
Keep up to date with all the latest foodservice news, products,
services and promotional offers with FOODSERVICE GATEWAY –
your one-stop online source for everything that’s cooking.

You can even sign up for the new FOODSERVICE GATEWAY
email newsletter, which will ensure you never miss the latest 
articles, news items, special offers, announcements and
upcoming industry events.

And make sure you check out our latest additions…

Black Hat Chef George Hill's 54 year 
career includes many prominent chef 
and teaching positions. 

www.foodservicegateway.com.au

FOODSERVICE
GATEWAY
THE ONLINE FOODSERVICE RESOURCE

“COOKS” OR “CHEFS” ?
Some time ago I attempted to describe the attributes
that should make up the character of a chef. Now I
want to expand on those thoughts to further debate
whether we should be identified in the contem -
porary foodservice kitchen as “cooks” or “chefs”?

Should cooks and chefs wish for the commercial
preparation of food to be seriously accepted as a
specialised professional career path by the wider
community, we need to stop the exploitation of
confusing pretentious titles and accurately use the
terms “cook” and “chef” in their appropriate context. 

Unless cooks and chefs make a concerted effort to
describe their role accurately, both titles may well
evolve into pretentious and diluted designations,
with the unfortunate potential for cookery as a
trade to become an old-fashioned vocation and
fade into history. 

Cooks and chefs alike are losing the confidence of
the general public and their perception of cookery
as a trade. We are losing the public understanding
of the role of the chef, with the result the trade may
well vanish into antiquity – as will the respect of the
public for a trained cook as a specialist.

For decades cooks and chefs have attempted to
elevate cookery to a respectable professional level
in the community. If we lose the community
perception of the trade as a meaningful lifelong
career, we may also be unable to maintain industry
standards. What will it be like to be a chef in twenty
years’ time? Will the position degenerate into just a
job and not a lifelong career? 

To stop this erosion I contend that people who
prepare and cook food for a living should be called
“cooks” and not “chefs”.

The Black Hat
Chef George Hill gives his view 
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Aussie master brewer’s expertise on show in
France’s wine country

Producing beer in the middle of a French wine
lovers’ heaven was never going to be easy. 
But for the past 18 months, Australian brewer

Sam Gardiner has been doing just that. 

Read all about Sam’s experience at ‘Croix du Sud’ in Marseillan on
FOODSERVICE GATEWAY.
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In this issue’s cover story Camm Whiteoak,

restaurant manager at Gingerboy, Melbourne,

speaks out on how many foodservice estab-

lishments could benefit from formalised

staff appraisal and feedback systems, and

why they are not more commonplace across

the industry.

Camm’s managerial position encompasses a

lot of responsibility, and he says the biggest

challenge is managing the staff efficiently.

“I’ve been very lucky since I’ve been here –

there’s a whole lot of energy about the changes

we’re wanting to make. Implementing change

into a business that’s been going for five years

is always difficult – you may come across a bit

of resistance, and you have to be as diplo-

matic as possible about the changes that are

being made, and nurture people through

them rather than throw them into it.”

Much of Camm’s modifications have been

in response to service issues. “Certain sys-

tems that we had in place were not effective

in ensuring timely food delivery,” he ex-

plains. “I also had to communicate certain 
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W E L C O M E
This issue’s cover story is something
a little different. Instead of
profiling an individual’s career
journey and the establishment in
which he or she works, we’ve
focused on the very important
issue of staff appraisal within the
foodservice industry. 

Camm Whiteoak, manager of
Gingerboy in Melbourne, has
much to say on the subject, so
much so that it takes up all the
space allotted for our cover story.
But for those who’d like to read
more about Camm’s background
and career path, never fear – an
expanded version of the story,
including all this detail, is
available on our website at
www.foodservicegateway.com.au.

And while on the subject of
Foodservice Gateway, be sure to
check out the back cover of this
issue for details of the new
Foodservice Gateway Email
Newsletter – then visit the
website and signup today to be
placed on the mailing list.
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Escape and indulge with
Foodservice Rewards!

who were familiar with

the previous system then

had to learn a whole 

new one.”

But his biggest change

was the introduction of

formal staff appraisals

and feedback, to help

ensure a two-way flow

of communication so

staff better under-

stood what was ex-

pected of them and

the issues they faced

at the coalface.

“Generally speaking there is a lack of for-

malised staff appraisal and feedback in 

most foodservice environments,” Camm ex-

plains. “Genuine, honest, constructive feed-

back is often not given, which is a mistake. 

I think there is sometimes a fear on the part

of management that staff will use the ap-

praisal process to ask for more money, but

often I find most staff are really eager to

learn and improve their skills – if they feel

the management is of a calibre they can

learn from. They will then accept your feed-

back enthusiastically.”

He acknowledges that finding the time for

appraisals is often difficult – “it can be a bit

of a two-edged sword – if you arrange an

appraisal and you’re too busy to do it, that

can be demotivating and you end up with

staff who are more disillusioned due to your

lack of professionalism.”

He concedes that the process can fall down

even when managers have the best intentions.

“I think being honest is probably the most

important thing for business owners. I’ve 

always had really good relationships with

the owners and management teams I’ve

worked for, and if something goes wrong,

it’s extremely important to accept it, take 

responsibility for it and learn from your mis-

takes rather than be afraid of them. I do see

a lot of people who are trying to defer the

blame for things they should be taking 

responsibility for. If you show honesty to the

people who are working for you, then it sends

a signal they should do the same.” �

EXTENDED STORY
click ART ICLES

foodservicegateway.com.au

Foodservice Rewards is celebrating its second anniversary in the 
Australian and New Zealand markets by giving foodservice profes-
sionals the chance to win a luxury escape for two to the famous 
Cable Beach Club resort in Broome, WA.

Entry is open to all Foodservice Rewards members in Australia and
New Zealand. If you’re not yet a member, it only takes a few minutes
to join online. Registration is free and your points never expire!

Foodservice Rewards Managing Director Nigel Gaunt says the com-
petition has been developed as a way of further rewarding members
with an exciting bonus.

“We’ve decided to make those types of initiatives a priority over the
next six to 12 months. It’s about giving our members more than just re-
deeming points for products they love – everyone loves a bonus, and
this is the first of more to come.”

Foodservice Rewards has already proved a big success in the US and
Canada, where it has built a loyal membership base over many years,
and has recently been introduced to Germany and France.

In Australasia, there are currently more than 10,000 members, which
Nigel says is way ahead of the program’s expectations.

“I believe our success is due to the fact that Foodservice Rewards is
the most generous of all the loyalty programs currently available to
the Australasian foodservice market.

“Our points never expire, so everyone has time to accumulate
enough to redeem for great rewards. And thanks to the rapid stock
turnover in foodservice, even the smaller operators can build up
points comparatively quickly.”

Identifying the Foodservice Rewards eligible products from participat-
ing companies is easy – just look for the prominent yellow Foodservice
Rewards label on-pack. You can find these on more than 600 products
from major foodservice suppliers, including Nestle Professional, Good-
man Fielder and SPC Ardmona, Clorox Commercial and Cerebos.

To accumulate points, just register online at www.foodservicerewards.
com and enter the label codes, then redeem for a fantastic range of
quality rewards. You can find the full range of rewards catalogues on
the website. All have been carefully selected for their ability to provide
genuine business as well as personal benefits.

Remember – if you haven’t already signed up
for Foodservice Rewards, there’s no time like the
present! Just visit www.foodservicerewards.com
today to start earning rewards and for your
chance to win the luxury escape! �

WIN WIN WIN
• Prize includes return flights to Broome, airport

transfers, 4 nights’ accommodation for two and
$1250 spending money

• 2 prize draws in June/July and August/September –
enter both to increase your chances!

• Enter by redeeming 3 label codes from products of
3 different participating companies

“I think being honest is probably the most
important thing for business owners”
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expectations of staff that were not being

met. I think my fine dining background has

given me a good understanding of non-ver-

bal communication and there were little

things that needed to change, like the staff’s

greetings, the standard of their uniforms,

their attention to detail, the way they address

guests and so on.

Camm’s changes also extended to the wine

list, POS systems and internal reporting pro-

cedures – “this made things easier, but staff

MORE INFO click COMPETITIONS
foodservicegateway.com.au



Why Baxters is your best  choice for antipasto,
pesto and tapenades
“A lot of our competitors will
chargrill first, but we find that 
our process provides a superior
infusion of flavour”

With a rich heritage that dates back to its founding in Scotland in

1868, Baxters Foods has become justly renowned for the quality and

taste of its retail products. 

Now, as the company behind the Bamboleo and Argents Hill brands,

Baxters offers the foodservice market a range of top quality char-

grilled, fire roasted and marinated vegetables, pestos and tapenades.

It’s no secret that Bamboleo and Argents Hill are the preferred

choice of many top restaurants, cafes, pizzerias and

delis across Australia.

That’s because their products are made to tradi-

tional recipes, using only the highest quality

ingredients – and backed up by Baxters

Foods’ production expertise and long-

standing commitment to excellence.

“Baxters has a long and proud

history in producing top quality

foods, and with these two brands in

our portfolio, we are able to offer the

foodservice market an extensive range

of products whose quality and flavour

profile is complemented by their versa-

tility,” says Baxters Foods Australia

Man aging Director John Lochery.

“Although both Bamboleo and Argents Hill offer a similar

product range, the recipes and styles used are distinctively dif-

ferent between the two – providing foodservice professionals

with a greater choice, and suiting a wider range of applications.

“For example, Bamboleo Pestos are best used as cooking ingre-

dients, while Argents Hill Pestos, which incidentally are some of

the biggest-sellers on the market, are deliberately chunkier-style

so they can be used as table condiments or dips.”

Established in 1994, the Bamboleo brand embraces a comprehensive

selection of premium chargrilled, fire roasted and marinated vegetables

all made in accordance with traditional recipes, using natural pre-

serving techniques. 

The Bamboleo antipasto range includes chargrilled red capsicum, egg-

plant, zucchini, artichoke, pumpkin and an antipasto mix selection;

fire roasted capsicum in red, yellow or mixed varieties; marinated

capsicum, eggplant and artichokes; marinated olives available in kala-

mata, natural whole green, natural whole black, and pitta kalamata

style varieties; semi-dried tomatoes; and sundried tomatoes available

whole, in strips, or diced.

All are available in 2kg resealable rectangular leak-free tubs designed

for bulk storage and ease of use.

Unlike some competitor products, all Bamboleo chargrilled vegeta-

bles are marinated in canola oil, herbs and spices prior to chargrilling. 

“A lot of our competitors will chargrill first, but we find that our

process provides a superior infusion of flavour because the product is

pre-marinated,” John explains. “This gives consistent taste across the

entire two kilogram batch during its 90 day chilled shelf life.”

Bamboleo also offers Black Olive Tapenade in 2 litre buckets and

pesto in basil, sundried tomato, capsicum and coriander varieties.

Complementing the Bamboleo range is the Argents Hill selection,

which provides a range of tapenades made to traditional French

recipes, making use of such ingredients as cured black pitted olives,

anchovy fillets, garlic, lemon, herbs and spices. Choose from the 

authentic French Spicy Red Tapenade, Kalamata Olive, Bruschetta,

or Chargrilled Capsicum and Eggplant Tapenades.

Argents Hill also supplies pestos – made to dis-

tinctively different recipes from those in the Bam-

boleo range, and designed for use primarily as

ideal meal accompaniments or dips. The range in-

cludes Basil, Red Chilli, Spicy Capsicum, Basil Gen-

ovese, Spicy Coriander, Roquette & Cracked Pepper,

Pumpkin, Beetroot & Feta, and Spinach, Feta & Dill. 

Like the Bamboleo brand, Argents Hill features a range of

chargrilled vegetables and antipasto products, including

the renowned Semi-dried Sundried Tomatoes,

unique to the Australian market. 

Argents Hill products are avail-

able to the foodservice sector in

round 2 kg tubs for bulk use and

storage convenience.

Across both brands, all ingredients

are sourced locally wherever possible,

and the products are tasted and scored

daily to ensure that only those which

pass stringent quality standards are

released to market.

“Argents Hill Pestos are highly regarded

across the foodservice market for their

quality and flavour profile, and we want

to let our end-users know that they’ll find this

same commitment to quality across our entire range, embracing both

the Argents Hill and Bamboleo brands,” John emphasises.

“Whether you’re creating an antipasto plate or using our vegetables as

cooking ingredients, or even replacing the traditional tomato pizza

base with pesto for a different flavour to build on – you’ll find all

your needs covered in the comprehensive Baxters range.” �
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2.3kg in weight, with increased height, new fruitier mango topping

and more, larger macadamias.

Raspberry Cheesecake features a new, fruitier raspberry topping, in-

creased height for improved presentation and a weight increase from

1.55kg to 2.2kg.

Caramel Cheesecake has a new darker and sweeter chocolate base,

increased height and greater weight of 2.3kg (from 1.45kg).

Rich Chocolate Cake has been completely revamped with a new, 

richer recipe containing more chocolate and rich, peak-textured

ganache topping.

Mississippi Mud Cake boasts a new, improved flavour profile and

richer ganache which now includes couverture chocolate.

And then there’s the newest cake to join the range, Mocha Choc Chip

Cheesecake which weighs in at a hefty 2.3kg. The combination of

coffee and chocolate flavours was chosen in recognition of its popu-

larity with foodservice customers, and the cake’s striking presenta-

tion, featuring chocolate ‘sails’ and chocolate chips throughout the

cheesecake, is sure to be a hit!

The new PATISSERIE d’ARTISTE range is showcased in a glossy

brochure packed full of presentation ideas, available from your Nestlé

Professional rep. All products in the range are snap-frozen as soon as

they’re boxed to ensure maximum freshness and quality presentation,

with the production process certified to internationally recognised

HACCP standards. 

PATISSERIE d’ARTISTE products are also part of the Foodservice

Rewards program, so you can be rewarded for rewarding your cus-

tomers with the very best in quality cakes and desserts! �

The PATISSERIE d’ARTISTE range

from Nestlé Professional, which com-

bines the best traditions of classical 

European cakemaking with contempo-

rary design and presentation, is now

bigger and better than ever! The range

has been expanded with the addition

of new Mocha Choc Chip Cheesecake

and significant improvements have

been made to many cakes in the existing

selection. Most cheesecakes are now

taller and heavier – bigger cakes, offer-

ing better value.

PATISSERIE d’ARTISTE cakes rank among the very best available to

the Australian market. Most items in the range are made using tradi-

tional methods and high quality ingredients, with some 90 per cent of

PATISSERIE d’ARTISTE cakes prepared from scratch. All are indi-

vidually baked and decorated by skilled artisans including patissiers,

pastry chefs and chocolatiers. 

Leading market research company BIS Shrapnel has found that the

increasing popularity of Australia’s café culture is driving a growth in

the incidence of sweet snacking – and foodservice operators want to

be able to choose from a comprehensive range of beautifully presented,

innovatively designed cakes, produced by a brand they can trust.

In recognition of this, Nestlé Professional has made changes across

the PATISSERIE d’ARTISTE cheesecakes, classic cakes and gateaux

product categories to ensure even better value and presentation.

Passionfruit Cheesecake is now higher and heavier (an increase from

1.5kg to 2.2kg per cake), with extra passionfruit pulp within the cake

itself and extra passionfruit topping.

Tiramisu now weighs in at 1.9kg (from 1.5kg), with an extra layer of

sponge added for increased height and improved presentation.

Chocolate has been added to the base of the cake and the coffee soak

into the sponge has been improved.

Mango & Macadamia Cheesecake has expanded from 1.6kg to

MORE INFO click PRODUCTS
foodservicegateway.com.au

PATISSERIE d’ARTISTE range now boasts even better value!
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from scratch and all are
individually baked and decorated



greater yield per kilo than B grade fries helps reduce stock and labour

requirements, while their higher levels of potato solids help extend

your oil life, reducing the costs associated with frequent oil replace-

ment. And their superior appearance when plated and served ensures

customer satisfaction and encourages repeat business.

“But not only do foodservice professionals gain advantages from 

using our products – there’s also the advantage of regular face to face

communication with our field sales team who’ll answer queries, 

provide useful advice on getting the best out of our products, and

help with related issues such as maximising your cooking oil life.”

McCain has further demonstrated its ongoing commitment to the

foodservice market with the launch of several exciting new products:

ADDITIONS TO ‘A’
GRADE FRIES TEAM

Sweet Potato Straight Cut Fries
One of the world’s most nutritious vegetables, sweet potato has a

unique texture and flavour which has proved very popular with retail

consumers, as evidenced through the success of McCain Sweet Potato

Superfries in supermarkets.

Now McCain has introduced Sweet Potato 10mm Straight Cut

Fries, the first premium, A Grade sweet potato fry available to Aus-

tralian foodservice.

Available in case configurations of 4x2.5kg, new McCain Sweet 

Potato 10mm Straight Cut Fries are cholesterol free, with no artificial

colours, flavours or preservatives, and feature an appealing orange

colour for attractive presentation and easy identification.

Beer Batter 10mm Fast Fries
The demand for more beer batter fry options has led to the intro -

duction of Beer Batter 10mm Fast Fries, which complement the exist-

ing McCain Beer Batter Steak Fries and Beer Batter 13mm Straight

Cut Fries.

Available nationally from May 2, McCain Beer Batter 10mm Fast Fries

are packaged 2x6kg bags to a carton and feature premium quality

McCain beer batter which commands a higher retail price point, 

returning a better margin to foodservice operators.

Cream Flesh Straight Cut Fries
New Cream Flesh 10mm Straight Cut Fries feature the same excellent

presentation, golden yellow colour and consistent, creamy texture

that foodservice professionals know from McCain Cream Flesh

13mm Straight Cut Fries. 

Made using a variety of potato which is exclusive to McCain, the

Cream Flesh 10mm Straight Cut Fry, like its 13mm Straight Cut

cousin, presents fluffy on the inside and crispy on the outside when

fried correctly. The consistent appearance and size offers excellent

plate coverage and it will fry quickly from frozen. �

The Australian foodservice division of McCain Foods has had 

a makeover!

The trusted supplier of French fries, speciality potato products, finger

food, pizzas and dinners, and frozen fruit and vegetables is now

known as McCain Foodservice Advantage – underscoring the advan-

tages it can offer to foodservice professionals.

“McCain Foodservice Advantage has always been committed to 

providing end-users with a competitive business advantage, and the

new name was chosen to emphasise this,” explains Rebecca Lowth,

Marketing Manager for Australia and New Zealand.

“The McCain Foodservice Advantage is exemplified at each step of

the production process and beyond – as well as in the ongoing value-

added support we offer Australasia’s foodservice professionals.”

The latest example of this support is the new McCain Foodservice

Advantage website – providing detailed information on products,

news and promotions, plus exclusive resources such as production

application and serving suggestions, business tips and hints and 

professional advice.

All relevant nutritional information, pack sizes and configurations

and storage requirements for the full McCain Foodsrvice Advantage

product range are also included, for viewing online in easily down-

loadable PDF format.

The site also features full contact information for the McCain Food-

service Advantage sales team and is set to include information on up-

coming promotions, news and events as they come to hand.

Rebecca says:  “We’re thrilled to be able to unveil this exciting new

website which we believe will provide practical business benefits to

our foodservice end-users.”

The website complements other initiatives designed to offer foodservice

professionals an advantage from doing business with McCain, such

as the My McCain Fries Advantage Rewards program.

“There are clear advantages in choosing McCain products too,” 

Rebecca points out. “Take for example McCain A Grade Fries. Their

Sweet Potato 10mm Straight Cut

Beer Batter 10mm Fast Fry

Cream Flesh 10mm Straight Cut

M O R E  I N F O click P R O D U C T S
foodservicegateway.com.au

McCain gives you the
Advantage!
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The public love to see showmanship in their chefs – as exemplified by

the popularity of TV shows like Masterchef and Iron Chef. The

growing awareness of this has led to the resurgence of the open plan

restaurant kitchen, in which diners can watch the kitchen brigade at

work, prepping, cooking and plating meals. 

But while a birds-eye view into the kitchen may be good for business,

it also necessitates that everything your customers can see evokes

cleanliness and good hygiene at all times. And as we’re all aware,

some commercial surfaces are a challenge to keep clean. 

Stainless steel is a case in point – it features heavily in many contem-

porary kitchen fitouts, and is frequently used on refrigerators and

other essential equipment. Yet it is easily smeared by greasemarks,

fingerprints, steam and general grime.

Executive Chef Luke Stepsys is only too well aware of the importance

of keeping his restaurant’s stainless steel surfaces looking pristine. For

the past 17 months Luke has been working at Wildfire, a large restaurant

located in the prime tourist spot of the Sydney Overseas Passenger

Terminal at West Circular Quay.

Wildfire specialises in Brazilian style ‘churrasco’ barbecue cuisine,

which required the installation of a state of the art kitchen with ovens

by Beech along with custom-made grills and rotisseries. There are

eighty large skewers that each hold three to four kilograms of meat,

rotating above a huge charcoal pit. The meat is cooked within view

of customers, then carved at the table. 

Seafood also features prominently on Wildfire’s menu, and the

restaurant includes an open plan seafood preparation area where cus-

tomers can see oysters being opened, prawns shelled and so on. 

“It’s almost like a meat and seafood degustation,” is how Luke describes

Wildfire’s menu. “This is Wildfire’s 10th year and the open plan

kitchen is a big drawcard. I think people like the theatre of it. From

the first day I walked in I noticed the distinctive aroma that you get

from having the kitchen open to the dining

area – it’s a very important contributor to the

overall ambience. And of course our diners

just love to see the chefs in action.”

Wildfire’s open plan area features a large

amount of stainless steel on show. “The grill

is a focal point,” Luke explains. “It brings

people’s attention in – customers are always

coming and taking photos, it’s constantly on

show so it’s very important to ensure it always

looks impressive. And of course, the kitchen must always look hygien -

ically pristine – we are judged by its appearance.”

To keep all this looking at its best, Luke uses CHUX Stainless Steel

Wipes, which not only clean but also add a protective coating to guard

against future markings from smears, smudges, fingerprints and dust.

They’re easy to use: just ensure the stainless steel is dry and free of ex-

cess grease, before wiping with the grain until clean. Finish off by

buffing to a shiny, residue-free surface with a CHUX Superwipe.

“The CHUX Stainless Steel Wipes are excellent – they keep all our stain-

less steel smear and spot-free,” Luke says. “The

application is simple – just wipe then buff to a

pristine finish. When you come into the kitchens

here in the morning, it just looks spotless.” �

Scan me with your smartphone to 

visit the Chux Commercial website.
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Showcase your surfaces at their best
with CHUX Stainless Steel Wipes
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OCEAN MONARCH UNVEILS FOUR FABULOUS

NEW PRAWN PRODUCTS!

The Professionals Choice

FOODSERVICE

EXTENDED STORY click ART ICLES
foodservicegateway.com.au

Foodservice professionals across the café, pub and club bistro and

restaurant markets are sure to be quick to snap up these four exciting

new frozen prepared prawn products from Ocean Monarch!

There are two prawn-in-shell products – Garlic Butter Butterfly

Prawn and Hot & Spicy Butterfly Prawn - complemented by two new

prawn cutlets: a Lightly Seasoned Precooked Prawn and a Salt and

Pepper Prawn. All have been designed for dine-in service rather than

takeaway, and feature attractive presentation and the great taste of

Thailand Export Quality vannamei prawns.

Both the Ocean Monarch Garlic Butter Butterfly Prawn and Hot &

Spicy Butterfly Prawn are ideal in entrée or main course meals and

have been marinated in the shell for superb flavour. They’ve been cut

so your customers can remove them from the shell with ease, and at

12 x 12 pieces per 350g box are priced to give you a good profit margin.

“These are larger prawns than what’s currently available on the market,”

points out Harry Peters, Managing Director of Marine Product Market-

ing which markets the Ocean Monarch brand in Australia. “The in-shell

presentation is attractive and professional and they’re packed in recess

trays for ease of handling. And not only do they look and taste terrific

– they’re extremely versatile too. You can oven-grill them, microwave

them or cook in a George Foreman grill – either way your customers

will love them!”

The two new Ocean Monarch prawn cutlets, Salt & Pepper Prawn

and Lightly Seasoned Precooked Prawn, are both large 26/30 cutlets

as opposed to the more common 41/50 size serve. The Salt & Pepper

Prawn with its light and tasty coating is fabulous as finger food, entrée

or main and ideal for use in seafood baskets, while the Lightly Sea-

soned Precooked Prawn will suit stirfries, the barbecue or grill and a

wide variety of menu options.

“All these products of course are also suitable for the seafood basket,

and all have the right environmental ticks – the GAP (Good Aqua-

culture Practice) and Code of Conduct Certification,” Harry says.

The new Ocean Monarch products are the latest additions to the exten-

sive range of seafood available from Marine Product Marketing. Visit

www.marineproductmarketing.com for a comprehensive overview. �

Ingham Chicken Tenders can be served centre-of-plate with chips and

salad, and are also versatile enough to serve in a sandwich, wrap or

roll, and even on their own with or without dipping sauce.

Another Inghams product that’s much in demand, particularly in 

the pub, club and bistro market, is the 210g Ingham Chicken

Breast Schnitzel.

Made from 100 per cent Australian chicken breast meat, each por-

tion-controlled 210g serve provides excellent plate coverage which

your customers are sure to appreciate. And you can be assured it

won’t shrink when cooked!

Ingham Chicken Breast Schnitzel is the perfect choice for Chicken

Parmigiana, or you can serve it in a bun as a chicken schnitzel burger,

with chips or salad, and with gravy and vegetables. �

Inghams offers centre-of-plate
chicken you’ll be proud to serve!

Australia’s premier poultry products

supplier has built an enviable reputation in the foodservice market for

its extensive range of value-added chicken products, many of which

have been specifically developed for centre-of-plate application.

One popular example is Ingham Chicken Tenders. 

Made from 100 per cent Australian chicken, they come consistently

sized and individually quick frozen in 1kg bags for convenience and

effective portion control.

Ingham Chicken Tenders are available in a selection of mouthwatering

flavours, including Southern Style, Classic Crumbed, Sweet Chilli

and Salt & Vinegar. 
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