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W E L C O M E
This issue we feature a fascinating
interview with the co-owners of one
of the reigning stars of the Sydney
restaurant scene – Sepia, which has
been voted Restaurant of the Year
by the Sydney Morning Herald Good
Food Guide for the second time in
three years! Chef Martin Benn and
manager Vicki Wilde share their 
insights into what has made Sepia
such a success.

We also take a look at the often
confusing and ever-evolving world
of social media and give a quick
rundown of its potential to help 
publicise and promote your food-
service business. Plus some terrific
products from Clean Harvest and
Kikkoman come under the spotlight!
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Perfect Italiano combines old world recipes and 
excellence in cheese-making to create authentic 
Parmesan that’s true to tradition.
Aged to perfection for at least 18 months, and 
with a crumbly texture and distinctive bold 
fl avour, Perfect Italiano Parmesan adds zest 

and character to pasta, pizza, soups and salads.
Available in a traditional block, shaved, shredded 
or grated, Perfect Italiano is the Parmesan 
you can rely on for the consistent quality and 
superior taste that every busy foodservice 
kitchen demands.

Made Perfect, the Italian way.



Martin Benn and Vicki Wilde met eleven years

ago when they were both working at ac-

claimed Japanese restaurant Tetsuya’s. 

They have been partners ever since both in and

out of the kitchen, with Martin whipping up

award-winning dishes and Vicki managing

front of house with effortless warmth and

an innate ability to put guests at ease.

But neither Martin nor Vicki believe there’s

a secret formula to their success. 

“We’re two passionate people with the 

same goal in mind,” says Martin. “We’re

both driven by our work and we’re lucky

that our work isn’t just work, it’s our

lifestyle and our passion. We always share

our opinions with each other – when I make

a new dish the first person who sees it 

is Vic.”

Martin and Vicki opened Sepia in May 2009.

At the time they didn’t have any marketing

plan established. “We thought we would

just open with a menu, see what the reaction

was and evolve as we go,” says Martin. 

A month after opening, Sepia received a luke -

warm review in the Sydney Morning Herald.

“We were absolutely devastated. We knew we

were better than that,” says Vicki. “The next

to take on consultancy roles in Hong Kong.

“It was a really lucrative and exciting oppor -

tunity and at the time we didn’t have any

commitments – we had nothing to lose,”

says Vicki. Before leaving Australia, Martin

was approached with a business proposal

from George De Costi of De Costi Seafoods.

He didn’t think much of it at the time but

when things turned sour in Hong Kong the

idea was enough to bring Martin and Vicki

back to Sydney. 

“We didn’t have a restaurant; we didn’t have

anything in writing. It was just an agreement

over the telephone. Looking back it was pretty

risky but George has a lot of integrity and

we knew that.”

With George De Costi on board supplying

the restaurant with the best quality seafood,

six months were pretty hard. There were nights

when I thought we weren’t going to make it.”

Some nights Sepia had more staff than cus-

tomers. Martin and Vicki were regularly

working eighteen hours a day, seven days a

week, but their belief in the restaurant never

flagged. Determined to succeed, the pair put

their heads down, stepped things up a notch

and forged onward. 

One night when the restaurant was deathly

quiet, renowned critics Terry Durack and Jill

Dupleix dropped by to have a look around.

They returned for dinner a month later and

the following year Sepia was reviewed

again. This time it was awarded three chef

hats and Martin took out the title of Chef of

the Year. “That was the defining moment

when everything changed for us,” says Vicki.

Today Sepia leads Sydney’s fine dining scene

with its contemporary take on Japanese cui-

sine, combining traditional ingredients and

cooking techniques with fresh Australian

seafood and produce.

“Australian cuisine is characterised by fresh,

lively flavours, and our seafood in particular

works very well with Japanese ingredients,”

says Vicki. “All of Martin’s sauces and stocks

are based on Japanese dashi, which helps to

create dishes that are clean, light and tasting

of umami.”

A flavour concept introduced by a Japanese

chemist in 1908, umami is used to create

balance, enhance flavours and add unctuous -

ness to food. As Martin whips up a bonito

dish, he uses katsuobushi to add umami and

bring out the fish’s natural chicken flavour.

He adds chicken sauce and dried, puffed

Sepia’s Martin Benn and Vicki Wilde
STRIKE THE PERFECT BALANCE

For the second time in just three years,
Sepia has been named Restaurant of  the
Year in the prestigious Sydney Morning
Herald Good Food Guide. For co-owners
Martin Benn and Vicki Wilde, this is further
affirmation of the success of their approach,
which combines modern Japanese flavours
with fresh Australian produce and a healthy
dose of creative flair.

Story by Kate Allan
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Originally hailing from Hastings, England,

Martin trained at The Oak Room in London

under French chef Michel Lorrain and later

under Marco Pierre White. Moving to Sydney

in 1996, he took on the role of Sous Chef at

three hat Asian fusion restaurant Forty One. 

Given his long-held interest in Japanese cuisine,

Martin’s dream job was always to work at

Tetsuya’s, and in 1999 he fulfilled this ambi-

tion, quickly working his way up to head

chef at the age of just 25. There he learnt the

Japanese philosophy of cooking, which he

explains is “all about the cleanness, the flav -

ours, and the balance of it all – nothing over-

dominates, everything works in harmony.”

After a decade at Tetusya’s, Martin and Vicki

were ready to take on a new challenge. They

set their sights abroad and accepted an offer
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Martin enjoys

art, architecture

and photography

and often uses art

as inspiration for

his cooking.

“I’m con ceptualising a

dish at the moment that’s

based on a picture I saw in a Japanese

magazine about art and food. It was of a

pathway in Kyoto that was covered in fallen

red leaves. I’ve been thinking about how to

replicate that in a dessert.”  

The clean, simple flavours of Martin’s dishes

are reflected in Vicki’s minimalist approach

to service and setting. The sepia-toned décor

is bare and distinctly masculine. Tables are

set with just glasses and no tablecloths, and

wait staff are instructed to build the table

around the guest. 

When it comes to service, Vicki strikes a bal-

ance between formal and relaxed. “We never

wanted stiff, invasive service. When you walk

into a restaurant and you can feel that sense

chicken skin to

create a rich roast

chicken flavour,

and seasons the

dish with nori pow-

der to enhance those

elements of umami. 

“It’s actually really complex

and technical to end up with some-

thing so simple and clean,” says Vicki. 

“People think we’re some sort of molecular

cooking lab but it’s just an evolution of what

we do as chefs,” says Martin. “It may be novel

for people in Australia to be using things

like agar – a gelling agent made from sea-

weed – but this ingredient has been used in

Japan for the last 150 years – there’s nothing

new about it.”

Martin is not only renowned for his complex

cooking techniques and creative flavor com-

binations, but also for his artistic presentation.

“Cooking is a form of art. We eat with our

eyes as much as we do with our mouths. You

need to engage all of the senses.”

of comfort from the very beginning, it changes

your whole dining experience.

“Our waiters don’t read from the bible

every time they put down a dish. They just

say what it is and if the customer wants to

know more they can ask. We never wanted

people to come here to worship at the tem-

ple of the food. People come to restaurants

to celebrate and have a good time, not to

worship the chef.”

Perhaps one of the secrets of Sepia’s success

is a genuine desire to constantly evolve and

improve. “For us it happens naturally because

we’re really interested in changing things,

making it different and keeping it new,” says

Vicki. “The menu and wine list always change

really quickly – I have trouble remembering

everything!” 

“If you rest on your laurels you’re going to

lose your ability to create. You have to be con-

stantly feeding your mind with things that

are out there to stay at the cutting edge,”

says Martin. “If they can cook it at home, why

are they coming to a restaurant?” v

“Our waiters
don’t read from the
bible every time

they put down a dish.
They just say what it
is and if the customer
wants to know more

they can ask...”

While the French call them “Macarons”,
we at Lindt call them “Delice”. These extremely 

popular and absolutely delicious sweet indulgences 
are made from two small mounds of melt-in-the-mouth 
almond meringue that are sandwiched together with a 

rich soft cream fi lling.

Delice are a delightful high-end accompaniment to coffee,
tea, or hot chocolate, providing a memorable alternative

to traditional biscuit-based offerings while adding a
further level of sophistication and enjoyment to the 

customer’s experience.

Plus they are freeze/thaw stable, and take up very 
little space making them ideal for just about any 

foodservice operation.

Available from quality foodservice distributors.
For more information about any of our range, please contact:

Lindt & Sprüngli    Email: foodservice-au@lindt.com    Ph: 02 8268 0057

www.lindt.com.au

Lindt Delice
adds sophistication

& enjoyment to
your customer’s

experience!
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Here in Australia we have some of the

world’s best seafood – the problem is there’s

not enough to go around.

Just to the reach the level of consumption

recommended by our National Health and

Medical Research Council in its Australian

dietary guidelines, we need about a million

tonnes of seafood more every year than

what we currently produce. But our wild

fisheries are already close to their sustain-

able limit, so even if we were to increase

production it would take 30 or 40 years to

catch up with demand.

In the meantime we have to look elsewhere

for seafood. A big part of the solution lies in

Southeast Asia, particularly in countries like

Vietnam where there is abundant coastline

and rivers, and a big fish farming industry.

But some Australians worry that fish from

Asia might be contaminated, affected by

poor water quality, or not farmed ethically

or sustainably.

To tackle these concerns, FSR spoke to some

of the experts who actually work in the Viet-

namese fishing industry – like Dan Fisk, an

Australian who learnt his trade in the Tas-

manian salmon industry and now works in

the world’s biggest barramundi farm, locat-

ed about 400km north of Vietnam’s Ho Chi

Minh City.

“It’s a beautiful pristine bay which has very

little water run off, so it maintains a very

stable environment,” Dan points out. “Bar-

ramundi is often produced in fresh water,

where there can be a lot of algal activity

which can cause a deleterious taste and tex-

ture  to the meat. Here our barramundi is

farmed in sea cages in a very clean saltwater

environment – that helps to improve the

flesh quality, as well as the other health at-

tributes which go along with the product.

“From the moment we harvest, our fish are

in the factory and being processed within 12

hours. We do that to ensure that

we’re maintaining the absolute

freshest product. Our fish are

brought down to 4°C within 20

minutes of coming out of the 28°C

farming environment water, and

we hold that temperature low right

the way through the processing

facility, until they’re individually

quick frozen down to -28°C in

15 minutes and that helps to lock

in the flavour.”

The famous Mekong Delta, the

home of Vietnam’s seafood pro-

duction, is also home to Australia’s

second most popular fish, basa

(pictured R). Vietnam produces

over a million tonnes of basa every

year, much of which is exported to

western nations. 

Vinh Hoan Corporation, one of

Vietnam’s biggest basa producers,

has 15 grow-out farms in the re-

gion. Like most exporters, Vinh

Hoan has its own ponds, feed

mills to produce the fish food, and

processing factories. This means

it can control the entire supply

chain, enabling it to meet the

world’s highest standards for 

each operation. 

You can see Vinh Hoan’s opera-

tion at work for yourself, learn

more about its aquaculture prac-

tices, and also hear what Geoff

Peterson, Director of Quality Con-

trol for the Global Aquaculture

Alliance, has to say about the

quality of seafood from Vietnam,

in our exclusive online video at

www.foodservicegateway.com.au.

Just click on the VIDEOS tab on

the top menu bar to watch! v

FSR Special Report

“It’s all about
sealing in the 

freshness of the
product, so that’s
still there when
you’re ready

to cook it.

SOUTHEAST ASIA HELPS
SOLVE SEAFOOD SHORTAGE

CLEAN HARVEST 
BARRAMUNDI 
PORTIONS OFFER 
GOLD STANDARD CONSISTENCY

to retain the product’s quality and nutritional

benefits,” he explains. “It’s all about sealing

in the freshness of the product, so that’s still

there when you’re ready to cook it.

“In the case of Clean Harvest Barramundi

Portions, the quality is so consistent that any

chef, anywhere around Australia, will get

the same result every time when using this

product,” Harry emphasises.

“Just turn the oven to 220°C, put a piece of

baking paper on a tray and lay it on top,

then go away and make your salad or other

accompaniment.

“Come back when you’ve finished and it

will be perfect and ready to serve.”

Clean Harvest Barramundi Portions consist

of a centre cut and tail portion which is the

Clean Harvest Barramundi Portions are now

available from Marine Product Marketing and

according to managing director Harry Peters

they’re truly a “gold standard” product.

“In my 40 years in this industry, until now

I’d only ever come across three products that

I could describe as gold standard,” Harry says.

“But this is the fourth.”

Delicious, moist and versatile, Clean Harvest

Barramundi Portions are produced in a farm

set among the pristine waters of Central Viet-

nam and processed within hours of harvest.

“It’s sea cage production, not land farmed,”

Harry points out, adding that the fish has

been flash-frozen at the source to lock in their

natural freshness and flavour.

“Modern freezing technologies make it easy

best part of the fish. Each portion weighs in

at 155 to 165g and they’re available now from

Marine Product Marketing. Phone now on

02 9700 1099 or visit www.marineproduct

marketing.com for more details. v

EXTENDED STORY
click ART IC L ES

foodservicegateway.com.au
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Add that secret something
to your summer recipes...
courtesy of Kikkoman!
Summer’s here once again and there’s no better way to add that subtle

“something extra” to your summer dishes than by using Kikkoman

Naturally Brewed Soy Sauce to enhance your marinades, salad dressings

and sauces.

With a subtle flavour comprising more than 285 taste and aroma

components, Kikkoman Naturally Brewed Soy Sauce will always enrich

but never overpower or detract from your main ingredients.

Instead it will balance and enhance the intrinsic flavour of your chosen

ingredients.  

For example, adding a splash of Kikkoman Naturally Brewed Soy

Sauce to fresh or cooked salsas will heighten their sweetness and

spiciness, while balancing their acidity.

It’s also ideal for basting meats – brush on ribs, steaks or chicken before

and during barbecuing and you’ll be assured of a rich flavour and

deep mahogany colour.

When poaching firm-fleshed fish (such as salmon or tuna) or chicken,

a little Kikkoman Naturally Brewed Soy Sauce added to your poaching

liquid will enhance the result.

You can also replace the salt in any salad dressing with a little Kikkoman

Naturally Brewed Soy Sauce for an enriched, distinctive flavour.

Kikkoman Naturally Brewed Soy Sauce is made from just four high

quality natural ingredients, according to a time-honoured, authentic

tradition. 

Free of artificial colours, flavours, preservatives and GM ingredients,

it’s highly regarded as the chef’s secret weapon and a must-have

product for the commercial kitchen. 

From the fabulous flavours of Seared Scallops with Bacon Crumb to

Soy Poached Chicken and Green Mango Salad or Rich Spaghetti

Bolognaise, you’re sure to be surprised with the extensive range of

summer meals which can be enhanced with just a dash of Kikkoman

Naturally Brewed Soy Sauce.

And if you’re looking for summer recipe ideas, you can find plenty at

www.kikkoman.com.au. 

The Kikkoman range also includes Less Salt Soy Sauce, Gluten Free Soy

Sauce and a selection of authentic sauces and marinades including Teriya-

ki Marinade and Sauce and Thick Teriyaki Marinade and Sauce. v

ARMORY_CER0003_FSR_CHICKEN

Now you can serve premium, consistent quality long shelf  life 

gravies and sauces without labour worries or preparation hassles.

Gravox has done all the work for you, creating a premium range of  

liquid gravies and sauces that you can offer with confi dence.

Available in 5 different fl avour profiles, each gravy or sauce is 

gluten free, has no artifi cial colours or fl avours, no added MSG and 

is bain marie stable for up to 8 hours.

So if  you want fantastic flavour, superior sheen, smooth texture, 

great mouthfeel and consistent quality that’s perfect every time, 

simply choose Gravox Premium liquid gravies and sauces.

To celebrate the introduction of  this fantastic product, we’re giving away 
100 FREE 4x2kg packs of  Gravox Premium Liquid Gravy or Sauce. 
Hurry, to secure your FREE packs simply call 1300 365 865 during office hours 
(AEDST). Offer is only available to genuine foodservice establishments. Limit 
one pack per establishment. Offer ends when a total of  100 packs is reached. 

FREE
OFFER

www.cerebosfoodservice.com.au

Just pour, heat and serve.
Perfect every time.

EXTENDED STORY click ART IC L ES
foodservicegateway.com.au



As Facebook is primarily a social, chatty medium, it’s wise to keep any

promotional activity fairly low-key. Many foodservice businesses use

it to highlight daily or weekly specials, accompanied by appetising

photographs, as well as to draw attention to special events, fundraisers

and so on. 

The great thing about Facebook is it gives your customers an oppor-

tunity to interact with you, by “liking” your page and commenting

on the quality of your food. The downside is that it opens the door

for people to criticise and complain about bad food or service. 

TWITTER
Twitter ‘tweets’ are limited to 140 characters, which effectively

means you are only posting a short sentence or two at a time. Think

of it as a means of communicating announcements, “headline” news

or links to more detailed information located elsewhere.

You can use tweets to announce upcoming promotions, specials, new

menu items, discounts, loyalty rewards, and also to upload photos or

link to other photos (for example those uploaded to Instagram).

Like Facebook, Twitter is free and can be set up quickly and easily.

INSTAGRAM
Instagram allows you to upload photographs which you can then

promote and publicise by linking to these via your Twitter feed or

Facebook page. It’s a great way of building up an online photo library

Social media has become an intrinsic part of the way we
communicate in just a few short years. It’s hard to believe
now that ten years ago no one had even heard of Facebook,
yet today it’s one of the most-used sites on the internet.
As the name suggests, social media is all about social communication

– but the smart professionals know it’s also an extremely useful

means of promoting and publicising their businesses.

You too can benefit from a clever use of the various social media, but

with so much to choose from, sometimes it’s difficult to know where

to start and how to prioritise. Facebook, Twitter, Youtube, Insta-

gram, LinkedIn, blogs … which of these are right for you, and how

can you use them to promote your foodservice operation?

Let’s take a look at some of these and see what they have to offer.

FACEBOOK
Most of us are already members of Facebook, using it to keep track

of existing friends and to make new ones. But in addition to your per-

sonal Facebook page, you can also set up a page for your business.

This can be done relatively easily – just follow the online help pages –

and won’t cost you anything. You can feature your business logo,

photographs of your food, your contact details, a link to your website

and even your menu for customers to download.

MAKING SENSE OF
SOCIAL MEDIA
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When it comes to keeping food fresh in a busy commercial 
kitchen or food preparation environment, GLAD® Wrap has 
got you covered.
HACCP accredited, GLAD® Wrap is made from high-quality 
polyethylene, is versatile and easy to handle, clings tight to 
seal in freshness for short or long term storage, is BPA and 
PVC free and is completely microwave safe. 
Super-sized for commercial use, GLAD® Wrap’s dispenser pack 
features an Ezy-Cutter™ that allows safe, quick and effi cient 
cutting. It also includes an easy-to-remove start-of-roll sticker 
and end-of-roll reminder, as well as a convenient wide access 
opening on the top of the pack. 
So if you want to keep your food fresher for longer, make sure 
you’re using Australia’s number one food wrap.

If you need a wrap 
that’s easy to handle, 

clings tight and 
seals in freshness...

...that’s GLAD®.

You can always count on

FSR Social Media
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It may surprise you but not all baking and cooking papers are 

created equal. So it makes sense to choose a quality paper 

that won’t let you down.

GLAD® Bake & Cooking Paper is made tough to withstand 

repeated use and doesn’t tear or crumple. 

Both sides are coated in silicone to prevent food from sticking, 

eliminating the need to butter, fl our or spray trays and tins. Plus 

it’s waterproof to catch most spills and minimise clean up.

Heat resistant up to a whopping 230ºC, it can be used for 

baking, microwaving, covering and interleaving, and comes in 

30cm and 40.5cm widths to fi t conventional baking trays.

So if want a superior baking paper that you can rely on, make 

sure you use GLAD® Bake & Cooking Paper.

If you need a
 baking paper that 

eliminates the need 
for fats and oils...

...that’s GLAD®.

You can always count on

FSR Social Media (continued)

Swearing in kitchens been
around ever since the first
cook delivered a meal to
someone else. While I do not
condone swearing, unfortu-
nately it is a part of many
kitchen cultures. 
Even though the open kitchen
has reduced the incidence
of swearing openly, particul -
arly as chefs realise they can-
not use expletives in front of

clients, it is still commonplace in closed kitchens.
Swearing is mainly a way of releasing steam, anger, frustration,
or anguish and is generally used by cooks and chefs who
are unable to handle a situation. It’s also often used as a
means of signalling solidarity in a pressurised kitchen. 
Every kitchen becomes acutely stressful at some time – more
often than not during service time when the demands and
pressures of heat and emotional stress come together to form
a physically and emotionally electrifying environment. 
There are also many slang words often used between the
brigade staff to express their thoughts and feelings, and so
I have compiled an abridged A to Z list of common com-
mercial kitchen speak – with apologies for the use of un-
avoidable expressions. 

AGGRO: Used to describe
someone who happens to be
in a bad mood: “Avoid the
chef today he is aggro, must
have his “knickers in a knot”
about something”.

BAD NEWS:  Applies to a
person who constantly makes
trouble in the kitchen.

BEHIND YOU: Warnings
shout that you are carrying
something hot, alternative
“hot”.

COWBOY: Refers generally
to a member of a brigade
who does not have the confi -
dence of others in the kitchen;
a brigade member who does
not really know what they are
doing: Question: “How is the
new gardemanger. Answer:
“you have to be kidding, she/
he is worse than an idiot and
a real cowboy”. Note the
term is not gender-specific.

CANNED:  Indicates a per-
son is intoxicated or drunk.  

COLONIAL GOOSE: 
Portrays mutton.
CHEAP AS CHIPS: 
Alternative for French fries.
EFF OFF: To tell someone
to “go forth and multiply”:
“Will you eff of and leave
me alone”.
FAR OUT: Implies the best
or excellent: “These oysters
are far out”. 
FUNNY FARM: Describe
a highly disorganised kitchen:
“The kitchen today was a
funny farm“. 
GRAVY TRAIN: Easy:
“Making mayonnaise is as
easy as a gravy train”.
HEAP OF SHIT: Very bad:
“This sauce is a heap of shit”.
IN THE WEEDS: Expresses
unable to cope, similar expres-
sion to being “up the wall”.
IT IS SWIMMING: 
Already frying in the fryer.
IN THE HOLE: In the oven.

READ MORE &  COMMENT
click BLOGS

foodservicegateway.com.au

Chef George HillMaking Sense of Social Media

to help publicise all your menu items. Instagram can be used via your mobile

phone and features a range of photo filters which you can use to enhance

your images, ensuring a professional-looking result. 

LINKEDIN
Linkedin is really a means of publicising your business skills and professional

acumen and is more of a business networking tool than it is a way of promoting

your business to potential customers. You can upload your CV, identify your

skillset and network for work opportunities with like-minded professionals.

Of course, you can also use it to link back to your Facebook page and Twitter

feed, so it can be an effective indirect means of promoting your business.

BLOGGING
Your blog (the term originated as a contraction of “web log”) is a way of

communicating with customers in more detail than Facebook or Twitter allow.

Using a blog you can post regular updates about what’s happening with your

business, without being constrained by a maximum number of characters.

Your customers can “follow” your blog, as they can your Twitter feed and

Facebook page, and interact with you by posting their comments on what

you’ve written, which you can comment on in turn.

Of course, in this limited space we’re only able to skim the surface of how you

can use social media to help promote and publicise your business. If you’d

like to know more...

Watch special report ‘Making Sense of Social Media’ on
Hello Foodservice today at www.hellofoodservice.com

Foodservice Gateway Features

THE BLACK HAT
FAR OUT KITCHEN SLANG
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Made with premium ingredients, 
Nutella’s unique taste has made it 
the number one hazelnut spread in 
Australia.*

And now it’s available to all foodservice 

professionals in the iconic shaped, 5kg tub 

and 20g Portion Control Packs. 

Of course Nutella isn’t just a spread. The 5kg 

tub offers literally hundreds of uses of Nutella 

as an ingredient. 

With high viscosity and ease of piping, the 

Nutella 5kg pack is an ideal choice for 

chefs, patissiers and bakers as an ingredient 

in desserts, bakery products, cakes or as a 

dipping sauce.

The 20g Portion Control Packs are ideal for 

breakfast buffets, as well as an ‘on-table 

spread’ for bistros and cafés.

So spread the love and mix Nutella into your 

menu, you’ll be surprised at how easy it is 

to deliver mouth-watering dishes that your 

customers keep coming back for!

Australians love it. 
Shouldn’t you be 

serving it?

Armory NUT0001_FSR

For more information please contact Ferrero Customer Service on 02 9409 8807 
*Source: Nielsen Grocery Scantrack value sales and value share %. MAT 25/12/2011




