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Foodservice REP
W e l c o m e
With another glorious Aussie 
summer here, it’s the perfect time 
to look at serving up barbecued 
and grilled meats … and this 
issue’s feature article explores 
the latest popular trends and 
meat cuts on the menu. Sam 
Burke, corporate chef at meat 
& livestock Australia, gives us a 
rundown on what’s hot as well 
as some great advice about how 
chefs can raise the profile of red 
meat menu items to something 
special. For full details check out 
our story starting on page 8.
   

THIRD-GEN PUBLICAN HEADS UP 
OAKS’ MIGHTY MAKEOVER
Andrew Thomas, publican of the iconic 
Oaks Hotel in Sydney’s leafy Neutral 
Bay, has successfully reinvented the 
hotel’s layout and food presentation.

BARBECUES AND GRILLS – SUPERB 
MEAT FARE FOR SUMMER
Grilled beef and lamb is set to be a key 
menu component over the Christmas/
New Year period.

IMPART AUTHENTIC TERIYAKI TASTE 
TO THE MENU
Kikkoman provides Teriyaki Marinades 
in two distinct styles to meet professional 
needs.

ANGUS BEEF CERTIFICATION 
GUARANTEES QUALITY
Certified Australian Angus Beef is more 
than just a brand – it’s a proven signifier 
of product quality.

COLD BEVERAGES HEAT UP  
YOUR PROFITS
Summer’s the time to capitalise on 
customer demand for cold beverages.

FIND YOUR SUMMER FLAVOURS
DaVinci Gourmet is well known for its 
extensive range of flavour syrups.

CRAFTSMANSHIP AND QUALITY 
COMBINE TO PRODUCE  
PREMIUM CHEESE
Australia’s foodservice professionals have 
come to know and trust the Mainland 
brand as signifying distinctly flavoursome, 
quality cheeses.

CAUGHT OUT
Harry Peters from Marine Product 
Marketing dispels misconceptions about 
imported seafood.

THE WRIGHT STUFF
Who is reviewing you?

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
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Created from quality, fresh ingredients here in Australia, Birch & Waite 
Professional sauces and dressings deliver an authentic flavour profile  
and flavour intensity. So now you can focus on crafting great dishes  
without compromise.

Call us on 02 8668 8000 to arrange a free tasting^

www.birchandwaiteprofessional.com.au
Image represents our 2.3kg Whole Egg Mayonnaise made with pasteurised eggs only

*Based on End User usage;  
n=250, GalKal June 2014 
^Conditions Apply. See website for full details.

FA2 BIR0107 Food Service REP 210x297 HR.indd   1 17/10/2014   4:19 pm

Recently named Hotel of the Year at the Australian 
Liquor Industry Awards and Sydney Hotel of the Year 
Overall at the Australian Hotel Association Awards 
for 2014, The Oaks Hotel is an iconic landmark in 
Sydney’s leafy Neutral Bay, well known for its huge 
oak tree in the back beer garden which the pub long 
ago adopted as its trademark. 

So it comes as some surprise to learn that the hotel predates the 
tree, and was in fact named after the Oaks Brickworks, which 
used to be next door on the site of what has long been the Big Bear  
Shopping Centre.

The Oaks Hotel dates back to 1932, but there has been a pub in this 
spot on Military Road since 1885 – the current one is the third to 
be built after the first two burnt down. The famous oak tree which 
dominates the beer garden was a gift 
from Anthony Horderns Department 
Store, another Sydney icon of times past.

Andrew Thomas is The Oaks’ genial 
publican, a position he has held for many 
years. The hotel has been in Andrew’s 
family since 1975 when his father 
purchased its lease from now defunct 
brewing company Tooth & Co. “Dad 
has been here ever since and is still here 
every day,” Andrew smiles. “We’re from 
a hotel family – my grandfather had 
hotels in Tamworth and the Sydney CBD, and I worked here straight 
after finishing school.”

Andrew has worked at the hotel off and on since 1987 – following in 
the family footsteps doesn’t seem to have been a difficult choice for 
him. “I thought I’d give it a go – I’ve got three sisters who all had a go 
and didn’t like it, but it’s nice to be in the family business and working 
alongside Dad every day has been good.”

Since passing into the hands of the Thomas family, the pub has 
seen considerable innovation, evolving alongside the surrounding 
neighbourhood. 

The first big change came in the 1980s when The Oaks became one of 
the first Sydney pubs to undergo major renovation and modernisation. 
Key to this was the installation of barbecues in the beer garden, 
encouraging customers to buy and cook their own steaks. 

“It was a unique concept for the time which fitted in with the 
predominant atmosphere of people standing around having a beer – 
a very male-dominated environment,” Andrew remembers. 

“Then we gradually moved on – we went to the US to look at the 

gourmet pizza concept and brought it 
back to Sydney, because we saw less 
and less people were cooking steaks.” 
Instead they were leaving the hotel 
around 7 or 8pm to try out the many 
restaurants which had opened in  
the area.

“We had built an iconic reputation 
for our steaks and we needed to grow 
our food business, because we could 
see that’s where the industry was 
growing,” Andrew explains. “At the 
time we owned several other hotels and they were trading a lot better 
in food than The Oaks was.”

About two years ago Andrew laid the foundations for the hotel’s 
next big evolution, teaming up with interior designer Paul Kelly to 
redesign and overhaul the entire layout and décor of the entire front 
section of the building.

“We looked at the great steakhouses in Las Vegas, Chicago and 
New York – Americans do steakhouses very well and we wanted 

Third-gen publican 
heads up iconic Oaks’ 
mighty makeover
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To celebrate our 125th year, we have developed fi ve unique fl avour blends from around the 
world, based on results from the McCormick 2014 Flavour Forecast.

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

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

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

www.mccormick.com.au/foodservice
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to compare what they were 
doing with our operation. 
Paul and I hit it off, we found 
we have the same passion for 
food, steak and hotels, and he 
gave me a list of places to look 
at in America and between 
the two of us we worked 
out this new concept for the  
layout and fitout.”

Andrew explains that previously The Oaks had two remote kitchens, 
which meant depending on what a party of diners ordered, their 
meals would arrive at different times. He wanted all the food to come 
out together, which meant consolidating both kitchens into one and 
centralising the location.

“It’s been quite a feat, in that we’ve had to change not only the layout 
of the hotel but the whole culture of our business,” Andrew explains. 
“We’ve repaved the beer garden, relit the tree, we’ve introduced 
a reserve winelist in addition to our usual list and we now have a 
dedicated wine room for customers.”

Since the renovations were completed 14 months ago, The Oaks has 
built itself a new reputation for the quality of its food and wine.

“Our philosophy is we want to encourage people to drink nice wine. 
As we have over 700 seats in the hotel we can’t do table service, so it’s 
about giving customers the knowledge to make their own choices. We 
unlock the wine room for them, they go in with the wine list and can 
choose wine from small vineyards all around Australia, presented at 
reasonable prices, take it to the counter. Depending on the season we 
skew the list accordingly – aged shiraz is popular in winter, and with 
summer coming on we’ll add more chardonnay and riesling. People 
from the wine industry are now coming here to drink because they 
know it’s good value for money.”

Another new area of focus is craft beer from boutique breweries – up 
to 14 of which are available on tap.

“It’s our point of difference,” Andrew tells us. “Peoples’ tastes 
change very quickly – they don’t want mainstream, they respond 

to the story of the beer, where it comes from, its provenance – just 

 like they do with beef.”

Complementing the beer and wine is The Oaks Butcher, which is 

supplied by three butchers – Craig Cook’s Prime Quality Meats, 

Haverick’s Meats and Vic’s Meats. Each specialises in particular 

cuts, from grain fed eye fillet to dry aged ribeye on the bone and 

‘Tomahawk’ steaks. The cuts are displayed in The Oaks Butcher 

window for customers to choose. 

“People like selecting the meat – it’s like going to a butcher shop, you 

choose your own cut, we cook it for you on the grills and you pick it up.

“Food is our growth area – people are definitely drinking less, they’re 

becoming more discerning drinkers, want to drink better wines and 

beer but not so much of it.” 

Andrew emphasises that he wanted to implement these changes while 

“going back to the heritage of a hotel” – “pubs have always been 

meeting places, full of different characters and stories. John Meillon 

(a famous Australian actor) used to drink here, hence we have the 

John Meillon Bar. 

“So many people from different walks of life come here and have a 

story to tell – either they met their wife here, or they used to drive a 

tram or bus in the area. We want to keep that tradition, that story. 

My father’s picture is on our food menu, and he’s still here walking 

through the place at the age of 82. It brings an authenticity to our 

business, because people want to see the publican, the owners on the 

floor – they pull Dad over and say hi, how are you? There’s this great 

sense of continuity, in that it’s a multi-generational business.”



Barbecues and grills offer superb 
meat fare for summer!
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The summer months are once 
again upon us, which means 
it’s time to take advantage of 
Australia’s fantastic weather … 
and start serving up meals al 
fresco style!

The great Aussie barbie is as popular as 

ever and foodservice professionals across 

the country are looking to serve barbecued 

and grilled food as a key component of the 

menu over the Christmas/New Year period.

Of course, when you’re talking barbecues 

red meat springs immediately to mind – 

and luckily for us, the quality of Australian 

beef and lamb is as excellent as ever. In 

fact research conducted by BIS Shrapnel in 

November last year indicated 87 per cent of 

chefs are ‘satisfied’ to ‘extremely satisfied’ 

with the quality of the beef and lamb they 

serve.

According to Sam Burke, Corporate Chef 

at Meat & Livestock Australia, there has 

been an uplift in red meat quality in recent 

years, partly attributable to the increase 

in branded beef and lamb underpinned 

by the Meat Standards Australia (MSA)  

grading system.

“The MSA system takes the guesswork 

out of buying and selling beef and lamb 

and ensures consistency for chefs, meaning 

customers receive tender, juicy quality every 

time,” Sam tells us.

All animals farmed under the MSA system 

are reared, aged, processed and cut under 

strict guidelines resulting in a high standard 

of eating quality.

Sam adds that while there’s a growing 

interest among consumers in the provenance 

of the meat they choose from the menu, 

the MLA believes there’s an opportunity 

for foodservice staff to better market the 

meat they have on their menu by educating 

customers even further.

“Australian consumers are becoming more 

and more interested in where their produce 

comes from,” Sam explains, “but according 

to our research they’re not so focused on how 

it was produced. They might acknowledge 

the difference in farming methods but don’t 

have a deep understanding of them. 

“There is a real opportunity here for chefs 

to educate their diners about how the meat 

they have on their menu is grown, if that’s 

something they’re passionate about.”

Sam says that while branded beef and lamb 

can add a sense of ‘romance’ to the menu, 

simply naming the brand isn’t enough. 

“The location of the farm is something 

that really grabs your customer’s attention. 

According to our research 50 per cent of 

foodservice use brands on menu but only 

13 per cent actually state where the meat 

was farmed and only nine per cent state the 

farming method.”

8 Foodservice REP  Foodservice REP  9

He says that simply by stating the number 

of days that the animal was fed on grain, 

or the fact that it was grass fed in (for 

example) Tasmania, a chef can raise the 

profile of a menu item from stock standard 

to something special.

“It’s all about telling the story and triggering 

deeper engagement between the restaurant 

staff and the consumer,” Sam explains. 

“On that point, it’s obviously important 

for the kitchen to educate the wait staff so 

that employees can answer any questions 

customers may have about the farming 

methods and process involved in getting 

that piece of meat onto the menu.”

When it comes to red meat, steak is still king 

on the foodservice menu, a fact confirmed 

by the MLA’s research data. But Sam points 

out that while steak cuts such as rump, 

scotch fillet, rib eye and striploin are all on 

the increase, so is mince usage – due to the 

burgeoning popularity of gourmet burgers.

“Mince is a versatile menu item and 

shouldn’t be underestimated - it can be 

grilled, roasted, simmered, slow cooked or 

stir fried,” Sam emphasises. “Fat content 

or Chemical Lean (CL) is an important 

consideration - the leanest mince is the 

best choice for minced meat sauces like 

bolognaise, while mince with a little more 

fat is good for burgers, meatballs, kofta and 

meatloaf. That little bit of extra fat helps 

keep them moist. 

“In burgers we can mix chuck, 
short ribs or brisket to get a 
distinct blend of flavours and 
textures in the pattie – there’s 
more fat content and flavour in 
short rib, but more texture in 
chuck, so when you combine 
them like this you end up with 
a distinctive flavour profile. The 

aim of course is to have a nice, moist burger 
with a real beefy taste.” 

Sam adds that there’s also been a strong 
growth in the awareness and popularity of 
some of the lesser-known red meat cuts on 
the foodservice menu.

“These used to be known as secondary cuts 
but that’s really a misnomer – most countries 
around the world don’t favour the primal 
cuts that we do, they prefer to use these 
others first,” Sam explains. “At the MLA 
we like to call them ‘Masterpieces’ because 
these cuts allow a chef to show creativity, 

innovation and skill. You can use these cuts 
to create something memorable that’s often 
beneficial to menu item profitability.”

He uses the examples of brisket, skirt, lamb 
belly and rump, all of which are growing in 
popularity as chefs recognise these are cost-
effective menu choices which still deliver the 
taste that diners are looking for.

“The Australian diner is cautious and 
frequently indulges in behavior called ‘safe 
experimentation’ - they are happy to push 
the food boundaries, but not too far. In 
Australia everyone trusts steak, they love 
their steak and once they’ve had a good 
experience with those primal cuts they’re 
more open to try other types,” Sam points 
out. “That provides opportunity for the 
creative chef to be more innovative - if you’re 
happy to eat steak and chips, you’re likely 
to try a skirt steak with chips. If you’ve had 
good aged ribeye, you might like to try a flat 
iron steak. coNTINUeD on page 14

AUSTRALIAN DINERS 
FREQUENTLY INDULGE IN 
‘SAFE EXPERIMENTATION’ 
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Kikkoman makes 
it easy to impart 
authentic teriyaki 
taste to your  
summer menu

Teriyaki is one of the most popular flavours of Japanese cuisine. 

Highly regarded by foodservice professionals and much in demand 

among your customers, it’s the ideal choice to include on the menu 

when you want to offer an authentic Japanese taste.

Teriyaki’s versatility as a marinade and basting sauce makes it the 

perfect complement to red meat, poultry and fish which are sure to 

feature on the menu during Australia’s beautiful summer months.

Kikkoman, well-known for its tradition of excellence which has 

made it the world’s leading soy sauce manufacturer, also provides 

Teriyaki Marinades in two distinct styles to meet the needs of 

discerning foodservice professionals.

Kikkoman Teriyaki and Stir Fry Sauce imparts depth of flavour for 

authentic Teriyaki style dishes. Made from a blend of Kikkoman 

Naturally Brewed Soy Sauce, wine, vinegar and spices, it can be used 

straight from the bottle as a marinade, stir fry sauce, dipping or base.

Kikkoman Thick Teriyaki Marinade and Sauce is ideal for glazing 

grilled and barbecued food. Used to coat meat, poultry or fish for 

grilling, roasting and basting, it will ensure a rich and distinctive 

flavour in just seconds, while tasting as though you’ve spent  

hours in preparation.

Kikkoman Thick Teriyaki Marinade and Sauce comes in a 2 litre 

bottle, while Kikkoman Teriyaki and Stir Fry Sauce is available in 

2 litre bottles as well as an 18 litre bottle which is a cost-effective 

choice ideal for bulk use. 

Thanks to Kikkoman, it’s simple to add the authentic flavour of 

teriyaki cuisine to your barbecued and grilled food this summer – 

and if you need a little inspiration, just visit the Kikkoman website 

at www.kikkoman.com.au where you’ll find an extensive range of 

recipe ideas showcasing just what can be done with this fabulous 

flavoursome marinade. 

Here’s just one example – Teriyaki Glazed Beef Burgers allow you to 

take advantage of the growing popularity of burgers while offering 

something a little different, by combining them with that terrific 

teriyaki taste!

Teriyaki Beef Burger  
Preparation time: 40 minutes, cooking time:15 minutes  
400g beef mince 
1 red onion, finely chopped 
1/3 cup continental parsley, chopped 
1 tblsp (20ml) tomato sauce 
1 tblsp (20ml) Kikkoman Naturally Brewed soy sauce 
1 egg, beaten 
olive oil spray 
4 large slices tasty cheese 
4 rashers bacon, rind removed, halved 
4 wholemeal rolls or hamburger buns, split and toasted** 
4 tblsp (80ml) Kikkoman Thick Teriyaki marinade  
and stir Fry sauce 
3 iceberg lettuce leaves, finely shredded 
2 tomatoes, thinly sliced 
8 slices beetroot 
4 pineapple rings/mayo (optional)

combine mince, red onion, parsley, tomato sauce, soy sauce and 
egg in a large bowl, using your hands to kneed until fully mixed 
together. Shape the mixture into four 2cm thick round patties, place 
on a plate, cover and refrigerate for 30 minutes for flavours to 
develop. meanwhile, preheat barbecue hot plate to medium and 
spray with oil. Preheat oven to 150 deg.c.*

Remove patties from refrigerator and cook for 3-4 minutes each 
side or until almost cooked through. Transfer to an oiled baking 
tray. Place patties in oven first and cook for a further 4-5 minutes 
before coating them with Kikkoman Thick Teriyaki marinade and 
Stir Fry Sauce then add the cheese slices. Top each burger with the 
cheese slices and bake until cheese starts to melt. meanwhile, add 
bacon to hot plate and cook for 2 minutes each side or until crisp 
and cooked to your liking.  
 
Spread the bases of the rolls with the mayo if you like. Top with 
lettuce, tomato, beetroot, pineapple rings if using, patties and 
bacon. Drizzle each burger with extra Thick Teriyaki marinade 
and Stir Fry Sauce. cover with bun tops and serve immediately. 
 
*Tip: beef mixture can be prepared several hours before and 
refrigerated until required. Alternatively, the beef mixture can be 
prepared well in advance, shaped into patties then frozen.  
Defrost when required. 
** Brush buns with oil before toasting to stop sauce from soaking in.

Angus beef is traditionally prized for its smooth, 
close-grained texture, carnation red colour 
and finely marbled muscle and today the 
breed is widely recognised as signifying high  
quality red meat.

But as Kate Brabin of the Certified Angus Group points out, a lack 
of regulation around meat labelling means it’s possible for meat 
which isn’t actually from Angus stock to be passed off as such.

To combat this, the Certified Angus Group, owned by the breed 
society members of Angus Australia, provides breed verification 
and third party certification to Angus brands, including the 
Angus Australia Member owned Certified Australian Angus  
Beef (CAAB) brand.

Under the CAAB trademark, Certified 
Australian Angus Beef is sold to 31 countries 
around the world. But CAAB is far more 
than just a brand – as its name suggests, 
it’s a proven signifier of product quality 
backed up by an authentic paddock to plate  
certification process.

CAAB beef has been subject to strict 
certification from the supply of livestock 
through each step of the production process – 
feedlot, meat processor, distributor and finally 
to your foodservice business.

“All the way through the supply chain, the 
certification process is in place to protect product integrity,” Kate 
emphasises.

“We don’t believe any other Australian beef brand can claim this 
level of quality assurance, certified to ISO 9001-2008 standard at 
all steps of the supply chain.”

In fact CAAB is the most awarded meat brand in Australia – it 
has won 27 medals in its 21 year history, from grand champion to 
champion and picked up gold, silver and bronze in the Fine Food 
competitions in both Sydney and Melbourne.

“Its popularity is ever increasing because it’s synonymous with 
quality,” Kate tells us. More recently the Certified Angus Group 
has launched a second brand, Angus Pure. “CAAB beef is grain 
fed where as Angus Pure is pasture fed for whole of life and of 
course like CAAB it’s also HGP (hormone growth promotant)-free  

and antibiotic-free.”

Both CAAB and Angus Pure beef boast 
the same marble score of 2, and it is 
this factor which makes Angus the 
preferred choice of so many foodservice 
 professionals and consumers.

“When you choose Certified Australian 
Angus Beef, you know that the cattle have been grain fed on high 
quality cereal for a minimum of 120 days, that the meat has been 
independently verified for breed, that it’s been graded for quality 
by Meat Standards Australia, and that all cuts have been aged for 
21 days, with striploin aged for 28 days to ensure full flavour and 
tenderness,” Kate adds.

And thanks to the superior quality, it’s easy to cook – so you can 
be assured of serving the customer a 
cut they’ll enjoy.

Certified Australian Angus Beef 
and Angus Pure are available from 
distributors all across the country – 
to find your local supplier contact 
angusbeef@caab.com.au.

ANgUS BeeF 
certification is 
your guarantee of 
product quality
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As executive chef at The Deck Bistro at the Manly 16ft Skiff Sailing 

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

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

High performance CHUX Superwipes are the all-purpose work cloths 

in and around his kitchen. 

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

downs, CHUX Superwipes not only trap foodstuffs and absorb 

spillages but rinse clean over and over.

The Chux Superwipes Range is HACCP approved, colour coded in 

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

contamination. 

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

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

to tackle every cleaning challenge.

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

When creating  
your work of art, 

 it’s good to know  
CHUX is at hand!

Phone: 1800 240 502
www.cloroxcommercial.com.au
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The creative chef can increase yield and improve 
the food cost on the menu by adding some of 
these more cost-effective cuts as long as they’re 
presented in a comfortable format.”

Sam acknowledges that there may be a little 
more skill involved in preparing some of the 
lesser-known cuts, but adds “that’s our job at 
MLA, to help chefs overcome those hurdles!”

“There’s many ways to get a beautiful, tasty 
meal through taking a slightly different 
approach than just straightforward grilling. 
Braising is fantastic, then chilling and grilling – 
or you can use a sous vide, where the meat is 
put in a cryovac bag, the marinade and bastings 
added, then you put it in a water bath, remove 
the cut once cooked and finish on the grill to 
caramelise before serving.”

Southern American slow barbecued style 
cuisine which is currently big on menus all over 
the country – featuring such delights as pulled 
brisket, smoked lamb ribs, sliced flank steaks 
and slow barbecued short ribs.

“South American is also massive right now,” Sam 
confirms, “such as rump cap with chimichurri, 
sliced skirt steaks, full lamb carcasses splayed 
over charcoal, beef mince, Empanada Parrilla, 
asado and the churrasco trend.”

He adds that the next big thing might well be 
Middle Eastern cuisine – “grilled meats served 
with complex sides and salads of fruits and 
ancients grains, lamb kibbeh and shiskaba. 
Chefs like Shane Delia in Melbourne and Greg 
Malouf in Sydney are doing great things as 
is Yotam Ottolenghi internationally. I think 
we may well see that trend take off in the  
coming months.”

TIM’S TIPS 
Longtime meat industry expert Tim Kelf from Prime 
Advice Consulting offers some prime advice about 
what’s trending on the barbecue and grill menu.

Slow Cooked Lamb Shoulders are a rising star at the moment according to Tim. “The slow 
cooking slowly breaks down the connective tissue so it becomes more gelatinous, which is 
the best way to cook these sorts of meats that have a lot of sinew in them,” he explains. 
“You can also simmer Beef Short Ribs – they’ll become very tender if simmered at a low 
temperature for six to eight hours. Take something like that, prepare it beforehand, then 
finish it on the barbecue or grill to caramelise the outside. 

“Then there’s cuts like Oyster Blade - the Americans call it a flat iron steak and we’re 
starting to see that in Australia now.

Tim says chefs are becoming more adventurous, trying to cook interesting products: “Beef 
especailly is starting to get into smaller pieces, Asian style, like a minute steak. We’re talking 
about a half to a quarter inch – which is not that thin, but not a steak 250g steak size.

“The important point is you cook this straight away. It’s almost a sukiyaki style beef – you 
have a pot of sukiyaki style sauce and you drop the meat in, it cooks in seconds then you 
pull it out – customers love it. It hasn’t quite taken off here yet but it’s coming.”

Also popular right now is the South American churrasco barbecue style, which utilises 
rump caps and these are now becoming readily available. “That particular cut in Brazil 
is classed as one of the best parts of the animal – quite juicy, relatively tender and good 
flavour,” Tim tells us. “The focus right now is very much on South American barbecuing 
with a charcoal style grill – this gives a more intense heat so the meat cooks better. And it’s 
not just beef – you can also do a beautiful butterfly lamb leg, similar to portuguese style 
chicken. This is an Argentinian style presentation and once you start butterflying lamb and 
cutting it into slices, it’s a thinner piece of meat and is proper barbecuing rather than a roast. 
So this is a more gourmet approach to barbecuing.”

ReAD eXTeNDeD VeRSIoN 
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THE ALL NATURAL+ WAY TO ADD 
SWEETNESS WITHOUT THE CALORIES*

All the sweetness and a fraction of the calories. One Naturals with Stevia stick provides the sweetness 
of one level teaspoon of sugar, but contains 98% less kilojoules – only 0.4 calories per serve!

wilmarfoods.com.au

All natural sweetener
Gluten free
GMO free 
Suitable for diabetics

Ask your local distributor or call Wilmar Foods on 1300 782 764 to find your nearest stockist.
+Made with ingredients of natural origin. *One stick of Naturals (1.5kj) is equivalent in sweetness to one level teaspoon of sugar (70 kj)
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Heat up your profits with  
cold beverages!
As we enter the summer months, now’s the time 
to capitalise on your customers’ demand for 
cold beverages – and by taking advantage of 
current trends, you can stay one step ahead of 
the competition.

To find out just what’s hot in cold drinks now and in the months to 
come, we spoke to DaVinci Gourmet, which provides beverage base 
mixes to the foodservice market.

“There’s a lot of innovation going on, and it’s driven by the need to 
find other beverages to sell when coffee demand drops off,” DaVinci 
points out. “Ninety per cent of coffee is drunk before 10am. So 
what can you sell for the rest of the day?

“The handcrafted Italian soda has taken off – people are moving 
towards this, using a base flavour so that they’re in control of the 
sugar content and flavours,” DaVinci tells us. “This trend originated 
in San Francisco and has quickly spread to Australia. Starbucks 
are putting handcrafted sodas in their stores, using the more adult 
citrus-based flavours like chinotto and arrancini. There’s a move 
away from cola flavours towards these, which are livelier, fruitier, 
more like a spritzer.”

DaVinci says this is fueled by a marketplace perception that these 
flavours are healthier and significantly lower in sugar. “Many places 
already have soda water on top, so it’s just a question of adding ice 
and a pump of syrup over the top – a simple solution that extends 
your customer offering.”

Another emerging trend is the growing demand for beverages 
which tap into consumer nostalgia – evoking pleasant  

associations of childhood and teenage years. 

“You can see this trending across the broader market, there’s a 
definite nostalgia focus which the smart operators are tapping into, 
for example the resurgence of the iconic Coca-Cola bottle design.

“The focus here is on bringing back the popular flavours of the 
past, sometimes with a slightly modern twist. Salted caramel is 
hugely popular. Malted milk is coming back. The classic banana 
and strawberry flavours – those traditional milk shake flavours 
which all but disappeared in the 1990s are coming back. People 
have remembered them, they’ve missed them and they’re  
looking for them.”

DaVinci says traditional milkshakes – which were largely supplanted 
by smoothies, then yoghurt drinks and fruit-based beverages over 
the past decade – are coming back in a big way.

“We speak to a lot of foodservice operators out there and many 
of them are running around trying to buy the old spindle mixer 
milkshake machines and the iconic aluminium cups. There’s a 
demand here being driven by people who are either seeking to 
capture that piece of youth or those curious to try what people used 
to enjoy in the past.”

While evoking the past may help bring in business, it’s also important 
to keep up to date with the latest emerging flavour profiles and 
dietary requirements. 

The latest developments in specialty beverages such as frappes is a 
good example.

“This segment is all built around flavour and indulgence. As much 

Watch the video  
on our website to  

see how simple it is!

For more information contact  
Nestlé Professional on 1800 20 30 50 or visit  
www.nestleprofessional-beverages.com.au

3 SIMPLE STEPS

as people will tell you they like to be healthy, they also like to treat 

themselves occasionally with an indulgent beverage.

“As a response to that, the growth in frappes and similar 

beverages is all built around premium, ‘decadent’ flavour profiles. 

But at the same time, there’s a demand for low fat, semi ‘good  

for you’ choices.”

Manufacturers are capitalising on this trend by offering non-dairy 

beverage bases which eliminate much of the fat content of the 

traditional frappe powder.

“Increasing customisation is the next step, along with alternatives 

to full cream milk like skim, almond milk or soy milk. A customer 

will now say, I want skim milk in my frappe, or I’m lactose 

intolerant, I want an almond or coconut or soy milk frappe. So we 

have developed a product called Frappe Choice which allows you to 

build a frappe and let the customer decide what milk product, what 

type of protein to include.”

The traditional frappe is still around, made with instant coffee, 

milk, ice and a significant amount of sugar. But as that flavour 

profile is quite bitter, operators are increasingly replacing instant 

coffee with real espresso.

Iced coffee too is on an upsurge, driven by what DaVinci describes 

as ‘the building site hipster’. “A lot of these milk companies are 

finding it hard to keep up with demand because iced coffee sales 

are going through the roof. That’s why we see brands like Dare and 

Barista Bros, who are really innovating the market.”

And while iced coffee is currently driving coffee sales up, look out 

for a similar demand for cold drip tea. “You probably won’t hear 

about it for the next few months, but you’ll certainly hear about it 

next year,” DaVinci advises. 

ReAD eXTeNDeD VeRSIoN 
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DAViNCi GourmeT SyruPS 
DaVinci is well known for its extensive range of flavour syrups, 

originally designed for use with coffee but now increasingly used 

by foodservice operators for all manner of hot and cold beverages.

Take advantage of the burgeoning trend for Italian sodas by 

combining soda water with ice or create exotic handcrafted cold 

beverages using DaVinci Syrup and milk, with contemporary 

flavour profiles that are sure to satisfy.

DaVinci Syrups are ideal for iced coffees, blended drinks such 

as milkshakes and smoothies, and exotic mocktail creations 

that can help set your business apart from the competition. 

The simple addition of a pump to the bottle top enables 

easy and accurate dispensing and effective portion control.  

Coffee ShoTS
Utilising a patented coffee extraction method, Coffee Shots are 

made from 100 per cent arabica coffee that’s been roasted, ground 

and processed into a concentrated liquid and bottled. 

Available in Espresso, Vanilla, Caramel and Hazelnut, Coffee Shots 

make it easy for even untrained staff to make quality flavoured 

blended drinks and iced coffee.

There’s minimal fuss and virtually no preparation required. Just two 

pumps of the Coffee Shots bottle over ice, pour on the milk and 

voila – instant iced coffee, quicker and faster than if you pulled an 

espresso shot yourself.

The fact that Coffee Shots don’t require any specialised equipment 

means they’re ideal for operations without an espresso machine.

But even businesses which do have one also find them an efficient 

time and labour saving choice – the barista is freed up to concentrate 

on making espresso, while counter staff can make iced coffee using 

Coffee Shots. This also reduces usage of the espresso equipment, 

saving on labour and maintenance costs.

Major clubs in Sydney have been keen to take on Coffee Shots 

thanks to the product’s versatility – serve them with ice and milk, 

or blend with ice and milk and add powders for an even more 

premium product. Some chefs even use Coffee Shots as a drizzle 

topping for cakes and patisserie items, especially in clubs which are 

going for that upmarket café feel.

Coffee Shots are also ideal to use as a complimentary beverage 

for club patrons – just pour it into the slushie machine and you 

can offer it in 12 ounce cups as a satisfying beverage which will be 

consumed more slowly than a soft drink.

Unlike espresso coffee which can change its flavour due to fast 

oxidation, Coffee Shots provides a consistent flavour profile, and 

consistency is the key to generating repeat business.

frAPPe ChoiCe AND 
BeVerAGe BASe mixeS  
DaVinci’s liquid frappe mix is ideal for use as a base for coffee 

frappes, fruit frappes or any other kind of frappe you can imagine.

As a non-dairy base, it can be mixed with full cream milk, low fat 

milk, water or alternatives such as soy milk. The comprehensive 

versatility of this product means the choice is yours.

DaVinci also offers a range of Beverage Base Mixes ideal for 

frappes. These are available in all the popular flavours – Caramel 

Latte, Chocolate, Mocha, Latte, Vanilla Chai as well as a Classic 

Base and Frappease – a neutral base which allows operators to use 

their own flavours as desired. 

WANT GreAT reCiPe iDeAS AND TiPS?  
Contact our sales team today: info@davincigourmet.com.au

Find your summer flavours with DaVinci Gourmet
Want to give your beverage offerings a boost this summer? DaVinci Gourmet has a 
terrific selection of innovative products designed to make it easy to rejuvenate your 
range and keep customers coming back.
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New Zealand is a country highly regarded for the pristine quality 
of its farmland and as such its dairy industry boasts a rich heritage.

The nation’s temperate climate ensures adequate feed for cattle 
herds all year round, and 1.6 million hectares of pastoral land is 
devoted to dairy farming.

New Zealand has been exporting dairy products since 1846 and today 
is the world’s largest exporter of dairy commodities, representing 
approximately a third of international dairy trade each year.

Since 2001, the interests of about 95 per cent of New Zealand’s 
dairy farmers have been represented by Fonterra, which exports 
high quality products to more than 100 countries around the globe 
– including Australia.

Fonterra’s portfolio includes some of the best-known, most highly 
regarded dairy brands, such as Mainland Cheese which combines 
the purest of New Zealand dairy ingredients to produce premium 
quality cheeses. 

The knowledge of generations of cheesemakers has been passed 
down to ensure the continuity of Mainland’s craftsmanship and 
authentic taste. The variety of cheeses available under the Mainland 
brand has grown over the decades and Australia’s foodservice 

professionals have come to 
know and trust the brand 
as signifying distinctly 
flavoursome, quality products.

“No matter what your specific 
foodservice needs are, the 
Mainland range has a product 
to suit – from takeaways and 
casual dining right through 
to high end restaurants,” 
says Fonterra Foodservice 
Trade Marketing Manager  
Nick Dymond.

The extensive Mainland 
range includes shredded Cheeses available in Mozzarella, Tasty and 
Egmont varieties. These are perfect for pizzas, parmas, lasagnes, 
bakes, gratins and cheese sauces.

Mainland Mozzarella features include excellent stretch and melt 
with a mild taste, offering good coverage when melted and blistering 
evenly to an appealing golden brown colour, with minimal oiling off.

Mainland Tasty is a premium full-flavoured cheddar, providing a 
quick and cost-effective way to add flavour to pasta dishes, sauces 
and melts.

Mainland Egmont is a unique cheese with distinctive mouthfeel and 
properties. This semi-hard, cured, rindless cheese boasts a mild nutty 
flavour and smooth elasticity with excellent melting properties.

“Mainland Egmont has a stretch similar to Mozzarella with really 
good browning and nice flowing finish that’s similar to Tasty, but 
with minimal oiling off as well,” explains Nick. “It  offers the best 
of both worlds without the need for blending.”

All three of these quality Mainland cheeses come pre-shredded 
for added convenience – offering a quick and easy way to add the 
fantastic flavour of New Zealand dairy to your  menu!

For more information on the Mainland range including a 
comprehensive selection of terrific foodservice recipes, visit  
www.fonterrafoodservices.com.au.

Craftsmanship and quality combine to 
produce premium Mainland cheese

When it comes to the trusted taste and premium quality  
of New Zealand cheese you can’t get better than Mainland.  
The Mainland Shredded range is available in Mozarella, 
Egmont and Tasty varieties – they’re  perfect for pizzas, 
parmas, lasagnes, bakes, gratins and cheese sauces.  
When it’s made with Mainland, you know it’s made with the 
best. Prove it to yourself, try Mainland Shredded today.
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By Peter Wright

the Wright rePort

CAUght oUt
WHO IS 
REVIEWING YOU?

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.
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15g PORTION 

CONTROL15g POR
CONTROL15g POR

PACKS
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Imported Seafood Saga
“Australia produces about 
250,000 tonnes of whole fish 
weight and we import over 
200,000 tonnes of fillet weight, 
therefore making consumption 
around 400,000 tonnes. So we are 
only producing half of what we 
need.”

That’s the word from Harry 
Peters, Managing Director of 
major seafood importer Marine 
Product Marketing, in an excerpt 
from our new video interview with 
Harry which you can find online at 
www.hellofoodservice.com.

In it, Harry dispels some of the 
misconceptions about imported 
seafood, including the idea that 
imported seafood is substandard 
fish produced in substandard 
conditions.

“In all of my 47 years in the 
industry I have never seen a 
television program that depicts the 
truth,” Harry insists. “All we see is 
a one-sided, slanted view.”

Harry argues that Australia simply 
cannot keep up with the amount 

of fish that people need to eat a healthy diet by relying solely on local 
product.

“Fisheries Research and Development, in one of their research papers 
quote very clearly that by the year 2050 we will need over 1 million 
tonnes of seafood simply to sustain the current per capita usage of 
today.”

He says many nations are now importing seafood from Asia simply 
because it is the main area for prawn production throughout the world, 
and that Asian producers are at the forefront of fish aquaculture.

“Basa has been very maligned but has now received international 
accreditation by Best Aquaculture Practice and the quality of 
barramundi coming out of Southeast Asia is far superior to most 
Australian plants.”

To get the full story, visit www.hellofoodservice.com and click on 
Caught Out for Harry Peters’ inside view of seafood imports.

The Power of a review - instagram, 
facebook, Trip Advisor, Gault 
millau, urban Spoon, Age Good 
food Guide, Twitter, Bloggers, just 
to name a few

I love being looked after and it is 
something I have come to expect 
when eating out of home. On average 
I would estimate approximately 50 

per cent of my meals are in restaurants or cafes. My favorite 
dining experience is a simple breakfast on a Saturday morning 
- I frequent a mixture of local cafés, which usually have been 
recommended to me. 

Now let’s say on my first visit I am welcomed by the modern 
version of the cafe maître d’. Usually young and funky, dressed 
in current threads, with visible tattoos and facial piercing. 
I sit, peruse the menu and immediately order coffee from my  
hipster waiter. 

The menu reads well and looking around at other people’s meals 
I am reassured that the food looks as good as the menu describes. 

I order my meal but my coffee still has not arrived and I mention 
that fact to hipster waiter, who acknowledges my distress and 
goes to rectify the small problem that is just about to turn into 
a big one. Food arrives - excellent, poached eggs perched on 
grilled bubble and squeak, crisp bacon, asparagus and béarnaise 
sauce. Hello!! Still no coffee! 

I snap a photo on Instagram with my iPhone 6’s crystal-clear 
digital high resolution camera, look up the café’s details and 
post the photo, caption it “great food, funky modern cafe, 31 
minutes for coffee”, add a sad face icon and share with my 
Twitter, Instagram and Facebook contacts. 

I have just told over 1000 friends, colleagues and acquaintances 
about my Saturday morning experience. Damage done - 
immediately and without malice I have just become the latest 
cafe and restaurant critic.

Turn back the clock a mere 18 months and the likelihood of 
this instant critique would have been quite rare. Turn the clock 
forward 12 months and it will be as common as paying the bill.

The pressure to provide not only excellent food but also excellent 
service is more relevant than ever to the food and beverage 
industry. As social media encourages and rewards bloggers 
and users, so the pressure increases and on the other hand is 
rewarded in exactly the same way.

Social media awareness is paramount and how to combat the 
social media risk to your business is certainly something to  
think about.

http://www.hellofoodservice.com
http://www.hellofoodservice.com


An essential ingredient for healthier cooking
As your customer’s desire for healthier foods increases, Simply Pure 
Rice Bran Oil with its clean light taste is perfect for cooking, baking, 
stir fry and deep frying. Simply Pure Rice Bran Oil with its high smoke 
point of  250 °C and no cholesterol, helps you balance the needs of your 
customers and your kitchen. 

To order call Customer Service 1300 782 764 
or visit wilmarfoods.com.au

* special introductory offer available to the 
first fifty new customers who respond

Simply  
Pure Rice 
Bran Oil

A HEALTHIER CHOICE 

Try Simply Rice Bran Oil for FREE. 
We have 50* twenty litre tins to give away. Email promo@wilmar.com.au


