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HOW RELEVANT? #1
There is a growing issue centred on the relevance 
of “apprenticeship in cookery” as a training model 
in 2011.

Some believe it’s outdated, others have opposing
views – what is YOUR opinion?

In this issue’s column I’ll put forward some of the
arguments in favour of abolishing the model, and
next time I’ll look at the other side.

For many years an uneasy relationship has existed
between the hospitality industry and education
system for training cooks and chefs, inappropriately
des cribed as an “apprenticeship in cookery”. The
current model may well be the wrong way to train,
especially as it leaves the apprentice in between
two opposing forces.

Historically an apprentice was someone who legally
agreed to work for a specific amount of time in
return for instruction in a trade. The training model
evolved when structured offsite education was
added and apprenticeships became a partnership
between a training provider and a business, with
both taking responsibility for the development of
the apprentice to become competent as a cook. 

The Australian kitchen continues to dramatically
change to reflect our multicultural society and taste-
buds; likewise the education system is in constant
conversion in an attempt to keep industry relevant. 

Compounding the historical issues surrounding
apprenticeships is the expanding skill shortage in 
a culturally changing market for qualified cooks
and chefs.

So is an “apprenticeship” a misnomer - or worse, is
it downright misleading?

The Black Hat
Chef George Hill gives his view 

R E A D  M O R E
&  C O M M E N T
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Foodservice professionals speak 
out about their business, their

philosophy and their use of 
products featured in this issue.
Carnival Australia Director of Food and

Beverage Operations - Lars Kristiansen.

North Ryde RSL Executive Chef - 
Anthony Mamo.

WOMEN IN WACS
Pacific Rim representative 

Cassandra Austin explains how
Women in WACS can combat the skills

shortage plaguing the industry by 
creating new and better opportunities

for female chefs in the region.

Every kitchen has a story…

I AM CHEF gives you the 
chance to share yours. 

In our first I AM CHEF profile, Black
Hat chef George Hill recounts his 
baptism of fire as an apprentice in

London’s Cumberland Hotel.

FSA EXPO is YOUR show – the only
trade event which offers EXCLUSIVE
foodservice industry coverage and
the only show owned and managed

by the Foodservice Suppliers 
Association Australia.

Melbourne Convention & 
Exhibition Centre

19 – 21 June 2011

FACE2FACE
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Scott heads home after amazing Asian success
After many years as an “Aussie abroad”, Scott
Webster has returned home to Newcastle, NSW
where he and wife/business partner Jennifer now
operate Carrington Place, a refurbished pub-
guesthouse. But Scott is still working as an “Aussie

abroad” through his co-ownership of award-winning restaurant Osia,
part of Singapore’s Resorts World Sentosa development. 

Aussies Abroad
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W E L C O M E
This issue we go a little farther
afield than usual for our cover
story interview by venturing into 
the world of cruise ship catering,
courtesy of interview subject Lars
Kristiansen of Carnival Australia.

We also take an indepth look 
at the latest innovation in full 
service cooking oil management
– the Oilstream system which
covers everything from delivery
through usage, storage and 
environmentally-friendly disposal
of your cooking oil.

And still with the innovation
theme, we have details of exciting
new soups and boosters from
Maggi, including gluten free 
formulations and a new premium
range made using ‘4G’
technology; along with the 
Australian launch of hi-tech
Glad ForceFlex garbage bags,
which use a unique patented
technology to make them
stronger, more tear-resistant and
able to stretch further than ever.

This issue we take a virtual venture off-

shore to examine the food and beverage

operations of cruise ships – our guide: Lars

Kristiansen, Director of Food and Beverage

Operations for Carnival Australia, which

operates P&O Cruises Australia.

Born in Oslo, Norway, Lars completed his

chef’s apprenticeship at the famous Bristol

Hotel in Oslo, but cruise ships have been an

integral part of his culinary career since the

very beginning. While still in his early twen-

ties, he spent a year on board the King of

Norway’s private yacht as a chef, part of a

military attachment. “The sea just attracted

me,” he remembers, “so when it was over I

applied for a job with Cunard Line, and I’ve

never looked back.”

Lars has effectively been with the same em-

ployer ever since because Cunard Line and

P&O Cruises Australia are both part of Car-

nival Corporation, the world’s largest cruise

holiday company representing 10 iconic 

internat ional

cruise brands. Lars spent ten years

working on cruise ships, then three in a cor-

porate office in Miami where he was part 

of a project lead team for the launch of 

Cunard’s flagship, Queen Mary 2. From there

he went to Los Angeles for four years as

manager of food and beverage services for

Cunard, Princess and P&O Australia, then

it was off to Australia where for the past

three years Lars has been Director of Food &

Beverage for P&O Cruises Australia based in

North Sydney. For a large part of 2009 he was

also responsible for the company’s purchasing

division pending the appointment of a new

Supply Chain Director.

In his current role Lars has overall food and

beverage responsibility for four cruise ships in

the P&O Cruises fleet, which encompasses

their restaurants, bars, buffets, general F&B

and hotel supplies such as kitchen equip-

ment, uniforms and linen – “everything which

has to be replenished, I’m responsible for,”

he explains.

“On each ship the F&B department is split

into five sub-departments, each with their

own head. There’s a Head Chef, a Maitre D’

responsible for the main dining room and

crew restaurants, the Services Manager re-

sponsible for alternative dining such as our

grills, Asian fusion restaurants and buffets, the

Bar Manager and the Hotel Stores Manager.”

This senior management role means Lars

spends more time in the office nowadays than

he does on board ship – though he visits the

ships each time they’re in dock in Sydney

and Brisbane, usually spending about one

week on ship per month. In total, Lars is re-

sponsible for 1200 staff across the four ships,
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“I applied for a job 
with Cunard Line, and 
I’ve never looked back”



and in the office he’s backed up by a corpo-

rate executive chef, bar manager and F&B

services manager – a big team, as you would

expect for such a massive undertaking.

“My work is really about the logistics of

moving food, beverages, people, money and

provisions onboard the vessels as well as on

and off ship,” Lars explains. “Each ship has

close to 2000 passengers and 700 crew, and

we offer a range of cruises from short week-

end trips themed according to food and wine,

comedy and lifestyle, to much longer ones. 

Once a cruise goes for more than seven days,

replenishment of goods becomes a challenge

and these days we frequently rely on air freight

to bring in new supplies. We fly in fresh tropi-

cal fruit, herbs, berries – so getting the logis-

tics of supply right is what it’s all about.”

Asked to characterise the F&B offering 

of P&O Cruises’ operations, Lars empha -

sises the company’s commitment to Aus-

tralian produce.

“One hundred percent of our food is sourced

from local vendors. The same goes for our

wines – we don’t carry any inter national

wines, they’re all from Australia and New

Zealand. The industry trend is that our pas-

sengers expect quality pro duce on a cruise,

and our focus is on delivering fresh, Aus-

tralasian-sourced food and beverage that’s

produced according to sustainable agricul-

tural principles. We definitely can’t compro-

mise on quality in the Australian market.

With such a variety of cruise lengths and styles,

it’s no surprise that customers are drawn from

a broad cross-section of the population.

“The demographics change according to the

cruise length,” Lars confirms. “Very often

we have a customer base of working adults

who’ve taken a three day weekend for an 

enjoyable vacation. Over the 12 day cruises,

our audience is a bit more mature – and we

change our food and entertainment offer-

ings accordingly.”

All food in the main dining hall is included

in the price of the cruise, with a cycle of 

36 menus enabling each ship to offer a wide

variety. “The menu changes every day and we

also have a standard a la carte menu from

which passengers can order anything from a

240 day grain fed sirloin to more home-style

food like a lasagne,” Lars says.

He describes the menu as Australian-

influenced, but points out the availability 

of international dishes – “anything

from Thai to Indian, Scandinavian,

German – and of course the popu-

lar Australian seafood dishes like

barramundi and prawns. And in

addition to our main dining room,

we also have Asian grills, buffet

areas and Salt Grills by our cele -

brity chef Luke Mangan. There’s

a great variety for the passengers, which is a global trend in cruise of-

ferings – people want to be able to choose from a big range of options.”

To accommodate all this, each vessel is equipped with enormous cool

rooms, freezers, dried goods rooms and wine stocks. There are 120

chefs/cooks on each ship, including an executive chef, two executive

sous chefs and three sous chefs, who are responsible for managing the

kitchen and report to the onboard F&B Director.

The single biggest challenge is serving dinner each night. “Typically

the average guest orders four courses, and with dinner being served

over a three hour period, we cook in smaller batches to make sure the

food is as fresh as possible and serve around 1500 people over that

time – which means a total of 6000 plates a night,” Lars explains. “It’s

a big operation and we have to maintain consistency and freshness.”

Asked who he considers to be the main marketplace competition,

Lars points out that P&O Cruises  is not just competing against oth-

er cruise lines but also resort hotels offering vacation packages.

“We’ve found that over the past couple of years people are choosing

cruises over resorts, as a vacation that offers value for money. Rather

than fly to a resort destination, in which case a large chunk of your

holiday budget goes on your airfare, they’re skipping the flight com-

ponent and taking a cruise instead, which allows them to incorporate

the travel element as an enjoyable part of the vacation. Taking a

cruise is much more fun than flying for most people, and  your meals

and entertainment are included and you can visit a different port, a

different country almost every night.”

Of course, the demands of work-

ing onboard a ship means it’s

not a job for everyone. “It does

present its own set of chal-

lenges,” Lars affirms. “You need

to be patient and understanding,

and above all tolerant. Unlike work-

ing onshore, when you’re on a

ship you’re a member of that team

24/7. You’re living in a confined

space and you need to understand different cultures and be a team

member even on your off-work hours. Our staff are sourced from all

over the world – we have a large contingent of Asian crew, also a sig-

nificant European component, a smaller mix from North America

and Canada, and smaller still from South America.”

Lars is proud of the fact that he can report a steady growth in cus-

tomer satisfaction in P&O Cruises’  operations. “We’re constantly

looking for customer feedback – we encourage all passengers to re-

spond to questionnaires which we hand out on each voyage, and over

the past couple of years we are consistently scoring around the 92 per

cent mark on these, which we feel is quite exceptional.”

And the secret of this success? “I think part of it is that we recognise

Australians are very definite about wanting food that is not just high

quality but presented in a way they understand. If you use fancy food

descriptions in foreign languages, it isn’t popular. Australians want to

know what they’re eating, they don’t want to guess. They want food

that’s fresh, of high quality and understandable. They are sophisti-

cated but not eccentric about what they eat.” �

“Once a cruise goes for more than seven days,
replenishment of goods becomes a challenge
and these days we frequently rely on air freight
to bring in new supplies” 

FACE2FACEVIDEO
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Why Anthony Mamo
recommends McCain!

As Executive Chef of busy North Ryde RSL, Anthony Mamo knows

the importance of choosing A grade fries.

A large club overlooking Lane Cove National Park in Sydney’s northern

suburbs, North Ryde RSL has two main dining areas – the Atrium

Brasserie and the Emperor’s Table Chinese fine dining – along with an

award-winning function centre and snackbars.

Anthony has been with the club for 22 years, nine of which have been

spent as executive chef. He says that McCain A Grade Fries are not

only a better choice, but boast superior holding quality which makes

them a must-have in the busy club environment.

“We serve three to four hundred bistro meals on an average Saturday

night,” Anthony explains, “and there’s often a big queue as people

wait to be served.

“For that reason, it’s extremely important that the fries we serve will

hold their shape and texture, staying crispy and firm. There’s nothing

worse than when you go out for dinner and you’re served a soggy

chip, especially if you’re eating steak and you like to dip your chips in

your gravy or tomato sauce.

“I’ve tried fries of a similar size and shape from a whole range of sup-

pliers, but they all turned soggy very quickly.

“McCain A Grade Fries are the only ones I’ve found which will hold

their shape and stay crispy for longer – I would say they are 60 per

cent better at retaining crispness than the others I’ve tried. And they

taste great too!”

Anthony has been using McCain Beer Batter 13mm A Grade Fries for

the past year and currently goes through 30 to 40 cartons a week.

“Fries are a big part of our menu here,” he confirms. “We serve them

with steaks, fish, lamb ribs, pork ribs – I would say fries are served

with 70 to 80 per cent of our meals. The customers love them and I

think they’re terrific too.”

Whether you’re serving hot chips in a club or pub bistro, takeaway,

hotel or café, McCain A Grade Fries are simply a better choice.

The McCain A Grade range includes Beer Batter Fries, Beer Batter 13mm,

10mm Fast Fry, 13mm Straight Cut, Freeze Chill 10mm, Freeze Chill

13mm, Cream Flesh 13mm Straight Cut and Seasoned Wedges.

McCain A Grade Fries are longer than B grade fries and contain more

potato solids, which means they not only taste better, but will absorb

oil more readily. This ensures they maintain their shape, texture and

crispiness for longer. 

McCain A Grade Fries also give a greater yield per kilo than B grade,

reducing your stock and labour requirements.

While B grade fries might cost 10 per cent less, you’ll probably get 20 per

cent less cost-effectiveness from them compared to A grade. So what

looks like a cheaper choice ends up being false economy.

That’s why in the long run it makes more sense to use A grade – and

your customers will be happier with the higher quality too!

Foodservice professionals who choose McCain A Grade Fries also

have the opportunity to register with My McCain Fries Advantage – an

easy to use website-based rewards program which offers a fantastic

range of rewards to members.

My McCain Fries Advantage has been designed to reward food -

service professionals for rewarding their customers with the best

quality fries available.

Even small to medium users of McCain A Grade Fries will find it

doesn’t take long to build up enough points to redeem for a great selec-

tion of products.

So visit www.mymccainfriesadvantage.com.au today, check out the

rewards on offer, register online and start building up your points! �

BENEFIT FROM MY McCAIN FRIES ADVANTAGE
PROGRAM IN 3 EASY STEPS:
1. Register online at mymccainfriesadvantage.com.au
2. Collect the rewards tokens from each carton
3. When you’ve collected 50 to 100 tokens, print off the submis-

sion form from the website and send it to redeem your points for
great prizes.

M O R E  I N F O click O F F E R S
foodservicegateway.com.au
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Forceflex is a registered trademark of P&G used under license.

“Lookwho’s
tough now!”

Following their successful introduction to the US market, Glad 

ForceFlex garbage bags are now available to Australian food-

service professionals.

“Glad ForceFlex bags were launched here in January and already

they’ve proven very popular across the foodservice sector, which

shows us that there is a genuine market demand for this innovative

product,” says Clorox Australia National Customer and Cate gory

Development Manager Ewen Litchfield.

Lauded by the US press as the “ultimate” in gar bage

bags, Glad ForceFlex bags fea-

ture a breakthrough “SELF ing”

patented technology which 

enables them to stretch around

even awkwardly shaped and

hard-to-manage garbage without

punc turing or ripping.

The secret of their design lies in the

bag’s unique diamond texture, which

is deep-embossed to increase elasticity.

This diverts pressure from points of

impact, allowing the bag to absorb

force and stretch instead of breaking.

“Glad ForceFlex Bags are stronger, tear-resistant and can therefore

hold more garbage,” Ewen explains. “Their tough design makes them

the ideal choice for the commercial kitchen.”

Each bag is equipped with a drawsting to make it easy to open and

close, and thanks to their durable structure, even the fullest bag is

easy to lift and carry. The 75L bags come in a convenient dispenser

pack of 25 bags. 

In comparison tests involving overstuffing, dragging and dropping, as

well as a general weight test, all conducted by the US’ Real Simple

magazine, the Glad ForceFlex bag was named the best performer. The

magazine said it was “surprisingly hardy for its size and weight”.

Glad ForceFlex Bags have even been praised in the New York Times,

which described them as “the Mercedes of trash bags”.

“Glad ForceFlex is designed to deliver on strength – the number one

requirement in the demanding foodservice environment,” Ewen

Litchfield points out. 

Hi-tech Glad
ForceFlex Bags
now available
in Australia!

“They were developed fol-

lowing extensive research

into what is being put into

gar bage bags, how they 

are handled and how much

weight they are typically ex-

pected to hold. You can over-

load them and still they’ll

keep stretching!”

Glad ForceFlex Bags are the latest addition to the 

extensive Glad product range from Clorox Commercial, which also

includes such mainstays of the commercial kitchen as Glad Wrap,

Glad Go-Between and Glad Bake.

Clorox Commercial is also home to some of Australia’s best-known

and most trusted hygiene, cleaning and food management products

under the Chux, Oso, Astra and Perfex brands.

You can find more information about their products, along with

foodservice recipes, chef’s tips and other useful information, at

www.cloroxcommercial.com.au. Check it out today! �

F R E E  S A M P L E click O F F E R S
foodservicegateway.com.au
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MAGGI PREMIUM 
THAI PUMPKIN SOUP

Maggi is one of Australia’s most trusted and 
reputable brands in soups and boosters, and
Nestlé Professional has established an enviable
reputation for innovation over its many decades
providing products for the foodservice market.
And with today’s foodservice operators demanding ever more innova-

tive products which meet the needs of a wider customer base while keep-

ing their kitchen operations simple, the Maggi Team has responded

to the challenge with a new range of soups and boosters.

In 2011 the Maggi gluten free range is expanding, making it easier for

end-users to simplify menu planning and delivery, while improving

the selection of gluten free meals they offer.

For example, Maggi Classic Beef Booster, available in 2.3kg and 8kg

packs, and Maggi Classic Chicken Booster, which comes in 2.4kg and

8kg, have both been reformulated and are now gluten free. Both products

are also free of added MSG, dissolve instantly and are high yielding.

The Maggi Classic Soup range has also benefited from innovation,

with two new gluten free flavours and the reformulation of five of the

most popular existing soups to make them gluten free.

The new gluten free variants are Crème of Cauliflower 1.8kg and

Sweet Potato and Pumpkin 1.8kg.

These complement the reformulated gluten free selection of Crème of

Chicken 2kg, French Onion 2kg, Pumpkin 1.8kg, Mushroom 1.8kg

and Tomato 2kg.

Ideal for the institutional market, these Maggi Classic Soups are not

only gluten free, but also low in fat, sodium reduced (excluding

Tomato), contain no added MSG and are bain marie stable. They’re

also cook-chill stable, so you can prepare in advance and transport

offsite prior to serving if required.

And further demonstrating the Nestlé Professional commitment to

innovation, Fourth Generation” or “4G” granulation technology is

now used to make the Maggi Premium range of Soups.

4G enables fresh ingredients to be pureed, then granulated – a technique

MAGGI keeps on innovating 
to meet foodservice market demand

RED DUCK CURRY MADE WITH MAGGI CLASSIC
CHICKEN FLAVOURED BOOSTER GLUTEN FREE 

which allows the Maggi range to better

capture the distinctive qualities and flavour profiles of these ingredients.

The result is a fabulous range of new Maggi Premium Soups made

from high quality ingredients comparable to scratch-made. They’re

ideal for cafes, pubs and clubs, bistros, caterers, restaurants and hotels.

Each of the five flavour-packed soups in the new Maggi Premium

range feature improved flavour and distinctive aroma from the fresh

pureed ingredients captured using 4G technology. 

THE RANGE INCLUDES:

Cream of Mushroom – a rich and earthy mix of sliced champignon,

shitake and porcini mushrooms in a soup which features a light,

creamy texture and is low in fat.

Hearty Lentil & Vegetable – a tomato-based soup packed with lentils,

carrots, onions, leeks and diced potatoes, infused with curry spices

and herbs.

Italian Style Minestrone – an Italian classic, low in fat and high in fibre,

this smokey tomato soup contains egg pasta shells, red kidney beans,

zucchini, chickpeas, carrot, green beans and chopped onions.

Sweet Corn & Noodle – a Chinese style soup, low in fat, with sweet corn

and noodles complemented by sliced leeks and a hint of white pepper.

Thai Pumpkin – a traditional pumpkin soup with onion and garlic

and the authentic Thai flavours of coconut cream, lemongrass, ginger

and coriander.

Maggi Premium Soups can be prepared with a soup kettle in 20-40

minutes, or on the stovetop in 15-30 minutes, and you can add addi-

tional flavours and/or protein as desired.

Each of the above five soups comes in a pre-portioned bag making

preparation easier. Simply mix into four litres of boiling water, stir

and simmer until the vegetables become tender.

So try these terrific new Maggi products today. Whether you choose

Maggi Premium Soups or soups and boosters from the Maggi Classic

range, you can be sure of consistently high quality products every time.

Detailed individual brochures which outline features and benefits are

available for all the new products mentioned above. There’s also a new

“All About Flavour” cookbook showcasing how Maggi Classic Beef and

Chicken Boosters can be used in 22 gluten free recipes, as well as a new

Maggi Premium range brochure which provides specific information on

each of the soups in the Maggi Premium range plus details of a free soup

kettle offer. All these are available from your Nestlé Professional rep. �

MORE INFO click PRODUCTS
foodservicegateway.com.au

SEAFOOD CHOWDER

MADE WITH MAGGI

GLUTEN FREE SWEET

POTATO AND PUMPKIN

SOUP MIX 
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Oilstream offers superior
cooking oil management

Switched-on foodservice operators

are making the switch to Oilstream – the full service cooking 

oil solution.

One example is Ryan Gardner, National Operations Manager for Urban

Burger which has 11 stores in Victoria and during the last 12 months

has opened an additional six in Queensland. The chain of quick-service

restaurants offers a range of gourmet quality burgers including low

fat, low GI and gluten free options. 

With the business continuing to grow, Ryan made the decision

to intro duce Oilstream to 5 Urban Burger stores, and is so happy 

with the oil management system that he plans to roll it out across all

remaining stores.

Oilstream is a full-service oil management solution covering every -

thing from cooking oil delivery through usage, storage and environ-

mentally-friendly disposal – making it easier than ever to manage

your cooking oil.

Already available to foodservice professionals in Queensland and

Victoria, it will be expanding into NSW from May in recognition of

marketplace demand.

With Oilstream, there’s no need to unload, lift or carry heavy oil

drums – no risk of spillages, slips or burns – and no worries about

where to store or how to dispose of oil. 

“We introduced Oilstream about 12 months ago and it’s really

proven itself in that time,” Ryan Gardner says.

“Before we used Oilstream, our staff had to fill the deep fryers from

big, heavy oil drums. Now Oilstream pumps our oil into convenient

Smartcube storage units which are easy to wheel into place and

pump directly into the fryer. The system also provides storage for

waste oil until Oilstream comes to take it away. The whole process

is far less labour-intensive and much easier.”

As well as delivery of high quality cooking oil and storage and free

disposal of waste oil, Oilstream’s technology also makes it simple

to monitor your oil usage.

“Oilstream does give us a much better measure of how much oil

we’re using,” Ryan confirms. “It’s a clean crisp oil and it’s com-

petitively priced. The fact that Oilstream comes and takes the

used oil away makes a massive difference for our managers, and the

whole system is a great space saver. Compared to our former oil man-

agement procedures, Oilstream has given us a very easy fix.”

Oilstream offers foodservice operators the choice of two systems –

Smartcube or Smartflow.

Smartcube can be easily installed within limited space, providing

maximum benefits with minimal installation requirements. Smart-

flow, a fully automated built-in system designed for businesses with

large-scale cooking oil requirements, pipes oil directly to and from

your fryers from internal/external storage units.

Both systems include delivery of fresh oil, monitoring of fresh oil us-

age and waste oil storage capacity, advanced storage capability and

free removal of waste oil – backed up by expert advice on how to

maximise the performance and economy of your oil. 

For full details of how Oilstream can benefit your business, visit

www.oilstream.com.au today. �
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matured in a  sweet vinegar syrup. They contain no artificial colours

or preservatives. 

Satay Sauce (2kg) – A thick and spicy, delicious peanut-flavoured

sauce with rich, golden brown colour and attractive texture, made

with peanuts and chilli. Perfect served over beef, chicken or seafood,

or tossed through a potato and vegetable salad.

All products in the new Heinz condiments and sauces range are pack-

aged in tamper-evident, resealable containers for added safety and

storage convenience.�

HEINZ FOODSERVICE UNVEILS NEW
CONDIMENTS AND SAUCES RANGE

EXTENDED STORY click ART ICLES
foodservicegateway.com.au

Heinz Australia has extended its foodservice offering with a new range

of condiments and sauces, all of which feature the finest ingredients and

consistent flavour, texture and appearance. The selection includes:

Sweet Mustard Pickle (1.7kg) – a mix of cured and cut pickled 

cucumbers, pickled cauliflower and pickled onion in a spicy ‘home

style’ mustard sauce, ideal with corned beef and potatoes, cold meats

or in a salad roll.

Fruit Chutney (1.8kg) – made from vine-ripened tomatoes, apples,

sultanas, currants and onions and suited to sandwiches and baguettes,

with cold meats or served with barbecued steak and salad.

Capers (1.7kg) – these tiny closed buds of the Capparis Spinosa

flower are graded, pickled, packed in brine and matured, then desalted

and repacked in a vinegar syrup. They’re delicious served with

smoked fish, tossed with pasta, in salads or chopped and added to

sauces and dressings.

Pickled Gherkins (1.9kg) – Fresh gherkin cucumbers cured in the tradi-

tional manner, then sliced and matured in a spiced sweet vinegar syrup.

Ideal served with a mature cheddar, on sandwiches or in a hamburger.

Gherkin Spread (1.9kg) – Fresh gherkin cucumbers cured in the 

traditional manner, minced and blended with a spice extract and 

F O O D S E R V I C E  R E P 1 3F O O D S E R V I C E  R E P 1 2



The Professionals Choice

FOODSERVICE

Chefs, caterers and other professionals across the

foodservice market recognise the importance of main-

taining a good supply of Kikkoman sauces in the com-

mercial kitchen.

All sauces in the Kikkoman range are free of preserva-

tives and artificial additives and have been naturally

brewed rather than chemically manufactured – a key

difference which accounts for their high quality.

Kikkoman is well known for its Naturally Brewed Soy

Sauce, Tamari Soy Sauce, Certified Organic Soy Sauce

and popular Teriyaki Marinade.

The latest addition to the range is new Kikkoman Gluten

Free Soy Sauce – making it easier to offer gluten free

menu choices to your customers.

Made with rice instead of wheat, Kikkoman Gluten

Free Soy Sauce complies with the Food Standards

Code of Australia for gluten free products and has

been approved by the Coeliac Society of Australia as

suitable for people with coeliac disease.

Like all Kikkoman sauces, it’s free from preservatives,

colours, GM ingredients and artificial additives such as

sweeteners and chemically hydrolysed vegetable proteins.

And the fact that Kikkoman sauces are naturally brewed

gives them a more distinctive taste and superior presen-

tation compared to chemically manufactured sauces.

It takes only a few days to chemically manufacture a

soy sauce but up to six months to brew one bottle using

the natural process. 

Not only do Kikkoman naturally brewed sauces look

better on the plate, their flavour profiles are correctly

balanced to ensure they properly complement the other

meal ingredients.

You can find more information about the Kikkoman

range, along with a wide selection of recipes and tips

about using Kikkoman Soy Sauce on the newly revamped

Kikkoman website, www.kikkoman.com.au �

New Kikkoman Gluten Free Soy Sauce
is a must-have kitchen ingredient!

E X T E N D E D  S T O R Y
click A R T I C L E S

foodservicegateway.com.au

suitability as a finger food can also be served

with salad in a wrap as a takeaway item or

café meal.

And don’t forget Ingham Chicken Breast

Nuggets - the fantastic flavour of 100 per

cent chicken breast meat makes these a 

superb choice for finger food and takeaway

treat alike.

Ingham Chicken Munchies, Sweet Chilli

Tenders and Chicken Breast Nuggets are 

all available in convenient 1kg bags, 

while Ingham Chicken Kebabs come in a

1.2kg carton.

And these are just four of the terrific products

you’ll find in the Ingham finger food range.

For a full rundown of available products,

visit www.inghamsfoodservice.com.au 

“Ingham offers a great selection of

versatile finger food products de-

signed to make preparation and

serving quick and simple, and their

competitive price helps you boost

your profit margin,” Karla points

out. “They’re all made with the

finest quality ingredients 

and can be served all 

year round.”

“For function and venue

catering, pubs and clubs,

bistros, cafes and hotels

– if you serve finger food, Ingham has

the answer!” �

M O R E  I N F O
click P R O D U C T S

foodservicegateway.com.au

Boost your profits with these
great Ingham products!
With autumn here once again, for many

foodservice professionals it’s the last chance

to take advantage of the warmer weather for

al fresco functions and outdoor events before

the colder months set in.

But no matter what

Ingham Foodservice

is the ideal choice for

any special event, busi-

ness function or catered

occasion whether held in-

doors or out.

The great flavour and trusted qua -

lity of 100 per cent Australian chicken

from Australia’s premier poultry

products supplier ensures your cus-

tomers will be happy. And whatever

their taste in chicken finger food,

you’ll find products to suit in the

extensive Ingham range.

Made to the high stan-

dards that foodser-

vice professionals

require, Ingham

chicken finger

food presents

attractively

and is quick and

easy to prepare

with a minimum of fuss.

Products in the range are ver-

satile enough to serve on their own,

in combination and with a variety of sauces

and dips.

“No matter what your finger food needs are,

Ingham Foodservice offers an unbeatable 

selection, all of which are ideal for minimising

preparation time and maintaining effective

portion control,” says Ingham Foodservice

Group Product Manager Karla Oliveri.

“Your customers will love the great taste and

quality, while you’ll appreciate how easy

they are to prepare and serve.”

Many Ingham finger food products are also

ideal as takeaway treats and snack or light

Another popular choice is 

Ingham Chicken Kebabs,

which come fully cooked

and pre-marinated on kebab

sticks. They make great finger

food and can also be served as a light

lunchtime meal on a bed of rice with

accompanying salad, which has made

them a big hit in cafes, clubs, pub bistros

and takeaways.

Ingham Sweet Chilli Tenders feature the fab-

ulous flavour of sweet chilli, an ideal com-

plement to the great taste of 100 per cent

Australian chicken, and in addition to their

snack suitable for

or as a takeaway
ger food fromquality chicken fin-

the time of year,

meal items, with some proving a big hit with

kids and adults alike.

Ingham Chicken Munchies is a good example.

This all-time favourite is a popular bite-sized

wide appeal.

item, and its distinc-

serving as finger food

tive flavour ensures
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