brisk.
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Like many other establishments.
the late-night crowd at McGinnis
Landing 1s extremely wing oriented.

“Every Thurdsay and Friday night -

around 9:45 pm, after dinner is done.

iU's appetizer time and wings are a
high priority.” says McDonald. Cus- -

tomers choose the cooked-to-order
wings with mild. medium hot or sui-
cide sauces (single order $3.95: double
$6.55: and jumbo $8.75).

“Wings are an addictive thing and

people like the wav we prepare ours.™
says Difruscia. Others may order peel-

and-eat shrimp (!4 Ib for $5.55); fried :

mozzazrella with tomato sauce
($4.50). loaded potato skins (three
halves with Cheddar. Monterey Jack
and rcal bacon bits $3.95) or muscarg-
ol (mushroom caps tilled with escarg-
ot. served with Italian bread. $4.59).
Nachos are still big sellers but Di-
fruscia feels Mexican items, such as
burritos and enchiladas. are on the
wane. “We cook our own tortilla
chips daily and make the salsas and
toppings.” Ultimate cheese nachos
($5.95) are the most popular of three
choices. with spicy beef. onion, toma-
toes. Cheddar and Monterey Jack
cheeses. A future appetizer item is
deep-fried broccoli cheddar melt. Or
how about bagel skins. 1o be prepared
like potato skins with homemade top-
pings of cheese. bacon and tomato (all

for under $3). Assortment appetizer -

platters are also being tested in the
London restaurant. according to Di-
truscia.

Few menus offer the range of appe-
tizers featured at Bailey's Balloon
Brigade (two locations in Mississauga
with two more planned. one in Bra-
malea and one in Meadowvale). Pota-
to skin variations alone number six —

O'Reillys cheddar with bacon: Mexi

skins with firehouse chili. and Phila-
delphia with spicy beef. fried onion
and a garlic cream cheese (three skins
$3.95. six skins $5.95 and combo
platter i1s $6.95). Chicken wings can
be Buffalo-stvle (regular, hot or cooks
challenge sauce). a mild barbecue ver-
sion. or honey garlic (“Four vears in
the pertecting process — we almost
have it.” reads the tongue-in-cheek
menu).

The 120-item menu will be cut by
50 or 60 items in the near future. but
appetizer selections will remain as
Continued on p. 38
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UNIQUE NACHOS
Buailey's Balloon Brigade uses their
slightly hot Firehouse Chili (con carne)
in this simple nacho recipe.
Sualamander, convection or nicrowave
oven can be used but with microwave,
be sure not 1o overcook: nachos can
become dry and rubbery.
3 12 0z corn tortilla chips. deep fried
3 0z chili con carne
2 oz shredded Cheddar and/or Monte-
rcy Jack cheeses
2 oz shredded lettuce
| 0z diced tomato
I oz diced green onion
slice. canned Jalapeno peppers. to
taste

Put nacho chips on microwave-
proot plate. (Note: Tortilla chips are
previously deep-fried 1o ensure a crisp
product.) Sprinkle with shredded
cheese.

Microwave or heat in a convection
oven until cheese melts. about one to
one and a half minutes.

Mound a handtful of shredded let-
tuce over top. Sprinkle liberally with
diced tomato and onion and top off
with sliced jalapeno peppers. Yield: 1
to 2 appetizer portions. ©

GARLIC BREAD
This garlic bread tront Platters is
Juzzed up to appear more like a
bruschetta.
I Parisienne stick
6 large ripe tomatoes
4 cloves garlic
4 0z butter
2 tbhsp basil. fresh if available
'8 1sp salt
I'8 1sp pepper
8 Mozzarella cheese slices

Fine dice the tomatoes and two
cloves of gariic. Combine in a bowl
with the basil. salt and pepper. Let
stand 15 minutes.

Cut the Parisienne stick in half
lengthwise. and then each half into
four pieces.

Whip the butter with the remaining
garlic (finely chopped) and spread
over the 8 sections of bread.

Brown the bread under the broiler
in the oven.

Top evenly with the tomato mix-
ture and one slice of cheese each. Melt
the cheese under the broiler and
serve. Yield: 4 servings. O

PORKY PINES
A pork finger that’s versatile us a
snack/bar food or entrée item. Buy
them pre-prepared or make vour own

from scraich.

1 1b (500 g) lean. boneless pork
| egg
1 tbsp (15 mL) water

Breading:

1 cup (250 mL) snack cracker crumbs
2 tbsp (25 mL) minced fresh parsley

I tbsp (15 mL) grated Parmesan
cheesc

12 1sp (2 mL) scasoned salt

12 tsp (2 mL) ltalian dressing

pinch salt (optional)

pinch sugar

Cut pork across the grain into slices
4 inch thick. Then cut into sirips 12
by 2 inches.

In a small bowl. combine egg and
water. In another bowl. combine
breading ingredients. Dip each finger
into egg wash. then breading. Repeat.

Deep frv or pantry until breading is
golden brown and pork is no longer
pink. or bake in a preheated 375 deg
oven for 25 minutes. Turn half way
through cooking time. ©

GRILLED SHRIMPS
(Courtesy Platters Restaurant)

1/2 1b white shrimp 16-20 (approx. 3
pcs)

2 - 6 inch wooden skewers

3 lemon wedges

2 0z butter

| clove garlic

Fine dice clove of garlic. Melt but-
ter over very low tlame. add garhc.
Squeeze | lemon wedge.

Peel shrimp down to last tail sec-
tion leaving tail on. Arrange 4 picces
of shrimp on cach skewer in a looping
fashion. Cook the skewered shrimp on
the barbecue over a medium high
flame. turning constantly. Baste the
skewers as they cook with the garlic
butter mixture.

Total cooking time for the shrimp
is only 3 minutes. just till the shrimp
are cooked through. Do not overcook
the shrimp or they will be dry.

Serve the skewers with a lemon
wedge tor garnish and the remaining
garlic butter for dipping. Yield: Two
skewers. O
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NEIGHBOURHOODS

DOWN BY THE BOARDWALK

By Andrew Douglas

F or a Beacher there 1s simply no
where else 1o live: and for
Torontonians, few escapes rival a
walk along Lake Ontario’s eastern
boardwalk on a hot summer day. But
The Beach is more than just a
neighbourhood or cool respite from a
heatwave. It's a vibrant
commercial/retail district that's
peppered with restaurants. cafés,
specialty food operations and trendyv
retail outlets in competition with
small corner stores. green grocers.
long-time family businesses. and local
cotfee shops.

Heart ot the Beach i1s Queen Street
East. between Woodbine and Victoria
Park Avenues, and no where is the
contrast between the old and new
more evident. Residents chain
themselves to 100-vear-old oak trees
to save them (usually unsuccessfully)
from the developer’s chainsaws: more
and more restaurants stake claim to
stdewalks ftor curbside drinking and

! W XN
dining, and on summer weekends
Queen Street itself becomes a clogged
parking lot. There 1s even
disagreement about what to call the
place: a couple of vears ago the local
merchants association invested
. thousands 1o have street signs erected
~identifying the neighbourhood as the
Beaches, but howls of protest from
residents soon forced their removal —
traditional name for the area is The
' Beach. no °S". In fact. Queen St. itself
can be sub-classified into two distinct

markets: the hustle and bustle
characteristic of the area bounded by
Woodbine and Wineva. and the
quieter. less tfrenzied food operations
found east ot Wineva and heavily
patromized by local residents.

At the moment. The Beach is a
wonderful blend of the old and new,
and for restaurant operators. the
neighbourhood offers a competitive
challenge rivaling that found in any
current hospitality hotspot.

Queen St. also offers visitors to The
Beach an eclectic menu. Longtime
eatery, Scraich Danials, ts renowned
for its wings; pcople will travel from
practically anywhere in Toronto to
line-up for a Homeburger from Licks:
newcommer /! Fornello serves up
wood-fire baked pizzas with shrimp &
fresh herbs. or. eggplant & brie. or.
escargot & garlic. or practically
anything pizza buffs demand today:
Loons offers a continental menu in
white tablecloth solitude. while

13/TABLE D'HOTE December/January 1988
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Firzgerald’s features daily specials
with nightly entertainment; and
chains like Harvevs, Pizza Pizza.
Cultures and Mothers promise few
surprises.

Resident Alex Morgan used to
regularly eat at Café Natasha until he
decided to buy the little 20-seat
restaurant earlier this year. Now
called Café Alexander. it serves
mostly local residents light lunch and
dinner fare, along with schnitzels and
a very limited wine list. Average
cheque i1s $15 with wine. Although
Alex Morgan has no formal restaurant
experience — he is a former director
of the Fred Victor Mission. trained as
a marital/tamily/sexual therapist. and
is a United Church minister without a
church — he enjoys meeting people.

NEIGHBOURHOODS -

has a lot of local friends and no doubt
a fine sense of hospitality.

“The Beach is changing,” says
Morgan. ““becoming more
commercial. Something like a little
town in a big city.”

Sheryl Beals came to The Beach
from Montreal and first worked at
Summers restaurant as a waitress.
Now manager of the 80-seat
restaurant. which functioned as a
bank just six vears ago, she too is a
local resident. Average lunch cheque
is $12 to $15. while dinner costs
about $35 with wine. Daily specials
always include a pasta dish. and
new menu items are usually first
tested as daily specials. In summer,
patio seating expands the restaurant
by 45 seats. Typical customer is 25 to

14/TABLE D'HOTE December/lanuarv 1988



(Top, | to r) Pasta and fish Daily specials
(Tortellini and Grouper) at Summers;
shrimp special at Café Alexander; lining
up at Licks; waiting for Il Fornelio to

open.

50 vears old. and repeat business
accounts for 50 percent of volume.

Average covers: 250 in summer (June)

and about half that during the winter
months.

Stan MacGregor has managed The
Palm restaurant for the past six years
for owner Tom Wavne. who creates.
designs and constructs new
restaurants for would-be
restaurateurs. “[t’s fabulous working
in the Beach.™ he says. ““Like being at
aresort.” From Monday to Friday
business is primarily local. while
weekends draw customers from
throughout the city. On Sunday. The
Palm serves all day breakfast: biggest
individual seller being the $6.95
brunch.

The typical customer is in the 20 to
45 age category. and spends $8 1o $10

NEIGHBOURHOODS

g
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for lunch and $15 to $20 for dinner.
with drinks.

No doubt The Beach will continue
to develop and prosper as a retail and
restaurant location. The danger is that
as a result of this development.
especially if 1t becomes irresponsible
and uncontrolled. The Beach might
lose the charm and sense of
community that has given rise to its
popularity. Restaurant operators. as a
part of this commercial development.
would be well advised to work closely
with neighbourhood associations in
order to preserve and protect the

* character of the neighbourhood and

their own business investments. ©

Andrew Douglas is the Editor/Publisher
of Table d’Héote magazine.
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Pasta consumption in Canada has
increased dramatically over the
last decade. In 1975, we were each
twisting round our forks about six to
eight pounds of pasta a year: today
that figure has more than doubled.
We still have a long way to go to catch
up with the Italians who get through a
staggering 65 plus pounds per year per
head but. according to David Lewis,
spokesperson for the Canadian Pasta
Manufacturer’s Association (CPMA),
a body which represents the major
Canadian producers of dry pasta. “‘the
consumer is having a love affair with
pasta.”

“People are becoming more famil-
iar with pasta. Specialty cuts (fusilli.
shells. etc.) are growing rapidly in
popularity, both at the retail and
foodservice levels.” says Lewis, vice-
president of marketing for Primo
Foods.

Pasta’s rise in popularity is also due
to its recent acceptance as a ““healthy”
food. The ubiquitous pre-game T-
bone steak has been replaced in ath-
letes’ diets by platefuls of pasta. Hum-
ble pasta provides protein. B vita-
mins. iron and carbohydrates and its
210 calories per 4 ounce serving are
only augmented by heavy, rich sauces.

PASTA
ONCE A FILLER, NOW A THRILLER

By Julia Aitken

cheese and other accompaniments.

From a restaurateur’s point of
view, it's hard to think of another
dish that has the potential to generate
as much profit per portion as a plate
of pasta. Says the CPMA’s David
Lewss: “Pasta is relatively inexpen-
sive, casy to work with and easy to
manage as regards portion control. A
restuarant operator can take a plate of
pasta and tart it up using very few
extra mgredients and produce a really
spectacular dish.™

Those  “extra ingredients” can
cause oxpected large profits to dimin-
ish. however, especially in higher-
priced restuarants. Mark McEwen.
owncer-chef of Pronto Ristorante in
uptown  Toronto, admits that al-
though many restaurants run at only
15 to 18 percent food costs on pasta
dishes, his can be as high as 40 to 45
pereent. I use only good wine and
straight cream for my (pasta) sauces.
and smoked duck and fresh seafood.”
McEwan says. “But you can’t sell
pasta tor $16. People just don’t
equate $16 with pasta. so I spend a lot
morc than I should.”

Despute our supposed interest in all
things healthy, Canadians still seem to
favor heavy pasta sauces. At least.

that’s the finding of Christ Psathos.
manager of Pasta on Duncan. a casual
downtown Toronto restaurant whose
specialty 1s obvious. Psathos previous-
lyv worked at a similar restaurant in
Houston, Texas. “"Down south. light
pasta dishes were reaily big because of
the heat.”” Psathos explains. “But up
here people really like heavily-sauced
pasta dishes. The more we put on the
board. the more we sell.”

According to Carole Russo. direc-
tor of Russo Foods. which supplies
fresh pasta to the foodservice industry
in Toronto: “When it comes to fla-
vours of pasta. you are only limited
by vour imagination.” However, the
three most popular flavours are still
egg. spinach and tomato pasta.

Squid ink fettuccine is the best
seller at Scaramouche in Toronto.
Here. the restaurant has introduced
an interesting way to market pasta. As
an alternative to the formal main
dining room, Manager Kirk Brady has

Warm Black Pasta with Tomato
Vinaigrette and Lobster Burger, one of
the more unusual creations of Arpi
Magyar, executive chef at Toronto’s
Auberge du Pommier.

PHOTOGRAPHY: FRED BIRD
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opened a more casual pasta bar. Pa-
trons can opt to sit overlooking an
open kitchen and watch pasta noodles
being made while they wait for their
meal. Brady feels that pasta’s popular-
ity has levelled off but it will maintain
its market share in terms of tradition-
al tflavours and presentations. "I think
there will be a lot of bizarre combina-
tions (ot flavours) appearing in the
future.” says Brady, “but I think they
will fall flat.”

One thing that definitely will not
fall flat is the continuing debate over
fresh pasta versus dried. John Kal-
cevich works for Pasquale Brothers. a
Toronto company that imports de
Cecco dried pasta from Italy and sup-
plies about 300 restaurants in that
city. “Anvthing other than fresh fet-
tuccine or a fresh lasagna sheet is
better dried.” says Kalcevich, adding
emphatically. “I’ve never tasted a
first-rate fresh penne or fusilii.”

Other arguments that favour dried
pasta. according to Kalcevich. are that
1s has a longer shelf life. doesn’t re-
quire refrigeration and once cooked,
dried pasta such as shells. penne and
fusilli. keep their shape better. At
around $1.08 a pound. it’s also cheap-
er than fresh.

With the exception of ice cream.
Chef McEwan makes everything he
serves at Pronto Ristorante. including
the pasta. He advises other restaura-
teurs who are considering making
their own pasta that. like pastry-mak-
ing. it’s something “vyou have to de-
velop a feel tfor.”” However. once mas-
tered. not only will quality control be
better but labour costs can improve.
100.

Hungarian-born Arpi Magyar. exec-
utive chef of the recently opened
L’Auberge Du Pommier in Toronto,
trained for a time in Southern Italy
before coming to Canada eight years
ago. Not surprisingly. Magyar picked
up some tips from the [talians on the
preparation of their national dish. He
advises that cooked fresh pasta should
never be cooled in water — it loses its
strength. “Spread the pasta out on a
table. and sprinkle with oil. Let it cool
naturally. occasionally tossing the
pasta gently with yvour hands.” says
Magyar. According 10 Magyvar. there
are strict traditions surrounding the
type of sauce to serve with cach pasta.

FOOD

Flat pastas. such as fettuccine or lin-
guine, should be tossed in a cream or
cheese sauce. Shaped pastas. such as
shells, lend themselves well to thinner
sauces. like tomato, which can fill the
hollows in the pasta shapes.

There seems little doubt that Pasta
will continue to gain in popularity
throughout Ontario, and as more and
more restaurateurs turn their hand to
creating new pasta dishes, the fresh
versus dried debate will not go away.
While most agree that dried pasta
offers both labour and cost savings,
some will always maintain that there
is a certain sacrifice when it comes 10
taste. Mark McEwen succinctly ex-
presses this position: “It’s Chevy and
Ferrari — who builds the better car?
They both have four wheels and a
steertng wheel. but they're worlds
apart.” ©

TAGLIATELLE, GRILLED
SCALLOPS & ARUGULA WITH
CURRY CREAM & WHITE WINE

Mark McEwan, chef/owner of Pronto
Ristorante in Toronto, created this
recipe using his own, restaurant-made
pasta. The arugula, which gives an
interesting ‘bite’ to the dish. is added
at the last minute so that it wilts
without cooking.

8 0z (250 g) fresh tagliatelle

I tsp (5 mL) unsaited butter

1 tsp (5 mL) finely chopped onion

1 tsp (5 mL) curry powder

salt. pepper. grated nutmeg and garlic
1o taste

1 0z (30 mL) dry white wine

12 cup (125 mL) chicken stock

Yacup (175 mL) 35% cream

2 tbsp (25 mL) banana puree (pineap-
ple or papaya puree can be used in
place of banana, or a mixture of all
three)

| tsp (5 mL) lemon juice

| tomato, peeled. seeded and diced

10 large scallops, seasoned with olive
oil. chopped garlic. lemon juice. salt
and pepper

10 leaves arugula, well washed

In a large pan of boiling, salted
water, blanch tagliatelle. Drain well,
spread out on a marble surface. sprin-
kle with oil and let cool.

In medium pan. melt butter and
sauté onton, curry powder. seasonings

and garlic. Deglaze pan with white
wine and simmer until reduced by
half. Add stock and reduce by half
again.

Stir in cream, banana puree, lemon
juice and tomato. Cook until slightly
thickened.

Grill scallops lightly. Refresh pasta
in unsaited boiling water. drain and
add to curry mixture with arugula.
Taste and adjust seasoning.

Divide pasta between two bowls,
arrange scallops around edge of bowls
and serve at once. Yield: 2 portions.

WARM BLACK PASTA
WITH TOMATO VINAIGRETTE
AND LOBSTER BURGER
This unusual combination comes trom

Arpi Magvar, executive chef at
Toronto’s Auberge du Pommier,

1 cup (250 mL) tomato concasse
(skinned. sceded and chopped ripe
tomato)

Y4 cup (50 mL) fresh coarsely
chopped herbs (thyme, tarragon, basil,
chervil. shallots)

4 cup (50 mL) mixture balsamic
vinegar and lemon juice

1 cup (250 mL) virgin olive oil

salt and coarsely ground black pepper
2 Ib (1 kg) lobster tail meat. roughly
chopped. (Reserve the claws for gar-
nish)

1 whole egg. plus 1 egg yolk

2 large shallots. chopped

salt and crushed white peppercorns

2 tbsp (25 mL) olive oil

10 0z (300 g) fresh squid ink pasta

In a stainless steel bowl. whisk
together first five ingredients 1o make
a tomato vinaigrette. Set aside in a
cool place for 30 minutes for flavours
to blend.

In a medium bowl. mix together
lobster meat. whole egg, egg vyolk.
shallots. salt. and white peppercorns.
Form mixture into 4 patties and
brush each side with olive oil. Cook
lobster burgers over a charcoal gnill
for about two minutes on each side.

Meanwhile. cook pasta in boiling
salted water for three minutes until a/
dente. Drain well and toss with toma-
to vinaigrette. Divide warm pasta be-
tween four plates and top each por-
tion with a lobster burger. Serve at
once. ©
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CONCEPTS

HOT FOR OLD-TIME DELI

Dclicalcsscn restaurants feed on
tradition. Deli toods. and the
atmosphere ot a “real” deli. have a
popular image. A deli is steam in the
air. the smell of garlic. hustle and
bustle. and noise. It is corned beef
piled high on rye. mountains of cole
slaw. the ubiquitous dill pickle. cab-
bage rolls. cheese blintzes. potato
latkes. and the mustard-smeared hot
dog. Above all. the deli restaurant
belongs to a tradition ot good eating
that seems timeless in its appeal. Even
with the newer uptown delicatessen
restaurants. the basic concept remains
the same.

“Walking into a deli should be like
walking into a close friend’s place.”
says Phil Rosenbaum. general manag-
er of the Pickel Barrel which opened
August 1986 1in the ulira-modern
Promenade Mall just north of Toron-
to. “A deli is friendly, personal ser-
vice tn an informal rclaxed atmo-
sphere.™”

It's also a wide selection and vari-
cty of foods. But even with the innu-
merable variations and side dishes
that rival the famous creations of
comic strip glutton Dagwood Bum-
stead. 1t all starts with the basic hot
meat sandwich. A deli can be the
simplest of concepts.

The granddaddy of Toronto deli-
catessens is Shopsy’s. The original
Shopsy's was on Spadina 63 years
ago. in what was then the centre of
the predominantly Jewish shmutah
(clothing) business. It had bare tables,
a man cutting the meat by hand in the
open kitchen. people watching the
kitchen activity as they waited in line
— always lines — for the thick sand-
wiches, dill pickles. and the home-
made soups such as barley and chick-
cn with matzoh balls. Diners sat at
crowded. noisy tables with the backs
of chairs being joustled each time
anyone moved.

Times have changed. but not the
basic concept. Now Shopsy’s is locat-

By Ellen Novack

ed on busy Front Street. across trom
the O'Keete Centre. There are tloor to
ceiling windows. booths separated by
glass with wooden trames. and a side-
walk patio. The take-out area features
gourmet mustards. chutney’s, and
other prepared foods. Customers tend
to be well-dressed — theatre-goers.
local business people. and tourists.

The tables are still arborite. and
there 1sn’t a table cloth in sight. Coke
bottles serve as vases for artificial
pink tlowers decorating cach booth.
The open kitchen is framed by hang-
ing salamis of all kinds.

At the first glance. it is the quintes-
sence of deli. There are even three
little old ladies in the prep kitchen
making matzoh balls. kreplach.
blintzes and kishkas. But this is a
restaurant that has taken the best of
the original Spadina Avenue opera-
tion and added the necessary compo-
nents to attract a wide clientele.

“Deli has become international
says Harold Granitz. who oversees the
Deli Operations tor Unox (owned by
Unilever Canada Limited). which
owns Shopsy’s. “We've been able 10
expose delicatessen 1o the masses.™

As might be expected. the biggest
seller on the menu is the Old-Fash-
ioned — corned beef (with pastrami
or smoked meat as an alternative) on
double rye with potato salad. coleslaw
and dill pickle ($6.50). Also popular is
the “quarter pounder” all beef hot
dog ($2.75) served with a variety of
garnishes such as chili and grated
cheddar cheese ($3.95). Another
house speciality is the chicken soup
with matzoh ball or kreplach (some-
thing like a beef dumpling).

Producing large portions of a wide
variety of foods requires closely-
monitored cost controls. At Shopsy’s.
food costs run between 35 to 40
percent. Says Granitz: “You are deal-
ing with an expensive item — meat.
You need expertise in cooking. pick-
ling and cutting.™

“You have 1o have just enough fat
on the raw brisket. but not too much.
Pickling must be for the right amount
of time. If the meat is overcooked. it
will shrink too much. If the meat is
too thick or it it’s cut trom the wrong
angle. 1t will be tough. If vou put
seven-ounces of meat instead of four
ounces on a sandwich vou will lose
money.”

Operating a delicatessen restaurant
is something of a balancing act. Atter
all. the key attraction is good quality
food served in large portions at af-
fordable prices. With an average
cheque of $7. Shopsy's is a volume
operation. Granitz estimates the res-
taurant does approximately 2.000
covers a day. keeping the 2350-seat
dining room busy. and using addition-
al space on two patios with 130 seats
and a back scction for groups of 30.
There 1s also a bar area with 10 seats.
Each scrver handles six tables. or
about 35 people.

In the front-of-the-house. Shopsy’s
cmployvs about 34 people. with an
additional seven part-time workers.
Each shitt has eleven servers. six bus-
boys. a manager and three hostesses.
Six to seven work the open kitchen.
and another six in the prep kitchen.
In addition. the separate catering area
is staffed by five people. with three
salespeople in the take-out depart-
ment and gourmet store. (The cater-
ing and take-out businesses generate
about 15 to 20 percent of sales.)

Relative to Shopsy’s. the Pickle
Barrel recstaurants are newcomers.
The original Pickle Barrel opened its
doors 17 vyears ago in a Toronto
suburb. The Promenade Mall opera-
tion is the chain’s third unit. and it
will be joined soon bv a fourth store
opening at a second downtown loca-
tion.

Basic Deli: pickled vegetables, cheesecake,
smoked meat, cheese blintz, and the
Sfamous corned beef on rye sandwich at
Shopsy’s.

PHOTOGRAPHY: FRED BIRD
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The Pickle Barrel at the Promenade
Mall has an open kitchen — a feature
that is characteristic of deli’s. Pink
arborite tables are close together, al-
though there are booths as well. Hang-
ing plants accent the green and pink
tiles throughout. The overall impres-
sion 1s airy and light. But the decor
doesn’t sct the atmosphere. Most noti-
cable is the constant noise and activi-
ty of the customers and staff.

Turnover at the 175-seat restaurant
(and 35-seat patio) is impressive. At
lunch during the week, there are 250
1o 400 covers, jumping to 700 covers
on Saturday and slowing to 400 meals
for a typical Sunday. The average
cheque at lunch is $6.40. The pace
picks up at dinner with 400 to 600
covers during the week and 800 to
1,000 covers on weekends. The aver-
age cheque runs at $8.50.

The restaurant i1s doing something
right — general manager Phil Rosen-
baum estimates that two-thirds of his
business consists of destination trade
(which is considerable for a mall loca-
tion). He credits the wide-appeal of
the menu for attracting the predomi-
nately business crowd at lunch (with a
supporting cast of mothers with chil-
dren).

Corned beef. pastrami and smoked
meat are all made from raw briskets.
Rosenbaum explains that the briskets
arrive in large tubs. are drained,
rinsed and certain flavourings added.
They are then cooked in a large steam
kettle for three to four hours. cooled,
refrigerated and put into steam 1ables
for about an hour before serving. The
meat 15 cut by a slicing machine as
needed to make the four or six-ounce
sandwiches ($3.95 to $6.25 with sid-
edish selections).

Food costs are about 40 percent.
and labour 25 percent (there are 13
front-of-the-house staff, and nine in
the back including three certified
chefs).

Taking advantage of its mall loca-
tion, the Pickle Barrel operates a
kiosk in the fast-food court, compet-
ing with 13 other food outlets. There
is an abbreviated menu featuring
sandwiches, salads. wings, fries and
drinks. The average sale of $3 per
person is repeated 2.000 to 3.000
times a week. The kiosk requires three
staff, four on Saturdavys.

CONCEPTS

Ginsberg and Wong restaurants.,
unlike Shopsy's and the Pickle Barrel,
have incorporated deli into their
menu along with Chinese food. ham-
burgers. salads and almost anyvthing
else that can be squeezed onto the
over-sized menu (Cabbage Borsht.
Fritatas). Front and centre 1s The
Dagwood ot Dagwoods. described as
“just like the one in the comics.” with
turkey. ham. roast beef. onions, toma-
to, pickles. mayo. lettuce and Swiss
cheese on a kaiser bun. and with cole
slaw and french fries for good mea-
sure ($6.95).

It is an unusual combination, com-
bining deli and Szechuan dishes on
the same menu. but it scems to work
very well. This shotgun marriage of
styles 1s carried by the decor — tables
are wooden trames with Hebrew and
colourful Chinese newspapers covered
by glass tops. With it’s 240 scats. open
kitchen. and light brick and tile interi-
or highlighted by oversized plastic
food sculptures. this newest Ginsberg
and Wong is tailor-made for north
Toronto. The location. at Steeles and
Dufferin, was chosen because 35.000
cars go by daily. The area is suburban.
family-oriented and upwardly mobile,

Lunch customers are business peo-
ple and women (often in groups such
as ladies’ clubs). while dinner custom-
ers are “family. family. tamily.™ Line-
ups began the day the restaurant
opened. and about 95 percent of the
customers are destination oriented.
Lunch covers number 200 during the
week. 300 on Saturday. with an aver-
age cheque of $9. The 400 dinner
covers from Monday to Thursday
jump to 600 Friday through Sunday.
The average dinner cheque is $11.

High tratfic density 1s one common
denominator of the original Ginsberg
and Wong in a downtown Toronto
mall, the Steele’s St. West location.
and the planned third restaurant.
scheduled to open April 1988 in To-
ronto’s North York Centre.

Despite the trend away from red
meat. the delicatessen business does
very well. Ginsberg and Wong. with
its huge variety, sells 33 percent trom
the deli menu. although the hamburg-
er is still king, accounting for ten
percent of total food sales.

Of the deli meats. corned beef sells
the best (40 percent) followed by pas-
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trami (35 percent) and smoked meat
(25 percent). What sandwich sells best
depends to some extent on the weath-
er. On cold. damp davs. the hot deli
seils best: the Sub and Dagwood do
best on hot davs.

The operation  uses  ready-made
meats delivered in vacuum  packed
bags trom Chicago 38. Although 1t 15
simply put in the steam table. the
cooks and servers must be caretul.
Even with pre-cooked meat there can
be wastage and overprepping. For ex-
ample. meat gets saltier and saltier the
longer 11 1s kept in a stcamer.

Ginsberg and Wong estimates food
costs at 36 percent with delt costs
higher. about 38 to 40 percent. La-
bour runs 23 percent. There are 40
people  working tront-ot-the-house.
and 20 kitchen statt. The customer-
/waitter ratio 1s 20:1. Although 1t's a
volume operation. there 1s a well-
trained statt — seven George Brown
College toodservice graduates are em-
ployed.

For restaurateurs who want to up-
date or expand their menu and bring
in new customers without making
major renovations or purchasces. a del-
icatessen concept is one possibility.
Although the premise may appear
simple. be wary of the pittalls.

As Heinz Lehmann. executive chef
at Shospsy's. points out. there 1s some
kitchen experuse needed tor the prep-
aration of ethnic toods tound on the
tull deli menu.

However. the concept can be butlt
one step at a nme. Sayvs Granitz: “The
answer 1o incorporating deli into an
existing restaurant is 1o buy ready-
made toods.” He suggests buving
corned beet. smoked turkey. pastrami.
smoked ham and all beet salami. Add
coleslaw, potato salad. white and dark
rve breads. onion buns. kaisers. Buy a
good meat slicer. a steamer and mi-
crowave and you are 1n business.

And as with all restaurant opera-
uons. location Is paramount. Some
arcas demand fatter corned beet. for
istance. or white sandwich rve in-
stcad of regular rve. You have 1o
know vour customer.QO

Ellen Novack is a Toronto-based
[freelance writer, specializing in
foodservice journalism.



TECHNOLOGY

SEARCHING FOR
THE RIGHT COMBINATION

t could be called the jack-of-all-

trades of the commercial kitchen.
The combi-oven/steamer combines
the performance of a convection oven
with that of a steamer to provide an
incredibly high level of cooking versa-
tility. This new equipment can be
used for steaming, blanching, simmer-
ing, grilling, braising, gratinating,

. poaching, roasting, baking, defrosting
tand reheating. Originally a German

development of the mid-1970s and
first introduced to the Canadian mar-
ket some five years ago, the combi-
oven/steamer is only now gaining
widespread interest from suppliers
and users alike.

The specific applications of steam-
ers and convection ovens, as separate
pieces of equipment, are widely ap-
preciated. Pressureless steam cooks
food quickly while retaining food
quality, flavour, colour, texture, and
nutritional vaiue. As only fresh steam
1s used, there is no flavour transfer.
and the steam reduces shrinkage in
such items as roasts due to moisture
retention characteristics of the cook-
ing process. The convection oven cir-
culates hot air to provide a uniform
cooking temperature, browning baked
goods cvenly and cooking foods
quickly due to the high level of heat
transter.

With the combi-oven/steamer, all
these advantages come into play.
Roasts need no basting, and shrinkage
i1s comparable to that of a low-temper-
ature oven. Root vegetables cook
quickly and baked potatoes do not
need to be wrapped in foil. Scrambled
eggs can be prepared in short order
without forming a skin — the egg
mixture is cooked in the combi for
two minutes, stirred once, then re-
moved. Bacon placed directly on a
rack, with a pan underneath to catch
the drippings, shrinks less than half of
bacon cooked on a griddle. The end
product looks different as it is not

By Paula Loh

dried up, but the flavour is still main-
tained. The bacon grease can be
caught as it melts away and used for

flavouring other dishes. such as
French Canadian pea soup or glazed
carrots (and the bacon itself becomes
a healthier item as it is less greasy).
These other dishes can be started
while the bacon is cooking. For exam-
ple, put chopped onions in the drip-
ping pan to glaze in the oven. After-
wards, add carrots, salt and sugar and
finish cooking the dish.

Various meat roasts can be pre-
pared simultaneously as there is no
transfer of flavours with the combi.
The steam prevents the drippings
from burning. A five-rib beef roast.
weighing approximately sixteen
pounds, takes 1 34 hours to cook in
the combi-oven/steamer at a tempera-
ture of 320 deg F. This represents a
shorter cooking time than required

Chives restaurant owner, André Rousseau,
checks out installation of a new
combi-oven/steam in the open kitchen
upstairs.

with a standard oven. while using a
lower temperature for energy savings.

As your customers will appreciate.
food quality is maintained. Dry tur-
keys are a thing of the past — the
combi produces a moist product with-
out altering the characteristic colour-
ing. Seafood, such as salmon steaks
and whole fish. is not

actually |

'

poached or broiled. but combines :

these two cooking methods to produce
a product that has its colour and
flavour maximized.

Restaurant consultant and chef
John Schmied. who demonstrated the
combi at a Toronto hotel this spring
for a group of foodservice profession-
als, has found food quality and vield
to be excellent. Assuming the role of
cook for a medium-sized restaurant
serving three meals a day from a
varied menu, he prepared the break-

tast and lunch menu on a scheduled !

basis. While the equipment performed :
to the highest expectations. Schmied :

believes that the full-service restau- ;

rant requires at least one highly-
skilled cook or chef in order to utilit-
1ze the combr’s full potential.

“It’s not a magical piece of equip-
ment,” he says. "Cooking must be
programmed.” The need for well-
trained staff has not prevented

Schmied from specifving the combi- !
150-seat restau- |

oven/steamer for a
rant due to open in January.

For bread, Schmied points out,
temperatures and time vary depend-
ing on the thickness of the dough. The
oven temperature and degree of steam
will vary slightly as the dough thick-
ness varies, requiring a close monitor-
ing to determine when it looks right.
The proofing time of bread is half that
of bread done in dry air. Baking times
are also less when done in the combi-
oven/steamer. Says Schmied: “You
need that experience in baking know-
how.” It is suggested that recipe cards
be used to record optimum cooking

|
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Many items can be pre-prepared by the chef and then

TECHNOLOQGY

re-thermalized later by the kitchen staff.

temperatures and times.

Larry McLean. sales manager for
Chesher Equipment. reinforces the
importance of knowing how to get the
maximum use from the equipment:

. “We want to sell the oven to chefs. 10
' people who know the mechanics of
cooking.” When a unit is sold. Chesh-
©er gives the purchaser some ideas on
. 11s use. then lets him experiment.
Schmied talks of labour savings in
¢ the form of “‘stored labour.” Many
. items can be pre-prepared by the chef
. and then re-thermalized later by the
' kitchen staff. It isn't necessary to have
a trained chet present at all times.
A more populist viewpoint is held
- by André Rousseau. owner of Chives
Restaurant in downtown Toronto.
Rousseau does not believe that the
combi-oven/steamer requires a lot of
skill to operate. For one and a half
. years the combi was the only piece of

cooking cquipment in his small take-
out restaurant located in Yorkdale
Mall. It proved ecspecially useful as
there was no vent at the mall location
for conventional cooking equipment.
He found that the equipment did
cverything tfrom baking croissants and
muffins to boiling eggs and cooking
meat and seatood. "Any tvpe ot food
works 1n the oven with great results.”
he savs.

After giving up the Yorkdale loca-
tion. Roussecau demonstrated a com-
bi-oven/steamer tor Cleveland-Alco.
and helped develop the prototvpe tor
Cleveland’s  newly-iniroduced com-
pact model.

Rosseau 1s convinced that the
combi 1s the way of the future. “It is a
fantastic piece ot equipment.” He ex-
plains that when space is at a premi-
um, the compact and efficient combi
can mean the difference between

The Show

K OOD

that
means

business
for

space being allocated to production of
food or 1o production of revenue.
Rosseau has opted for the combi as
rent 1s expensive in downtown Toron-
to. He uses 1t as a suppiementary
picce of equipment. preparing vegela-
bles to order and baking extra product
when the main kitchen 1s busy.,

Maintenance and  cleaning  are
straightforward. Oven cleaner can be
spraved on. left  overnight. then
stcamed away 1n the morning. With
stcam cooking. of course. food does
not tend to stick to the oven so
spraying oven cleaner does not be-
come a nightly routine.

Sales of the combi-oven/steamer
are mcereasing as more suppliers intro-
duce models to the market. “The
competition s helping 10 increase
product awarcness and credibility.”
says Chesher’s Larry McLean. Chesh-
er imports the original German mod-
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c¢l. the Rational series. and has done
so for the past two vears. Twenty-sev-
en of their units are currently operat-
ing 1n Canada and an additional 18
units have been ordered. Their cus-
tomers range from production and
hospital kitchens 10 caterers and fine
restaurants, Members of the media
covering the Calgary Olympics in
1988 will be cating meals prepared in
a combi-oven/steamer.

The combi comes in various sizes.
It services the kitchen of a restaurant
with less than 80 seats on up 1o one
that scats 400 and above. The cooking
capacity ranges trom six full-size
stcam table pans to 40 pans for the
largest model. The combi Rational
Model COS-101. which holds ten 12 x
20-inch pans within its tabletop di-
mensions, is suitable for a medium-
size restaurant with 80 to 200 seats.

Installation requires an open drain
for the wet exhaust. A quenching
system cools the stcam to water hav-
ing a temperature of approximately
50 degree C (122 deg F) as it drains
out of the oven. The convected air is
clcaned by a stainless steel grease

|—|
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filter. The equipment does not require
a vented hood.

The cost of the combi-oven/steamer
is slightly more than that of a convec-
tion oven and a steamer purchased
scparately (with reference to the Ra-
tionai COS-101). This increased pur-
chase cost is offsct, however, by sav-
ings in labour. cnergy and food costs.
Space in the kitchen is maximized by
having onc piece of equipment in-
stcad of two or more. The combi-
oven/steamer also serves as a proofer
for baking in small volume.

The 38 /4 x 35 x 30 inch (height x
width x depth) oven can be put on a
table or on a floor stand that holds
trays. Sclf-contained, the COS-101
has its own steam generator. built-in
clements and tans.

Another combi model is the stacka-
ble five-pan CombiCraft from Cleve-
land-Alco. Sull in the production

Paula Loh is catering coordinator at
Oakham House in Toronto, and a
graduatre of Guelph University’s Hotel &
Food Administration program.

stage, orders are being taken for deliv- |

ery in three months. Sales manager

John Bardeau states that their market ;

is the small to medium-size restau-

rants offering varied menu items and !
operating in a cramped space. With

this 1n mind. the equipment has been
designed with the controls on the
bottom to result in a narrow piece of
cquipment. The extra size was placed

in the height, a dimension that can be |
accommodated more easily in limited :
kitchen space. The dimensions are 30

x 26 /2 x 28 (height x width x depth).
The CombiCraft 5’s features i1n-

clude a waterproof touch pad. com- |
pensating thermostat. holding-temper-

ature control, steam temperature con-

trol. humidity control and *‘combi- -

trol”. Combitrol. a patented trade-
mark. rcduces the wattage as the

product begins to cook. This 1s said to :

result in energy savings of up to 60
percent while the 1tem 1s cooked.

The
oven/steamer might just disprove that
old adage of ““being all things to all
people.” Quite simply. it can do what
you need it to do. O

introduction of the combi-

¢

and operation.

Mark your calendar
NOW!

This show comprises food and beverage exhibi-
tors ONLY! Incorporating . . . state-of-the-art
registration system . . . PLUS . . . the scope of
2\ exhibitors will offer you a wide and varied range
w of products, services, ideas and concepts that

will enhance your menu

February 21, 22, 23, 1988

The International
Centre

... Canada’s premier exhibition facility. . .
only minutes from Toronto’s

International Airport.
Airport Road and Derry Road, Toronto, Ontario.

Free Parking.

SUNDAY, FEB.21 — 10:00 A.M. -6:00 P.M.
MONDAY, FEB.22 — 10:00 A.M. - 6:00 P.M.
TUESDAY, FEB.23 — 10:00 A.M. -5:00 P.M.

Produced by Denmet Canadian Food & Beverage Show Inc.,
68 Bannatyne Drive, Willowdale, Ontario M2L 2P1. (416) 229-2060

SHOW HOURS:

OPEN TO TRADE ONLY.
RESTRICTED TO PERSONS
19 YEARS AND OVER.

Info-Service Number 114



One of the basic principles of
professional cooking that all
young cooks learn early in their ca-
reers is mise en place. Literally “put-
ting in place.” mise en place is the
practice of preparing constituent parts
of a menu for later assembly and
cooking. Many restaurant operators,
in fact, probably practice mise en
place without realizing it when they
portion control menu ingredients.
during either the purchasing or prepa-
ration process.

Mise en place encompasses all
preparation from chopped shallots to
the most expensive cuts of meat, and
from salt and pepper to elaborate
garnishes. It also includes all cooking
utensils and tools: it is essential to an
efficient operation that these be with-
in easy reach so as not to waste
valuable time and effort.

Before a successful service can be-
gin, all the basic components must be
in place and handy. A professional

| cook would no more think of begin-
| ning service without his mise en place

. than he would think of leaving home

without his trousers.

Mise en place starts with purchas-
ing. A well run kitchen requires that
the raw products be available in the
correct amounts and be of the desired
quality and specification. Effective
purchasing can go a long way towards
alleviating some of the headaches of
food preparation. For example, buy-
ing peeled potatoes or snipped green
beans can make the preparation proc-

© ess more efficient without sacrificing

quality or substantially raising costs.
Menu planning is another impor-
tant aspect of the entire process.
When planning a menu always keep
in mind the capacity of both staff and
equipment. Mise en place that is not
evenly distributed among the staff or
relies too heavily on one piece of

{ equipment may result in unhappyv and

unproductive emplovees.
The importance of mise en place in
the efficient operation of a profession-

TECHNIQUE

MISE EN PLACE

By Dominic Zoffranieri

al kitchen cannot be over-emphasized.
Whether 1t is an opulent hotel dining
room or a humble fast-food outlet.
having all the necessary components
of a menu ready for cooking and
serving in a timely and efficient man-
ner is integral to the success of the
establishment.

The most important arca of misc
en place is that on which the greatest
dollar value is placed: meats and sea-
food. Establishment of a routine in
portioning, handling and rotating of
“high-ticket” items will lead inevita-
bly to greater consistency and better
cost controls. It is advisable that one
staff member (either a butcher or
senior cook) be made responsible for
the trimming and portioning of all
meats and seafood.

With the emphasis now being
placed on vegetables as an integral
part of the meal, the preparation of
vegetables for service has taken on
new importance. Vegetables should be
prepared to the point where minimal
cooking and handling is necessary 1o
bring them to the serving state. This is
achieved by cutting into small and
uniform shapes and blanching to the
proper degree so that all that is re-
quired is a briet and simple cooking.
This will preserve the nutritional
value and appearance of the final
product.

Stocks and sauces have always been
a key element of good cooking. Prepa-
ration of these should be placed in the
hands of a specialist in order 1o
achieve a consistent end product.
Since some of the basic stocks and
sauces require considerable time to
prepare. it is important to establish a
routine that will not overload either
statf or equipment. Availability of

Dominic Zoffranieri, executive chef of the
Delta Chelsea Inn Hotel in Toronto, also
acts as president of the Toronto Escoffier
Sociery. His culinary innovarion and
professional success is representative of
the new breed of Canadian-trained cooks.

28/TABLE D'HOTE December/January 1988

basic stocks and sauces will then
make the preparation of derivative
sauces much casier and in the long
run lead to a quality end product.

Mise en place need not be restrict-
¢d to the components of menu items.
It can include certain high volume
items that may take a long time to
prepare. These 1tems are assembled to
their final serving state ahead of peak
service times. For instance. if vour
experience with a particular salad is
that a minimum ot 20 will be served
during lunch. then having 20 salads
rcady for quick pick-up by the servers
is advisable. But remember, quality
must not sutfer as a result ot the mise
cen place system. Some items lend
themselves to advance preparation.
while others do not.

Most ot the above comments relate
to a la carte service. But the same
basic principles can be applied to
volume feeding operations. Whether
it i1s in banqueting or institutional
feeding, planning and organizing the
preparation for maximum etficiency
1S paramount.

In banquet operations. if the mise
en place 1s planned so that the meal
may be tinished as close to service
time as possible. the end product will
be more palatable. With good menu
planning and sound cooking practices.
1t 18 not necessary to have pre-plated
food sitting for long periods ot time
and 1nevitably deteriorating. By prop-
erlv evaluating statf and equipment
capabilities and designing menu and
production schedules accordingly it 1s
possible to present. in a banquet set-
ting. a higher quality product.

The same mayv be applied to insu-
tutional foodservice. Not all menu
items need to be of the type that are
prepared and held over extended peri-
ods. Through the application of the
basic principles of misc en place. 1t is
possible to create a menu that can be
appealing in both 1ts freshness and
quality. O
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MOVENPICK YORKVILLE
CUSTOMIZING NEW RESTAURANT

ach working day for Philip Chis-
holm starts with the same rou-
tine. At 7 a.m. he heads for Van
Horne Fish Distributors Ltd.’s fish
market looking for the best, freshest
and most marketable fish he can find.

Elbow to elbow in a mass of buyers.
Chisholm expertly examines the new-
ly-arrived buckets of fresh fish.
scarching for the right mix of sizes
and varieties for the day's menu. And
a restaurant — Movenpick Restau-
rants of Switzerland’s new Yorkville
Ave. operation in Toronto — stakes
its reputation on his ability to fulfill
his mission.

Chisholm is chef for the fresh fish
restaurant, La Pecherie. operated in
the two lowest levels of the multi-level
restaurant. While he is cleaning the
fish at the fish market, Shellev Bees-
ton. the pastry chef. is filling the air
with the tantalizing aroma of fresh-
baked goods.

Executive Chef Jodok Greber. re-
sponsible for the entire operation.
spends most of his day in the upstairs
kitchen making certain that the food
for the fast-paced French-style bistro,
called the Bistretto. located on the
upper two levels. is produced to Mo-
venpick’s high standards. quickly. The

CONCEPTS

By Marian Toft

bistro is also where Christian Aerni.
the executive sous chef. spends most
of his time. But when possible he also
assists in the fish restaurant where he
1s learning that side of the operation.
The host of chefs in the restaurant
speaks volumes about Movenpick's
dedication 1o quality. And the differ-
ences  between the two  operations
within the restaurant. as well as be-
tween the Yorkville Ave. and York St.
restaurants. also sets Movenpick apart
from most chains. Says Jorg Reichert.
president and general manager of Mo-
venpick in Canada: “What's amazing
here 1s people were expecting the
same restaurant (as at York St.).” But
it's not. Instead. he says. quality is the
common denominator. “Everything is
under the name Movenpick. but you
can have many different concepts.”
“We didn’t want to become a chain
like those in North America.™ he savs.
“We arc not interested in tranchising.
We are in the business of running
restaurants. not sclling restaurants.”™
To achieve the high level of quality
sought. 1t is an unwritten policy that
only fresh fish and fresh foods are
used at the Yorkville restaurant.
It is a philosophy which does not
clude the guest. The promise of a

delectable meal is everywhere. As vou
enter the restaurant. waffle cone irons
arc hard at work turning out the
flavourful cones. made with Moven-
pick’s own special recipe. which draw
crowds for them and the premium ice
crcam  they hold. The tantalizing
aroma of tresh-baked tlans and tarts
watl towards vou. luring vou upstairs
to the Bistretto and Beeston's pastry
counter.

If baked goods hold no appeal for
dessert. bowls filled with fresh fruit
catch the eve as vou walk down 1nto
the tish restaurant.

This is Chetf Chisholm’s daily desti-
nation. When he arrives with his as-
sortment of scafood (as many as 11
different fish on weekdayvs. and up to
I8 on weckends) he establishes the
prices together with Thomas Berner.
director of operations responsible for
the new Yorkville location. and then
begins work to ensure that when the
lunch time crowd arrives. an exciting
display of scatood will greet them.

“The whole concept 1s to sell the
whole tish.” says Chisholm. For that
reason. his morning expeditions to the

Kahiua Cream Dream, fruit and a
selection of the famous Movenpick ice
creams in the Bistretto.

PHOTOGRAPHY: ROBERT BURLEY
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fish market include a search for one,
two, four and six-portion fish. If the
entire fish is sold. the presentation is
dramatic: the maitre d’ carries the
prepared fish on a platter to the table
where he serves up one fillet per
person onto plates the waiter supplies.

While prices on the blackboard
menu (which can be changed easily.
depending on what seafood is avail-
able and at what price) are listed per
serving, there is a fixed price for each
whole fish. with $1.50 added per per-
son for garnish. Therefore, a table of
five will pay the same for a specific
fish as a table of four or six.

“We try to preserve the flavour and
the freshness of the fish.” he says. So
the fish can be prepared in three
different ways: open or pan fried,
grilled. or poached. He keeps 12 fresh
herbs on hand at all times and most of
the sauces are made with fresh herbs
and kept light so as not to overwhelm
the fish. Whole fish are stuffed with
lemon grass for flavour before cook-
ing and served with fresh herbs.
thyme and terriaki sauce. A very light
butter and chive sauce. served partial-
ly on the fish and in a separate dish.
may be used. But generally. all season-
ing is kept to @ minimum.

The types of fish featured depends
largely on what the chef believes he
can sell. At the fish market. he says
there are a minimum of 24 varieties
available fresh daily.

The biggest obstacle to keeping
prices down is the amount of waste
with fresh fish. Gutting and scaling

The tantalizing aroma of fresh-baked
flans and tarts waft towards you, luring
the customer upstairs to the Bistretto and
the pastry counter.

{which 1s done at the market to mini-
mize the mess in the kitchen) reduces
the fish by about 10 percent. With the
final filleting goes another 20 percent.
And according to Reichert. at best

food costs are about 40 percent. If

normal food costs of 25 to 30 percent
are applied. “we would be looking at a
dish of no lcss than $25. he says.

All food is prepared from scratch.
“Nothing.” savs Chisholm. “is pre-
pared in the back and reheated.”
Even the soups. other than the bases.
are made as needed.

For those who don’t want fish for
lunch. there are steaks or a pasta
special. Eight to twelve ounce steaks
cost $16.50 10 $24: Pasta Vongele
with clam sauce i1s $4.50 as an appe-
tizer and $8.75 as an entrée.

Whatever the meal. the presenta-
tion s a surprise. The plates arc huge.
With an airy presentation. the chet
has room 1o be creative. However.
the focus 1s on the quality of the food.
not the size of the plate. While the
plates arc oversized. the portions are
not.

The ice cream corner 1s a business
unto itself. accessible from the out-
side without having to step inside the
restaurant.

The ice cream is Movenpick’s own.
made in tour to five month batches.
Movenpick is in the process of signing
a licencing agreement with a firm to
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take over the manutacture and sale of

Movenpick's ice cream. coffee and
salad dressings in Canada.

Some 12 flavours of ice cream are
marketed here. all created to appeal to
Canadian 1astes. The double cream
chocolate. tor example. has chocolate
chips added. and this past summer
cspresso ice cream (also used in iced
coftees) proved so popular they ran
out.

The 70-scat La Pecherie downstairs
has an independent look and attracts
a crowd of mainly business people tor
lunch with a broader mix of people
looking tor a different dining experi-
ence in the evenings. On weekdays it
experiences 1.2 turns at lunch. and
1.6 turns tor dinner. On weekends
that increases 10 two turns at lunch
and almost two seatings for dinner.

An extensive 97 item wine list is a
special draw for some diners. There
arc no housc wines. but there are
“open wines' available which range
in price from under $3 10 $6 tor 1 dl.
As well, there 18 a “wine-of-the-
month™ offered at a reduced price.
With this tyvpe of selection. keeping
the wine list up-to-date is a challenge.
The listings are presented in a book
designed for easy disassembly. Indi-
vidual pages can be taken out and
replaced when there are price or vin-
tage changes. or supply of a particular
Continued on p. 34

Red Snapper stuffed with lemon grass a
La Pécherie.

PHOTOGRAPHY: ROBERT BURILEY
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KAHLUA CREAM DREAM
250 g cgg whites
200 10 225 g sugar
2 whole cggs
+ cgg volks
53 g sugar
45 g flour
20 to 30 g cocoa powder

Whip egg whites until peaking sofi-
lv then add sugar to soft peak.

Whip cggs, cgg volks and sugar
untl hght and fluffy. Sift together
flour and cocoa. Fold into volk mix-
wure.,

Pipc meringe mixture in three
rows, lengthwise and slightly apart.

Pipe sponge mixture in between
meringue.

Bake at 350 deg F until golden
brown.

Filling

500 mL 35% cream
5 sheets leaf gelatine
150 mL Kahula

Whip cream until almost thick.

Dissolve gelatine according to
package instructions.

Add gelatine to cream and add
Kahula. Whip until stiff.

Fill and let set about
retrigerator.©

.2 hour In

MUSSELS MY WAY
3 clolive oil
10 g onions. peeled and chopped
10 g fennel strips
5 g celery strips
5 g leek strips
5 g carrot strips
3 g garlic. peeled and chopped
50 g tomatoes. peeled and seeded in
cubes
600 g French mussels, clcaned
| dl white wine
5 ¢l double cream
5 g dill. fresh chopped
20 g snail butter
white pepper. to taste

Heat olive oil and sauté onions.
Add fennel. celery. leeks. carrot. garlic
and tomatoes and sauté with onions.

Add mussels and white wine and
cook until sheils open. Remove and
serve on a plate
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Add cream, Pernod. dill. snail but-
ter and pepper to remaining mussels
stock. bring to the boil and pour over
mussels. Yield: 1 portion. O

SURF & TURF
225 g lobster
156 g (6 0z) beef tenderloin
salt & white pepper to taste
one medium sliced potato. cooked
60 g mixed vegetable
30 g butter
5 ¢l lemon butter
30 g Café de Paris butter

Broil lobster and serve on a plate.

Season tenderloin to taste and pan
fryv. Place next to lobster.

Pan fry potato in 135 g butter. sca-
son and garnish next to lobster.

Sauté mixed vegetables with 5 g
butter. season and garnish next to the
tenderloin,

Heat remaining 10 g butter. allow
to brown and pour over the meat.
Serve with lemon and Caf¢ de Paris
butters.©




GRILLED GRAVLAKS
150 g graviaks
2 cL Lindingoe sauce
2 cL cream
120 g vegetable mixture
10 g butter
Y2 lemon

Put gravlaks under the salamander
until warmed through.

Put Lindingoe sauce and crecam in a
pan and bring to the boiling point.
Pour on plate and lay gravlaks on top.
Heat.

Season and sauté vegetable mixture
briefly. Serve with gravlaks garnished
with lemon. O

PEACH BUMBA
Bavaroise

300 mL milk

18 sheets leaf gelatine
300 g sugar

10 egg yolks

175 mL peach schnapps
675 mL 35% cream

Heat milk to tepid. Dissolve gela-
tine according to package directions
and add to milk. Beat egg yolks and
sugar and add to milk mixture. Re-
move from heat. cool. and add peach
schnapps. Fold whipped cream into
mixture and let set in refrigerator.

Peach Butter

500 mL peach nectar

580 g sugar

65 g cornstarch

10 whole eggs

130 g butter

500 g fresh peaches. chopped.

In a double boiler combine all in-
gredients. Cook until mixture be-
comes thick. stirring occasionally.
Fold in the peach pieces and let mix-
ture cool.

Method

Line a cup or glass with the Bava-
roise mixiure. leaving a cavity in the
centre tor the peach butter.

When set fill the cavity with the
peach butter. leaving enough room at
the top to seal with the remaining
Bavaroise.

Refrigerate until set.

Unmold by running cup under hot
water.

Decorate with fresh fruit and
cream.O
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product has been exhausted.

Upstairs the fare 1s typically bistro.
and includes salads (Salad Francoise
is mixed greens with cottage cheese
and bacon topped with broiled chick-
en breast. $8.90): meat (Café du Paris.
a flat cut stcak broited and glazed
with herb butter and served with
French fries. $10.80); poultry (Pasta
Pollo, a chicken breast with mush-
rooms and tomato saut¢ed with herb
butter mixed with fettucine. 1opped
with cheese and baked. $8.75) sau-
sages: Roesti (a Swiss potato dish):
noodies: and wine kraut (cabbage
stcamed 1n winge).

This 1s also the busiest part of the
operation. The 180 secats turn over
twice at lunch and 1.8 times during
the evenings on weekdays: three umes
at lunch and nearly tour times in the
evening on weekends. Open unul 2
am. weekends sce  four different
groups of customers pass through the
doors. First come the carly diners.
followed by the 8:30 10 Y pm dinner
rush. Around 10:30 pm those looking
for pastry and ice cream descend
upon the restaurant. followed at mid-
night by the theatre crowd looking tor
late snacks or ice cream.

To keep the entire operation mov-
ing smoothly requires more than 100
statt. Of these about 22 work in the
kitchens. The downstairs operation
has six 10 seven serving people. The
fast-paced restaurant upstairs requires
37 service people working daily shitts,

The average waiter in the bistro
manages 12 to 14 tables and 1 eight
hours is expected to sell in the range
of $700. though the best can do
$1.300 10 $1.400 on weekends. Bus
boys help out on busy davs. as does
management. During peak periods
when the upstairs restaurant will turn
more than 1.000 covers in a day.
everyone works to clear and reset
tables as quickly as possible. allowing
the servers to look after the guest and
the food.

Numerous changes have been made
to the original concept tor the opera-
tion. What started out as a “very
small project” requiring a small in-
vestment on the part of the landlord
and Movenpick grew by leaps and
bounds. says Reichert until today “we
ended up with a beautitul Movenpick.
plus a patio. plus an ice cream shop.™
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By the time it opened more than $4
million were invested in the restau-
rant. including lcaschold improve-
ments by the landlord who believes in
the project because. instead ot collect-
ing rent, he gets a percentage of the
profits from the restaurant.

The Yorkville Restaurant is a beau-
titul Movenpick. created by the To-
ronto-based design  firm of Wood
Wiltkings Ltd. Huge. richly coloured
papicer maché parrots perched on bird
sSwings greet guests as they enter. Op-
posite the fish display downstairs a
glant papier maché fish decorates an
antique table. Each of the creatures
arc signed originals created by Sergio
Bustamento of Mexico.

A domed glass ceiling highlights the
entrance. and detatled plaster mould-
ing decorates the rest of the ceiling.
Green, beige and gold repeats itselt in
the patterned cushions of the benches,
the wicker chairs and wood-topped
metal railings. creating a fresh. airy
atmosphere in the two bistro levels of
the restaurant.

It is the lower level which saw the
most changes conceptually. Originally
it was 1o house a bar. then it was
suggested that hittle appetizers be sold
there. so a small kitchen was planned
— a kitchen that just kept growing.
Soon there was not enough room tor
the kitchen behind the bar. so the
thought was mavhe some other items
should be sold. When the kitchen
finally reached its current size. the bar
concept was killed altogether. The bar
1s now only there to service the res-
taurant. And while there was room tor
90 scats. the figure was cut back to 70
to increase the comtort level.

The nvestment appears to have
been worthwhile — the operation was
cxpected to break even in October
with the mvestment written oft over
10 vears.

The location helps. Just two blocks
north ot Bloor St.. one of the richest
shopping arcas in downtown Toronto.
in the midst ot the trendy Yorkville
district and surrounded by office
buildings and condominium develop-
ments. 11 sees thousands of people
pass its door every dav. Many stop to
cat. But despite the image the location
may conjure up. Reichert says: “We
like to see the trends before others.
not to be trendy.” ©
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BREAKING BAD HABITS

The waiter greets four guests with a
hright smile and a poised pen: Good
evening,” he savs. “Can I get you
something from the bar before
dinner?”

The four look at each other
cnquiringly. Do vou want something

Jirst, George? Dave?. . No [ don’t think

I'm1 going to have anvthing but go
ahead if you like. Really. Harry?... You
sure? Well,” the gentleman says,
turning to the waiter, "perhaps
something later.”

“Some wine?” the waiter asks.

“Ah, sure,” savs the gentleman,

“Ull bring vou the wine list right
away.” the waiter savs, and off he
goes.

oes this scenario sound familiar? |

It should because it is repeated |

dozens of times a night in almost :
every licensed restaurant in the prov-

ince including yours, no doubt. And if
that 1s how waiters greet your custom-

€rs. you are missing the point. Worse,

you are losing money.

The problem here are the assump-
tions. I call them misthinks. You as- |

sume that customers want scotch and

By David Kingsmill

soda or a gin and tonic before dinner.
You belicve a drink before dinner
whets the appetite, loosens up the
customers so they can enjoy the meal.
You may assume that the customer is

in charge. 1s "always right’ and if he ;
says he wants a rye and ginger when ;
asked by the waiter. it's your job to :
provide it. And finally. you probably |

assume these drinks generate profit.

Well. all your assumptions may be
wrong.

First, the customer doesn’t neces-
sarily want gin. He simply wants
something to drink while reading the
menu. And often water won’t cut it.

Hence the automatic suggestion that a :

martint is desired. But the customer

didn’t come to vour restaurant for a |

drink before dinner. He came for the
whole package: mood. food and ser-
vice.

David Kingsmill is the food writer and
restaurant critic for the Toronto Star
newspaper. This is the first of a series of
columns that will observe all aspects of
restaurant operations from an outsider’s
point-of-view, and attempt to discover
what is being ‘misthinked’ along the way.

Strong alcoholic beverages do not |
whet the appetite. In fact. they tend to
anesthetize the palate. If vou serve
lousy food at high prices. you may
very well want the customer to de-
stroy his taste buds before the first
bite. but few restaurateurs will either
admit this to themselves or anyone
clse.

Long-term profits come from solid
repeat business, and that only results ;
from satisfying the basic mood, food |
and service equation — all at a fair
price. Your first approach to a cus-
tomer. and the very first thing he puts
in his mouth. can set the mood |
either to vour advantage. or against it.
The customer may not articulate it.
but he is willing to pay a price not 1o :
be in charge of the situation. That’s :
the service side.

Many things today mitigate against

excessive alcoholic beverage con-
sumption. The people who spend the
most today have been brought

through a period of responsibility and |
sobriety by soctety, and declining |
spirit sales. increased wine consump- \
tion. and the sudden interest in min- |
\
|
|

Continued on p. 37
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BEER

TAPPING CUSTOMER LOYALTY

hile there seems to be no limit
to the merchandising efforts of
breweries, restaurateurs are generally
reluctant to follow this example and
actively promote beer sales. There
are, of course, strong brand lovalties.

|
|

|
!

However, the opportunity exists —

particularly when the requested brand

is not in stock — to have serving staff |
' suggest a profitable alternative such as

a signature draught or a higher-priced
premium brew.

The market position of the restau-
rant is all important. Beverage rooms,
lounges and roadhouses have an at-

By Dan Wilton

hand. is a big seller with 30 cases
being moved each week.

A single tap of Labatt’s Blue serves

the draught needs of the 400-pius-seat
restaurant and lounge. The standard
12-ounce draught ($2.48. including
tax) plays second fiddle to the popular
34-ounce frosted tankard ($35.45)
which accounts for 20 percent of the
beer-drinking dollar. However. this
best-seller has its downside — some

' 20 cases of the attractive glasses are

mosphere that is conducive to selling
suds. In contrast. full-service restau- !

rants cannot think in terms of volume
beer sales. Rather, the emphasis
should be placed on maximizing the
profit margin of existing sales.

Peter Brown is a partner in Sum-
merfield’s Gourmet Grille in the Scar-

office workers. He says that beer sales
represent 35 percent of total bar re-
ceipts. Featuring what management
terms a gourmet menu. Summerfield’s
has little of the atmosphere associated
with swilling beer. Wine. on the other

- borough Town Centre, an upscale res-
i taurant catering to shoppers and area

walked out the door every vear.

When it comes to draught beer at -

the Keg restaurant on Scarborough’s
Markham Road. the large mug fits in
nicely with the “Keg-sized™” concept.

With the choice of a 20-ounce dimple -

mug or a [2-ounce regular glass. it is
the larger draught that outsells the
smaller serving by 30 to 1. It has a lot
to do with the selling ability of a
serving staff trained to exude triendlhi-
ness in keeping with the restaurant’s
casual and fun aimosphere. In fact.
when somteone asks for a draught.
they are served the larger helping. In
true Paul Hoganesque fashion. this
approach says: “That’s not a draught.
this is a draught!.”” According to man-
ager Diane Shamchuk. there has
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never becen a complaint about the
practice. Usually the smaller draught
is ordered by the customer that has
already had one of the larger mugs
and wants to finish lunch off with not
quite so much.

At onc point an imported draught
was offered. but the restaurant has
settled on two 1aps of domestic beer.
Carlsberg and Molson Export. The
Keg does make some etfort to impart
a lounge atmosphere to their bar arca
with the addition of a television tor
sporting cvents and a smattering of
backlit. brand-oriented signage. How-
ever, many of the lounge customers
are waiting tor a table in the dining
room. Food sales only represent a 20
percent share of the bar area receipts.

Also in the same Scarborough area.
but on the low-end. 15 an O'Tooles
roadhouse. As mught be expected.
beer sales are booming. In tact. the
suds make up 70 percent ot the pub’s
overall beverage alcohol sales. On wap
arc Molson Canadian and Export.

Says owner Robert Barr: In draught.
we serve a 20-ounce and a 12-ounce
glass. but we get a better profit margin
out of the smaller unit.”

In all cases. draught beer takes a
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second secat to its bottled cousin.
Here. brand lovalities have full sway.
At Summertieids.  customers  can
choose trom a sclection ot 15 brand
names. and bottles outsell draught to
the tune of four 10 one. With a clien-
tele watching calories and being gen-
crally moderate in drinking habits.
there 15 30-50 sales break between
light beers and the regular variety.

At the Keg. the bar fridge holds 12
brands of beer. along with a small
selection of imports handled through
the LCBO. Again. brand lovalty is

very high among patrons and bottles |

outpace draught by a wide margin.

This  preterence also  holds  for
O'Tooles roadhouse. with the 15 to 18

brands of bottled beer ringing in al- -

most Y0 percent of beer sales.

With the exception of promoting

larger-sized draughts. there s little
room (o mancuver when it comes 10
boosting the volume of beer sales or
existing profit margins. This is assum-
ing. of course. that the offered brands
and type of beers are matched 10 the
restaurant’s concept. Where there is
some flexibility 18 1n improving statf

~selling abilities and staging special

promotions 1o increase sales.

At Summertields. owner Peter
Brown 1s not about to clutter his
upscale operation with table tents or
branded clocks and rarelv. if ever.
does the statf push one brand over
another.

Of more 1mportance is the role

. plaved by the bartender. “Your day .

bartender must be able to vak with
the customers. while at night vou're

. looking more for pertormance from

the emplovee.™ Barr savs.

At the supplier level, merchandis-
ing and POS materials help a brewery
maintain its market share. It is some-
thing of an uphill battle as coolers and

. wine continue to have an effect on
I beer sales. Says Carling O'Keefe's

Savs Brown: “You only push brand

names in a down-scale lounge atmo-

sphere. not in an upper-class bar. The -

only bar sales we push are our *Sum-
mershots.” a 99-cent special.”™

At O'Tooles. the opposite approach
1s taken. Savs Barr: “We make use of
supplier POS materials depending on
what brands happen to be hot at the
time. I I can move two cases a week.
I'll stock the brand.™

Bruce Pearce: “With consumption

overall on the decline. brewers will
have to look at innovations such as .

the BBO (Bottle Bottom Opener) or
plastic bottles to stecal market share.
Cans are stull gaining in popularity
and now occupy 20 percent of the
market. This was helped by the move
to aluminum and as the price differ-
enual shrinks. cans should take over
completely.”™

“It's hard to tell how much cttect

vou get with table tents and other

POS promotional 1nems.” Pearce ad-
mits. However, special promotions
arc one arca that do generate in-
creased sales tor a brand. Says Pearce:
“We've tound theme nights to be a
very ctfective strategy. Promotions
such as our Foster's beach parties and
the Miller rock network have gone
over very well.”™

Whatever the type of restaurant
vou run. if vou operate like most
people vou probably don’t think too
much about sclling beer. It is some-
thing that s e¢ither ordered or not
ordered. But with a little attention to
basic merchandising techniques and a
few special brands and unique glasses
or mugs. vou can probably increasc
not only beer sales. but protit levels as

well. ©

Dan Wilton is a freelance writer and
editor based in Toronto.
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OPERATIONS  --—

eral waters is proof ot that. As well.
people are becoming more scrious and
sophisticated about restaurant food.
They ask how dishes are prepared.
whether the herbs are fresh. or what
wine goes best with their favourite
entree.

Which brings us to the waiter’s
second query: “Some wine. perhaps?”

This 1s not the solution either.
Wine goes with food: 1t is a rare
customer who knows what wine to
drink betore a meal: and it is a non-
existent customer who can order a
wince to complement the dinner before
he has even read the menu.

So what is the solution?

At the LCBO. there are 28 types of
vermouth, a dozen aperitif wines. and
more sparkling wines than vou would
carc to pop. They do stimulate the
appetite. till the customer’s hand
while he reads the menu. and won't
put vour customer on the wrong side
of tipsy. In fact. these alcoholic bever-
ages arc usually regarded as sophisti-
cated and special — two buzz words
that usually spell repeat business and
make economic sense.

Encrgize the bartender and have
him create a sclection of creative
aperitits. Not only will vou establish a
psychological high in vour customer’s
mind that will transcend small ship-
ups by vyour staft. but aperitfs are
very cost/profit effective. And with
todayv’s nitrogen syvstems cheaper 1o
install than ever betore. vou can serve
champagne at larcenous prices per
glass and still sell out.

How many restaurants in Ontario
do this? As the restaurant critic for
the Toronto Star. | have only come
across 1wo. making it probably onc of
the few European traditions that has
escaped us here.

The waiter’s first questions are
‘misthinks’. things that arc done in
restaurants by rote, or as a matter of
habit. but when examined closely ex-
posc the root problems of evervthing
trom stagnant protits to surly custom-
ers. and from fueding chefs to high
service staft turnover.

Misthinks usually manifest them-
selves as e¢vervthing vou do as the
restaurant owner that vou believe ev-
ervone else does in the same position.
They are systems’. “management tech-
niques’. "policies’. And as a restaurant
operator vou have a responsibility to
no one but vourselt to examine cvery
aspect of your business with an inner
car for the misthinks. ©
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varied. “We have phenomenal rushes
in the South Common Mall, Erin
Mills restaurant, especially after mov-
ies let out.” explains General Manag-
er Dieter Soegtrop. “With so many
made-to-order items, it's hard to keep
up. especially with large crowds want-
ing cheques. We hope 10 have a higher
table turnover with less items. al-
though we’ll be bringing in some new
appetizers like Cajun popcorn and
Mexican fajitas.”

The latter joins Mexican snacks of
nachos with chili and cheese ($4.25):
Mexi-pizza. a flour tortilla with chili,
cheese. tomatoes, onions and jalapeno
peppers ($4.95); and a Mexican fiesta
dip with guacamole. black olives. sour
cream. tomatoes and cheddar. served
with tortilla chips (also $4.95).

For those who would rather read
Bailey’s menu jokes than make
choices, a sampler platter of ribs, New
York-style wings, chicken fingers, po-
tato skins and tacos (with beef, let-
tuce. cheddar. tomato) is $10.95.
Peel-and-eat shrimp are $5.95; escarg-
ots and mushroom caps in garlic but-
ter $4.50; deep-fried shrimp $5.95:
and wheel of baked Brie with French
stick $5.95.

Deep-fried mozzarella ($3.95) is an
item Bailey’s prefers to purchase pre-
pared for a number of reasons. ““It’s
difficult to prep and if improperly
done, the cheese can leak out. The
frozen product is consistent week-to-
week. month-to-month. and that’s im-
portant.” says Soegtrop.

Consistency is the name of the
appetizer game at Kelsey’s restaurants
(21 locations across Ontario and in
New Brunswick and Saskatchewan).
“Our customers want to know if they
go to a Kelsey’s restaurant. this is
what they’ll get,” says Andy Kay,
general manager of the Burnham-
thorpe-Creditview location. “The out-
come isn’t dependant upon who is
prepping that day or how they’re feel-
ing. By purchasing some appetizer
foods pre-prepared, we can ensure
consistency across the restaurants.”
Portion control and minimal wastage
are other advantages to frozen or
prepared food products.

Nancy Enright is a Toronto-based
Sreelance writer and author, with a special
affection for food and restaurants.

MENU PLANNING

New Kelsey’s items that underline
a wide popularity trend include Bur-
ger Bites. six mini-burgers on sauced
buns for $4.65: and popcorn shrimp
(small battered shrimp served with
cocktail sauce. $3.45 for 8 ounces).

Gourmet pizzas have a large fol-
lowing at Kelsey's with trendy and
traditional toppings. Individual-size
pizzas ($5.25) also please Platters’
patrons with zesty topping of roasted
garlic, goat cheese. black olives. spicy
sausage and capicollo.

It now appears certain that finger
foods are not just a passing fad. and
that customers will continue 10 ‘graze’
long into the future. If finger foods do
become a common substitute for a
single entrée menu item at certain
times of the day. then it is probably a
good idea 1o investigate new finger
food ideas. and give these items the
same care and attention vou would
regular menu items, O

WILD WONTONS
(Courtesy Platters Restaurant)
6 oz pork sausage
8 0z ground beef
8 oz finely diced onion
I tbsp whole red chilies
| cup grated Cheddar cheese
1 Ib wonton skins
Remove casing from sausage and
grind. Combine sausage with beef and
onion and sauté until beef turns col-
our. Drain well. Add chilies and
cheese and cook until cheese melts.
Allow to cool.
Lay out wonton skins. Place 1 tbsp
of the mixture in corner of wonton.
Dot corner with water and fold over
mixture. tucking corner under. Fold
other corner over to make wonton
shape. Deep fry in 350 deg F oil for
two minutes. Remove with slotted
spoon and drain well.
Serve with peanut-honey dip if de-
sired. Yield: 100 portions. ©
FRIED FONTINA CHEESE
(Courtesy Platters Restaurant)

3 oz Fontina cheese

2 tbsp seasoned flour

1 tbsp seasoned breadcrumbs

2 tbsp egg wash

I oz apricotv/mustard sauce (see be-

low)

1 parsley sprig

Slice Fontina cheese into 3-0z sec-
tions using Hobart number 30 slicer
(¥1to | inch). Bread cheese in follow-

ing manner: tlour. egg wash. flour. egg
wash. breadcrumbs. Refrigerate until
nceded. Always sift flour and bread-
ing after each service.

Deep fry at 330 deg F until light
golden brown. about two minutes. Pat
dry with paper towels. Place on large
plate with remekin of apricot/mustard
sauce and garnish with parsley sprig.
Yield: one portion.

Apricot/mustard sauce: Blend 500
mL Dijon mustard with 4 litres apri-
cot sauce. ©

CAJUN WING SPICE BLEND
(Courtesv Platters Restaurant)
I Ib cavenne pepper
2 1b Spanish paprika
2 1b Mexican chili powder
12 1b salt
2 tbsp black pepper

Mix ingredients. Store dry ingredi-
ents until ready to use. Enough for 60
Ib chicken wings. ©

BAR MUSSELS
(Courtesy Platters Restaurant)
3 Ib cultured mussels
3 oz clarified butter
12 oz plum tomatoes
3 oz crushed tomatoes
| oz tomato paste
1 122 0z fine diced onions
1“4 tsp basil
1" tsp oregano
6 cloves garlic
2 1Sp sugar. or to taste
'8 tsp salt. or to taste
2 dashes pepper
1 dash Worcestershire sauce
4 0z white wine
5 0z whipping cream

In a large sauce pan over medium
heat, sauté onion and garlic in a small
amount of butter.

Break up the plum tomatoes by
hand into small pieces and add. along
with crushed tomatoes and tomato
paste. Next. add all of the spices and
2 oz white wine and let simmer over a
low flame for 25 minutes.

After sauce has simmered. add
whipping cream and remove from
heat.

In a separate skillet with lid, melt
butter. add mussels and 2 oz white
wine, and steam over high heat cov-
ered. When all the mussels are
opened, cover the mussels with the
sauce and toss to coat. Serve in 3 large
bowls. O
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INTERVIEW

In the last two years we have added almost 500 products to

our stores.

Continued from p. 8

Toronto. Hamilton. Thunder Bay and
Ottawa. The restaurateur can call the
liquor board. place the order. the cost
including a delivery charge will be
calculated immediately, and in most
areas it will be delivered the following
day if the order is placed by noon. We
are looking at computerizing Windsor
next.

“Another feature that has been
added in the last couple of vears is
extending the delivery service to the
specialty products available at the
Vintages stores. There are still a fair
number of people who place their
order then pick it up themselves. per-
haps because they have been doing it
that way for so long and for some it
may be more economical than paying
the delivery charge.”

TRENDS

“We are living at a point in time
when there is quite a rapid change in
drinking habits. demonstrated to
some extent by the phenominal
growth of coolers and the schnapps
craze of the last year or so. As with
hotels and restaurants. we have to be
aware of these trends and respond to
them. In the last two years we have
added almost 500 products to our
stores. In addition. the fact that the
number of litres of alcoholic bever-
ages being sold is going down and the
dollar amount being spent on these
products is going up is clearly indica-
tive of an upscale buying public in
today's economy. We are seeing con-
siderable increases in sales out of the
specialty Vintages stores.”

PRIVATE IMPORTS
“Restaurants play a big part in the
growth of specialty wines. as well as in
the growth of our private stock or
private import business. If a re-
staurateur wants a product that is not
one of the more than 3,000 products
that we sell in the province of Ontar-
10. a private stock order can be
placed.

“The private stock system is being
completely reviewed. At present. the
responsibility for ordering and deliv-

ery times rests largely with the re-
staurateur. A deposit of 235 percent for
a private stock order is required. and
interest on this money is paid until
the product is delivered. After notifi-
cation of its arrival. the product must
be picked up.

“We do not know what the restau-
rant is selling. To keep a private stock
product on a menu the restaurateur
has to watch the rate of sales at the
restaurant and know the delivery
times from where the product is being
ordered. We have to be given some
lead time to make sure that private
stock wine is arriving on time. These
are some of the disadvantages of the
system. With a general listing. the
restaurateur gets 24-hour delivery, he
is not carrying inventory. and money
1s not laying there in deposit. You
have to weigh both sides of the coin.

“Anything that is for public con-
sumption has to be tested. If it is a
restaurant private order. even just two
cases. the Liquor Control Board has
to buy one bottle and run it through
our labs before the restaurant can sell
it to the public.”

PRICING
“The LCBO will take in about $640
million in profits this vear. With a

different markup structure it would
be possible 1o reduce this profit tig-
ure. but the government would have
to look for other means to recover
these monics. Do Canadians want
their income tax increased. or gaso-
line tax. corporate tax or sales tax? |
believe that most people preter to see
that source ot revenue left where it is.
If you can afford a good bottle ot
wine. then mavbe vou can atford to
pay that little extra. rather than add-
ing to everyone’s income tax.

“If vou look across Canada. vou
will find that Ontario’s pricing and
markup structure s quite competi-
tive. Where vou sce the greatest dis-
parity 1s between the United States
and Canada. A lot of Canadians travel
in the United States and do sce the
difference in price. The United States
today has only about 16 controtled
states left — the rest have privatized
the business of alcoholic beverage
sales. You are dealing with an entireh
different environment in the U.S.™

THE FUTURE

It s very difficult to look into the
crystal ball. It has been esumated that
by the year 2000 there will be 1.000
products on the shelves of our stores
that we haven't even heard ot today.
In other words. there will be this
accelerated rate of change. with the
public tryving new things and new
drinks being created. For instance.
industry observers in the U.S. are
saving that pre-mixed drinks and cor-
dials are the two fastest growing areas
in the market. taking over trom the
blushes. the coolers. and schnapps
which have been the fastest growing
product groups up 1o now. Anvone
can sce  how quickly things can
change.”

“In the political arena. with the
new Liberal government having such
a large majority in the Province of
Ontario. they will now in all probabil-
ity deal with some of the issues relat-
ing to the sale of alcoholic beverages.
I think we will sce changes in legisla-

tion.” ©
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icz. executive chef at the Delta Mon-
treal. adopted a more traditional ap-
proach. first marinating thc muskox
in wine before roasting 1t with paté
and a pork net. His smoked fish plate,
similar 1o Reindl's. added the cxtra
dimension of arctic shrimp - a very
sweet ver firm tleshed variety of Pan-
dalus Borealis.

Further evidence of the versatility
of arctic toods was exhibited at the
two other dinners, prepared by Ernst
Dorfler and Kerry Sear at the Four
Scasons Hotels in Edmonton and
Vancouver. Each personalized the
menu and gave a unique touch to
individual dishes.

All the food. especially the game
meats. exported trom the Terntories
to southern markets is carefully ma-
naged and considered surplus to the
nceds of local communities. But de-
velopment of these resources 1s still in
its infancy and large orders will not be
able to be fulfilled until the processing
infrastructure is in place and opera-
tional. However, individual orders for
test purposes. northern foods festi-
vals. or smaller operations can be
placed by contacting either Don An-
derson at Icicles Enterprises in Van-
couver, (604) 643-8569: or Syd Kir-
wan, Director ot Natural Resources.
Department of Economic Develop-
ment & Tourism. Government of the
Northwest Territories. Box 1320, Yel-
lowknife, NWT. X1A 2L9. Tel: (403)
873-7391.0

ROAST TENDERLOIN OF
MUSKOX
(Courtesy Fred Reindl)
4 1b muskox filet. trimmed
1 L buttermuilk

Sauce: 7 Ib muskox bones. chopped
1 onion. diced

2 pc celery from whole stock

| carrot. diced

12 juniper berries

1 spice bag

20 g coriander

7 L water or stock

| thsp coarse pepper

salt to taste

60 mL black currant
20 mL port wine
100 g butter. chilled & diced

- PROMOTIONS —

Marinate the muskox in the butter-
milk for 24 hrs. Remove. pat dry. rub
with salt and coarse pepper. Fry in a
hot cast iron pan. When scared. roast
for 12 minutes at 375 deg F in a
convection oven.

Sauce: Roast the bones until brown
gold. and add to the stock pot. Cook
the stock. juniper berries. spice bag
and corriander until reduced to |
litre. and strain. Melt current jelly
with port wine. add to the sauce and
reduce by one third. Before serving.
swirl in chilled. diced. butter picces.O

TERRINE OF SMOKED ARCTIC
CHAR
(Courtesy Fred Reindl)

6 slices smoked salmon

4 slices smoked arctic char

6 oz smoked inconnu, medium coarse

ground

3 oz smoked Northern whitefish. me-

dium coarse ground

1 12 oz butter

34 07 mayonnaisc

5 oz cooked eggwhite. chopped
| oz butter

| 0z mavonnaisc

I tsp parsleyv. chopped

salt & pepper 1o aste

| V2 0z cooked cgg yolk. chopped
I-4 0z butter

12 0z mayonnaise

salt & pepper to 1aste

1 tsp chopped parsley

4 oz smoked whitefish

Lavout mould with smoked salm-
on. 2nd laver chopped egg white mix-
ture. 3rd laver minced inconnu. Now
lavout mould again with sliced
smoked arctic char. add whitetish
mousse and use solid whitefish pieces
as centre garnish. Fold over the arctic
char. cover with egg yolk mixture and
close off with thin sliced brown bread.

Chill overnight. unmould and cut

with a hot knife into desired portions.
Yield: 10 portions.
Cranberry Mousseline: mix 8 oz of
35% whipped cream with 2 2 oz of
mayonnaise. 4 oz cooked chopped
cranberries. salt, pepper and lemon
juice.O
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