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WELCOME
This issue we’re proud to be 
a part of the 50th anniversary 
celebrations for one of Australia’s 
most important foodservice 
competitions, the Nestlé Golden 
Chef’s Hat Award. Yes, Australia’s 
only national competition 
recognising and rewarding 
our most talented junior and 
apprentice chefs has now been 
running for half a century – and 
you’ll find our special report 
starting on page 4.

   

NESTLÉ GOLDEN CHEF’S HAT 
CELEBRATES 50TH ANNIVERSARY
It’s one of the most prestigious events on the 
Australian foodservice calendar and this year 
it’s celebrating its half-century milestone.

ALPACA MEAT IS MAKING INROADS TO 
RESTAURANT MARKET
After four and a half years in the NSW 
Southern Highlands breeding and showing 
alpacas, Jess Whyte is now selling alpaca 
meat into foodservice.

PIZZA NOW A MENU MAINSTAY
It’s in pubs, clubs, bistros and cafes - pizza has 
become mainstream. We examine why it’s 
easier than ever before to offer it on the menu.

INSIDE PIZZA
Stories from the world of independent pizza 
making brought to you by Australia’s one-stop 
online pizza resource, Club Perfect from Perfect 
Italiano.

BUSINESSES JUMP ON THE BREAKFAST 
BANDWAGON
With the growth of the breakfast market, there’s 
been a corresponding expansion in what’s on 
offer on the early morning menu.

REWARDS PROGRAMS OFFER VARIETY OF 
BENEFITS
Rewards programs not only provide an 
opportunity to obtain products for personal 
use but also to source items for staff loyalty 
programs and in-house customer giveaways  
or promotions.

COUNTRY OF ORIGIN LABELLING FOR 
SEAFOOD
Industry groups have joined together to protest 
the proposed introduction of mandatory 
Country of Original labelling on foodservice 
sector seafood.

BAKERY PRODUCTS CHANGING WITH 
THE TIMES
There’s never been a wider range of quality 
baked goods available for foodservice 
professionals.

THE WRIGHT REPORT
Peter Wright on trend setters.

www.foodservicegateway.com.au 
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Culinary competitions 

are highly regarded as 

a way in which chefs 

can test their mettle 

against their peers and 

receive industry-wide 

acknowledgement of 

their skill. 

Those are the immediately obvious benefits, but professional 

competition can offer much more: a chance to broaden one’s 

knowledge base and expand horizons, the opportunity to engage in 

valuable networking, to be inspired by highly skilled teachers and 

trainers, and to work alongside like-minded individuals and forge 

long-lasting friendships. 

While simply to compete is an achievement in itself, those who win 

culinary competitions often benefit from prizes designed to provide 

some practical career advancement rather than just financial reward.

This is certainly the case with the Nestlé Golden Chef’s Hat 

Award, one of the most prestigious competitions on the Australian 

foodservice calendar, and which this year is celebrating its  

50th anniversary.

For half a century the Nestlé Golden Chef’s Hat has been Australia’s 

only national competition recognising and rewarding our most 

talented junior and apprentice chefs – a way of directly encouraging 

the next generation of the industry and helping to ensure that 

the high standards of Australian foodservice are maintained  

into the future.

Each year, the Nestlé Golden Chef’s Hat gives apprentices all over the 

country the opportunity to put their culinary skills to the test against 

their peers, with the national winners receiving an educational trip 

abroad which typically gives them the chance to see some of the 

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

establish valuable networks and contacts.

With its format of cooking from an extensive pre-released range of 

ingredients within a limited timeframe, the event evokes the real-life 

pressures faced by chefs within the commercial kitchen. Competitors 

enter in teams of two with a designated ‘team leader’ and compete 

in a series of regional cook-offs utilising the ‘mystery box’ scenario. 

The state winners are flown in to compete in the national finals, 

with all finalists eligible to win medals of achievement in culinary 

excellence in entrée, main and dessert course categories. Each team 

has four hours to prepare a three-course meal for a panel of judges 

drawn from the Australian Culinary Federation and internationally 

recognised World Association of Chef’s Societies (WACS) judges.

Entrants must be no older than 25 years of age at the time of 

application and residents of Australia. To enter they are required to 

submit an original recipe and statement outlining their career goals 

for the next five years.

The event is Australia’s longest-running culinary competition and 

Nestlé Professional has been the sole naming rights sponsor since 

1986. It is coordinated by the Australian Culinary Federation with 

support from additional sponsors such as Bidvest Australia and 

Game Farm. 

Nestlé Golden Chef’s Hat 
celebrates 50th anniversary

NEA0010_NESTLE PRO_Food Harvest Take Out Ad_FA.indd   1 23/06/2015   4:01 pm
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Fittingly, a record number of entries have been received 

for the 50th anniversary competition, with standout 

registration levels from NSW, Victoria, South Australia 

and South Queensland.

“It’s extremely encouraging to see so many young chefs step up 

this year,” says Pat Stobbs, Country Business Manager for Nestlé 

Professional Oceania. 

“This is already a milestone year for the Award so to achieve all-

time record entry levels has really exceeded expectations.

“Many things don’t last 50 years, particularly in the corporate 

environment dependent upon sponsorship, and I think what’s really 

interesting is that we’ve been able to keep the same theme of youth 

chefing throughout those 50 years. I think it’s really a credit to 

the Nestlé Professional commitment to both the industry and the 

program.”

Reflecting on the record number of participants for 2015, Pat 

acknowledges, “it’s really climbing at an exponential rate … I think 

we’ve actually got another 50 years of ever-increasing excitement 

ahead!”

He adds that a key difference today is the ability of potential 

participants to share their involvement with others through social 

media.

“We’ve been embarking on a program to really leverage some of 

our digital experience in this area and it’s enabled us to watch that 

grow,” Pat confirms. “It’s been really interesting to see how the 

young chefs have used that vehicle to communicate and encourage 

their friends and peers to be a part of the competition.”

This year’s regional cook-offs are being held as you read this issue, 

with the National Finals to be held in September in the new, “much 

more public” venue of Fine Food Australia – the industry’s premier 

trade event – where the finalists will compete live in front of show 

attendees in custom-built kitchens. 

The 2015 national winners will be awarded what promises to be a 

career-changing trip to South Africa for a once in a lifetime ‘food 

safari’ experience. 

Typically the winners of the Nestlé Golden Chef’s Hat Award go on 

to forge highly successful careers in the industry and acknowledge 

the competition as an integral milestone on their road to success.

Stewart Wesson, the 2009 National Finalist from South Australia, 

is now head chef and co-owner of The Flinders Project in Adelaide, 

having previously worked as head chef at both Public and 

Bridgewater Mill. He says the award helped launch his career in 

many ways – “it helped me get recognised for the Australian Junior 

Culinary Team, which allowed me to travel around the world 

competing for Australia,” including the Culinary Olympics in 

Germany 2012. “What I got most out of the experience was the 

networking and the chance to meet people throughout the industry 

that I wouldn’t have met otherwise,” Stewart says. “I am still friends 

with chefs today that I competed against in 2009.”

For more information on the Nestlé Golden Chef’s Hat 

and to keep up to date with the latest on the Award visit  

www.facebook.com/goldenchefs

Clockwise from L: Mitchell Jeanes, 
a competitor in this year’s Award; 
Nestlé’s Pat Stobbs announcing 
the Award winners; 2014 National 
Winners Tara Bain and Rachel 
Male, both from South Queensland.



8 Foodservice REP  

After four and a half years in the NSW Southern 

Highlands breeding and showing alpacas and selling their fleece, 

Jess Whyte made the move into the growing market for alpaca meat, 

and eighteen months later she’s now selling it into foodservice.

“The reason I love promoting alpaca meat is it’s so unique – I find 

chefs who use it love working with it,” Jess reports. “When cooked 

correctly it’s one of the tenderest, softest meats you’ll ever have.”

But cooking such a lean meat – similar to kangaroo and venison in 

fat content – can be tricky. For this reason Jess says it’s more suited 

to those foodservice businesses which are “already going out on a 

bit of a limb with exotic meats”. 

“Those chefs who have already had success with extremely lean meat 

are the ones who will do it justice,” she explains. “Alpaca’s high 

protein and low fat content means it needs to be cooked medium 

rare to rare – I tell customers at the produce markets I sell at that 

if you don’t like your meat pink, don’t buy it.” The exception, she 

adds, are alpaca burgers which can be cooked through.

“You need to cook it properly to taste the benefits of the sweet, 

tender, soft meat. Even though it’s very lean, it doesn’t take on 

gamey flavours. It tastes somewhere between lamb and veal - with 

lamb you have quite a full flavour 

because of the fat infusion, whereas 

with veal which is milk fed the flavour 

is more mild and subtle. Alpaca sits 

somewhere between the two.”

Jess says that currently the most 

popular alpaca cuts are cutlets, 

striploin, and then burgers and 

sausages. 

Currently Jess supplies through her business A Taste of the 

Highlands, also offering dorper lamb which, like alpaca, boasts a 

lesser fat content than regular lamb ensuring a softer, subtler flavour 

(both her dorper lambs and alpacas are grass rather than grain 

fed). She also regularly sells at produce markets including Eveleigh, 

Warwick Farm, Bulli Foragers, Berrima School markets and Crown 

St Wollongong. 

As a one-person operation – Jess does all her own marketing 

and branding, as well as the animal husbandry and farming 

– she has only recently commenced selling to restaurants, but 

already feedback has been excellent: “Daniel James, the Chef at 

Peppers Sutton Forrest, uses the alpaca tenderloin for a tartare 

as well as alpaca burgers on the casual ‘family days’. Josh’s 

Cafe at Berrima has done very well with slow-cooked alpaca 

shanks, and a new restaurant, Tooses at Moss Vale, is looking 

at doing an alpaca shoulder on the bone as a slow cook.” 

Jess’ website is www.atasteofthehighlands.com.au.

Alpaca meat is  
making inroads  
to the restaurant 
market

READ EXTENDED STORY 
www.foodservicegateway.com.au  
click on ARTICLES 

LIST A LIST B
Whole Egg Mayo (2.2kg) Honey Squeeze on (13g) 

Roast Garlic Aioli (2.2kg) Whole Egg Mayo (15kg) 

Caesar Salad Dressing (2.6kg) Lemon Pepper (680g) 

Greek Dressing (3.0L) Moroccan Seasoning (755g) 

Chili & Lime Dressing (3.0L) Cajun Seasoning (520g) 

Italian Dressing (3.0L) Dijon Mustard (2.5kg) 

BBQ Sauce (4.7kg) Seeded Mustard (2.5kg)

Sweet Mustard Pickle (2.5kg) Sun Dried Tomato Meal Sauce (2.1kg)

eftpos
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eftpos
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Wholesaler     Wholesaler Representative

Business Name

Invoice Number    Invoice Date

IMPORTANT: To qualify for this promotion, you must have all qualifying products ordered in the one transaction and listed on one invoice per claim. Maximum of three (3) claims per business. Invoice dates must be 
between June 22nd 2015 and 14th August 2015. This promotion ends on the 14th August 2015 at 1700 EST. Please allow up to 28 days to receive your reward which will be distributed from your wholesaler representative.
*Terms and Conditions apply. For full terms and conditions see www.marsfoodservices.com.au/promotions.®
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to win instantlyto win instantly

Contact your local representative for more information about the entire MasterFoods® range:
Northern NSW Kristy Weet 0434 183 082 Sydney Metro Cecilia Mamone 0449 953 860
Northern Qld Richard Stuckey 0419 263 101 Eastern Vic & Tas Marcus Carrick 0466 734 103
Southern Qld Brett Hodson 0418 690 277 Western Vic Taylor Wheeler 0466 334 706
SA & NT Shane Camp 0408 336 311 WA Adam Saint 0466 745 016

5871 FSD Mix and Match Promo V5 - Generic_FO.indd   2 26/05/2015   1:09 pm

http://www.atasteofthehighlands.com.au
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It used to be the case in Australia that people wanting pizza had 

a choice of their local pizzeria, QSR chains like Pizza Hut and 

Domino’s, and the more upmarket eateries in predominantly Italian 

neighborhoods like Norton St in Sydney and Lygon St in Melbourne. 

But today, pizza has become far more of a mainstream menu item – 

popular in cafes, pubs, clubs, bistros and stylish restaurants.

“Pizza has certainly infiltrated what was once the domain of 

traditional Aussie fare,” acknowledges Nick Dymond, Trade 

Marketing Manager at Fonterra Foodservice which produces 

Perfect Italiano Mozzarella, a popular choice for use on pizzas 

throughout the nation.

“You’ll often find it on the bar menu at pubs, but it’s just as 

popular as a sit-down meal in the bistro, as well as in clubs,  

cafes and restaurants.”

Nick attributes this growth to a combination of factors – the 

willingness of independent pizzamakers and chefs to experiment 

with quality toppings, creating the ‘gourmet’ pizza; the recognition 

of pizza as a cost-effective menu item; and the development of new 

technology which cooks pizzas faster while taking up a smaller 

‘footprint’ in the kitchen or workspace.

“Pizza is a comparatively easy meal to put together – especially for 

a pub or club kitchen, where you’re likely to have all the ingredients 

already for use in other dishes, because your menu is already quite 

extensive,” Nick points out. “So it’s a simple matter to add four or 

five pizzas to your offering.”

Another factor which has made it easier to offer pizzas is the 

widespread availability of pre-made pizza bases. As Darren O’Brien, 

National Account Manager for Tip Top Bakeries points out, this 

eliminates the time-consuming step of preparing pizza dough  

from scratch.

“In the case of pubs, clubs and cafes, not many will make their own 

dough – you need storage areas for the dough pans, a dough mixer 

is an expensive piece of equipment, and so on,” Darren explains. 

“And when you make dough from scratch you need the oven to 

provide a lot of heat to cook it through – but a pre-cooked base 

takes that requirement away.”

Pizza now a menu mainstay  
in pubs, clubs, bistros and cafes

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

With high viscosity and ease of piping, 

Nutella in the 3kg bucket is the ideal choice 

for chefs, patissiers and bakers.

The 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 easily catered for with the  

15g Portion Control Packs. They are the 

perfect single serve size, so there’s no fuss 

and no mess.

Both 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.

Armory NUT0023_FSR

For more information please contact Ferrero Customer Service on 1800 199 183
*Source: Nielsen Grocery Scantrack value sales and value share % MAT (07/06/2015)

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.

Australians love it. 
Shouldn’t you be 

serving it?

ARM0678 Nutella 3kg_FSR.indd   2 1/07/2015   2:12 pm



Tip Top produces 12 inch and 9 inch pizza bases under the Bazaar 
brand, packaged frozen between paper sleeves to make them easy 
to separate. “The 9 inch is perfect for the kids menu – in pubs in 
particular, a ham and pineapple pizza is a staple along with hot 
dogs and spaghetti bolognese. A lot of pubs will also use them 
to make a cheesy garlic crust – brush oil over the top, add fresh 
garlic and a few herbs, heat in the oven and it’s ready in about five 
minutes, which makes it an ideal starter or side dish. Chefs like that  
because it’s so simple.”

With the growth of the gluten free market has come demand for 

gluten free pizza bases, but that presents a further challenge for 

the kitchen. “Even with a gluten free base, once you start making 

the pizza it can easily become contaminated with gluten from flour 

residue on your workbench,” points out Mark Wallace, Marketing 

Manager for Heavens Bakehouse which produces gluten free pizza 

bases for foodservice.

In response, Heavens Bakehouse has just launched a range of gluten 

free pizzas with gourmet toppings, delivered frozen and fully sealed 

in plastic to ensure no contamination with gluten is possible prior 

to cooking. These are available in Margherita, Salami, Chicken and 

Vegetarian varieties. “We consulted widely and these are probably 

the four most popular,” Mark explains. “We wanted to steer clear 

of the typical Australianized versions like Ham and Pineapple and 

Meat Lovers and present a more gourmet offering. For example 

the Salami pizza is made with Italian salami, black olives and semi-

dried tomatoes. We use mozzarella pearls on the Margherita and 

grilled eggplant, roasted pumpkin and spinach on the Vegetarian. 

They are high quality ingredients to lift the overall presentation 

of the product.” The gluten free pizzas are produced at Heavens 

Bakehouse’s custom made facility in Melbourne which has been 

making only gluten free product since 2013.

As mentioned earlier, the growth of pizza on the mainstream menu 

has been driven by new oven technology. “The biggest thing is 

affordability and ease of operation,” says Bruno Gentile, Business 

Development Manager for commercial oven supplier Middleby 

Australia, who’s also a corporate chef and award-winning 

pizzamaker.

“In the old days there were a lot of deck ovens and you had to keep 

opening the door to check the pizza. The new conveyor ovens allow 

you to put them in and they come out the other end fully cooked, 

and no matter how many pizzas you put through, the performance 

won’t be affected.”

As the market has grown, so has demand for smaller and smaller 

ovens. “We have the 

Giga, which has a 600sq 

footprint – you can 

cook a fresh pizza in 90 

seconds,” Bruno advises. 

“It’s ideal for a little café or front bar – just put the pizza in and it’s 

ready to go in next to no time.”

Then there are the latest conveyor ovens designed to maximise 

throughput.

“Our biggest is the PS670 which will cook about 200 pizzas an 

hour. Some of the larger businesses out there will have these double 

and triple stacked. It all depends on how busy your establishment 

is – that determines which size oven you need.”

Middleby operates test kitchens in Brisbane, Sydney and Melbourne, 

enabling you to come in and test your products so you can get the 

consistency you want. “For example, our WOW pizza oven cooks 

about a third faster than a lot of the older ovens – so if you’re 

cooking pizzas in six to seven minutes, we can probably cut that 

down to four and a half. So without increasing the footprint you can 

produce more pizzas per hour by upgrading to the better technology. 

It produces a really nice evenly cooked product which makes for 

better consistency and therefore greater customer satisfaction.”
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FOR THIS issue’s Perfect Stories instalment 
we visit the sleepy semi-rural coastal town of 
Tyabb on Victoria’s Mornington Peninsula, 
where Mick Ambesi has been running La 
Lupa Pizza & Pasta since 1989.

For Mick, the business began as a change of 
life – he’d been working in a fruit and vegie 

store since his teens, and looking to branch out into 
something he could call his own, when an opportunity came along 
in the form of a silent partner with whom he was able to buy the 
business.
Since then, La Lupa has grown into something of a labour of love 
for Mick – certainly, the pizza business seems to have seeped into 
his blood, as he talks with genuine passion about his work and 
displays a strong commitment to delivering quality and value for 
money to his customers at all times.
“You can buy cheap pizzas anywhere,” Mick points out, dismissing 
his local competitors who have tried to undercut his prices. “But 
quality is a very big thing and we’ve found customers are quite 
happy to pay for it.”

Mick is proud of the fact 
that he’s never dropped 
his prices, not even 
back when his cheaper 
competitors started to 
sprout up all around him. 
“There were plenty of 
‘em,” he recalls ruefully, 
remembering sleepless 
nights and even the worry 
that he might go broke. 
“But it actually went the 
other way.”
This commitment to 
quality, Mick believes, 
is La Lupa’s point of 
differentiation and as 
such he’s stood by it. 
Although the menu is 
extensive, boasting 30 
different varieties with 
enticing names including 

the Chicken Princess, Mickey’s Delight and Tyabb Wonder (green 
peppers, sliced tomato, onion and bacon), the focus is not on 
gourmet offerings, but on supplying a hungry public with the 
traditional favourites – including plenty of toppings.
“We load them up – we try to give value for money and use plenty 
of product,” Mick affirms. “Most customers like a lot of toppings 
and we try to stay very consistent with quality.”
As Tyabb is a relatively small town, La Lupa’s delivery footprint 
necessarily covers a wide area – including the adjacent suburbs 
some 5km away. “A lot of our customers are prepared to wait 
sometimes even up to two hours for our food on a busy night,” 
Mick tells us. To accommodate this Mick and his team have set  a 
system in place to ensure pizzas are not made in advance only to 
sit getting cold prior to delivery. Instead, staff wait for a call from 
their drivers advising of their imminent return. When the driver is 
10 minutes away from La Lupa, the pizza goes into the oven for 
a slow bake so it’s ready for delivery as soon as he or she arrives.
“Every night we’re looking to break records and give good service 
and good food,” Mick acknowledges.
La Lupa is also a true family business. When Mick was laid up in 
hospital for two and a half months, his brother Vince, nephew Joe 
and another niece and nephew stepped up to help run the business, 
and have since become part of the team. Mick plans to continue 
on for a while yet, but it’s likely that when he is ready to retire, 
the business will stay in the family, maintaining its commitment to 
value and quality.

MICK’S PASSION 
FOR QUALITY PIZZA

 FIRST NEW-LOOK ISSUE!

CULINARY SOLUTIONS FOR TODAY’S PIZZA PROFESSIONALS

SEE MICK INTERVIEWED 
www.clubperfect.com.au
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Inside Pizza 
Welcome to the first issue of INSIDE PIZZA in our 
new home of Foodservice Rep magazine. For 
those who’ve just joined our readership, you can 
look forward to plenty of interesting stories in the 
issues to come, all focused on the independent 
pizza market and the opportunities to boost your 
business by adding pizza to the menu.

INSIDE PIZZA is designed to complement the 
extensive articles and reference material you can 
find online at www.clubperfect.com.au - Australia’s 
online resource for pizza professionals. 
Membership is free and gives you access to 
exclusive content including recipes, business 
advice and online masterclasses. You can find 
out more about what’s on offer at Club Perfect 
elsewhere in this issue, including extracts of 
some informative articles held online in our 
‘Club Perfect Library’.

NOT A CLUB PERFECT MEMBER YET?  
Sign up today - registration is FREE  
www.clubperfect.com.au

THE SHOW must go on, as the old saying 

goes – and sure enough, every year we see 

tradeshows targeting the foodservice sector. 

But in today’s e-connected world, where so 

much information is available at the swipe 

of a trackpad, is it really worth making the 

effort to brave the crowds and attend the 

major industry shows in person?

According to Tim Collett, Event Director of 

Foodservice Australia, which recently held 

its annual show in Melbourne attracting a 

record number of exhibitors and visitors, 

the answer is a resounding yes.

“The key to the foodservice industry is to 

provide a unique experience for customers 

that makes them want to come back,” Tim 

points out. 

“At the same time you have to be efficient 

to make a profit and stay in business. This 

show is the perfect place to refresh your 

thinking and stay ahead of the pack.”

He makes the point that tradeshows like 

this can be tremendously helpful in that they 

provide an opportunity not only to learn 

about new products and find new suppliers 

but also to broaden your knowledge of the 

market – through the free seminars and 

workshops that typically make up part of 

the program of events at a largescale show.

In the case of Foodservice Australia, the 

recent show included a Café School with 

well-known chef Peter Wright hosting 

daily workshops. Given its ever-increasing 

popularity on menus from pubs and clubs 

to cafes and restaurants, it’s no surprise that 

pizza was prominent among the products 

demonstrated, which also included such 

staples as coffee and burgers.

“The upmarket pizza restaurants are 

doing very well, offering fine wines, steaks 

and pasta dishes and it’s a trend that’s 

set to continue,” asserts Peter Wright, a 

longstanding supporter of the pizza industry 

who has organised pizza competitions at 

Foodservice Australia.

Tradeshows can also provide a chance 

not only to see some of Australia’s top 

pizzamakers in action, but to talk with them 

in person for first-hand tips and advice.

Club Perfect Ambassadors Simon Best, 

Kris Bailey and Theo Kalogeracos are all 

regularly to be found at industry events, 

whether competing for awards or simply 

demonstrating how to up your pizzamaking 

game.

According to Simon, attendance at such 

shows helps keep him on his toes – especially 

when participating in competitions or 

demonstrations with strict guidelines. “It 

gets your mind working creatively,” he 

points out, which can then inspire him to 

deliver something special. For those in the 

audience, it’s a rare opportunity to see the 

skills of a top-notch pizzamaker at work as 

the concept takes shape in their head only 

to become reality in front of your eyes. 

WHY ATTEND 
TRADE SHOWS?

JUST WHAT MAKES a ‘champion’ pizza? The obvious person to ask is a champion 
pizzamaker – and at Club Perfect we have three! 

Club Perfect Ambassadors Theo Kalogeracos, Simon Best and Kris Bailey – all of whom are 
award-winning pizzamakers in their own right – each have their own individual ideas about 
what it is that sets their pizzas aside from the competition. 

While this shows there’s no single answer as to what makes the difference, it is interesting to 
see what their approaches have in common, as well as what it is that makes them unique.

KRIS BAILEY,  
Pizza Religion, Melbourne 
Together with his business partner Matt Hunter, Kris Bailey has built 
Pizza Religion into such a success that the pair are now opening a second 
restaurant in Melbourne’s busy suburban dining hub of Malvern.

Kris and Matt brought “a chef’s approach to pizzamaking” into their 
business. “We look at flavour matching and use fresh seasonal products,” 
Kris tells us. “If there’s a flavour or food that’s popular, we’ll try to 

incorporate it, design a pizza around it. We try to offer something different and a menu that 
our customers can have some fun with.

“We’ll go out for dinner and sample new restaurants, and if we see something – a 
sauce, a chutney, anything which stands out – we’ll get our hands on it and design a  
new pizza round it.”

THEO KALOGERACOS,  
Little Caesar’s, Mundaring, Perth 
Theo attributes his success to his ability to reinvent recipes and adapt 
them to pizza. “Anything on a pizza should be able to be eaten on a 
plate on its own. I do a greek lamb pizza with caramelised onions, 
kalamata olives and feta. The ingredients and flavours are basically those 
of a lamb kebab. I was eating one and thought why can’t these flavours 
go on a pizza? But you can’t just grab them and throw them on – you 

have to make them work together.”

Theo is also a great believer in making sure the toppings are evenly distributed  
across every slice. “If you look at how pizza gets cut up, it’s like a cake. So each piece needs 
to be made for that individual bite, and it should look good as well as taste good.”

SIMON BEST,  
Augello’s Ristorante & Pizzeria, Mooloolaba Qld 
“The most important thing is whether you’re making a meat, seafood 
or vegetarian pizza you have to make sure you marry all the ingredients 
and flavours together. They all have to work and my secret is: don’t 
make it too complicated.

“Consistency is the number one factor – the food needs to be just as good 
every time. Plus we keep changing the menu and adding new pizzas to keep things fresh. We 
have a lot of chefs and I give them plenty of free rein and creative freedom in developing new 
specials - every six weeks we try out a new recipe on the specials list.

“The other key is freshness. Everything at Augello’s is freshly made using local ingredients 
wherever possible – the franchise chains can’t compete with that. Our cool room is only 
1.5sqm, so everything that comes in each day is cut, cooked and sold. Nothing is held over. 
Each day we start fresh – that’s one of the secrets to quality pizzas, keeping everything fresh.”

TRY ONE OF THE CHAMPION’S PIZZA RECIPES … See next page for our Recipe 

CRAFTING A  
CHAMPION PIZZA

LATEST SITE UPDATE features:

EXPERT OPINION: 
BUILD A BETTER WEBSITE 
A professional looking website can be a 
highly effective way of showcasing your pizza 
business, as well as providing useful content 
for your customers including your contact 
information, opening hours, menu and pricing.

EQUIPMENT OVERVIEW: 
ELECTRONIC POS AND ORDERING 
Innovation is the name of the game when it 
comes to technological advances, and in recent 
years we’ve seen major changes in Point Of Sale 
systems. We look at the latest developments in 
what’s available.

COMPLEMENTARY CUISINE:

COMPLEMENTARY CUISINE: 
FOOD & WINE MATCHING 
Not every restaurant can afford to employ 
a sommelier, but with a little research it’s 
possible to make recommendations for wine to 
accompany your main meal choices.

www.clubperfect.com.au  
Click on MASTERCLASS

http://www.clubperfect.com.au
http://www.clubperfect.com.au


BAM VINO
Bam Vino is the fulfillment of a long-held dream for 
restaurateur Jan Rundle - to create a venue which he 

describes as “like my house, but bigger!”

In the first of our online PERFECT STORIES video 
series you can explore Bam Vino for yourself and see how Jan has turned his  
ambition into reality.

 
USING SOCIAL MEDIA TO 
MARKET YOUR BUSINESS

Since opening Pizza Religion in Melbourne three years 
ago, Club Perfect Ambassador Kris Bailey hasn’t had to 
spend a single cent on advertising. Here Kris explains 
how he uses social media to promote his business.  

Our business Pizza Religion is promoted purely by word of mouth and via social 
media. We’re saving money doing it this way, obviously, but it’s also the way the 
world is going.

It doesn’t take much time — whenever we come up with a new dessert pizza, a 
new special or whatever, we’ll take a photo and upload it to our Facebook page 
or our Twitter feed. Within an hour we’ll have people ringing up who’ve seen it. 
And because Facebook and Twitter are so driven by images rather than words, 
it’s usually the look of the pizza — the presentation, the styling as shown in the 
photograph — that captures customers’ attention.

RECIPE OF THE MONTH
This issue’s recipe of the month comes to us courtesy 
of Club Perfect Ambassador and champion pizzamaker 
Theo Kalogeracos and is a great example of taking 
the flavours of a traditional dish and adapting them  
into a pizza. 
GREEK LAMB PIZZA  
90g Perfect Italiano Mozzarella 
200g basic pizza dough ball, rolled and ready 
110g lamb, oven roasted with lemon and rosemary, 
and diced 

35g Mainland Feta Cubes
20g Kalamata olives, pitted and halved
2 tblsp caramelised onions
3 lemon wedges
2 tblsp tzatziki dip 
½ tsp rosemary
cracked black pepper

Spread Perfect Italiano Mozzarella around pizza 
base, with more at the outer edges than the centre.

Place diced roasted lamb evenly around the pizza 
and follow with crumbled Mainland Feta Cubes and 
kalamata olives. Add a layer of caramelised onions 
which will protect the lamb from overcooking.

When cooked, drizzle tzatziki dip over the pizza 
and garnish with chopped rosemary. Serve with 
lemon wedges for drizzling over.

NOT A CLUB PERFECT MEMBER YET? JOIN NOW FOR FREE! 
Membership is free, takes only a few minutes online, and entitles you to the following fantastic benefits: 

· Archive of pizza recipes including award-winners  · Exclusive Masterclass content on Club Perfect 
· Entry into special competitions  · Access to promotional offers

Victoria - Tasmania

327 Ferntree Gully Road

Mount Waverley

VIC 3149

Tel: (03) 8541 1588

South Australia

183 Melbourne Street

North Adelaide

SA 5006

Tel: (08) 8267 2024

New South Wales

Level 182 Waterloo Road

North Ryde

NSW 2113

Tel: (02) 8899 3222

Western Australia

22 Geddes Street

Balcatta

WA 6021

Tel: (08) 6253 0400

Queensland

Unit 5/8 Navigator Place

Hendra

QLD 4011

Tel: (07) 3868 8200

For general enquires
Contact Perfect Italiano
Customer service
1300 738 484

CONTACTS

WATCH THE VIDEO  
www.clubperfect.com.au

READ EXTENDED STORY 
www.clubperfect.com.au

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



Sam White knows good beef. He ought to, he rears it. Pure Angus beef from Guyra NSW. 

And just like a lot of other pure Angus beef producers he makes sure it’s the best of the best before it ends 
up in your restaurant.

That’s why Sam’s a member of Angus Australia and a brand owner of Certified Australian Angus Beef 
(CAAB), the only member owned grain fed brand on the market. 

CAAB is a fully licensed supply chain and covers all aspects for the production of a superior, safe, disease 
free, marbled, beef meal from producer to consumer.

Sam White swears by his Angus Beef!
The ISO 9001: 2008 Accredited program guarantees that consumers will consistently enjoy a safe, healthy, 
tasty, tender, juicy, and delicious beef meal every time they order Certified Australian Angus Beef. 

The program is fully underpinned by Meat Standards Australia grading technology.

So when you see the CAAB brand associated with pure Angus beef, you know it  
is your guarantee of quality.

SAM SWEARS BY IT, AND SO WILL YOU! 
 

Certified Australian Angus Beef Pty Ltd Suite 1A, 802 Pacific Highway, Gordon, NSW 2072 
 PH: (02) 98445426  www.caab.com.au 



Eating breakfast out of home is becoming part of 

the Australian cultural fabric, and even the 

once-commonplace business lunch is being 

supplanted by the ‘business breakfast’ in 

today’s increasingly time-poor working 

environment.

That’s the word from Sissel Rosengren of 

major research company Food Industry Foresight, which 

conducts extensive market research across the Australian 

foodservice sector.

Sissel reports that Aussies eat breakfast out far more often than our 

European counterparts, and that the figure is on the rise. 

She says that breakfast’s share of the dining out market has risen by 

three per cent. “That may not sound like much, but it’s definitely 

signalling a shift. The breakfast segment is a very indicator of how 

well the foodservice market is doing - when consumer confidence 

is down, discretionary spending is tight so people eat breakfast at 

home, and this trend indicates rising consumer confidence after five 

or six years of a very volatile market.”

With breakfast ‘trending upwards’, it’s perhaps not surprising that 

FI Foresight is seeing a corresponding downturn in the number of 

covers for lunch. “People don’t have the time for long lunches like 

they used to, so breakfast is stepping in to fill that void,” Sissel 

suggests. “This is also related to the strength of the Australian 

coffee culture and the need for people to have their coffee fix in  

the morning.”

As a result of this emerging trend, some 

restaurants and cafes which in the past 

wouldn’t have been open for breakfast 

have changed their policy – a decision 

which Sissel says may have helped them to 

weather the economic downturn of the last 

decade and maintain their profit levels. 

“It’s all about keeping custom, and there’s also a 

significant increase in customers dining out mid-morning, for 

what we might class as brunch – breakfast dining is now extending 

into mid-morning meals,” Sissel explains.

With the growth of the breakfast market, there’s been a 

corresponding expansion in what’s on offer on the early-morning 

menu. 

While the traditional favourites like egg and bacon, toast and 

muffins remain, increasingly customers are ordering off-menu, 

Sissel tells us. “Breakfast customers are generally more demanding 

than at lunchtimes – that’s certainly what’s being reported to us as 

gathered through the qualitative research we conduct.”

In response, the smart foodservice operators are striving to create 

a point of difference with their breakfast offerings, often by taking 

well-known breakfast meals and giving them an upmarket twist – 

making them a little different.
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Menus expanding as  
foodservice businesses jump  
on the breakfast bandwagon

Tip Top Golden Pancakes are much in 
demand for the breakfast menu.

READ EXTENDED STORY 
www.foodservicegateway.com.au  
click on ARTICLES 

Simply  
Sunflower 

Oil
THE VERSATILE COOKING OIL



GLAD GO-BETWEEN ...  
KEEPING GOOD FOOD, BETTER!

Legals: * First 50 bona fide foodservice establishments.  
One 50 metre roll per establishment. Must supply full contact details upon request from operator.

   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.

 Trust in CHUX®, it’s a brand you can count on.

Why use old-fashioned greaseproof paper to store your frozen food  
portions when there’s a better way?

GLAD Go-Between is high density freezer film designed to prevent sticking.  
Place it between single layers of meat, poultry, fish and more prior to 

freezing and you won’t have any problems in separating them.  
You’ll defrost only what you need, making effective portion control easy.

Not only is it ideal for freezing, GLAD Go-Between will also protect and 
enhance presentation of your fresh food.  

It will prevent oxidation of red meat, maintaining its red colour.

 It is also perfect for placing between fresh filo pastry sheets.

 You can even use it atop bain maries and mobile heated cabinets  
to protect food prior to serving.

Why not try GLAD Go-Between for yourself?

 FREE OFFER: FIRST 50 CALLERS  
The first 50 callers to phone (02)9794 6900 and mention the 

“GLAD Go-Between Offer” will receive a FREE 50 metre roll of 
GLAD Go-Between for their business.

FREE  
OFFER

GLAD GO-BETWEEN ...  
KEEPING GOOD FOOD, BETTER!
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As consumers all of us are familiar with the ubiquitous rewards 

programs designed to generate customer loyalty. Whether it’s 

frequent flyer points, Fly Buys at Coles or credit card ‘gold’ or 

‘platinum’ plans, most of us belong to at least one of these programs 

if not more.

There’s also a plethora of rewards programs specifically for the 

foodservice market. And even if you’re one of the rare individuals 

who’s resisted joining such a plan in your personal life, these 

industry-specific programs are often worth signing up for – when 

you consider what you can do with the rewards.

Rewards programs in the foodservice market are run by 

the major distributors, some of the big-name 

suppliers and third party organisations. And 

while the types of products for which you 

can redeem your accumulated rewards points 

differ between programs, most strive to offer a 

reasonable variety – whether through gift cards for 

use at major retailers like Bunnings and JB Hi-Fi, or a dedicated 

range of specific products.

Many foodservice professionals are keen to participate in these 

programs when they realise they not only provide an opportunity 

to obtain products for their own personal use but can also be 

used to source items for staff loyalty programs as well as in-house 

customer giveaways or promotions.

“Once you accumulate the points, there are a lot of options as to 

what you can do with the rewards,” points out Jasmine Eid of 

foodservicerewards.com, which operates across several countries 

including the US, Canada and here in Australia where the 

participating brands include Nestle, Krio Krush, Gourmet Garden 

and Huon.

“You can redeem points for everything from weekends away to 

big ticket items like widescreen TVs. There are also child-friendly 

products ideal for customer giveaways, personal electronic devices 

like iPads which are popular as staff rewards like ‘employee 

of the month’ schemes, and of course professional foodservice 

equipment.”

Choosing the latter category enables you to effectively reinvest your 

rewards points back into your business, as the types of products 

featured include utensils, bakeware and other culinary items. 

Similarly, 

at least one major 

distributor allows 

you to redeem points for the very foodservice products that earned 

your points in the first place – by issuing vouchers that can be 

redeemed at the local distribution branch.

Jasmine Eid says more than 13,000 Australian foodservice operators 

are currently signed up at foodservicerewards.com. “People learn 

about it from buying the participating products themselves, as the 

program is clearly marked on their packaging in bright yellow 

labels. 

“In terms of the rewards, it’s really about providing a good range of 

items as that then gives flexibility to the members as to what they 

can do with them. Foodservice operators appreciate being able to 

redeem points for capital equipment, to reward staff or use in fund-

raising. We’ve even heard of some members donating their rewards 

to local charities.”

Programs like foodservicerewards.com also provide a range of 

membership options – so you can sign up to a single account for 

your business, or a group account which enables you to nominate 

staff members who can access the program and redeem points as 

required. This is an effective way of extending the opportunities 

presented by such programs with your whole team and can help 

encourage staff loyalty.

REWARDS 
PROGRAMS  
OFFER VARIETY 
OF BENEFITS TO 
FOODSERVICE 

WANT TO GROW YOUR BUSINESS?
JOIN FOODSERVICE REWARDS

EARN POINTS AND GET REWARDED.  
IT’S ThAT EASY.
Earn points on products purchased from these brands:

Redeem points for over 4,000 fabulous merchandise items.
Then, use the merchandise to grow your business:
• Staff reward and recognition • Customer loyalty
 promotions • Upgrading your equipment  
• Enhancing your office • Serving the community

hOW DO I JOIN?
Simply visit www.foodservicerewards.com to join for FREE.

When prompted during enrolment enter the code  
WJTh7C 7TC358 to claim your 500 bonus points.

™

Restaurant & Catering 

Australia, Clubs Australia, the 

Australian Hotels Association 

and Accommodation Association of 

Australia have joined together 

to protest the proposed 

introduction of mandatory 

Country of Original Labelling 

(CoOL) for the foodservice 

sector, particularly for 

cooked and pre-prepared 

seafood.

 They say it would increase 

compliance costs and 

administrative red tape 

for foodservice businesses across Australia, many of 

whom are already struggling with the cost of compliance at a federal,  

state and local government level.

The group also argue that mandatory CoOL would not result in 

more Australian seafood being sold, as the country has already 

reached its sustainable limit of fisheries production. The group has 

voiced their concerns to the Prime Minister and together with the 

Seafood Importers Association of Australia has created a 20 page 

information leaflet which deals comprehensively with the key issues.

“CoOL must not be used as a surrogate for food safety or sustainability 

information,” they point out, arguing that such is likely to  

mislead consumers.

“Research indicates that while consumers may express concerns 

about issues related to country of origin, less than five per cent reflect 

those concerns in their actual purchasing decisions.”

You can download and read a copy 
of the information leaflet Extending 
Mandatory Country of Original Labelling 

to Seafood: A Perspective from the Foodservice 
Sector at foodservicegateway.com.au. Additional 
copies are also available from Restaurant and  
Catering Australia.

ExtEnding 

mandatory country 

of origin labElling 

to sEafood 

a  p E r s p E c t i v E  f r o m  t h E  f o o d s E r v i c E s  s E c t o r

INDUSTRY ALLIANCE ARGUES AGAINST  
INTRODUCING COUNTRY OF  

ORIGIN LABELLING  
TO SEAFOOD IN FOODSERVICE



Bakery products have come a long way in the past 25 years.  
Australia’s increasingly multicultural society has 
given us access to a wide range of baked 
goods from different countries and 
cultures, with distinctive textures, 
dough and baking styles, 
flavours and presentation. At 
the same time, technological 
advances such as par-baking/ 
pre-proofing have made 
it easier for foodservice 
businesses to offer bakery 
items which smell and taste 
as though they’ve been freshly 
prepared from scratch. The latest 
innovation is grains such as quinoa, 
spelt and linseed migrating from niche 
products to become mainstream – a trend 
which has started in retail, and is now starting to 
move into foodservice.

All this is good news for our market, because there’s never been 
a wider range of quality baked goods available to foodservice 
professionals.

“When I started out, as a baker working in a small bakery, we 
were making 85 per cent white bread and that’s what the market 
in Australia looked like,” remembers Darren O’Brien, today the 
National Account Manager for Tip Top. “It gradually shifted to 
80 per cent with the remainder wholemeals and grains. Now when 
you look at the market is about 60 per cent white so there’s been a 
considerable shift.

“There used to be maybe five different alternatives to white bread 
whereas now we have so many. Soy and linseed is one of the 
staple grain varieties, and we’re also seeing chia, quinoa and a big 
proliferation of multigrain products.”

But he adds this is being taken up more slowly in foodservice than 
retail. “Your choice of bread and baked goods style is driven by 
demographics. For example in certain parts of Sydney there is the 
60-40 split between white and other breads, in other areas it’s more 
traditional. Foodservice professionals are choosing particular grain 
styles to set their business apart a little bit – ‘am I going to offer 
a standard product you can get anywhere, or am I going to be a 
bit different?’ So some businesses make the decision that they will 
only serve sourdough, or ciabatta, or turkish – that’s one way they 
differentiate themselves from the competition.”

At the same time as technological advances have led to the wider 
availability of different styles of breads and other bakery items, 
demand for these has increased due to the reduced number of 

businesses willing to prepare baked goods from scratch.

“Back in the late 1980s we saw a change in the number of people 

who were becoming bakers - the skill level has lowered,” Darren 

explains. “There are still some very good artisan bakers out there 

today, but in the old days everyone started as an apprentice and 

you had to have a licensed baker on the premises of a bakery. All 

that has changed – today people can just start up a bakery and 

make product, whether good or bad. Because of that change, a lot 

of businesses started moving into par-bake.”

The ability to pre-ferment dough prior to deep freezing, enabling it to 

be baked to completion later on, has helped revolutionize the bakery 

HOW AUSTRALIA’S BAKERY 
PRODUCTS HAVE CHANGED 
WITH THE TIMES
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Wraps from Mission Foods. 
Speedibake Dinner Rolls from Tip Top.

Hiestand, the Swiss Gourmet Bakery has produced some excellent 
savoury rolls to add to their already fabulous foodservice range.

The rolls include Cheese Might Scroll, Cheese & Spinach Roll,  
Cheese & Tomato Herb Roll and Cheese & Bacon Roll.

Serve straight from the oven at any time during the day, they will 
make a welcome addition on your menu.

The Hiestand range of bakery products are available in different 
convenience stages – from unfermented dough through to  
semi-baked and thaw & serve.

All products are deep frozen to lock in quality and integrity.

Ask about the Hiestand range of quality Croissants, Danish Pastries, 
Cookies, Muffins, Bread Rolls, Pretzels, Brioche, Friands and Breads.

For more information  and their latest catalogue contact Aryzta Food 
Solutions Australia on 1800 279 982 or 02 8396 9100.

 

These new savoury rolls are 
delicious, just ask the Swiss!



business, making it easier for bakeries and other establishments to 
offer high quality bread and pastries baked daily on the premises. 
This innovation was driven by pioneers like Alfred Hiestand of 
Switzerland, and today an extensive range of par-baked products, 
including breads, puff pastry items, Danish pastries, bread rolls and 
more are available from the Hiestand brand, distributed locally 
by Aryzta Australia. The brand’s success in combining the latest 
production techniques with time-honoured bakery traditions and 
craftsmanship, utilising high quality ingredients to ensure superior 
presentation and taste, has driven demand for its range from top-
end restaurants, hotels, bakeries and dining establishments.

Another big change in the market has been the growth of 
alternatives to traditional bread rolls and buns, driven in part by 
increased awareness of ethnic cuisine styles which have become 
more commonplace in Australia.

One example has been the popularity of the wrap – typically a 
flat bread such as lebanese bread, Indian naan, mountain bread or 
Mexican tortilla.

“Flat breads as a category have grown dramatically in terms of sales 
and the variety of products offered,” says Erin Watson, National 
Marketing Manager of Mission Foods, a Mexican company and 
the world’s biggest flat bread producer, which has been producing 
locally and selling into the Australian foodservice market since 
2006. Mission offers tortillas, wraps, pita breads, lebanese breads, 

pita pockets, rotis, naans, chapitas and corn products 
such as corn tortillas and corn chips.

“People today are much more aware of different food 
options and willing to experiment,” Erin points out. 
“Consumers and foodservice establishments alike are 
more receptive to offering a broader range. Wraps are 
perceived as being healthier than, for example, burger 

buns, so being able to expand your options by offering them can 
increase your appeal to the public.”

Mission offers a variety of wraps that are low in salt and boast 
other nutritional benefits as well as the more indulgent type product 
designed for taste, texture and enjoyment. In recent years, flavoured 
wraps have become a mainstay in the category – tomato flour, 
spinach flour and even chocolate flavoured (for desserts) are popular 
varieties, particularly in the café market where their distinctive 
colours make for eyecatching presentation.

Erin says Mission Foods expects continued growth for their product 
range in the Australian market. “A tortilla has been around for a 
thousand years so it’s not going to be revolutionised, but what’s 
changing is more businesses are incorporating it into their menu 
offerings. The Olympics and the World Cup have done a lot to push 
the popularity of South American cuisine and we’re at the forefront 
of that – people expect the wrap to be on the menu as opposed to 
not. Foodservice professionals are also more knowledgeable about 
how to roll it, how to use it and the fact that it can be used with a 
great variety of fillings, either sweet or savoury.”
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Croissants from Hiestand/Aryzta. 
Ciabatta bread from Tip Top.

READ EXTENDED STORY 
www.foodservicegateway.com.au  
click on ARTICLES 

•	 Ideal	for	Med	&		
Large	corporate		
(200+	employees).

•	 Suitable	for	Catering,	
Events	or	large		
corporate	functions.

•	 Ideal	for	SMB		
(20-199	employees).

•	 Great	variety	of	quality	
products	with	a	wide		
range	of	flavours.

Arnott’s Biscuits
Jatz

Ctn 150   86563503

Arnott’s Biscuits
Ready to display Mint Slice

Box 60   87200135

Arnott’s Biscuits
Creamy Choc/ 

Shortbread Cream
Ctn 150   86598868

Arnott’s Biscuits
Butternut Snap/Delta Cream

Ctn 150   87122957

Arnott’s Biscuits
Butternut Snap/Choc Ripple

Ctn 150   87122958

Arnott’s Biscuits
Milk Coffee/Nice

Ctn 150   86639884

Arnott’s Biscuits
Scotch Finger/Nice
Ctn 150   86639885

Arnott’s Biscuits
Butternut Snap/ 

Farmbake Choc Chip
Ctn 150   18626352

Arnott’s Biscuits
Farmbake Choc Chip/

Scotch Finger
Ctn 140   87122955

Arnott’s Biscuits
Water Cracker Original
Ctn 225   18617709

Arnott’s Biscuits
Tim Tam 

Box 60 87200134
Ctn 150  345512

Bulk 3Kg SKU’s & 2.25Kg Jatz

1.5Kg Bulk Range

Portion Control Pack Range

•	 Ideal	for	SMB		
(20-199	employees).

•	 Tailored	to	suit	Health	
industry,	Hospitals	and	
aged	care	(Great	for	
hygiene	and	energy	
requirements).

PROUDLY AUSTRALIAN MADE

www.mycampbellarnotts.com.au
® Registered trade mark owned under license by Campbell Arnott’s Biscuits Limited. © Campbells 2015 



 

THE WRIGHT REPORT

“What’s new” and “what’s next” 

are some of the more common 

insights that business owners 

and operators want and need to 

know to keep their businesses 

relevant and up to date.

Product trends, social media 

influences and new technologies 

are all impacting the way we do 

business.

In the past trends were driven by 

the supply chain and dictated by 

multinational companies who 

developed new products to keep both foodservice operator and 

consumers satisfied. 

But today the fundamentals have significantly changed - the 

consumer now dictates new requirements to the operator and this 

flows back through  the supply chain.

Social media is also significantly impacting all service businesses. 

The phenomenon “food before fork” – which means a customer 

photographing a meal to upload it on social media together with a 

positive, negative or indifferent comment, before the food has even 

been consumed - is now reality. 

It is also interesting to see how the star ratings for hotels have 

changed from hotel owners describing the level of amenities and 

services, to guests describing their personal experiences of their stays 

immediately on travel blogs.

The current insurgence of boutique burger cafes with slick ordering 

and service, brioche buns, designer cheese and jalapenos, or the 

sustainable hipster café utilising locally sourced ingredients, low-

cost recycled front of house fittings, drinks in jam jars and the 

words “fair trade” emblazoned on the menu, are drawcards with 

the younger crowd as they often offer simple and delicious dishes.

Technology which allows customers to order and pay simply, or 

to create or invent their own designer meal through easy to use 

touchscreens, is also driving considerable change, in particular with 

quick service restaurants.

PETER WRIGHT ON TREND SETTERS

as seen on 

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
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Peter would love to hear your feedback on 
this and other issues affecting foodservice 
professionals. Email your comments via 
info@thearmory.com.au

Call 1800 254 966 to place your order
1/6/2015 - 31/8/2015

SqueezMe!
More sauce in every squeeze.

Easy to 
use

and control, simply
twist tab and squeeze.

making it easy to 
scan and sell.

Every SqueezMe! has a

barcodeA huge 26mL -
two times the size

of the market  leader^.

For more information visit heinzfoodservice.com.au, to place an order call 1800 254 966.

*Limited to the first 2,000 valid orders received. Max. 5 gifts permitted per eligible business. Conditions apply, see heinzsqueezme.com.au. Open 
to Australian businesses who are end user customers of the promoter, excluding the Promoter’s distributer or any other business deemed ineligible by 
the Promoter. Retain receipt/s. Promoter: H.J. Heinz Company Australia Limited of 2 Southbank Boulevard, Southbank VIC 3006. ABN 87 004 200 319. 
Permits: NSW LTPS/15/03536. SA T15/776  
^As at 01/05/2015. Conversion 26mL = 29g.

Purchase three cases 
of Heinz Ketchup 

SqueezMe! portions 
for your chance to 
receive a $10 Visa 

Gift Card*
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