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

And be sure to catch the latest HELLO FOODSERVICE, our online
TV-style program covering topical events and current issues
affecting the foodservice sector.

While you’re checking out the site, why not sign up for the
FOODSERVICE GATEWAY email newsletter? That way you’ll be
sure of never missing the latest articles, news items, special
offers, announcements and upcoming industry events.

Black Hat Chef George Hill's 54 year 
career includes many prominent chef 
and teaching positions. 
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Kitchens which don’t meet food 
safety standards can be costly.
Foodservice design consultant 

John Walter-Thomas explains how
to avoid the common mistakes.
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Tip Top Foodservice
National Business Manager
Brian Esplin talks about the

future direction of 
‘Australia’s Bakery’.

FACE2FACE
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INTERVIEWS

“I love fine dining because it gives you the opportunity
to showcase your skills and use great local produce.
It’s fulfilling for the chef and it really makes the
guest feel special.”

Promising young Aussie chef Angela Brown’s 
appoint ment to junior sous chef at London brasserie The Balcon is the
latest step in a comparatively short but already distinguished career.

Aussies Abroad
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TIME TO REMOVE THE MYSTERY
A Salon Culinaire is a professional cookery com peti -
tion including practical and display-based cate gories,
with medals and certificates awarded to successful
competitors. Today these categories are often called
‘classes’ and prize money is usually offered to the
winners of the top class.

Salon culinaires are conducted for a number of
reasons – to test cookery expertise and motivate
contestants to improve their skills, showcase current
trends in food preparation and promote sponsors’
products or services.

Skills development is arguably the major objective of
a salon culinaire and this is often reflected in the
competition design, with various classes testing skills
valued by the local cookery community. While a large
number of classes may be available to con testants
(canapés, carvings, chocolate classes, gateau, hot
served cold, petits fours, restaurant plates, show -
pieces etc) there is usually one considered to be the
premier event, which mirrors current eating styles or
fashion. This is typically a hot kitchen competition
and for the past decade the most popular format has
been the mystery box, sometimes called the “black
box” – but is this the right approach?

Reviewing the guides and schedules of chef com -
petitions over many years teaches us a great deal.

Unsurprisingly, competitions with similar influence and
location tend to follow a pattern, and over the past 60
years 5 distinct competition ‘phases’ have emerged.

The Black Hat
Chef George Hill gives his view 

R E A D  M O R E
&  C O M M E N T

click BLOGS
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and finally Domenic and his small team.

“We provide general guidance – we should

devote this much of the menu to steak, this

much in entrees and mains, we give some

pricing indications according to our sourcing

of products, and a general indication of where

we think the menus should go. Of course

some of the hotels have similar menus – at

the end of the day 60 to 70 per cent of the

items will be the familiar favourites like

steaks, parmigianas, schnitzels, beer battered

fish, chips and so on. But while superficially

they may look similar, every hotel is catering

to its own market.”

Much of Domenic’s work is focused on the

crucial area of supply chain management.

“Any supplier that wants to deal with us

must be approved by myself and my team,”

he says. “The reason for that is we have to

make sure they have all the right certifications

Group of hotels, which in 2005 became part

of ALH.

Today, as National Food Operations Man-

ager for the ALH Group, Domenic oversees

all food operations across its 294 hotels

throughout Queensland, NSW, Victoria,

Tas mania, South Australia and Western

Australia. These range from bistros seating

400 to smaller restaurants, the majority

catering for family dining. “We cater for the

local com munity, your average mum, dad

and kids. Quite a few of our venues have

kids’ playgrounds as part of the fitout,”

Domenic explains. 

With a focus on “good, honest, value for

money meals” as Domenic puts it, each hotel

creates its own menu overseen by the chef and

managers to ensure it appeals to the local

market. This then goes through a process of

approval by area managers, state managers

This issue we talk to
Domenic Di Deo of
ALH Group, which
serves more than 12
million meals a year
across its nationwide
hotel chain.
Entering the hospitality industry at 17,

Domenic became part-owner of his first

restaurant at 20 and by 25 was running a

successful pizza restaurant, Venezia Pizza. In

1995 he became a supervisor at Melbourne’s

Crown Casino, where a chance encounter

with regular customer Bruce Mathieson Sr

led to Domenic joining the Bruce Mathieson
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W E L C O M E
Continuing our efforts to bring
you something a little different
with each issue’s cover story, 
this time around Foodservice
Rep has another ‘first’ – an
interview with Domenic Di Deo,
who as National Food
Operations Manager for the
ALH Group oversees the food
operations across 294 hotels
throughout Australia. A big
responsibility indeed, and what’s
really obvious is Domenic’s
passion for his work and his
commitment to quality.

Also this issue, we take a look 
at Tip Top’s latest innovation, 
The One – the first nutritionally
complete soft white bread, made
from the best quality ingredients.
And we check out the new Chux
biodegradable range made from
100 per cent natural, recycled
fibres. Plus there’s lots more to
absorb (pun intended) elsewhere
in the magazine!
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Average Net Distribution
Nov 2010 - Nov 2011
22,918

Much of Domenic's work is
focused on the crucial area of
supply chain management

Committed to quality:
ALH’s Domenic Di Deo 
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In keeping with this focus on streamlining operations, Domenic has

recently restructured his team and redefined their roles.

“We’ve improved efficiencies and boosted the number of hotel oper-

ations area managers. We now have more area managers looking after

say 15 hotels each, covering the whole of the business – food, retail,

bars. My team is now more specialised in that it works more closely

with our area managers – in our industry food is the most complex 

ele ment to run, it’s our largest labour cost, highest expense in infra-

structure and equipment setup, as well as the cost of upgrading dining

room décor and furniture and so on, which you have to do every couple

of years to stay up to date. Compared to some of the other areas, food

is an extremely complex and expensive component to run.” 

Domenic keeps his finger on the pulse of the business by regular trips

to the hotels – “I probably spend three out of every four weeks inter-

state, 2-3 days a week out in venues – there’s a lot of back end work to

do too which necessitates a bit of time in the office. It’s a very big group,

and as it keeps getting bigger and bigger, communicating information

out to nearly 300 hotels is very hard to do in a car, it’s often better to

stay in contact with email.”

Domenic emphasises that familiarity with each of the venues is 

extremely important. “When you walk in, you’ve got to be in touch

with what’s right for the place – the presentation, staffing and food all

need to be correct, and today food hygiene and handling is becoming

an extremely important issue too. As a consequence I now have a

team member who has the role of national food safety officer, totally

focused on food safety and hygiene programs. That area has become

so big it needs one person dedicated to looking at it fulltime.”

On Domenic’s visits, he’ll inspect the dining areas, meet with the

manager and bistro staff, walk into the kitchens and talk to the chefs.

“They might raise issues they’re having, talk about supply problems

and products, whether the equipment needs upgrading, if the kitchen

design is working. Sometimes we’ll find a more efficient way of oper-

ating by moving equipment around, or installing new refrigeration in

an area to save us some labour or time. Labour is the single biggest

cost in our business, so we look at it weekly and try to work out how

we can make it more efficient.”

Domenic also keeps a sharp eye on the competition – reading the in-

dustry magazines, trade papers, and overseeing the rise of new food

trends. “That’s a big part of it, because you have to make sure you’re

up to speed. The current trend, which is going to be more and more

of an issue, is catering to people with special dietary requirements and

a need to avoid allergens. 

“Recently we’ve been talking to our chefs and operations teams

about the importance of minimising cross-contamination risks back

of house. We had a rollout of scoop ice cream across about 20 of our

menus and made a conscious decision to avoid any ice cream with

nuts such as rum and raisin or almond. A lot of people now have nut

allergies and we can’t take the risk of cross-contamination from

someone using a scoop which has traces of nut from another ice cream.

These are the sorts of choices which ten years ago people were barely

aware of, but today have become one of the top considerations.

“In cases where food contains ingredients which can be possible aller-

gens, it’s often a case of deciding whether it’s something we want to

stock or if we can avoid it completely. Gluten free is another emerg-

ing concern – we have one hotel in Victoria where the chef has dietary

gluten intolerance himself so he set the goal of creating a gluten free

menu and in doing so proved it could be done. We encourage those

sorts of initiatives and of course they also demonstrate to the local

community that we care about the wellbeing of our customers.”

To keep up with customer demand, each hotel’s menu changes an 

average of four times a year – a total of more than 1000 menu changes

per annum across the whole group, as Domenic points out. “It’s impor-

tant that we have a good feel of what the market wants. Even just walk-

ing through a hotel you can get a good feel for the clientele – you have

to make sure that the menu will appeal to them. I’ve been to every single

venue in the group so when I look at a menu, I can picture the hotel

in my mind and say, yes, that’s right for those customers.” �

ALH Group’s 
Matthew Flinders Hotel,
Chadstone

and accreditations, that they are a legitimate business. And we try to

consolidate our suppliers so we don’t have too many. As an example,

today we have about 100 different food suppliers nationally, but

when we first took over the business in 2005 there were around 250.

So we’ve managed to streamline the operation a lot, improving effi-

ciencies in number and size of deliveries, all of which helps us keep

our costs down. Instead of having ten different lines of one product

we’ll streamline it to four – then we can do a better deal with the

manufacturers who are supplying them.”

Food products are chosen by the chefs at each hotel via an online elec-

tronic buying system with a locked inventory list, which means each

hotel can only order from ALH approved products by approved 

suppliers at approved prices. This ensures the group is able to offer

consistent retail pricing across all its venues.

“It’s all about the demographics – we a set a price to ensure good value

for our customers and we tailor it for the individual markets.”
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Why Tip Top Foodservice
is your best bet for
bakery products
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segments like aged and health care. Nutritional content is a major focus

for many of our customers and we wanted to take the confusion

away by developing a product that would give all the major nutri-

tional benefits in one loaf – hence The One.”

Brian says The One has been developed to be ideal for children, and

is already proving popular in school canteens across Australia. It’s also

the perfect choice for takeaways and sandwich shops and cafes, and

in health/aged care.

“The One is a white bread that contains more fibre than your standard

wholemeal loaf – The One has 7.1g of fibre per 100g compared to

2.7g for regular white bread and 6.5g for wholemeal bread.”

The One also contains added vitamins including thiamin, folate, vita-

min E, niacin, vitamin B6 and minerals (iron and zinc) and has a lower

GI than regular white bread – it’s rated medium GI (67) whereas typical

white breads are rated high (70+). Plus it’s free of artificial colours,

preservatives and animal products making it suitable for vegetarians

and vegans.

“We’ve really gone all-out to tick all the nutritional boxes for this

bread, and I think it it’s a great example of Tip Top’s commitment to

ongoing innovation,” Brian says.

For more information on The One or the other products in the exten-

sive Tip Top range, visit www.tiptop-foodservice.com.au. To request

information or place an order, contact Tip Top Foodservice Customer

Service on 1800 086 926. �

If you’re a foodservice professional
looking for top quality breads, cakes
and bakery products, your first choice
should be the extensive range from
Tip Top Foodservice.
Formed from the restructuring of the former GWF Foodservice, Tip

Top Foodservice is exclusively focused on bakery product categories

– with the technical expertise, market knowledge and professional

experience to provide you with the very best.

National Business Manager Brian Esplin has 40 years’ experience in

the industry, encompassing baking, flour milling and foodservice, and

has worked for the Tip Top brand for the past 10 years.

Formerly the national sales, marketing and technical manager at Allied

Mills and sales director at Goodman Fielder, Brian brings to his current

position a wealth of baking knowledge. He’s committed to ensuring

that you can rely upon Tip Top Foodservice for tip top quality.

Brian explains that Tip Top Foodservice comprises a specialist team

exclusively focused on bakery, with expertise across all types of fresh

and frozen breads, cakes and bakery product categories. 

“The new structure has been designed to make us more accessible to

our foodservice market customers, with a highly experienced team in-

cluding national channel experts as well as state support teams right

across Australia,” Brian says. “This gives us a stronger focus in the

baking field, all of which serves to benefit our customers.”

Tip Top Foodservice is also committed to producing innovative products

– with its latest example, Tip Top The One, launched at the beginning

of this year.

More than 12 months’ research and development has gone into making

The One the first nutritionally complete, soft white bread. It’s made

from the best quality ingredients, according to strict baking processes,

and has proven superior in softness and taste comparisons with 

competitor products.

Brian explains the reason for developing The One: “There are so

many different varieties of bread nowadays, and sometimes people

are confused about what’s most appropriate for kids, or for market
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Peter Baldini is one of the many foodservice professionals

who’ve recognised the benefits of offering their customers McCain

Sweet Potato Fries.

Peter is Executive Manager, Group Catering for The Gema Group,

which in addition to providing catering for special events and func tions,

operates a range of catering outlets across Sydney sporting venues.

Peter serves McCain Sweet Potato Fries at Café Valenti, which The

Gema Group operates at Sydney Olympic Park Sports Centre, and

says they’ve proved so popular that he’s now planning to introduce

them at Gema’s other sporting venue outlets which include several

major Sydney football stadiums.

“We’ve been serving McCain Sweet Potato Fries since they first came

on to the foodservice market,” Peter says. “The quality is excellent

and the profit margin is strong – you can sell them at a higher price-

point than regular chips, and the customers still regard them as very

good value for money.”

Peter adds that their distinctive orange colour makes McCain Sweet

Potato Fries immediately recognisable, and says their popularity in

retail supermarkets has helped drive strong customer demand.

“After Sweet Potato Fries went on sale in super markets, we had peo-

ple constantly coming in and asking for them. So it was terrific when

McCain made them available to foodservice.”

The sweet potatoes used to make McCain Sweet Potato Fries are 

naturally ripened after harvest to ensure a fuller, sweeter taste.

They’re cholesterol free with no artificial colours, flavours or preser-

vatives and available in 10mm Straight Cut, 4 x 2.5kg bags to a carton.

And like all McCain A Grade Fries, McCain Sweet Potato Fries are

part of the My McCain Fries Advantage Program, which rewards

foodservice professionals for rewarding their customers with the best

quality fries on the market!

McCain A Grade Fries not only taste better, they offer greater 

yield per kilo, reducing your stock requirements and helping extend

the life of your cooking oil, so you won’t need to replace it as often. 

And thanks to My McCain Fries Advantage, you can accumulate

points from each carton to redeem for great rewards! Just register online

at www.mymccainfriesadvantage.com.au, then collect the rewards

tokens from each carton and when you’ve saved up 50 to 100, print

off the submission form on the website and fill it in.

The extensive range of products for which you can redeem points in-

cludes electrical items, sporting goods, food and wine, accommodation,

phones, plasma screen TVs, cameras, movie vouchers, family items,

toddler’s toys, kitchen utensils and much more.

For more information contact your McCain Sales Representative, 

call McCain’s National Sales Office on 03 8561 4860, or visit

www.mccainfoodservice.com.au. �
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Peter serves up the
terrific taste of McCain

Sweet Potato Fries



Salmon Burgers
make a great nutritious

meal solution

The Huon Salmon Burger is the latest inno-

vative product from Huon Aquaculture – 

a convenient and healthy meal solution,

featuring the great taste of premium quality

Huon Tasmanian salmon from the pristine

waters of Tasmania’s Huon region.

Available in two unique and delicious varieties

– Coconut Lemon and Lime Parsley – the new

Huon Salmon Burger contains approximately

80 per cent Huon Tasmanian Atlantic salmon

delicately seasoned with herbs and spices to

capture native Australian bush flavours.

Ideal for use in burgers or as a light plated meal

with salad and fries, the Huon Salmon Burger

will appeal to both health-conscious consumers

and those looking for a premium quality offering.

Salmon Burgers have a frozen shelf life of three

months (three days once thawed) and you can

pan fry or grill them from thawed in under five minutes.

They’re another example of the quality product range available from

Australian owned Huon Aquaculture, whose salmon are reared ac-

cording to an innovative farming philosophy – which starts with rear-

ing them in a way which mirrors their natural life in the wild.

The salmon enclosures are designed to be stress-free, with the lowest

stocking densities in the world and the biggest enclosures – 99 per

cent water to 1 per cent fish. This pristine environment helps ensure

only the best possible quality salmon reaches Huon’s customers.

Close attention is also paid to diet – with Huon pioneering an Aus-

tralian-first feeding system which dispenses a scientifically balanced

diet, ensuring the fish get the chance to eat whenever they need to.

Huon’s salmon harvesting system has been designed to minimise

stress and has been recognised by the British RSPCA as an award-

M O R E  I N F O click P R O D U C T S
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winning humane process – another example of Huon’s commitment

to delivering the best possible quality.

“Everything at our salmon farms is dedicated to nurturing the fish in

accordance with sustainable practices,” points out Gregg Flower,

General Manager – Sales and Marketing at Huon Aquaculture.

“Sustainability is the key to our future – we need to look after 

the fishes’ environment properly – that way we can deliver the best

possible quality to our customers.

“We do have a genuine love of our product and we believe that our

focus on maintaining quality at each step is what sets us apart from

the competition.” 

In addition to the new Salmon Burgers, Huon offers the foodservice

market a range of hot and cold smoked salmon products caviar and

gourmet dips.

All smoked salmon fillets are dry salted and left to cure for at least 

24 hours, then smoked

with redgum logs for a

further 24 to 48 hours

using a traditional slow-

smoking method, which

ensures the smoke fla -

vour infuses through-

out the flesh without

creating a burnt, crusty

texture on the outside

as can be the case

with faster, modern

smoking methods.

Huon is best known

for its Banquet Slice

Tasmanian Smoked

Salmon, which is

sliced along the 

fillet rather than

down it to give a

unique tex ture and

comes fully trim -

med for perfect

presentation.

Complementing this flagship product

are Huon’s other cold smoked salmon products – Premium Smoked

Salmon and A Grade Smoked Salmon.  

So add Huon products to your foodservice menu today – and give

your customers the superior presentation and flavour of Australia’s

finest salmon!  �



Baxters brings fantastic quality
relishes to foodservice
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If you haven’t yet tried the new range of quality relishes developed by

Baxters Foods specifically for the foodservice market – you’re missing

out on fantastic quality!

The terrific new selection of four relish varieties, developed in Australia

and manufactured in Melbourne, comes in 4 x 2kg stackable, vacuum-

sealed resealable tubs for ease of storage and maximum convenience.

The Baxters foodservice range includes:

Tomato Relish – makes a superb complement to the rich flavour of an

Aussie beef burger

Beetroot Relish – the easy way to add rich, succulent flavour to 

sandwiches

Sweet Chilli Relish – the perfect choice for chicken wraps and rolls

Cranberry & Onion Relish – the classic accompaniment to turkey

and an ideal condiment for sandwiches, wraps and rolls

Justly famous for the quality and taste of its well-known retail range,

Baxters Foods boasts a rich heritage dating back to its founding in

Scotland in 1868. 

Today, 142 years later, it’s still a family-owned company whose new

products and recipes are carefully developed under the personal guidance

of Audrey Baxter and her dedicated team of professional chefs. Every

recipe is tasted by the Baxter family and no product is

made available until it meets their exacting standards.

Baxters Foods is already established in the Australian food-

service sector as the company behind the trusted and reputable

Bamboleo and Argent’s Hill brands of pestos, tapenades and

sauces – which have established themselves as the

top choice of many foodservice professionals.

M O R E  I N F O click P R O D U C T S
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This latest selection of quality products is the first in foodservice to

bear the Baxters brand. 

“For the past 40 years Australian retail consumers have been able to

enjoy Baxters chutneys and relishes, and over that time we’ve estab-

lished ourselves as the market leader,” says Baxters Foods Australia

Managing Director John Lochery. 

“Now Baxters is setting out to duplicate its retail success in the food-

service sector - by offering professionals a selection of relishes which

match our retail range in taste, quality and commitment to the highest

manufacturing standards.”  �

Certified Australian Angus Beef
trademark is your

guarantee of quality

Meat which bears this brand name has been

subject to strict certification from the supply

of livestock, through to the feedlot in which

they’re fed, through each step of the production

process from meat processor to distributor

and finally to the foodservice establishment

which serves them or retail outlet at which

they’re purchased by the consumer. “All the

way through the supply chain, the certification

process is in place to protect the product 

Prized for its smooth,

close-grained texture,

carnation red colour and

finely marbled muscle,

Angus beef comes from

cattle first bred in Scot-

land in the late 18th century.

Over the past ten years, Angus

has taken the mantle of premier British-based

cattle breed in Australia, and today the Angus

name is widely recognised by foodservice

professionals and the public alike as signifying

high quality red meat.

But this doesn’t mean that all beef labelled

Angus is the same - as Phil Morley of Certified

Australian Angus Beef (CAAB) explains.

CAAB, a marketing company formed by a co-

operative of Australian Angus beef producers,

established this brand as a means of emphasis-

ing the ongoing integrity of the meat bearing

its name. “We own this trademark, under

which Angus is sold to 31 countries around the

world, and as such we have a vested interest

in maintaining its integrity – we live and die by

the strength of this brand,” Phil emphasises.

EXTENDED STORY
click ART ICLES

foodservicegateway.com.au

integrity, and this is a fundamental difference

between our Certified Australian Angus Beef

brand and others in the Australian market-

place,” Phil says. “We don’t believe there’s

any other Australian beef brand that can

claim this level of quality assurance, certified

to ISO 9001-2008 standard, at all steps of

the supply chain.”

So look for the Certified Australian Angus

Beef trademark – it’s your guarantee of 

superior, safe, healthy, marbled, flavoursome

beef, each and every time. 

You can find distributors in all mainland states

throughout Australia (Tasmanian orders taken

via Melbourne) and more information is avail -

able at www.caab.com.au. �
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• CHUX Non-scratch Scourer Sponges: safe for non-stick cookware,

removes tough marks, grease and grime without scratching. Scourer

is made from post consumer recycled PET bottles and sponge made

from highly absorbent 100 per cent natural biodegradable cellulose.

Visit www.cloroxcommercial.com.au for more information. �

EXTENDED STORYclick A R T I C L E S
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As Head Chef at boutique café and retail shop Burnt 
Orange in Mosman on Sydney’s trendy north shore,
Blair Peterson places great emphasis on always choosing
the best product for the job. This commit ment extends
beyond just food ingredients and menu selection to also
encompass kitchen hygiene and food safety products.
And like many businesses in touch with contemporary concerns, Burnt

Orange is committed to minimising its environmental impact wherever

possible – which includes sourcing biodegradable and recycled products.

That’s why Blair is a keen convert to the new range of biodegradable

CHUX Superwipes, absorbent cloths and non-scratch scourer sponges.

Operating out of a 1930s golf club house at George’s Head, Mosman

that’s been restored by the Sydney Harbour Federation Trust, Burnt

Orange was established two and a half years ago based on an Irish

business called Avoca that combines café dining with boutique retail (by

owners who had previously set up the Avoca restaurant chain in Ireland).

Burnt Orange brings the Avoca concept to Australia – combin ing a

retail clothing, homewares, jams, condiments, preserves and gift food

line with a café outlet in a family friendly environment which promotes

relaxed browsing through several rooms with a dining component.

At time of going to print Burnt Orange has just won the Australian

Retail Association Retailer of the Year Award and is in the running

for Global Retailer of the Year, with the winner set to be announced

in March – achievements which reflect the dedication of Blair and

his team.

Having established a strong reputation for the quality of its food and

the appealing ambience of its premises, Blair and his team are strongly

focused on ensuring all areas of the business reflect this commitment

to excellence with minimal environmental impact – and naturally

that extends to the choice of hygiene and cleaning products.

So when Blair heard that CHUX had developed a new range of bio -

degradable products made from 100 per cent natural, recycled fibres,

he was eager to try them. And he was knocked out by the results!

“They’re absolutely fantastic – a great hit,” is how Blair describes the

CHUX biodegradable range.

“I particularly like the CHUX Biodegradable Sponge Scourers and

the Absorbent Cloths. I’m already a big fan of CHUX Superwipes –

I’ve been using them for 20 years – and these new Biodegradable

CHUX Superwipes are perfect. I like the packaging, they’re very easy

to open, and the performance is terrific. They’ve got all the great fea-

tures of the standard CHUX Superwipes, at the same price, and

they’re better for the environment – how can you go wrong?”

The new CHUX biodegradable range includes:

• CHUX Biodegradable Absorbent Cloth: super strong and absorbent
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Scan me with your smart-
phone to visit the Chux

Commercial website

reusable cloth, ideal for wiping benches and spills. Machine washable

and reusable, fully biodegradable in compost conditions, and can

absorb 12 times their own weight in liquid.

• CHUX Biodegradable Superwipes: just like regular CHUX Super-

wipes, these feature double action holes which easily pick up dirt

and food particles and can be rinsed clean again and again. Each

CHUX Superwipe can absorb up to 10 times its own weight in liquid.

Fully biodegradable in compost conditions.

gets thumbs-up from Burnt Orange!New CHUX biodegradable range



GRAVOX Instant Gravy (2.2kg): a consistent quality gravy with rich

roast meat flavours and ultra-smooth texture to ensure broad appeal.

Designed for quick and convenient everyday use, it’s easy to prepare

– just add water. The ideal kitchen standby, perfect for small opera-

tions or ready-to-order-menus. Gluten and wheat free, 99 per cent fat

free and bain marie stable for up to four hours.

GRAVOX Demi Glace (7.5kg): the consummate base for all dark

sauces including pepper, red wine, diane, mushroom, Bordeaux and

Madeira. Made to match the flavour of Larousse Gastronomique de-

mi glace which takes 12 hours to prepare! Also suitable as a stand-

alone general purpose sauce. Gluten and wheat free with no added

MSG, 98 per cent fat free, and bain marie and freeze-thaw stable.

GRAVOX Chicken Booster (2.5 and 8kg): the natural flavour of

roast chicken complemented by sweet onion and herbs to boost the

savoury notes of dishes such as casseroles, pies and soups. Make up

as a liquid stock or use dry as a seasoning. Gluten and wheat free with

no added MSG.

EXTENDED STORYclick A R T I C L E S
foodservicegateway.com.au
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Chefs choose GRAVOX FOR GREAT FLAVOUR!

GRAVOX Beef Booster (2.5 and 8kg): a rich, savoury beef flavour to

add depth and enhance the taste of dishes including casseroles, pies

and soups. Complements not only beef but a wide range of meat dishes.

Gluten and wheat free with no added MSG.

GRAVOX Vegetable Booster (2.5kg): gluten, wheat, lactose and dairy

free, suitable for vegans, with no added MSG. �

Andrew Wills, Head Chef at
Matthew Flinders Hotel in the
Melbourne suburb of Chadstone,
is one of those switched-on
foodservice professionals who’s
made the choice to go with
GRAVOX for great flavour!
The Matthew Flinders features a bistro restaurant, bars, accommo-

dation and function rooms. Andrew’s job of catering to families, kids

and seniors in the local community is made that much easier thanks

to the extensive GRAVOX range of gravy mixes and boosters, which

he uses liberally in his meals.

The GRAVOX range includes:

GRAVOX Rich Brown Gravy (2.5 and 7.5kg): designed for broad

appeal, suitable for all meats particularly roasts and beef dishes.

Gluten and wheat free, 98 per cent fat free with no added MSG, bain

marie and freeze-thaw stable.

GRAVOX Chicken Gravy (2.5 and 7.5kg): an ideal complement to

the subtle flavours of chicken, turkey and pork, featuring savoury,

roasty notes that enhance the taste of white meats. The perfect choice

for hot chips. Gluten and wheat free and 98 per cent fat free, bain

marie and freeze-thaw stable.

GRAVOX Celebration Gravy (2.5kg): Ideal for festive celebrations

such as Easter and Christmas, this rich, smooth, savoury gravy fea-

tures herb notes of sage and thyme, traditionally used to accompany

such meats as roast turkey, pork and chicken. Gluten and wheat free,

98 per cent fat free, no added MSG, and bain marie stable. 



gluten-containing ingredients. They’re actually

as close as possible to what the chef would prepare

in the kitchen from scratch. We’re now making

products simpler, and finding that this is what

the professional market prefers.”

The new formulations were extensively tested

during the product development phase.

“All the comments that

came back were very positive,” Sharon reports. 

Sharon emphasises that with the new formula-

tions, Birch & Waite sauces and dressings are

better than ever.

All Birch & Waite sauces and dressings are made with high quality,

premium ingredients and available in a range of sizes and packaging

options to suit all foodservice market requirements.

Reformulated products in the Birch & Waite Foodservice range include

Tartare Sauce, Balsamic Vinegar & Olive Oil, Caesar, French Vinaigrette,

Italian, and Thousand Island Dressings. 

Established in 1980 and wholly Australian-owned, Birch & Waite

manufactures in an efficient world class facility under stringent control

procedures, and is certified to the following global standards:  SQF

2000, HACCP, ISO9001:2008, and local standards: Coles, WQA,

COSTCO, and YUM Star. �

M O R E  I N F O click P R O D U C T S
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Birch & Waite reformulation makes
great products even better!

The quality sauces and dressings available from Birch & Waite are

now better than ever before!

In an effort to “make great products even better”, the proudly Aus-

tralian owned producer of portion controlled and bulk foodservice

products has reformulated its core range to improve both flavour and

product integrity.

Birch & Waite Technical Manager Sharon Ferguson says the reformu-

lations are in response to the changing tastes of the foodservice consumer.

“We wanted to offer flavour profiles that are more contemporary, so

we looked at what else was available on the market and how we

could ensure that our products will deliver superior quality and bet-

ter taste,” Sharon explains. “Consumer tastes are always evolving, so

it’s important to continue to stay up to date.

“We had a consulting chef involved during the development phase, to

ensure we were heading in the right direction.”

Sharon adds that the reformulations have also enabled Birch & Waite

to reduce or remove a number of common allergens wherever possible.

“All our dressings and sauces now contain no added MSG and no
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Entries are now open for the pres tigious Nestlé GOLDEN CHEF’S

HAT AWARD for 2012 – Australia’s only national competition recog-

nising and rewarding our most talented junior and apprentice chefs.

Each year the Nestlé GOLDEN CHEF’S HAT AWARD gives junior

chefs and apprentices all over Australia the opportunity to put their

culinary skills to the test against their peers. The winners of the 2012

national final will win a trip valued at up to $15,000 to the Culinary

Olympics in Erfurt, Germany – a golden opportunity to see some of

the world’s top chefs in action, learn about the latest industry trends

and establish valuable networks and contacts.

With a focus on cooking and live competition, the Nestlé GOLDEN

CHEF’S HAT AWARD is the only national competition allowing

competitors to benchmark their skills from a regional level all the way

to a national cook-off. Chefs and apprentices 25 years and under are

invited to enter in teams of two, with a nominated team leader. Finalists

compete in a series of ‘mystery box’ regional cook-offs, with the state

winners receiving an all expenses paid trip to Melbourne to compete

in the national cook-off to be held during Fine Food 2012 in September.
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All competitors are eligible to win medals of achievement in culinary

excellence in entrée, main and dessert course categories.

The Nestlé GOLDEN CHEF’S HAT AWARD is Australia’s longest-

running culinary competition with the first event held in 1966. Nestlé

Australia has been the major sponsor since 1988 and the event is co-

ordinated by the Australian Culinary Federation with support from

sponsors who also include Meat & Livestock Australia and Mirvac

Hotels and Resorts.

Last year’s winners Cameron Wetton (achieving a record third consecu tive

title) and Matthew Wynn, who represented Victoria, will experience their

winning trip to Singapore in April 2012, which will include work ex-

perience at the world-renowned L’Atelier de Joel Robuchon. Chef

Robuchon has been awarded 26 Michelin stars in his 50 year career

– more than any other chef in the history of the Michelin Guide!

Cameron and Matthew will also train at the SATS Food Solution

kitchen (which includes Chinese, Japanese and Oriental kitchens) and

visit Asia’s largest food and hospitality event, Food & Hotel Asia 2012,

where they will be guest junior judges at the Gourmet Challenge. 

For more information on previous winners of the competition, eligibility

requirements, news and updates, visit the Nestlé GOLDEN CHEFS HAT

AWARD page on Facebook (www.facebook.com/goldenchefs). �

Get your entries in for Nestlé Golden
Chef’s Hat Award 2012!



PRAWNS for all occasions!
100 Islands Whole Cooked Prawns are imported from Thailand,

which has been a major producer and exporter of prawns for more

than two decades. 

Its farming and production processes adhere to international envi-

ronmental and food safety standards, and each step of the production

process is monitored by the Thai Department of Fisheries (DOF). The

prawns are bred from Specific Pathogen Free (SPF) broodstock and

raised in nurseries according to Good Aquaculture Practice (GAP)

principles, as certified by the DOF.

The quality, colour, taste and texture of 100 Islands Black Tiger Prawns

and Vannamei Prawns makes them a terrific choice for all occasions.

So add them to the menu today and be sure to keep your customers

coming back! �

Australians love great quality seafood, so it’s no wonder prawns are a

must-have on foodservice menus all year round, and especially at Easter.

And thanks to Marine Product Marketing, foodservice profes-

sionals can choose from a fantastic selection of restaurant quality 100

Islands prawns.

100 Islands Black Tiger Cooked and Prawns – available in a new black

box – deliver the premium quality, freshness and flavour that your

customers demand. Harvested live and frozen at -80deg C within an

hour, they’re virtually fresher than fresh!

These five star quality prawns are ideal for top seafood restaurants,

hotel buffets, bistros and clubs – a top of the line prawn at an afford-

able price.

Complementing the Black Tiger Prawns are 100 Islands Whole Cooked

Vannamei Prawns, which are cooked and frozen within an hour of

harvest. This ensures their quality, colour, taste and texture is retained –

making them a great choice for any foodservice establishment.

Ideal for seafood buffets, in salads, as an appetising entrée or main

meal accompaniment, they feature the finest quality, colour, texture

and taste.

The first live harvest, whole cooked tropical white prawns made

available to the Australian foodservice and retail markets, 100 Is-

lands Whole Cooked Vannamei Prawns are carefully harvested by

hand to ensure they are delivered alive for processing. Following

cooking and processing in accordance with international standards

including HACCP, GMP and ISO 9001-2000, the prawns are cooled

according to a modern sanitation process, then shock-frozen at -60 to

-70degC, to ensure they retain their fresh, sweet flavour.

M O R E  I N F O click P R O D U C T S
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Soy sauce with less salt… 
but no compromise on quality!

M O R E  I N F O click P R O D U C T S
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tomato-based sauces, and when used in mushroom sauces will bring

out the earthy flavour.

And when offered as a front of house tabletop condiment, Kikkoman

Less Salt Soy Sauce exemplifies your business’ commitment to providing

healthier choices to your customers – without compromising on quality! 

“The secret of Kikkoman’s superior flavour and quality is that all our soy

sauces are made in the authentic Japanese tradition,” Gary emphasises.

“Chemically manufactured sauces, which may take only a few days to

manufacture, can’t match the taste and presentation of traditionally

produced Kikkoman soy sauce which is naturally brewed for up to

six months.”

In addition to Less Salt Soy Sauce, Kikkoman also produces Naturally

Brewed Soy Sauce, Tamari Soy Sauce, Gluten Free Soy Sauce, Certified

Organic Soy Sauce and popular Teriyaki Marinade. 

Kikkoman Less Salt Soy Sauce is available in 250ml, 600ml, 1L and

18L bottles. For more information and a full range of recipe ideas,

visit www.kikkoman.com.au today. �

With 43 per cent less

salt than regular Kikko-

man Soy Sauce, it’s no

wonder Kikkoman Less

Salt Soy Sauce is fast becoming a must-have ingredient in commercial

kitchens and foodservice establishments across Australia.

“Like all Kikkoman sauces, Less Salt Soy Sauce is 100 per cent naturally

brewed and free from preservatives, colours, GM ingredients and arti-

ficial additives like sweeteners or MSG,” explains Gary Ward, National

Sales & Marketing Manager at Kikkoman Australia.

“After brewing, the product undergoes a natural fermentation

process to extract much of the salt, while retaining the distinctive

umami flavour, aroma and appearance of soy sauce.”

The result is a versatile, all-purpose sauce, seasoning and flavour enhancer

with a delicate, reduced salt taste that’s ideal for dishes, dressings and

flavours which can benefit from a more subtle soy flavour.

“The applications for Kikkoman Less Salt Soy Sauce are limited only by

the chef’s imagination,” Gary points out.

“It’s great for grilled meats – just brush on fish, seafood, meat or poultry

either before or during grilling. And when brushed on prime rib, lamb

or poultry it will add a subtle yet distinctive flavour to your roasts.

“You can even blend it into ground meats to enrich the taste of meat-

loaf, meatballs, burgers, rissoles, ground turkey or a chilli con carne.”

Kikkoman Less Salt Soy Sauce can also be used to enhance the

flavours of stock-based sauces and gravies or balance the acidity of
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Patisserie d’Artiste range
now better than ever

Improvements to the PATISSERIE d’ARTISTE cheesecake range have

also continued – the latest cheesecakes to be updated include:

French Vanilla Cheesecake – a perfectly blended smooth

vanilla cheesecake decorated with fresh cream squiggles,

chocolate straws and a light dusting of

nutmeg.

Irish Cream Cheesecake

– a creamy cold-set

cheesecake made with

cream liqueur topped

with a border of whipped

cream and garnished with dark chocolate straws.

Lemon Cheesecake – an exquisitely blended cheesecake on a perfect

sweet biscuit base finished with swirls of lemon curd.

Choc Hazelnut Cheesecake – a cold-set chocolate biscuit base cheese-

cake blending chocolate and hazelnut, topped with chocolate cream

and covered with hazelnuts.

A new Patisserie d’Artiste catalogue, featuring inspiring serving sug-

gestions for these top quality cakes, is available now from your Nestlé

Professional rep. �

Combining the best traditions of classical cake making with contem-

porary design and presentation, the Patisserie d’Artiste range from

Nestlé Professional offers some of the finest cakes available to the

Australian market.

One highlight for the Patisserie d’Artiste range is the new Carrot

Cake recipe – a delicate blend of fresh carrot and spices topped 

with Neufchâtel cheese and pecans, deliciously moist and bursting

with flavour. Available as a round cake or in a tray, this delicious new

carrot cake is a ‘must-have’ for any food service business serving cake.

The new Patisserie d’Artiste deep tray 

selection includes:

New Passionfruit Cheese -

cake Tray – the number

one selling Patisserie

d’Artiste cheesecake in

a tray cake format,

made with 100 per cent

natural passionfruit.

New Banana and Caramel Tray

– banana blended with soft caramel.

New Rich Chocolate Tray – Rich moist chocolate cake coated in

creamy chocolate ganache.

New Flourless Orange and Almond Tray – moist and tangy flourless

cake made with fresh orange zest and almond meal, finished with

sliced almonds and icing sugar.

Precut cakes include new Peach, Cherry and Custard Crumble Tray –

layers of creamy custard, luscious cherries and peaches topped with

crumble; new Chocolate and Raspberry Tray – moist chocolate cake

topped with raspberry coulis; Banana and Walnut Tray – featuring a

new recipe including banana puree and topped with cream cheese icing

and banana chips. 

EXTENDED STORYclick A R T I C L E S
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Made to traditional recipes using the highest quality ingredients,

Bamboleo antipasto, pestos and tapenades are the preferred choice at

many of Australia’s top cafés, delis, pizzerias and restaurants.

Established in 1994, the Bamboleo brand embraces a comprehensive

selection of premium chargrilled, fire roasted and marinated 

vegetables all made in accordance with authentic tradition, using 

natural preserving techniques. They’re ideal for a wide variety of 

applications, across Italian, French and Middle Eastern cuisine and

much more.

One of Bamboleo’s best-known products is its Semi-Dried Tomatoes,

which boast a sharper, more concentrated flavour than the standard

sundried tomato, making them ideal for a wide range of recipes.

The Bamboleo antipasto range also includes chargrilled red capsicum,

eggplant, zucchini, artichoke, pumpkin and an antipasto mix selec-

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

capsicum, eggplant and artichokes; marinated olives available in

kalamata, natural whole green, natural whole black, and pitta kala-

mata style varieties; and sundried tomatoes available whole, in strips,

or diced.

All come in 2kg resealable rectangular leak-free tubs designed for

bulk storage and ease of use. When empty, these can easily be recycled

for use as hygienic and safe food storage containers.

Unlike some competitor products, all Bamboleo chargrilled vegetables

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,” explains says Baxters Foods Australia Managing

Director John Lochery.

“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.

So whether you’re creating an antipasto plate, looking for quality

chargrilled, fire roasted and marinated vegetables which you can use

as cooking ingredients or meal accompaniments, or wanting a high

quality alternative to your everyday pestos and tapenades – you’ll

find all you need in the extensive Bamboleo range. �

Why Bamboleo is your best choice
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