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WELCOME
This issue we feature a special 
report on why you need to give 
serious consideration to including 
gluten free meal options on the 
menu - but it’s important to bear 
in mind that if you’re advertising 
food as gluten free, you have to 
be sure that it actually is. 
In our interview with David 
Sullivan from Coeliac Australia, 
he points out some of the relevant 
concerns and issues that can 
arise. See pages 10 and 14 for 
more details.  
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Peter Wright’s career has taken him from 

humble beginnings to the Presidency of the Australian Culinary 

Federation, the excitement of international competition and the 

challenge of catering for major events like the Commonwealth 

Games. Throughout all this, Peter – who started out as an apprentice 

chef at Melbourne’s Alfred Hospital in 1980 – has retained an 

unpretentious, easy-going manner that makes him approachable 

and engaging.

“Back in those days we used to prepare over five thousand staff 

meals about 4000 patient every meals every day with a staff 

of 50 chefs and 10 apprentices,” Peter recalls of his first job in  

the business. 

From the hospital Peter went to the Hilton in East Melbourne 

where he worked what he calls his ‘second apprenticeship’ – as a 

commis chef in the restaurant and function business. “It taught me 

about quality – using quality ingredients and working with a mostly 

European brigade of chefs. I soon realised that being an Australian 

chef in the 1980s was a hindrance to promotion in the five star hotel 

restaurants – the main reason being that the big chains would bring 

chefs over from Europe every time an opening came up. So I saw 

that it was going to take a long time to get beyond chef de partie. 

That was the start of my work ethic of working more than one job, 

more than one project at once.” 

An opportunity at Spotless Group led to nine years working at 

the MCG and other stadiums on special events, motorbike races, 

grand prixes – “all bigscale showground events. At the same time 

I was running the whole MCG catering operation. Then in 1992 

I was moved back to the Arts Centre as executive chef, which 

was probably the most difficult out of all the chef jobs I’ve ever 

had.” In the same year Peter was part of the Australian Culinary  

Olympic team. 

By 1994 he had caught the seven-year itch – “I think that’s a true 

thing, after seven years I’d decided I’d done everything I could in 

Melbourne and needed to try something new.” Two years in Hong 

Kong followed, after which the Wrights returned to Australia while 

expecting their second child and Peter went back to Spotless. 

“I decided I wasn’t going back into the kitchen, so I took an 

Broadening horizons –  
the journey of Peter Wright

Coconut  
Milk Powder.
One ingredient. 
Countless 
possibilities.

For a FREE sample*  
scan QR code or go to  
maggi-professional.com.au   
*Limited to first 500 requests

MAGGI Coconut Milk Powder is made from the flesh of 100% quality Sri Lankan coconuts,  
delivering the creamy texture and aroma of fresh coconut milk. Available in a convenient  
dehydrated format, it saves on storage and waste. One pack = 5L of coconut milk. 

MAG324 COCONUT MILK FOODSERVICE REP FP AD.indd   1 23/03/15   4:21 PM
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operational role which lasted about 26 weeks before 

I was back in the kitchen! What I mean by that is 

I started working on business development programs 

for the Sydney Olympics, which led to winning contracts 

at the Athletes Village and multiple venues for outdoor 

events. That’s when we moved to Sydney, where my third child was 

born in 2000. I project-managed the Athletes Village which was 

up to 50,000 meals a day, with 430 chefs working for me which  

was amazing.”

A major milestone in Peter’s career came in 2006, when ‘extreme 

chef’ Glenn Austin approached him to become an equity partner in 

his X-Treme Consulting business. “That’s when the learning process 

of consulting really started for me,” Peter explains. “Negotiating 

and tendering for contracts without the infrastructure of a massive 

company like Spotless behind us, right down to bookkeeping and 

everyday maintenance of a 
business. It was new learnings 
every day, every week, every 
month – but it was great.”

It was around this same time 
that Peter was appointed 
President of the Australian 
Culinary Federation, a position 
he held for the next nine 
years. “I was able to build the 
association from a collection of 
independent state organisations 
to a national platform, with a 
national board consisting of a 
representative from each state as 
opposed to a separate national 
board.” Meanwhile X-Treme 
Consulting won projects for the 
Beijing Summer Olympics, the 
Canadian Winter Olympics and 
worked on the Commonwealth 
Games in Glasgow – all big 
global events.

“Towards the end of 2013, 
I bought out Glenn’s part of the business, which is now called 
Global Hospitality Group. We have a number of associates such as 
a dietician and a risk management company and when I’m doing 
major projects I’ll bring these associations in – we work in close 
consultation with each other, which is a great support for some of 
the contracts we get where we need to offer full nutritional support, 
risk management, kitchen design and other aspects.”

Working as a consultant, Peter says every 
day is different. “Take this week for 

example – on Monday I was working 
on Camp Gallipoli, which is an 
overnight camp in six days over 
the Anzac Day weekend, we’ll 
be feeding 50,000 people dinner 
and breakfast in remote sites, 
managing that from a control 
base in Sydney. It’s also operating 

in New Zealand, Queensland and 
Perth so across four different time 

zones. On Tuesday I was writing a 
report on 25 varieties of potatoes we’ve 

been testing. Wednesday I did a project 
ideation session for a major food manufacturer. 

Thursday I spent the day developing recipes for cheesecakes and 
reviewing a gluten free program for Nestle Professional. Today, 
Friday I’m making cheese for a dairy masterclass and doing prep 
work for the Fonterra Proud to Be a Chef program. So every day’s 
different which makes it interesting – there’s no end to it!” 

Australia’s number one chocolate  
hazelnut spread* is now available 
in two convenient new sizes.

With high viscosity and ease of piping, 

Nutella in the new 3kg bucket is the ideal 

choice for chefs, patissiers and bakers.

The new 3kg bucket is easy to stack and its 

extra wide opening allows you easy access 

to all the Nutella so there’s zero waste.

Breakfasts are now easily catered for with 

the new 15g Portion Control Packs. They are 

the perfect single serve size, so there’s no 

fuss and no mess.

Both new packs are completely shelf stable 

and require no refrigeration.

So start spreading the love and incorporate 

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.

Two new sizes.
Same great taste.

Armory NUT0022_FSR

For more information please contact Ferrero Customer Service on 02 9409 8807 
*Source: Nielsen Grocery Scantrack value sales and value share % MAT (06/07/2014)

NEW3kg BUCKET

NEW3kg BUCKET

NEW
15g PORTION 

CONTROL

PACKS

So start spreading the love and incorporate 

Nutella into your menu, you’ll be surprised 

at how easy it is to deliver mouth-watering at how easy it is to deliver mouth-watering 

dishes that your customers keep coming 

back for.

NEW
15g PORTION 

CONTROL15g POR
CONTROL15g POR

PACKS

ARM0678 Nutella New 3kg_FSR.indd   1 12/09/14   12:32 PM

“I was always  
doing cooking  

competitions, trying  
to understand food  
better and looking  

at trends.”
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Why you need to  
offer gluten free  
on the menu

FSR SPECIAL REPORT - GLUTEN FREE

Fueled by the growing consumer demand, foodservice establishments 

across the country are adding gluten free meal options to the menu.

This can be partly attributed to the increasing number of people 

being diagnosed with coeliac disease – a permanent intestinal 

intolerance to gluten, for which the only effective treatment is a 

lifelong gluten free diet.

The latest figures show coeliac disease affects 1.5 per cent of 

Australians or around 350,000 people – though many of these 

remain undiagnosed.

But it’s not just those people who are requesting gluten free food. 

Widespread media discussion about dietary issues is leading many 

consumers to adopt gluten free diets even in the absence of medical 

advice or diagnosis – despite the fact that, for people who don’t 

have gluten intolerance, there’s no need for them to avoid it.

In practical terms this means that if you’re not offering gluten free 

meals, you’re missing out on more and more potential customers.

“Suppose there is a family or group of friends who want to eat out 

at your establishment and one of them requires a gluten free meal,” 

says Ugur Kovan of Cerebos Foodservice, which in recent years has 

reformulated its flagship Gravox range of gravies and boosters to 

make them gluten free. 

“If you don’t have some attractive gluten free choices on the 

menu, the entire party of diners will go eat somewhere else. So it’s 

not just one customer you’ve missed out on – it could be half a  

dozen or more.”

Multiply this across the days and weeks and it soon becomes 

obvious that if you don’t offer a good choice of gluten free meals, 

that’s a lot of potential business you’ve lost.

Ugur says that for manufacturers such as Cerebos, offering gluten 

free has provided a strong competitive advantage – but only when 

they get the formulation right.

“We found foodservice operators wanted the peace of mind that 

they could offer gluten free options without compromising on taste. 

The biggest challenge for us was to reformulate products like the 

Gravox range while retaining consistency and quality in the flavour 

profile. If it was easy everyone would do it – you’d just make 

everything gluten free. But we knew that foodservice professionals 

wouldn’t buy our gluten free products if it meant the taste was 

bland, so we worked very hard to maintain our quality, texture and 

taste while going gluten free.” 

Today the Gravox range is gluten free with the exception of Instant 

Gravy, and Cerebos also produces gluten free spice pastes and sauces 

under the Asian Home Gourmet brand. Its iconic Fountain sauces 

are also all gluten free and endorsed by Coeliac Australia. The focus 

for the company was to ensure that its gluten free products also 

meet the requirements for general use. “You shouldn’t need to buy 

in a specialist product just for gluten free,” Ugur says. “The aim is 

to stock one product that will meet all your needs. That way you 

can have the confidence to serve it to a wider range of customers 

– whether it’s a sauce, gravy or booster, it means you can use it 

across the board without missing out on anyone who’s looking for a  

gluten free offer.”
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Gluten is a protein found 
in wheat, rye, barley and 
oats as well as foods and 
ingredients containing these 
(including bread, cereals, 
pasta, pastries, biscuits). For 
the 35,0000 Australians with 
coeliac disease, the only 
effective treatment is a lifelong 
gluten free diet.

Beef with Gravox Gluten Free Demi Glace

With the demand for gluten free meals out of  home at an all 
time high, offering gluten free options on the menu simply 
makes sound business sense.

Lucky for you Cerebos Foodservice makes it easy with their 
extensive range of  GRAVOX® gluten free gravy mixes and 
boosters, ASIAN HOME GOURMET™ gluten free spice pastes 

and WHITE CROW™ or FOUNTAIN® gluten free sauces.

Best of  all, you don’t need to order these in addition to your 
standard ingredients – the quality is just as good, so you can 
switch to gluten free altogether!

So if  you want to appeal to a broader range of  customers by 
offering tasty gluten free meals – Cerebos has got you covered.

ARMORY_CER0033_TO

We’ve literally got your
gluten free dishes covered.

ARM0000 Cerebos Gluten Free_FP.indd   1 26/03/2015   3:02 pm



Nestlé Professional has unveiled a new initiative to better educate 
the market about the challenges of offering gluten free meals.

The Gluten Free Toolkit, which includes a comprehensive booklet 
outlining all you need to know about gluten free food as well 
as product samples, will soon be available from your Nestlé 
Professional rep as well as via the company’s website.

Nestlé Professional launched a range of gluten free products, 
including soup mixes, gravy mixes and stock powder in 2005. 
The latest additions to its gluten free range are Maggi Gluten Free 
Supreme Gravy and Docello Gluten Free Panna Cotta dessert. 
Docello, which was previously Nestlé Desserts, was rebranded in 
2013 and reinvigorated through the addition of contemporary, 
premium products such as Panna Cotta and Crème Brulee. 

“These are high quality desserts which taste as though they’ve been 
freshly made in back of house,” a Nestlé Professional spokesperson 
told us. “A lot of focus has been put into developing the recipes 

to ensure no compromise on flavour  
or texture. 

“It’s becoming so difficult for chefs to be 
able to meet all the various demands for 
different dietary requirements, that it’s a 
real bonus to them if they have the one 
product to meet that need rather than 
duplicating products and costs in their 
kitchen stock.

“Our research shows that not only does coeliac disease affect 1 in 
70 Australians, but 2.6 million Australian adults are following a 
wheat free diet. All this is driving demand for gluten free products 
and obviously this poses a big challenge for chefs, because they have 
to accommodate this within their menus, regardless of whether 
they’re cooking for a function, a hospital, a school canteen or in a 
restaurant or café.”

Download your complete Nestlé Professional Gluten Free Toolkit 

containing guide, wall poster, four gluten free product samples, 

notepad and pen from  gf-toolkit.nestleprofessional.com.au.

“For someone who requires a gluten free diet, eating out of home 

is one of their biggest challenges,” says David Sullivan – and he 

should know. 

As National Business Development Manager of Coeliac Australia 

and someone who must himself follow a gluten free diet for life, 

David is well aware of the difficulties faced in trying to ensure that 

meals advertised by foodservice businesses as gluten free live up to 

the description.

“Over the past ten to 15 yrs a lot of manufactured gluten free 

food has become available in retail and there are high standards 

to maintain that, but we haven’t seen the same level of quality and 

safety control in the foodservice sector,” David points out.

He says too many foodservice operators offer gluten free meals 

without understanding that for people with coeliac disease, even 

the presence of a small amount of gluten in the food can cause them 

serious health isssues.

“We surveyed our members about this and found they didn’t think 

they could trust foodservice businesses to supply gluten free options 

as advertised – they were getting ill when eating out and losing 

confidence in the meals labelled as gluten free.”

As a result, Coeliac Australia started thinking about how it could 

raise awareness in foodservice about what is actually required to 

ensure food is gluten free.

“Knowledge is very important, and also that there are quality and 

safety systems in place to provide confidence that the food someone 

is eating is safe for them. People who medically require a gluten free 

diet need to know they can eat your food and not get sick.”

David says that from his personal experience as someone with 

coeliac disease, the necessary knowledge is often not there among 

serving staff when he eats out. “There’s often a level of confusion 

NESTLÉ LAUNCHES GLUTEN 
FREE FOODSERVICE TOOLKIT

COELIAC AUSTRALIA – 
WORKING TO EDUCATE  
THE MARKET

FSR SPECIAL REPORT - GLUTEN FREE
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Kikkoman Gluten Free Soy Sauce is naturally brewed using only high-quality 
ingredients. No artifi cial fl avours, colours or preservatives are used, resulting in a 
savoury taste, which enhances the fl avour of food without being overpowering.

Approved by the Coeliac Society, Kikkoman Gluten Free Soy Sauce is made with 
rice not wheat, allowing you to meet the dietary needs of customers such as coeliacs 
and those with wheat allergies without compromising on fl avour or application. 

So if you offer gluten free meals on your menu, remember to just add Kikkoman.

www.kikkoman.com.au/foodservice

Kikkoman’s Spicy Vietnemese Chicken Salad

All the naturally brewed 
flavour without the gluten.

ARM0531 Kikkoman GF_FP_V2.indd   1 6/09/13   1:23 PM



   CHUX® Heavy Duty Scourer Pad. CHUX® Heavy Duty Scourer 

Scrub. CHUX® Non Scratch Scourer Sponge

 When it comes to the tough jobs you can rely on CHUX® reporting 

to ‘heavy’ duty with its range of Scourer Pads, Scrubs and Sponges.

 The heavy duty Scourer Pads are ideal for baked on grease  

and grime from pots and pans.

 The heavy duty Scourer Scrubs have a sponge layer under the tough 

scourer for easy handling while scrubbing.

 And the Non Scratch Scourer Sponge with a gentle non-scratch 

scourer together with a super absorbent cellulose sponge are great 

for non-stick surfaces, or for where heavy-duty  

abrasion is not required.

 

CHUX SCOURERS... 
REPORTING FOR 
HEAVY DUTY! 



Introducing new Free Range Oven Roast Chicken Breast 
from Ingham Foodservice.
Succulent, tender and Gluten Free, this pre sliced breast 
meat can be used either cold or heated.

Ingham’s Free Range Oven Roast Chicken Breast has no 
arti� cial colours or preservatives and is quick and easy to 
add to pizza, salads, sandwiches and much more.
So if you’re after something new...  Ingham has the answer. 

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

Would your customers prefer free range?

Free Range Oven Roast Chicken Breast 5535900

NEW

ARM0707 Ingham FR Roast Chicken Strips_Half Page_FSR.indd   1 9/03/2015   3:09 pm

and uncertainty when you request a gluten free meal,” he says. “The 

question that comes back is, are you very allergic, how serious is 

it? On the other hand, you know that someone has a good idea 

what they’re talking about when you ask for a gluten free meal 

and the response is, are you coeliac? This provides some assurance 

that they have a deeper understanding of dietary needs, rather than 

just tapping into the growing trend for gluten free food that’s not 

necessary tied to the serious health issues that some people have.”

He adds that issues also arise due to communication breakdowns 

between back of house staff, front of house staff and customers. 

“You can have all the necessary quality controls in the kitchen and 

there’s still the opportunity for things to fail. Sometimes people 

have the wrong meal put in front of them by their waiter. So right 

from the sourcing of ingredients, to putting the plate in front of the 

customer, there needs to be good quality control.”

McDonalds is partner for pilot 
accreditation program 
Having determined that what is required is an accreditation system 

to ensure that foodservice establishments can deliver genuinely 

gluten free meals, Coeliac Australia has partnered with McDonalds 

to trial a pilot scheme at three McCafes in the NSW Hunter Valley. 

“McDonalds was the perfect partner as they have great quality 

control systems and excellent inhouse training, and the owner of 

these three outlets is also coeliac so had a particular interest in 

ensuring we got it right,” David explains.

The gluten free meals on offer are confined to a selection in the 

three McCafes, which utilise the more senior McDonalds staff. 

David explains how the process works: “There’s an initial onsite 

assessment that takes place to enable the business to prepare for an 

onsite audit, to self-assess and be sure they have the systems in place 

to move forward with a more formal audit process. The onsite audit 

is conducted by SGS, who are known worldwide for their auditing 

and quality control processes. They look for three main aspects: 

sourcing of raw materials, which must all be gluten free; handling 

and preparation procedures, which ensures segregation from any 

gluten containing ingredients at all stages of food storage, delivery 

and preparation; through to the delivery of the end product.”

As part of the process, the establishment is provided with 

comprehensive gluten free standards and relevant documentation. 

“In the case of McDonalds, they have comprehensive staff training 

processes, and we’ll be able to learn from their existing processes 

which will be extremely beneficial in moving forward with the 

accreditation program,” David explains. 

FSR SPECIAL REPORT - GLUTEN FREE

Entry is for teams of two with both entrants under 25 years on 30th September 2015 
(must not have a birth date before 30th September 1990). Entrants must be residents 
of Australia. Entrants must be within the culinary profession. For full entry details, 
 go to nestle-goldenchefs.com.au. Regional cook-offs scheduled between June & 

July 2015. National cook-off to be held in Sydney in September. 

ENTER.NESTLE-GOLDENCHEFS.COM.AU
Register now @

CELEBRATING 
50 YEARS

HURRY! ENTRIES CLOSE 8TH MAY 2015

Check out why you should enter...

GO HAT TO HAT
ATTENTION ALL APPRENTICE & JUNIOR CHEFS

STEP UP TO THE PLATE TO SCORE A SOUTH AFRICAN FOOD SAFARI! 
The NESTLÉ GOLDEN CHEF’S HAT AWARD is back and bigger than ever 

with a prize worth $15,000 to kick-start your culinary career. The winning team will 
be headed to South Africa for a once in a lifetime food safari.

GCH018 GOLDEN CHEF 2015 FOODSERVICE REP FP AD.indd   1 11/03/15   9:05 AM
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In today’s ever-more competitive market, innovative products that 
have some kind of unique quality are what you need to set yourself 
apart from the competition. 

This is particularly true when it comes to seafood. The old style of 
processed, ready-crumbed fish and seafood with its uniform shape 
and mass-manufactured look still has its place, but these days it 
only sells to a limited sector of the market.

That’s the word from Bob Carmichael of Markwell Foods, whose 
extensive product portfolio includes a popular seafood range. 

Bob says that suppliers such as Markwell have had to embrace the 
changing requirements of foodservice professionals, and “these 
days manufacturers have become much better at making products 
that look as though they’re made fresh in the kitchen – that’s the 
key.”

He uses the example of Markwell’s Panko Crumbed Flathead 
Fillets, which come coated in gourmet panko crumb and have been 
individually snap frozen. 

“The unique attribute there is that the fillets have been hand-cut to 
resemble something that a chef would actually do in the kitchen,” 
Bob explains. “Each one has a slightly different shape.

“Foodservice operators want the convenience of value-adding, 
which reduces their labour and overheads, but no longer want 

PREMIUM, ‘MADE ON THE PREMISES’ 
STYLE SEAFOOD IS A  

MUST-HAVE ON THE MENU

Markwell Beer Battered Flathead

Pacific West Seafood, Baby Calamari
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that mass-manufactured look. Instead, they 
want something rather ‘boutiquey’, but with the 
convenience of buying it in pre-prepared.”

Bob says this ‘made on the premises’ look is achieved 
by ensuring each product has “some little individual  
tweak to it.”

Neil Cane from Pacific West agrees, saying that while operators 
are looking to add more seafood to the foodservice menu, they’re 
seeking products which will reduce their workload while enabling 
them to add their own finishing touches. He says there is a move 
among suppliers towards more spiced and marinated product 
rather than coated, citing the example of Pacific West’s lightly 
dusted baby calamari which he describes as “more upmarket than 
the traditional calamari rings.”

Neil adds there’s also a trend towards using lesser-known seafood 
species – “people want to see different things on the menu than 
the usual barramundi and snapper. We are bringing in marinated, 

Japanese style cuts which are popular in Asian restaurants, so the 

market has come a long way from the old days of fish and chips,” 

he says.

“There will always be demand for battered fish in the traditional 

manner but chefs are looking to offer more than 

one fish on the menu – we’re now seeing 

items like pan fried squid, products 

that are more upmarket than the 

traditional value-added seafood.”

In response, Pacific West is 

offering portion controlled 

fish fillets which feature a 

seasoned rub rather than 

traditional batter. “It’s pan 

ready, so you don’t have to 

do anything other than cook 

it, plate it and serve it,” Neil 

says. “We’re being asked a lot for 

more portion cut fish – it’s quite a 

skill to cut fish in particular styles. In the 

old days you might have had a big brigade of chefs but now the 

staff numbers in commercial kitchens are much smaller, so the 

preparation time and skills sets aren’t always available. Portion 

cut fish minimises the preparation process and the similar 

shape and size makes cooking easier, as well as simplifying  

your costings.”

 Neil points out that today there is a greater variety of fish available 

in portion cut – “fish which used to be very expensive is now 

becoming more affordable. Fish shops can buy a 100g salmon 

portion and it’s easy to cook. Fully cleaned squid tube steaks as 

well as squid strips and pineapple cut squids are also popular.”

“We’re  
now seeing 

products that are 
more upmarket 

than the traditional 
value-added 

seafood”

Pacific West Ocean Chef Lemon Pepper Salmon

Markwell Prawn Twisters

P A N K O  C R U M B E D

FLATHEAD FILLETS

Markwell Foods –
proudly providing

quality food solutions
to the Foodservice industry.

Try our delicious natural flathead fillets coated in a crispy gourmet panko crumb. 
Individually snap frozen and packed in easy to use 3kg cartons.

For more information and an opportunity to sample, please contact the 
Markwell Foods sales team on 1300 781 555 or info@markwellfoods.com.au

PRODUCT NAME: MARKWELL PANKO CRUMBED FLATHEAD FILLETS PACK SIZE: 3KG PRODUCT CODE: 332570www.markwellfoods.com.au

C

M

Y

CM

MY

CY

CMY

K



Try our new tuna pouches
and you’ll be hooked.

For orders, contact Matt Glover   Ph: (02) 8852 2102    Mob: 0402 828 333   Email: mglover@safcol.com.au

Best quality Tuna

Costs less than Tuna in a can

Easier to store

Easier to open and use

Environmentally better packaging

Tastes terri� c

Bidvest Code Product Description Unit Weight Carton Size TUN

S418094  Safcol Tuna Pouch in Brine 1kg 1kg 10 x 1kg 19310768108473

n/a  Safcol Tuna Pouch in Brine 3kg 3kg 4 x 3kg 19310768108732

Introducing the all new 1kg and 3kg sustainable tuna pouches from Safcol - the seafood experts.
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20 Foodservice REP  

Recent media speculation on the quality of imported seafood has 
hit record levels, with talkback radio jocks and even members of 
parliament weighing in on the subject.

In response, the Seafood Importers Association (SIAA) headed by 
Norman Grant is doing its best to tackle the misconceptions and 
outright errors of fact that have gained currency among foodservice 
operators and the general public, by getting the genuine facts out 
into the marketplace. 

Grant says that while seafood imports are “frequently demonized 
as unsafe, unsustainable and bad for Australian producers and 
Australia”, this couldn’t be further from the truth.

“A quick check of the OzFoodNet database, which consolidates 
reportable illnesses and hospitalisations from state and federal 
agencies, will show that seafood, including imported, is arguably 
the safest commodity protein that we eat,” he says, adding that the 
NSW Food Authority has confirmed this finding.

While acknowledging that food safety is an extremely complex and 
detailed subject, the SIAA is asserting a number of key points:

 INTERNATIONAL EXPORT PRODUCTION STANDARDS
The majority of fresh and frozen fish imports come from New 
Zealand, which has the same food standards code and overseeing 
authority as Australia (FSANZ). Most other fish and crustacean 
imports come from aquaculture primarily in Southeast Asia 
and all these large exporters comply with international food 
safety process standards including HACCP, ISO and even British 
Retail Consortium (arguably the world’s highest food safety 
standard) as well as their own country standards. The systems 
are regularly certified by independent third party auditors 
(usually Western companies). These standards are significantly 
higher than for Australia’s domestic food production and  
far more robustly inspected. In addition they are certified to 

environmental standards developed by international NGOs.  

MANDATORY TESTING OF ALL SEAFOOD ENTERING AUSTRALIA
Testing is mandatory and divided into two categories – risk food 

(tested at 100 per cent of shipments) and surveillance food, which is 

food not normally associated with risk such as frozen raw fillets and 

is tested at five per cent of shipments. Any compliance failure for 

surveillance food raises the testing rate to 100 per cent of shipments 

for that supplier. Historically, compliance for seafood runs at about 

99 per cent and any failures considered a health risk are rejected 

(destroyed or re-exported). All test failures and details are published 

monthly on the Dept of Agriculture website. Seafood is the most 

tested food we import, and arguably the most compliant food we 

import. By contrast, there is no mandatory testing of Australian 

seafood for domestic sale – so there is no data available to make a 

direct comparison between what is in Australian seafood vs that of 

imported seafood.

 REPORTED ILLNESSES AND HOSPITALISATIONS
The NSW Food Authority’s review of nationwide data shows 

seafood including the 75 per cent which is imported is among the 

safest of all commodity proteins to consume – fewer illnesses or 

deaths are associated with seafood than almost all other foods. 

“The fact is, it’s far more dangerous not to eat seafood - the main 

dietary remedy for the things that really kill Australians like heart 

attack and stroke - than to eat it,” Norman Grant emphasises. 

“The fear is based on mythology and media hype, and it is very 

frustrating for importers to hear this sort of misinformation over 

and over again.” 

You can watch our report on Caught Out – the Imported 
Seafood Saga at www.hellofoodservice.com. Click the 
Past Programs tab to access the November 2014 episode

SEAFOOD IMPORTERS HIT 
BACK TO DISPEL MARKET 

MISCONCEPTIONS

Production???



THE WRIGHT REPORT

“Networking”, a common word 
used in business to describe 
meeting people, can also be 
called schmoozing, interacting, 
conferencing or just socializing. 
So why do hospitality people, 
in particular chefs need to 
network, and what should they 
hope to accomplish?  

In my experience, most effective 
people are “networked” and 
develop or leverage relationships 
using their network to open 

doors, create or construct friendships, and in most cases build a 
fraternity of like-minded people.

Kitchens are best described as back of house areas and this is for a 
reason. Chefs are king of their domain and often find it difficult to 
go one on one with other departments within the business that may 
influence their working environments.

The opportunity to network with like-minded people, those with 
similar interests and issues, can only be beneficial. Some of the 
benefits of schmoozing with others is the opportunity to get out of 
the kitchen, dress up a bit and start the development of a network or 
friendship group - a bit like the private school “old tie”. People you 

can trust and call on for a favour, to discuss an issue or assist with 

recruitment or other kitchen concerns.

Some of the opportunities for networking are industry events held 

by suppliers who are always keen to get a group together to show 

their wares and, more importantly, keep you up to speed with 

current trends, products and technologies. Nevertheless there is no 

such thing as a free lunch so be prepared to add some professional 

value to the event. Importantly, and I can’t stress this enough, if you 

accept an invitation make your best effort to attend.

The alternative is to get involved with chefs’ associations or local 

culinary events - these are always on the lookout for new ideas to 

develop event schedules of competitions and masterclasses.

A few tips for good networking: be proud of your craft, be confident 

and dress appropriately for the event - unless stated otherwise on the 

invitation, thongs and singlets are a big no-no. First impressions are 

very important - in just a few seconds a person can identify  if you 

are trustworthy, dominant, promiscuous, adventurous, successful or 

motivated. Always check the guest list at the door to see if any of 

your friends or colleagues are at the event, or if there is someone you 

want to meet. And finally, if you tell someone you will call or catch 

up, make sure you do.

You can catch more of the Wright Report online in the latest episode 

of Hello Foodservice. Visit www.hellofoodservice.com.au to view.

Anyone who puts Ingham Pop’Em Chicken in their 
mouth, will � nd it impossible to stop at just one.

Made from 100% Australian chicken breast, Pop’Em 
Chicken is available in either Southern Style or Spicy 
Devil � avours.

They’re excellent as bistro � nger food or as an addition 
to any menu. They can be served in salads, in wraps or 
on their own with a variety of dipping sauces.

So if you’re looking for irresistible chicken to pop onto 
your menu... Ingham has the answer. 

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

Once they pop, they won’t stop.

Pop’Em Chicken Southern Style  5565200

Pop’Em Chicken Devil 5565100
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AUSSIE PEACHES ARE 
BACK ON THE MENU

Good news, SPC peaches are back in stock. So you can feel good about buying your peaches from local 
Aussie growers. With SPC peaches, you’re buying quality Australian produce created with safe farming 

practices and supporting our farmers and regional economies. Now doesn’t that sound good?       

Switch to some of our Australian Grown products today. Speak to your food service distributor.

SPC 100% for AussiesCALL 1800 805 168
‘SPC’ is a registered trade mark of SPC Ardmona.

PETER WRIGHT ON NETWORKING

as seen on 




