
FSR
Foodservice REP
June 2014 Issue 82   WInter eDItIOn

NEIL ABRAHAMS TAKES 
UP THE CHALLENGE! 
New ACF President

IMPORTED SEAFOOD -  
A QUESTION OF 
NECESSITY

KIKKOMAN - THE PINNACLE OF
SOY SAUCE EVOLUTION

CANNED FRUIT - 
wHY GO FOR LOCAL?



contentS
4

8

12

16

18

 
21

22

ONLINE PLATFORMS 
Take advantage of our two online  

platforms featuring exclusive digital content: 

www.foodservicegateway.com.au 

 www.hellofoodservice.com.au

   

Publisher Lorraine Lovelock 
Creative Director Lindsay Yeomans 
Editor Alex Paige 
General Manager Sales  Ashley Meddings 
Assistant Editor  Kate Allen 
Production Manager Liz Worley 
Design & Finished Art  Martine Vanderspuy

The Armory Pty Limited 
ABN 48 000 530 423 
Level 7, 53 Walker Street North Sydney NSW 2060 
Tel: 02 9954 4300  Fax: 02 9957 6134 
Email: info@thearmory.com.au

Foodservice Rep is produced as a co-operative industry newsletter on 
behalf of and funded by the participating companies listed herein. All 
product claims and specifications mentioned in the text are those of the 
parti ci pating companies. 

The authors and publisher of Foodservice Rep are not responsible for any 
actions taken on the basis of information contained herein nor for any 
error or omission contained herein. The publisher and athors expressly 
disclaim all liability in respect of anything done or not done in reliance 
upon all or any part of the contents of Foodservice Rep. Copyright in this 
publication is vested in the publisher The Armory Pty Limited. All rights 
reserved. No part of this publication may be reproduced in any form or 
by any means without the written permission of the publisher The Armory 
Pty Limited. 

Copyright © 2014 The Armory Pty Limited.

PRIVACY NOTICE: This issue of Foodservice Rep may contain offers which 
require you to provide information about yourself or your company if you 
choose to enter or take part in them. If you provide information to The 
Armory Pty Limited it may use information to send you details of other 
products, services or offers. The Armory Pty Limited may also give your 
information to other organisations that are associated with The Armory Pty 

Limited. Unless you tell us not to The Armory Pty Limited may give your 
information to other organisations that may use it to inform you about 
other products, services or offers. If you would like to gain access to the 

information The Armory Pty Limited holds about you please contact 
our Privacy Officer at The Armory Pty Limited, Level 7, 53 Walker St,  
 North Sydney NSW 2060.

FSR
Foodservice REP
W e l c O m e
This issue we feature an 
interview with the latest 
incumbent to take up the 
challenging position of  
President of the Australian 
Culinary Federation – Neil 
Abrahams, the longtime 
Executive Chef at Royal 
Canberra Golf Club. 
And don’t forget to check out 
www.hellofoodservice.com - 
the online foodservice video 
channel for all the latest 
news and topical features!

NEIL ABRAHAMS TAKES UP  
THE  CHALLENGE  
The Australian Culinary Federation has   
a new President and he shares some of 
his goals for the association’s future with 
Foodservice Rep.

KIKKOMAN - THE PINNACLE OF 
SOY SAUCE EVOLUTION 
Enjoyed in over 100 countries throughout 
the world, this high quality product is 
still manufactured according to ageless 
tradition.

IMPORTED SEAFOOD - A 
QUESTION OF NECESSITY 
Norman Grant from the Seafood 
Importers Association argues importing 
seafood is a necessity to meet market 
demand now and into the future.

CANNED FRUIT - wHY GO  
FOR LOCAL? 
SPC Ardmona’s Steve Mickan says there 
are compelling reasons to choose locally 
grown and produced fruit over imported.

DESSERTS - SCRATCH  
VS PREMADE 
Making desserts from scratch can be 
more cost-effective but there are other 
considerations as well.

ADDING PANCAKES TO  
THE MENU 
The world’s first automatic pancake 
making machine specifically designed for 
commercial foodservice.

SEAFOOD FROM  
SUSTAINABLE SOURCES 
Seafood watch’s recommendations 
make it easier to identify seafood that’s 
fished or farmed in ways that don’t hurt 
the environment.
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Story by Kate Allan

Following the recent resignation of Peter Wright after many years of 

service, the Australian Culinary Federation now has a new president. 

The latest incumbent of this challenging position is Neil Abrahams, 

longtime Executive Chef at the Royal Canberra Golf Club and winner 

of the prestigious Rare Medium Top Chef of the Year title for two 

consecutive years, in 2012 and 2013.

Despite having only taken up his new position as ACF National 

President in March, Neil’s long involvement with the association 

means he already has a keen insight into what the job entails. “But it’s 

one of those things – you always have an expectation, but it’s not until 

you actually jump into the chair that you find out how big a job it is. I’m 

trying to go into it quite humbly – certainly I do have a set of goals that 

I want to achieve through the support of the board and the committee, 

and even the 

past presidents to a 

degree. But in moving forward 

I think we need to establish some goals and work 

towards them – I think that’s a responsible approach.

“One thing I’d like to do is develop a lot of the competitions that 

we’re associated with, like Fine Food in Sydney, Melbourne and 

Brisbane - developing those further to our national competitions - 

and promoting Oceania Fest, which is attached to Fine Food Perth, 

and developing that a little further. That event in particular gives chefs 

the experience to compete at a regional and national level, and as 

it includes chefs who are internationally renowned for their craft, it 

opens up opportunities to compete at a 

Neil Abrahams takes up the 
challenge as Australian  
Culinary Federation President

“I think there’s a good  
opportunity for us to  

develop a lot more women  
in the kitchen – I think that’s  
important for the industry.  

I know wACS (world Association  
of Chefs’ Societies) has a  

program for women, I’d like  
to see that grow further  

in Australia.”

cOntInueD on page 6

At Nestlé Professional, we’re invested in the future of food for Australians. That’s why 

we deliver Nutrition, Health and Wellness solutions to help promote good health and 

provide healthier alternatives. By researching global trends and working collaboratively 

with our local customers, we apply our learnings and share our insights in our NutriPro 

newsletter. Our research helps shape products your customers want. This includes our 

range of gluten free products, from soup and gravy mixes, side dishes to dessert mixes. 

And that’s just the start.

To tap into our new business ideas, trusted global brands and unrivalled industry 

knowledge, visit nestleprofessional.com or call 1800 20 30 50.

The future of 
food solutions

NES071 FR 06/14
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very high level without having 

to go offshore. 

“International teams come 

in from Singapore, Germany, 

Hong Kong – it is a national 

team competition, so by 

advancing and getting on to 

that squad you get to a position 

where you can compete 

nationally. There’s also a 

lot of individual events that 

anybody can enter, and that 

way you get to see what the 

other international competitors 

are doing, what the trends are. 

When you enter a competition there’s no better way of seeing what 

your peers are doing under one lid – the alternative would be to go 

visit 50 restaurants, that’s the only other way you could see the same 

skills sets.

“It’s also important to keep focusing on development and education 

programs in the schools. Queensland are extremely active with the 

junior and senior high school cooking programs, the ACT is very active 

with their senior program. I’m currently talking with the Northern 

Beaches to develop cooking programs across eight schools on the north 

shore of Sydney and looking to do the same thing around the Forbes 

area on a regular basis. We’re trying to take young kids and show them 

t h e r e ’ s 

a good 

career path 

in hospitality, 

whether it’s in 

the kitchen or front of 

house for that matter.”

The ACF is also a supporter 

of charitable causes, having 

recently sent a delegation of 

chefs to Africa as part of the 

World Chefs Tour Against 

Hunger. “They get chefs to 

come in from all over the world to generate awareness of the poverty, 

and prior to the delegation going over we raise money and draw a 

cheque and hand it over when we get there,” Neil explains. 

“We’ve done many charity dinners and events, we’ve raised money 

and awareness for domestic violence against women, for the Eden-

Monaro Cancer Support Group over the years. I couldn’t begin to 

add up how much charity work the ACT chapter has done, and that’s 

something I’d like to see us pursue more on a national level as well.”

eXtenDeD stOrY click ArtIcles  
foodservicegateway.com.au

To celebrate our 125th year, we have developed fi ve unique fl avour blends from around the 
world, based on results from the McCormick 2014 Flavour Forecast.

Created by a global team of experts at McCormick—including chefs, culinary professionals, 
trend trackers and food technologists, these special fl avour blends will inspire any chef.

Available from your local foodservice distributor, these represent the pinnacle of fl avour 
innovation. So don’t delay, start putting 125 years of passion into your meal creations today.

Be the fi rst to use the Flavour Forecast blends in your menu!
For your free sample call McCormick For Chefs Customer Service on 1800 100 750 or for more information visit 

www.mccormick.com.au/foodservice
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“I look forward to  
serving the members of the  
ACF. It’s a great honour to  

be a part of the biggest chefs’ 
association in Australia.  

Obviously Australian chefs  
have a great reputation  
worldwide and I want to  

see that continue.” 
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Kikkoman began brewing soy sauce in the early 1600s and for more 
than three centuries has remained dedicated to making soy sauce with 
no artificial colours or flavours and strict adherence to the traditional 
natural fermentation process.

Over this time, Kikkoman has honed the quality of its soy sauce 
through use of the best technology available. Today enjoyed in over 
100 countries around the world, this high quality product is still 
manufactured according to ageless tradition – a process unchanged 
from times of old, and one that can never be rushed. 

The flavour of traditionally brewed soy 
sauces involves five different tastes 
that are harmoniously 
integrated into one: 
sweet, salty, 
s o u r , 
bitter 
a n d 

savoury. 
This subtle 
balance is what 
gives Kikkoman Soy Sauce its delicious taste - 
the sensation of umami which the Japanese 
describe as “more than  delicious”.

Soy sauce is particularly rich in naturally 
produced umami components generated 
during brewing. These umami components 
are composed of about 20 different amino acids 
produced as the koji mold dissolves the proteins 
contained in the soybeans and wheat.

The traditionalaaaaa                      aaaafermentation   process 
utilises microorganisms such as lactic acid bacteria and 
enzymes - elements that produce Kikkoman Soy Sauce’s 
full-bodied flavour and rich aroma.

In contrast, Chineseaaaa aaaaasoy sauce undergoes very 
little fermentation; it has both weak aroma and flavour 

owing to the lack of this fermentation, and to 

cover these defects, MSG and other additives 

are used.

Both of these products are called 

soy sauce — yet the two are 

completely different, not only  

in flavour and aroma, but also in 

terms of their ingredients  aand 

aaaproduction processes.

In the final step of the 

f e r m e n t a t i o n 

process, 

K i k k o m a n  

Soy Sauce is 

heated to consolidate 

its appealing colour 

and distinctive aroma.  

The winning combination      

of these properties make it a 

favourite of foodservice 

professionals and consumers alike.

Kikkoman Soy Sauce harmonises with food 

to produce a marvellous flavour, with the five 

tastes transformed according to ingredients and cooking 

methods. When heated, it produces an appetite-stimulating 

aroma, removing fishy odours and helping to prevent the proliferation 

of bacteria in food.

With such beneficial properties it’s no wonder Kikkoman Soy Sauce 

is the seasoning of choice among foodservice professionals in all 

manner of establishments throughout the world.

Kikkoman – the 
pinnacle of soy 
sauce evolution

Introducing Ingham’s premium quality Southern
Style Chicken Pieces.
Fully cooked, these spicy, crunchy, crumb-coated
pieces of chicken are easy to prepare by simply
reheating in the oven or in the deep fryer.

Each bag of Southern Style Chicken contains 
approximately 16 mouth-watering pieces in a 
variety of cuts – breast, wing, thigh and drumstick.
So, if you want chicken that’s easy to serve and
even easier to sell… Ingham has the answer.

www.inghamfoodservice.com.au  For more information or to place an order, contact your local branch.

Southern Style Chicken Pieces   5592800

Ingham Southern Style Chicken.
Easy to serve. Easy to sell.

NEW

ARM073 Ingham SSC_FSR.indd   1 19/06/14   11:21 AM

FREE KIKKOMAN OFFER 
Kikkoman is giving away one of its iconic150ml dispenser bottles of  

Kikkoman Naturally Brewed Soy Sauce to the first 25 readers who submit  
their details on Foodservice Gateway.  

Just follow the link on the homepage to enter. 



As executive chef at The Deck Bistro at the Manly 16ft Skiff Sailing 

Club, Sushil Mohanta’s performance is tested with every dish he 

creates. That’s why he prefers to work with CHUX quality. 

High performance CHUX Superwipes are the all-purpose work cloths 

in and around his kitchen. 

From tidying up a plated meal to soaking up spills and general wipe 

downs, CHUX Superwipes not only trap foodstuffs and absorb 

spillages but rinse clean over and over.

The Chux Superwipes Range is HACCP approved, colour coded in 

six colours for use in different areas to minimise the risk of cross 

contamination. 

So whether you’re creating a work of art, soaking up the spills or just 

cleaning up after service, there’s a high performance CHUX product 

to tackle every cleaning challenge.

Check out the CHUX range today at www.cloroxcommercial.com.au

When creating  
your work of art, 

 it’s good to know  
CHUX is at hand!

Phone: 1800 240 502
www.cloroxcommercial.com.au

ARM0612 Skiff Club ad_Final_V2.indd   All Pages 31/03/14   1:06 PM
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IMPORTED 
SEAFOOD –  

A QUESTION OF 
NECESSITY

Clean Harvest Barramundi Rated as BEST CHOICE!
Clean Harvest Barramundi Portions from Australis Aquaculture’s Vietnam sea farm, now awarded the highly  

regarded Seafood watch Best Choice green rating* for sustainability. 

This designation represents the first-ever Best Choice ranking for a fish grown in open marine net-pens.  

Australis’ Clean Harvest Barramundi are flash-frozen within hours of harvest to lock in the natural freshness  
and deliciously moist, mild flavour. with their unparalleled taste and internationally recognised quality,  

it’s no wonder they’re the best choice for your menu. 

Available in 170g - 200g centre cut and tail portions from Marine Product Marketing. 

Tel (02) 9700 1099. www.marineproductmarketing.com and Global Seafoods Pty Ltd,  
Tel (08) 94728466.  www.globalseafoods.com.au  

*Seafood watch evaluation includes feed efficiency, habitat and water quality impacts, disease, use of chemicals,  
escape risks and other potential impacts to arrive at its Best Choice rating. Visit www.seafoodwatch.org for more details.

A Better FIsH. A Better WOrlD. A Better YOu.

Seafood Importers Association 
of Australia Executive 
Chairman Norman Grant is a 
passionate advocate for the seafood 
import industry. As the former editor/
publisher of Seafood Australia magazine, 
he is intimately familiar with the Australian 
seafood market and argues that importing seafood is 
a necessity to meet market demand both now and into the future.

“Many Australians think we are self-sufficient in seafood but this 
is simply not the case,” Norman points out. “The last time we 
did a survey on the subject, two or three years ago, 73 per cent 
of our seafood consumption was from imported product and 

if we researched today the Australian component would be less  
than 25 per cent.

“In Australia we simply have no choice but to import. Our wild catch 
fisheries are already at their sustainable limit and in fact production 
is going down, not up. Many fisheries are still recovering from being 
‘overfished’ and we have a bit further to go to bring them down to 
a sustainable level. Any growth in the Australian industry therefore 
has to come from aquaculture, but the only sector here that is really 
producing at the levels we need is Atlantic salmon. 

“Total production from the Australian industry is about 200,000 
tonnes a year from both wild catch and aquaculture and we also 
import about 200,000 tonnes. That sounds like a 50/50 split but 
in fact that Australian figure is prior to processing, whereas most 
imported product comes in already processed. When you add that 
factor into the mix it means the Australian product represents 

around a quarter of consumption and the imported product around  
three-quarters.

“Even at these levels we’re still a million tonnes 
short of optimum market requirements. If 

you look at Australia’s national dietary 
guidelines, the average Australian eats 40 

per cent less fish than is recommended. 
To make up that shortfall in the future 
we’ll need a million tonnes of fish, 
which in fact is a pretty conservative 
target.”

Given these figures, we wondered 
why much media coverage seems to 

have been devoted to disparaging the 

importation of seafood?

“There was a perception deliberately put 
about that fish from overseas may not be safe to 

eat – the environment’s contaminated, the water’s 
contaminated, there’s residues in the food, it’s coming 

from third world countries and how could it possibly be as 
good as Australian seafood? But if you go down to Sydney Harbour 
and look at the boat ramps you’ll find signs saying don’t eat fish 
caught from here. In other words, nowhere is perfect. But all of these 
problems are solvable and if you go to Southeast Asia – and Thailand 
and Vietnam are two of the biggest exporters of fish to Australia – you’ll 
see modern fish farms and processing cOntInueD on page 14
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“Aquaculture  
today is booming around  

the world and it’s bigger than rice and 
rubber in much of Southeast Asia.  

It’s extremely sustainable in terms of food 
conversion ratios – how much protein  
you put in to grow another protein,  

as well as with regard to  
resource use.”

p l a n t s 
that are 
years ahead 
of much of 
our own seafood 
industry in terms 
of investment, staff, 
expertise and certification.”

Norman emphasises that the biggest 
supplier of Australia’s imported seafood 
remains our near neighbour, New Zealand. 
“The reason Australia can’t produce 
more wild catch is because we’re a largely 
arid continent: we don’t have big muddy 
rivers bringing down millions of tonnes of 
nutrient into our oceans. Also, most ocean 
fish is caught in relatively shallow water 
and Australia’s continental shelf is extremely narrow, whereas 
New Zealand has a shelf probably two or three times as big as 
their landmass, and they also have plenty of productive rivers. It’s 
simply a far more fertile region so they produce about twice as much  
seafood as we do.

“But just falling behind the imports from New Zealand are those 
from Thailand, Vietnam and China – our main three Asian suppliers. 
While New Zealand supplies us with wild caught, most of the product 
we import from Southeast Asia is from aquaculture. The fact is the 
Southeast Asian export industry is incredibly modern. This anti-Asia 
thing began over 10 years ago, with false information sourced from 
the US over the internet and a lot of it is just malicious.”

Norman emphasises that when it comes to imported seafood, there’s 

no need to worry about food safety. “We ticked 

all the boxes over a decade ago. Everything’s 

produced and tested to international standards 

– HACCP, ISO, the British Retail Consortium 

standard, you name it. On top of that every shipment 

that arrives in Australia is subject to a Government-

controlled testing regime. It works 

on the basis that once you have 

five clear shipments at 100 per cent 

testing, that is stepped down to 75 

per cent, then after another five 

clear shipments it’s stepped down 

to 25 per cent. But one failure and 

you’re back up to 100 per cent. 

Then there’s also surveillance 

testing – we test for dozens of 

residues, pesticides, heavy metals, 

and pathogens. Every exporting 

factory is registered and inspected, and if any one of them does the 

wrong thing it goes on a watch list and 100 per cent of everything 

going out is double-checked.

“We are also now in the era of international certification – we have 

the Aquaculture Stewardship Council, the Global Aquaculture 

Alliance with its Best Aquaculture Practice standard, and GlobalGap. 

Those are the three big international standard setters and increasingly 

everything being imported is third-party certified to those standards 

with regard to food safety, environmental sustainability, labour 

welfare – the whole social accountability package. Governments like 

those in Vietnam have set ambitious targets for their seafood exports 

and those exporters know they simply have to meet the benchmarks 

established by Western markets, so they do.”
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Canned fruit - 
why go for local?

To put forward the case for locally grown fruit we spoke  
to Steve Mickan, Sales Director at SPC Ardmona which  

harvests and processes fruit and vegetables for  
both the retail grocery and foodservice markets.  

About 97 per cent of its product is Australian  
grown and sourcing locally is its key  
strategy and differentiation om many  

other fruit suppliers.

Get a FREE*

gravy sample pack
maggi-professional.com.au

Bring out the 
best in every 
dish you serve

*Limited to first 500 requests.

 

Steve 
says SPC        
Ardmona 
estimates its 
economic contribution 
to the local Goulburn Valley 
region at $165m. “We’re Shepparton’s 
largest employer, and the largest 
packaged processed fruit and vegetable 
manufacturer in Australia. In fact every 
dollar spent on SPC products generates 
an additional $1.73 into the economy. 
So by supporting our products you 
really are investing in the economy, and 
as most people whether in foodservice or retail are looking for a 
vibrant economy to support their own business, we think that’s a 
very important consideration.

“We operate under some of the most stringest food guidelines in the 
world. The rigour that goes into quality assurance is second to none, 
each step of the way from the orchard or farm gate right through 
to the finished product when it’s served in whatever form – those 
standards are far more stringent than in most other countries. We 
use the expression ‘clean, green and safe’ – it’s quality, it’s food safety, 
and it’s being able to be absolutely assured of what you’re getting.”

Steve says the lower number of ‘food miles’ involved in local 

production also makes Australian processed fruit 
preferable with regard to environmental sustainability. 

“Food miles refers to the distance the food travels from its 
origin to production and 
value-adding operations, 
then finally to the location 
at which it’s consumed. Our 
product is grown in the 
Goulburn Valley of Victoria, 
produced there, then we trade 
it locally, so clearly it doesn’t 
travel halfway around the 
world. This means less air 
fuel, transport costs, and 
associated costs which impact  
upon longterm sustainability.“

Steve believes Australians are 
becoming more aware of these issues and more ‘patriotic’ when it 
comes to their food choices. “People are looking to be reassured 
– this is the product you’re buying, there’s no trickery. This is 
where it comes from, this is where it’s made, there’s no deception. 
For this reason we’re endeavouring to give our customers as 
much information as possible around the source of our products. 
We believe there’s more that can be done regarding Australia’s  
labelling laws to spell out more clearly where the product is 
grown, where it’s made and also the ownership of the company  
which produces it.”

eXtenDeD stOrY click ArtIcles  
foodservicegateway.com.au



Many chefs believe dessert is the most 

important course of a meal. It’s the final 

impression that diners take away of their 

experience at your restaurant, and has a huge impact 

on whether or not they will choose to come back. But when it 

comes to ordering in premade desserts vs preparing from scratch, 

there are strong arguments on both sides – as Foodservice Rep’s Kate 

Allan reports.

According to market research firm BIS Foodservice, the average 

percentage of commercial foodservice establishments producing 

desserts made inhouse from scratch has risen from 39 per cent in 

2007 to 62 per cent in 2013 – a considerable difference over just six 

years. In 2013, 85 per cent of restaurants and 45 per cent of cafes 

prepared their own desserts this way.  

BIS Foodservice suggests a number of reasons for this trend. Firstly, 

there is a perception among customers that made from scratch 

is better, and creates a point of differentiation from competitors. 

“There is a general trend towards moving back to making desserts 

from scratch to save on costs. This also creates helps create a point of 

differentiation for cafes and restaurants in the mid and lower end of 

the market,” says BIS Foodservice Head of Research Sissel Rosengren.  

Making desserts from scratch can be more cost-effective, and chefs 

are increasingly multitasking to reduce labour costs. However, other 

considerations must be taken into account as well, such as the size  

of the operation. 

“Outsourcing products gives you more flexibility, and allows you 

to offer a wider variety on your menu. 

There’s no wastage, they display very nicely, 

they have a good shelf life, and you know you’re 

making money from every sale so your profitability is 

measured,” says Peter Wright, former President of the Australian 

Culinary Federation.

“Not everyone can have a pastry chef, a pastry kitchen, and space 

to store a whole new pantry of ingredients. In a kitchen without a 

dedicated pastry area, you would be cooking a roast and a cake in the 

same oven – it just doesn’t work.” 

According to Peter, consistency is the main benefit of outsourcing 

good quality, ready-made desserts. “From a catering point of view, it 

is very difficult to produce pâtisserie items en masse. There is a lot of 

expertise required and less room for error you can’t taste-test a cake 

before you put it in the oven.”

Desserts that are freshly made and presented to the customer are 

always going to be the best quality, Peter concedes.  “If you’re in 

an upmarket establishment where the cost doesn’t matter, you can 

charge whatever you like and can afford to pay the wages of a pastry 

chef. But the majority of businesses are trying to drive labour cost 

down because labour cost is increasing a lot faster than the cost of 

food.”

Premade desserts offer consistency not only in flavour, texture and 

portion size, but also in the cost of goods. “The ingredient cost of 

making desserts from scratch is always going to be less, but you also 

have to factor in the labour cost. Skilled 

Desserts – 
scratch vs 
premade
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cOntInueD on page 20

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 
� 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.Made Perfect, the Italian way.

ARM0524 PI Parmesan FP FSR.indd   1 20/09/13   9:45 AM



pastry chefs are in demand and they don’t 
come cheap.”

Just because you’re bringing in premade 
desserts doesn’t mean you can’t add a creative 
twist to make them your own. “Readymade 
desserts can be enhanced with garnishes, sauces 
and embellishments. You can even create your own 
dessert for a supplier to produce for you,” says Peter.

This is exactly the approach of Miles Brant, Head Chef at The Mill, 
Avalon Beach who has had the same dessert supplier for nearly ten 
years. “If there’s something specific I want made, I speak to my 
supplier Gavin and he puts it together for me. When you find a great 
supplier, you are guaranteed quality and consistency. It would be nice 
to make everything inhouse but what happens when your pastry chef 
is sick? You don’t get the same quality, regardless of following recipe 
cards. It’s so much easier to source the desserts you want.”

Having thoroughly weighed up the costs and benefits of making 
desserts from scratch, Miles found that for a small operation like 
his, it’s just not financially viable. “We sell thirty to forty desserts per 
week at an average price of $10 each. For a pastry chef to create $400 
worth of desserts, I would have to pay him $300 and the ingredients 
would be $75 to $80. A $25 profit just isn’t worth it when I can buy 
a whole cake at $30, get 16 portions out of it and all I’m adding is ice 
cream and homemade coulis.”

But creating desserts inhouse is certainly a big drawing card for 
customers. Sydney pastry chef Lutz Richter says  “These days, 
customers want to see things made in front of them. They want to 

know where the product is coming from.  
If they see a pastry chef on site they value the 
quality and the craftsmanship. A lot of places 

even have a window so people can look inside 
and watch the pastry chefs at work.”

Lutz believes it’s important to employ a pastry 
chef rather than rely on a regular chef to create basic 

desserts. “Pastry chefs have more skills as they specialise and 
train in the field. They can give a lot to a restaurant. For a high end 
restaurant, it’s invaluable to employ a pastry chef – but of course it 
comes with the cost of labour and equipment.”

Third generation pastry chef Ingo Schwarz was integral in establishing 
the world class pâtisserie course at the TAFE SA Regency Campus, 
the first pâtisserie course in South Australia. Since then he has seen 
a phenomenal rise in the popularity of pâtisserie courses among 
young chefs. “Traditionally, the pâtissier is a type of chef that only 
came from Europe. With the popularity of pâtisserie items growing 
in Australia, along with the popularity of eating out among young 
people, there is a greater desire for young chefs to go into this area.”

Even as a master pâtissier, Ingo acknowledges premade desserts 
have their benefits.   “It’s important to take financial considerations 
into account when planning your dessert menu. You’ve got to 
be rational in order not to make it too expensive. The first two 
courses should cover the costs of the restaurant and dessert should  
add extra profit.”

vs 
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Many café proprietors and other foodservice operators would love to 
offer customers golden fresh pancakes but have been put off by the 
hassles involved in their preparation.

While the pancakes are cooking they’re taking up space on the 
hotplate and the chef must constantly watch them to make sure they 
don’t burn. And that’s not the only concern.

“It takes a lot of work to make the batter mix, then to cook the 
pancakes and get them perfect,” points out Steve Logiuidice, Executive 
Chef at popular Flute Café in the Brisbane suburb of Coorparoo. 

The solution to Flute Café’s problem was a Popcake unit – the world’s 
first automatic pancake making machine specifically designed for the 
commercial foodservice industry. 

The latest model features a glass door so customers can watch as it 
produces fluffy, deliciously fresh and piping hot 97 per cent fat-free 
pancakes at the touch of a button!

“Now we have the Popcake unit, making pancakes is just so easy,” 
Steve says. “We just mix the batter, load the bag and press the button!”

Popcake supplies not only the Popcake unit but also the pancake mix 
which is high in fibre and 97 per cent fat free, with no oil used in the 
cooking process – making Popcake pancakes a healthier choice. 

Weighing less than 23kg and standing under 40cm tall, the compact 
Popcake unit has been designed to take up minimal space in the 
commercial kitchen. It can also easily be converted to a front of house 
version to sit atop the buffet counter adjacent to your coffee machine.

The Popcake unit comes with standard settings for large (15cm), 
medium (10cm) and mini (5cm) pancakes, and can be easily 
adjusted to alter pancake size, colour and stack-size quantity to suit 
your requirements. It uses only 10amps of power and comes with 
removable hotplates for easy cleaning.

“Popcake is energy efficient, easy to use and easy to clean,” says 
Popcake Marketing Manager Hans Neumann. “It’s 98 per cent 
stainless steel with only four moving parts.”

Your Popcake unit will deliver a stack of three pancakes in under 
a minute. If your customer orders a cappuccino and pancakes, by 
the time you’ve made the coffee you’ll have the three-stack on a  
plate ready to go.

The team at Flute Café have included both savoury and sweet pancakes 

on the menu. “Now that we have the Popcake unit, probably one in 
every four meals we sell is a pancake,” says Steve Logiudice. 

“They’re great sellers with the customers. Our food is French 
influenced with an Aussie twist and pancakes are a perfect fit. We 
serve them for breakfast, lunch and dessert – customers love to 
come in during the afternoon for a stack of mini pancakes with ice  
cream and syrup.”

For more information to or arrange a demonstration, contact Popcake 
International on Tel 02 9838 7099 or visit www.popcake.com.
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ADDING 
PANCAKES TO 
THE MENU IS 
NOw EASIER 
THAN EVER!

SPECIAL OFFER: Quote the discount  
code PC10W to purchase your Popcake  
unit for just $3,000 + GST + freight.  

Normally priced  
at $3,995 + GST + freight.
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reAD mOre & cOmment click BlOGs 
foodservicegateway.com.au

George Hill brings a range of culinary issues to the table in his 
new book, Am I Chef? Foodservice Rep’s Kate Allan speaks to 
the author himself. 

What did you aim to achieve when you set out to  
write your book? 

I wanted to create a record of what the foodservice industry 
used to be like in terms of standards because I perceived 
there was a drop in standards and attitudes. Chefs are saying 
that they can’t get trained people and teachers are saying 
that students aren’t motivated and that the industry is cash-
strapped and can’t deliver a good program. The book sets out 
a philosophy of how to measure a chef and identifies what I 
thought was a benchmark for future chefs. 

How can your book benefit cooks and chefs 
working in the industry, or considering working in 
the industry?

It’s a physical document that educators can hand out to people 
who make monetary decisions about budgets. It identifies 
clearly where we came from, where we are at the moment and 
where we are going in the future. Younger people will hopefully 
read it and say, “Maybe this is what we should be doing.” It 
sets out the skills, attitude, knowledge and experience required 
for a person to be called by the title of “chef”.  For students, it 
identifies the standards and attitudes of the people who have 
achieved success and shows them a pathway to success.

A good attitude is very important for a chef. It can make or 
break a successful career. By attitude I’m referring to how a 
chef treats others, how they look at their job, and how they 
view their role in society. It’s about how accountable they are, 
how ambitious they are, and the ethics they live by. 
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Nearly 85 per cent of the world’s fisheries are fished to capacity or 
overfished, and this situation is either improved or worsened by the 
seafood that we choose to serve and eat.

That’s a key message from Seafood Watch, an initiative of the prestigious 
Monterey Bay Aquarium in the US. Seafood Watch aims to help sustain 
wild, diverse and healthy ocean ecosystems, by encouraging businesses 
and consumers to purchase seafood that’s fished or farmed in ways that 
don’t hurt the environment.

You can find a complete list of Seafood Watch recommendations 
along with background information on the Seafood Watch website  
(www.seafoodwatch.org). While much of the information is focused 
on the US market, Australian readers will also find details of seafood 
suppliers whose products are imported and sold here.

An example is Australis Aquaculture, the world’s largest producer of 
barramundi, which has long been one of Australia’s most popular fish 
across both the foodservice and retail markets.

Australis’ Vietnam farm, which produces barramundi that is marketed 
under the Clean Harvest brand, has been awarded a Seafood Watch 
‘best choice’ green rating for sustainability.

The ‘best choice’ rating was given after an extensive, multi-year 
evaluation of the company’s operations, and is the first-ever ‘best 
choice’ ranking for a fish grown in open marine net-pens.

For farmed fish such as the Clean Harvest Barramundi, the Seafood 
Watch program evaluates a wide range of potential impacts including 
feed efficiency, habitat and water quality impacts, disease, use of 
chemicals, and escape risks to arrive at its ‘best choice’ rating.
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