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OPEN HOUSE NEWS 

After 
more 

than 15  
years as a 
journalist, 
it was 
strange to 
find myself 
on the other 

side of the microphone last 
month when I was interviewed 
about sustainability practices 
in the hospitality industry.

As any of you who are regular 
readers of Open House will 
no doubt know, restaurant 
sustainability is a passion of 
mine. In this particular case the 
main thrust of the questioning 
was whether small businesses 
can afford to be environmentally 
conscious or if it’s out of the 
reach of all but the big, cashed-
up restaurant chains? 

The answer is no, absolutely not – 
there any number of inexpensive 
and easily implementable 
things foodservice businesses 
of any size can do to become 
more sustainable, ranging from 
sourcing produce locally, where 
possible, to reduce the amount of 
fossil fuel required to transport it, 
to composting food waste to use 
as fertiliser on herbs or vegies. 

Remember, you don’t have to 
overhaul your whole business in 
one hit; every little thing you can 
do counts. 

Ylla Wright 
Editor

@OpenHouseEditor

Editor’s word
TAKE BREAKFAST

ONE STEP FURTHER

BRAND NEW 5 Fruits Muesli from Kellogg’s® is a premium quality,
versatile muesli developed specifically for the foodservice channel.
Contact us today for your FREE sample and recipe booklet and take
your breakfast offering one step further.
Email au.foodservice@kellogg.com
www.kelloggs.com.au/fafh 

Featured Recipe: Simple Bircher Muesli

CONTACT US TODAY FOR YOUR

FREE SAMPLE
& RECIPE BOOKLET
SIMPLY EMAIL OR VISIT OUR WEBSITE TODAY
Limited stocks available. 

KEL0589_Five_Fruits_Trade_Ad_ART 331x242.pdf   1   21/10/11   9:36 AM

Australia one step  
closer to carbon tax
Australia is one step closer to having a carbon tax 

after the lower house of Federal Parliament passed 
the Clean Energy Bill. The Labour government, along with 
the Greens and Independents won the October 12 vote 74 
to 72. The bill will now have to be passed by the Federal 
Senate this month to become law. 

If the bill is passed it if will mean that from July 2012 
a fixed carbon price of $23 per tonne will be imposed, 
rising by 2.5 per cent each year until 2016 when a 
floating price will come into effect.

While Treasury figures suggest that most products 
including food will barely be affected, the price of 
electricity and gas is set to increase, directly affecting 
energy-hungry businesses such as restaurants. 

In the lead up to the lower house vote the Australian 
Chamber of Commerce and Industry (ACCI) released 
research from global economic and strategic consultants 
Castalia that finds that energy-intensive small to medium 
(SME) businesses are likely to suffer a cut in profitability 
of between 10 and 20 per cent under the carbon tax.

“The research points to small and medium businesses 
being significant losers under the carbon tax,” says ACCI 
chief executive Peter Anderson. “They are unfairly 

squeezed by having costs passed down the supply chain 
but are less able than larger businesses to pass those costs 
onto consumers because of competitive pressures. And 
they don’t get the government compensation that larger 
businesses or households are promised.”

The research challenges the idea that only 500 big 
companies will pay the tax. It finds there will be 
“a material impact on the profitability of SMEs 
with consequent flow-on effects for investment and 
employment”, due to higher energy prices and a loss  
of competitiveness.

The energy-intensive SME sectors specifically assessed 
by the research were plastics manufacturing, chemicals 
manufacturing and food processing.

The finding of a 10 to 20 per cent reduction in 
profitability for energy intensive SME businesses is 
across the three years of the fixed carbon price. The 
outcome would be higher or lower depending on 
floating price movements. 

The Australian Food and Grocery Council has also 
reiterated its claims that the carbon price will increase 
the cost of food and grocery manufacturing in Australia, 
and negatively impact industry competitiveness.
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NEWS 

Becasse named ‘best of the best’

Becasse Restaurant in Sydney has been named 
as Australia’s best restaurant in the 2011 

Savour Australia Restaurant & Catering Hostplus 
National Awards for Excellence, announced at an 
awards ceremony in Sydney last month. Brisbane 
Convention & Exhibition Centre was named as 
Australia’s Caterer of the Year. The Centre also 
won the award for Best Function/Convention 
Centre Caterer for the third time in five years.

The National Awards for Excellence are the 
culmination of 10 regional awards events 
held throughout the year, with more than 270 
Finalists in 34 categories competing to be named 

best of the best. 

Other award recipients on 
the night included Compass 
Group, who received the Green 
Table Award for Excellence in 
Environmental Sustainability, 
and Crown Melbourne Food 
& Beverage Department who 
received the 2011 George 
Mure Memorial Professional 
Development Award. 

“The calibre of finalists this 
year has been of an extremely 
high level and competition 
has been fierce,” says 
Restaurant & Catering chief 
executive officer John Hart.  
“This is a definite sign that 
business is strengthening and 
that the industry is growing 
and developing.” 

‘Roundtable’ 
reveals trends
Australians are still eating 
out frequently (91 percent of 
Australians dined out in the 
last month), however they are 
growing more cautious, with 
many opting to share meals 
and skip dessert as a cost 
cutting method, according to 
the third annual American 
Express and Restaurant & 
Catering Dining Insights 
“Year in Review” roundtable, 
held in Sydney last month. 

As part of the event key 
figures from the restaurant and catering sector 
joined American Express representatives to 
reflect on the “year that was” and discuss an 
agenda for the coming 12 months. 

“The ‘Year in Review’ roundtable was 
developed three years ago as an opportunity for 
American Express to share with the industry the 
unique market insights it develops throughout 
the year,” explains Geoff Begg, general manager 
of merchant services at American Express. “We 
invest heavily in understanding the consumer 
attitudes and trends associated with dining 
and while we share these insights quarterly, it 

is always good to do a ‘sanity’ check with the 
industry at the end of the year.” 

Brien Trippas, president of Restaurant & 
Catering Australia, says the past 12 months has 
presented both challenges and opportunities for 
many restaurateurs. 

“In the past 12 months restaurateurs have had to 
focus on great service and innovation to generate 
increased loyalty from both new and existing 
customers,” he says. “Obviously increased 
loyalty equals increased business opportunities.” 

According to the American Express  
research, which is available online at  
www.amexprivateroom.com.au/RCA, Australians 
continued to rate restaurant staff and their 
commitment to excellent service (60 per cent) 
and helpful and friendly wait staff (58 per 
cent) at the top of the list of “very important” 
attributes required for repeat business. This was 
second only to excellent food (68 per cent). 

“Dining is, and I predict will always be, 
considered an affordable luxury by the majority 
of Australians, whether it be a Friday night take-
away or a celebration at a three-hat restaurant,” 
says Trippas. “As the insights reveal, great food 
and excellent customer service should be the 
cornerstone for any restaurant wanting to keep 
its customers happy.” 

Other Industry Insights reports released over 
the year have tackled topics including the costs 
associated with running a business, the key 
ingredients to a enjoyable dining experience, 
customer service, loyalty and repeat business, 
and the impact the skills shortage is having on 
service levels. 

Merchants embrace ‘daily 
deal’ websites
A recent survey of businesses that have signed-
up to sell products or services through group 
buying sites has revealed that 94 per cent have 
been satisfied with how the promotion turned 
out; with most (85 per cent) reporting that they 
will run another campaign. 

The Telsyte Australian Online Group Buying 
Merchant study, which was funded by several 
group buying websites including Jump on 
it/Living Social, Spreets and Scoopon and 
conducted by independent industry analyst 
Telsyte in September, found that the industry grew 
72 per cent last quarter and will be worth about 

For even more industry news, in-depth reports and new product information, or to sign up for Open House weekly email newsletter,  
visit www.openhousemagazine.net. You can also follow us on Facebook or Twitter (@ohfoodservice). Or download the free Open  
House iPad, packed with additional, exclusive content and updated monthly, from the iTunes app store. 

Want more industry news? 

The Surfers Paradise Marriott Resort and Spa 
has welcomed French sous chef Eric Henck, 
who will head up the resort’s new all-day 
dining restaurant Citrique. Citrique is part of 
the resort’s $20 million refurbishment and 
offers an interactive dining experience based 
on four dining zones and eight different 
culinary concepts. 

Spudbar in Melbourne has welcomed 
Melbourne chef and restaurateur Matt Wilkinson 
as a part owner. Wilkinson’s Chef’s Menu, 
described as “hearty rustic food meets country 
market goodness”, was introduced in June. 

Stokehouse Brisbane opens this month at 
South Bank. Tony Kelly, the former owner/
chef of Il Secondo on Queensland’s Sunshine 
Coast, will be taking the role of head chef. 

Tony Gibson, the former head chef of Astral 
will take over the reins at Sydney’s Manly 
Pavilion this month. He replaces Jonathan 
Barthelmess who will open his own restaurant 
in Potts Point in early 2012. 

Comings & goings

If you would like to share news of appointments, 
departures, restaurant openings or closings 
with Comings & Goings, email the details to 
ylla@creativehead.com.au, with “Comings & 
Goings” in the subject line. 

$400 million by the end of 2011. About 4000 deals 
are published and a million vouchers sold every 
month by 70 Australian group buying sites.

“A persistent myth about the group buying 
phenomenon is that sellers are generally 
dissatisfied with the outcomes of group buying 
campaigns,” says Telsyte senior research 
manager Sam Yip. “However, these results show 
advertising on a group buying site presents a 
real opportunity for Australian businesses.” 

Of those merchants who are tentative about 
running more group buying deals, the report 
says that “if they were to run another deal, 
it would have to be carefully planned out, 
including putting restrictions on vouchers, 
capping the amount of vouchers sold or 
limiting availability of time when deals can 
be booked in.” 

Poorly thought out deals have in the past 
placed restaurants and other small businesses 
under extreme pressure, as they’ve struggled to 
fulfil vouchers. 

In one highly publicised case earlier this year, 
the NSW Department of Fair Trading was 
contacted after retailer OzThongs was unable 
to fulfil orders for more than 100,000 pairs of 
Havaianas thongs after advertising a deal on 
Living Social. Consumers who’d bought the deal 
were eventually offered refunds or credit notes.   

Industry group speaks up 
about ‘excessive surcharges’
The Reserve Bank of Australia (RBA) board 
will meet this month to consider whether to cap 
the fees businesses including restaurants can 
charge customers who pay by credit card. 

Responding to accusations that some businesses 
are profiteering, charging well in excess of the 
amount the credit card companies charge them, 
the RBA earlier this year called for submissions 
from interested parties. 

In its submission to the board, credit card 
company Visa told the RBA that it is “deeply 
concerned that surcharging levels in Australia 
are excessive”. 

Visa’s submission also says, “the implementation 
of surcharging was never meant to become a 
source of extra profit for merchants. We also feel 
that the cost of accepting a payment card is no 
different from other costs such as cash handling 
or electricity, and like these costs should be 
absorbed into the overall costs of business.”

Mastercard suggests in its submission that 
“some merchants have been able to abuse 

the surcharging regulations” and impose 
“excessive” surcharges. 

“The inevitable conclusion is that merchants  
are surcharging well above their cost to 
accept card payments and are using the 
excess surcharges to subsidise their business 
operations,” concludes Mastercard. 

Responding to the RBA’s call for submissions, 
Restaurant & Catering (R&C) surveyed 400 
of their members about their own practices 
regarding credit card use. While admitting that 
some of its members “may take advantage of 
the ability to surcharge and could possibly be 
using this method to recover the costs of card 
acceptance to the detriment of customers”, the 
peak industry body’s submission stated that 
“this number would be very low compared to  
other industries”. 

Of the respondents to the R&C survey only 15 per 
cent passed on any surcharge to their customers, 
and of that percentage only 3.6 per cent said 
that they charged a surcharge “to cover the 
transaction fee and produce additional profit”. 
Most of those who did pass on the surcharge to 
diners (57.3 per cent) did so simply to recoup the 
transaction fee from the card provider.

Based on the experience in the restaurant 
industry, R&C concluded that there is no case 
for fixing or limiting surcharge rates. 

Fast food chains introduce 
kilojoule info
Hungry Jack’s has narrowly beaten Domino’s 
Pizza to the title of the first major food chain in 
Australia to display kilojoules information on all 
its menus nationally. 

As of last month both chains now display the 
kilojoule content of all menu items. Hungry 
Jack’s menus will also display the average adult 
daily energy intake of 8700 kilojoules, allowing 
customers to work out how much of this will be 
consumed by their choice from the menu.

“We thought it was important to implement this 
initiative across the country, not just in New South 

Wales where it will be a legislative requirement 
by February next year,” says Hungry Jack’s CEO 
Aaron McKie. “We hope there will be consistency 
to the approach taken by other states and territory 
governments considering similar legislation.”

Domino’s will display the kilojoules counts for 
whole pizzas and per slice/serve on its menus.

Domino’s CEO Don Meij says the early 
introduction of kilojoules counts on its menu 
boards, online ordering website and mobile 
devices was part of the company’s ongoing 
commitment to offering customers greater choice.

“We are serious about ensuring our customers have 
the relevant information they need to make informed 
choices when they order Domino’s,” he says. 

Both companies have also been working on 
making their menu offerings better for customers. 

According to McKie, Hungry Jack’s has improved 
the nutritional content of its menu by reducing 
saturated fat, sodium and sugar levels. Sugar in 
Hungry Jack’s buns has been reduced by more 
than 60 per cent; sodium level in chicken nuggets 
has been cut by a third and saturated fat levels 
are now 76 per cent lower, after the company 
switched to a canola-based oil blend.

Domino’s has “been on a journey to reduce 
the saturated fat and sodium contents in our 
ingredients,” says Meij. “The biggest achievements 
in Australia include our Thin’n’Crispy base which 
has seen a 66 per cent saturated fat reduction, 
while the saturated fat in our pepperoni has been 
reduced by more than 42 per cent.” OH

Charity passes 10 
million meal mark
Food rescue organisation OzHarvest has 
rescued and delivered their 10 millionth meal. 

The organisation, which rescues excess food 
which would otherwise be discarded from 
restaurants, caterers and other food business, 
delivers 333,000 meals every month to 
grassroots charities supporting the vulnerable 
in Sydney, Canberra, Wollongong, Newcastle, 
Adelaide and Brisbane.

To celebrate the milestone, the charity is 
calling on both chefs and consumers to 
contribute recipes using left-over food before 
November 30 to a cookbook to be sold and 
distributed around Australia. 

For more information,  
visit www.ozharvest.org.

Brisbane Convention  
& Exhibition Centre  
executive chef Martin  
Latter (second left) and  
food & beverage director 
Kevin Gulliver (right),  
accept their award from 
James Stewart from Bidvest.
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inspiration
What’s yourWhat’s your

We’ve taken some time out to hear 
from some inspiring chefs and 
noW We’d like to inspire you...

pLus  
Receive a $10 eftPos gift card  
with every $100 spent on any 
Unilever Food Solutions  
product in one transaction. 

let’s share your inspiration... 
With every qualifying purchase you can enter the  
draw to win one of three inspirational dinners for  
you and your staff.  

One prize will be drawn every month. Prize value $6,000 for each dinner. 

promotion commences 1/11/2011  promotion concludes 31/1/2012
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YOUR CARD CAN BE USED ANYWHERE EFTPOS IS ACCEPTED TO MAKE A PURCHASE

To use: Swipe the card, select ‘savings’ & enter your fo
ur digit pin found above.

This card is governed by conditions of use & cannot be used to withdraw cash.

To check card balance, card expiry & full conditions of use go to www.giftcardplanet.com.au

This card is accepted at merchants discretion.
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www.whatsyourinspiration.com.au

tell us ‘what inspires you?’ 
Visit www.whatsyourinspiration.com.au  
Simply answer the inspirational questions in 25 words or less  
and you could win a cookbook or magazine subscription 
of your choice to the value of $60 RRP. One prize awarded every week. 

Conditions apply, see www.whatsyourinspiration.com.au or wwwunileverfoodsolutions.com.au Open to Aust. businesses. Starts: 1/11/11. Ends: 5pm AEDST 31/1/12. Entries must be submitted by an authorised representative of the business 
aged 18+. Retain original invoice/s. Aust. entries close 5pm 11/12/11, 12/1/12 & 31/1/12. Draws: 2pm AEDST 2.13, 29-31 Lexington Dr, Bella Vista, NSW 2153 12/12/11, 13/1/12 & 10/2/12 (for Aust.). Aust. winning businesses published 
in The Australian on 19/12/11, 20/1/12 & 17/2/12. Prizes (3x Aust.): winners’ choice of AU$6000 cheque (as applicable) OR dinner with 1 night’s hotel accommodation in same country business is located in for max. 8 adult staff valued 
at AU $6000 (as applicable). Promoter: Unilever Australia Ltd (ABN 66 004 050 828) of 20 Cambridge St, Epping NSW 2121. NSW Permit No. LTPS/11/9067 VIC Permit No. 11/2118.ACT Permit No. TP11/4044  SA Permit No. T11/2119
Conditions apply, see www.whatsyourinspiration.com.au or www.unileverfoodsolutions.com.au Open to Aust. & NZ residents 18+ who are employed as a chef in Aust./NZ. Ends: 11.59pm AEDST 31/1/12. Max 1 
entry per entrant per promotional round. 12x prizes: choice of 1 ‘Food & Drink’ cookbook from wildeagle.com.au or 1 ‘Food, Wine & Travel’ magazine subscription from acpmagazines.com.au to the max value of $60.   

www.whatsyourinspiration.com.au

hoW To  
pArTicipATe
complete the entry form  
and send together with a  
copy of your invoice to:  

fax  
1800 008 405  
scan & email  
info@whatsyourinspiration.com.au
mail  
What’s Your inspiration?
Po Box 6511
Baulkham hills nsW 2153
Web  
or download your entry form online

“I love the creative  
side...love the  

colours... 
love the flavours”

“Every day is 
different...always 

being able to have 
a laugh”

cOvEr StOry

Coconut mango chicken
Serves: 10

Versatile and convenient, Maggi Coconut Milk Powder is  
a great food solution for any number of sweet and savoury dishes.

Flavour 
booster

Coconut milk is a common ingredient in  
many Asian cuisines including Thai, 

Vietnamese, Sri Lankan, Indonesian, Malaysian, 
as well as some Brazilian, Carribean and Pacific 
Island dishes. 

With a consistency and mild sweet taste that is 
similar to milk, coconut milk can be made by 
squeezing the grated flesh of a coconut through a 
cheese cloth and used as is or mixed with water, 
however in Western nations it is more commonly 
brought ready made in cans. Although handy, 
canned coconut milk needs to be refrigerated 
once opened and used within just a few days,  
as it can easily spoil.  

Maggi Coconut Milk Powder is an ideal alternative 
to canned coconut milk. Made from quality, fresh 
raw ingredients, it is a cold-mix instant powder 

that chefs can use as little or as much of as they 
like, straight from the pack or mixed with water to 
produce a coconut milk or thicker cream, so there 
is no wastage. It also has a much longer shelf-life 
than canned milk, once opened. 

As versatile as it is convenient, Maggi Coconut 
Milk Powder can be used to prepare any number 
of soups, sauces, curries, seafood and vegetable 
dishes as well as cakes, biscuits, desserts 
and hot and cold drinks, as needed and with 
minimal effort.  

Try it in a rich and aromatic green chicken curry, 
garnished with coriander and capsicum ribbons; 
say aloha to a tropical-inspired crème caramel 
with caramelised pineapple and a slice of fresh 
coconut, or pay homage to Puerto Rico’s “official 
drink”, the Pina Colada. 

Maggi Coconut Milk Powder has no added 
flavours or preservatives, and is suitable 

for vegetarians. OH

50ml olive oil
10 x 170g skinless chicken breast fillets
1 large onion, finely chopped
40g fresh ginger, finely chopped
7 garlic cloves, crushed
440g mango cheeks (use tinned when not in season)
20g Maggi Classic Chicken Flavoured Booster Gluten Free
200g Maggi Classic Coconut Milk Powder
375ml boiling water

Heat oil in a pan. Sauté the chicken until 
cooked through and golden brown. Remove 
from the pan, cover and keep warm.

Add onion, ginger and garlic, and cook over 
low heat for 5 minutes. Add mango and Maggi 
Chicken Booster and cook for 2 minutes.

Add combined Maggi Coconut Milk Powder 
and water, and bring to boil. Return chicken 
to the pan, reduce heat and simmer for 2 
mins or until chicken is warmed through.

To serve, garnish chicken with thinly sliced 
shallots, green chilli and coriander leaves, and 
serve with a side of rice.

For more recipe ideas visit  
www.nestleprofessional.com. 
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outback chef
For British-born chef Alan Groom a job on a 
remote homestead in outback Western Australia 
is as good as it gets, discovers Sue Wallace.

It’s a long way from the English city 
of Leeds to Western Australia’s 

famed El Questro Homestead but 
Alan Groom loves working in the 
remote Kimberley region.

As the homestead’s executive chef 
Alan caters for breakfasts, lunches, 
picnics and dinners for guests 
who come to experience not only 
the stunning landscape of the El 
Questro Wilderness Park, but also 
the homestead’s ambience and 
cuisine. Over the years the exclusive 
retreat has played host to its share of 
royalty and celebrities.

Alan caters for a maximum of 12 
guests at any one time, as well as 
weddings and special occasions, 
and also cooks for eight staff. It’s a 
job he loves, but it’s not without its 
challenges.

“Certainly there are ingredients you 
cannot get from time to time and 
everything is planned rather than 
impromptu, but it isn’t difficult if 
you know how to adapt,” he says.

It’s a busy life for Alan, who is 
the sole chef. He makes his own 
bread – including a different variety 
of sourdough every day – as well 
as ice creams, sorbets, pastries 
and cookies. He is renowned for 
his signature crème brulee, 
which is worthy  
of great praise,  

as well as his thin flatbreads 
which he puts through a pasta 
maker and then sprinkles with 
dukkah and herbs.

The thing Groom likes most about 
his job is not being tied to a set menu.

“I can create something new every 
day to suit the guests in house at 
the moment and I also have total 
autonomy in the kitchen,” he says.

Groom and his partner, Lori 
Litwack, who is the homestead’s 
general manager, arrived at El 
Questro in 2002.

Looking back, he admits he wasn’t 
sure what to expect in terms of the 
availability of supplies with not even 
a supermarket for at least 100km.

As it happens, Groom was in for a 
surprise with a host of fresh produce 
available from farmers from the rich 
Ord Valley, located almost at his 
back door.

“We have the best fruit and veg in 
the world because of the Ord River 
which sees farmers providing a vast 
array of fresh produce and tropical 
fruit such as red paw paw and 
melons,” he says.

The homestead’s menus also feature 

the Kimberley region’s unique 
offerings. Chutneys and sauces are 
made from wild rosella flowers and 
you may find crunchy baby boab 
roots in salads (Groom likens their 
taste to water chestnuts). Edible 
yellow kapok flowers are pressed 
between filo pastry and served with 
a cheese starter. Wild saltwater 
barramundi is sent from Wyndham, 
100 kilometres away, and served with 
green mango and boab root salsa. 

Groom says he is guided by guests’ 
food requests but likes to present a 
variety of dishes from all over the 
world with French, Asian South 
American or Spanish flavours.

Generally, he describes his cuisine 
as “modern classical with tropical 
overtones”. Food heroes include 

Michel Gerad, Fernand 
Point and Marco 

Pierre White.

Dining at the homestead is done 
under the stars at a communal 
table or on the cliffside near the 
homestead.

Prime position is on a ledge that juts 
over the Chamberlain Gorge, where 
Charlie, a fresh water crocodile, keeps 
a good eye out from below.

This year Groom has opened his 
kitchen to guests, with whom he is 
happy to share his culinary skills. 
Early risers can also help make 
bread at 4.30am.

It’s a long way from his first major 
job as executive chef at London’s 
Caesar’s Palace, when he was 21. 
He then headed to Canada where 
he spent 20 years working at five-
star restaurants including Ocean’s 
in Toronto, the Wedgewood Hotel 
in Vancouver and the Belvedere 
restaurant in Calgary.

With a move to Australia in his 
sights, Groom landed a job at 
Nautilus restaurant in Port Douglas 
in Far North Queensland, before 
venturing to El Questro homestead, 
110km from Kununurra.

“There’s just something about being 
out here in this wilderness area 
that’s pretty special and I love the 
sense of adventure that goes with 
living here,” he says.

As El Questro Homestead is only 
open from April to November, 
Groom and Litwick spend the rest 
of the year in Perth, with frequent 
visits to Canada and England to visit 
family and friends.

“I always look forward to returning 
to El Questro,” says Groom. OH

This recipe is available on 
the Open House iPad app.
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Q&A

Q: What is Table4Ten and what is it hoping  
to achieve?

A: Table4Ten is a unique event designed to 
raise awareness and funds for prostate cancer 
in Australia. This year, Table4Ten involves 76 
dinner parties for 10, held at Sydney, Hobart and 
Launceston’s top restaurants and venues. At each 
of these dinner parties friends feast on a specially 
designed dining menu complemented with 
matching wines. While the aim of Table4Ten is 
to raise funds for the Prostate Cancer Foundation 
of Australia (PCFA), we also want to start a 
conversation about the disease in order to increase 
awareness. Men don’t traditionally like to talk 
about such things but with such a prevalent 
cancer that is also very treatable through early 
detection, it’s essential.  

Q: How did the idea for this event come about?

A: The inspiration for Table4Ten was born in 
London in 2001 when I, along with a group 
of my friends, established a fundraising event 
called “The Supper Club”, which saw a series of 
invite-only dinner parties held on one evening in 
London’s finest restaurants and private homes, 
with all proceeds going to an HIV/AIDS charity 
called the Terence Higgins Trust. The event has 
been going 11 years now and raised more than  
£1 million to date.  

When I moved to Sydney eight years ago I was 
really keen to emulate the success of the London 

Conversation starter
Seventy-six of Australia’s top chefs and restaurants have joined forces to support this year’s 
Table4Ten event, with the goal of raising funds for, and awareness of, prostate cancer. We ask 
Table4Ten founder Robbie Roberson to explain. Everybody loves Sara Lee Croissants! 

Our light golden croissants are made traditionally through lamination, folded to create 95 layers. Our all-butter 

recipe gives that authentic, delicious taste and light fluffy pastry. Enjoy hot or cold, sweet or savoury.  

Available in 26g, 50g and 75g to suit any function.

For further information visit our website at www.foodservice.saralee.com.au 
or contact your Sara Lee Foodservice representative: FREECALL 1800 805 441.

event here. I approached my network of Sydney 
friends and when the time came to select an 
appropriate charity to raise funds for we agreed 
unanimously that the event would raise funds for 
the PCFA, a charity close to my heart.  

Q: Why is it important to get people talking 
about prostate cancer?

A: Prostate Cancer is not a topic that men discuss 
openly. It took my own father three years to 
confess to me that a stint in hospital some years 
ago was not an “infection”, as he had told me at 
the time, but was in fact prostate cancer, because 
he was simply too embarrassed to discuss it.  

Even though it claims more men’s lives than breast 
cancer does for women the lack of discussion 
means that men aren’t being proactive about 
getting tested from age 40. Prostate cancer is one 
of the most treatable and curable cancers but early 
detection is essential. 

The more prostate cancer is discussed, and 
brought out of the shadows, the more likely men 
are to get regular health checks. It’s a simple blood 
test that can save your life.  

Q: You’ve got some of the country’s best known 
chefs on board. How did you get them involved? 

A: Chefs such as Mark Best, Matt Moran, Tetsuya 
and Peter Gilmore have donated tables of 10 
at each of their amazing restaurants. We are so 
grateful to them for being so generous in their 
support. In our first year, 2008, Armando Percuoco 
from Buon Ricordo was instrumental in helping 
us recruit other chefs to take part. He was on the 
phone ringing up his friends and encouraging 
them to get on board. Now in its fourth year, 
Table4Ten is more established and restaurants 
have been incredibly happy to come forward and 
donate a table on the night.  

Q: Do guests get to choose where they eat on  

the night?

A: All restaurants are allocated randomly to guests 
prior to the night at the Table4Ten allocation 
event, which takes place a couple of months 
before the big night. Having said that, we have 
involvement from the best restaurants in each city 
so no one ever goes away disappointed.  

Q: Is there a communal element to the event?

A: Each table is treated to a specially designed 
menu including matching wines in their allocated 
restaurant and then, at the conclusion of each 
dinner, guests are transported to a secret after-party 
location, where all Table4Ten attendees from across 
the city will meet for a joint celebration. There 
should be about 400 people at this year’s after party 
in Sydney; we also invite the chefs and restaurant 
staff to come and join us, if they can get away

Q: What has the response been from the public 
to the event in previous years? 

A: The response has been fantastic; we are 
constantly amazed at the level of good will and 
support that we receive. Thanks to the tireless 
work of everyone involved we are continually 
growing. This year we chose to give Brisbane a 
year off – we felt it was the right thing to do to 
let them focus on other things this year – but we 
hope to hold a Brisbane event again next year 
and eventually add other capital cities around 
Australia so that it becomes a truly national event.

Q: How do you rate the success of an event 
like this? 

A: The success of this event is not only about 
the amount of money raised but also about 
demystifying prostate cancer and getting a 
younger generation talking about it. Having said 
that, we have raised more than $350,000 over the 
past three years and the sky is the limit in terms of 
what we hope to raise in the long-term. OH

Chef Sean Connolley (left) with guests at the 
Commonwealth Bank Vault dinner in Sydney last year.
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Hamburgers

Hamburgers are an American icon 
but their origins lie in Europe.

Food historians believe that the 
beef patty was first invented in 
medieval times by the Tartars 
(Mongolian and Turkish warriors). 
The Tartars would shred meat from 
cattle to make it more digestible 
and place it under their saddles 
to soften it while they rode. When 
it came time to eat, the meat was 
tenderised and could easily be 
eaten with one hand.

Russian Tartars also adopted this 
style of eating meat, calling it 
“tartare steak”. In the 14th century 
Russians introduced the dish to 
Hamburg in Germany, Europe’s 
biggest trading port at the time. The 
Germans adapted the Russian dish, 

flavouring the meat with spices 
and serving it either raw or cooked. 
It became a standard meal among 
poorer classes and was given the 
name “Hamburg steak”.

In the late 18th century German 
immigrants took the dish to the United 
States, as the spiced meat was ideal 
for the long sea journey. 

By the end of the 19th century 
Hamburg meat patties were sold 
from street carts and at village fairs 
throughout the US. However, there 
is some dispute over who first 
served a meat patty between two 
slices of bread. One front-runner for 
the title is Louis Lassen, who ran 
a small lunch wagon selling steak 
sandwiches to factory workers in 
Connecticut. Rather than wasting 

off-cuts of beef, he would mince 
them and serve it cooked between 
two slices of toasted bread. 

In 1904 a reporter covering the 
World’s Fair in St Louis wrote 
about a new sandwich called the 
“Hamburger”, Hamburg steak fried 
on a flat grill until crisp and then 
put between two thick slices of 
bread with a slice of raw onion. 

In 1916 Walter Anderson, a cook from 
Kansas, developed hamburger buns 
to hold meat patties. The dough was 
thicker than regular bread dough and 
he formed it into small square shapes 
to fit the meat. In 1921 Anderson 
co-founded White Castle, selling 
burgers for five cents each. 

A number of similar fast food 

restaurants soon followed 
including Wimpy in 1934, 
named after the hamburger eating 
character from Popeye cartoons.

In the 1930s and 1940s the drive-in 
took off. Burgers were small and made 
to eat with the hands so diners could 
stay in their cars while they ate. 

McDonald’s opened in 1955 and 
quickly overtook White Castle 
as the most successful fast food 
restaurant in America. It remains 
at the top today; it is estimated that 
McDonald’s sells 550 million Big 
Macs each year in America alone.

These days hamburgers come in an 
almost infinite number of sizes and 
variations, using different meats, 
breads, garnishes and condiments. OH
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When it comes to pestos, no one beats the convenience and taste of 
the Argents Hill range.

Suitable served as dips, a meal accompaniment or as an ingredient, 
our highly original pestos are made from the best available ingredients 
and prepared according to stringent quality standards. 

This dedication and commitment to excellence is evident across our 
entire product range, which also includes char-grilled & marinated 
vegetables, tomato products, olives, tapenades and marinated feta.

So start using Argents Hill today, your customers will think it’s simply 
magic. For more information call 03 9357 6288.
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Wine of the month
Victorian winemakers Sam 

Plunkett, Victor Nash and 
Lindsay Brown have come up  
with a winner with their Ladies  
who Shoot their Lunch 2009 
Shiraz. The vines are on typically  
sandy clay loam and are irrigated, 
with the majority of fruit coming 
from a blend of two vineyards. 
Using mechanical harvesting 
the grapes for this wine yielded 
seven tonnes to the hectare and 

By GrEG BONdAr

When size (and 
shape) matters

it was fermented in sweep-arm 
fermenters, which tend to give 
stronger fruit perfume and tannins 
with more “grip”.

While new French oak puncheons 
and older (mostly French) oak 
hogsheads and puncheons are 
mostly used, it is interesting to 
note that about one-third of the 
wine is matured in 140-year-old, 
5000 litre English oak casks.  
The Shiraz is accentuated by  

a small component of co-fermented 
Viognier. 

Showing deep colour and a 
youthful purple at the rim, the 
nose is typically perfumed and 
very aromatic reminiscent of red 
fruits and pepper. The palate is 
full bodied with good length and 
grainy tannins, but shows great 
complexity with a pleasant 14 per 
cent alcohol/volume. Cellar for 
between two and five years.

Nothing ruins a great wine drinking 
experience more than a poorly 
chosen wine glass. 

There is no doubt that glassware 
can, and does, have an effect on the 
taste of wine. Claus Riedel was the 
first person to design wine glasses 
according to the character of the 
wine served in them. The shape 
and size of the bowl will impact on 
the nose, the flow and ultimately 
the taste and texture of the wine. 
It is for this reason that different 
shapes are fine-tuned to enhance 
the characteristics of different grape 
varieties. Glasses with larger bowls, 
for instance, allow the wine’s surface 
to breathe more oxygen and realise 
to its full flavour potential, so such 
glasses are ideal for red wines, 
whereas white wines prefer a mid-
sized glass. Flutes are the best option 
for champagne. 

As a restaurateur, it is important 
to serve wine in a selection of 
glassware that will enhance the 
dining experience. Lead crystal 
guarantees brilliance, glare, 
resonance and purity and as the 
material is porous it allows the 
wine to breathe. Frosted, coloured 
or worse, metal glasses, are to be 
avoided at any cost. The best guide 
is to keep it simple, so look for 
glasses that are free of decorations, 
as this allows the alcohol to show 

off its colour and brilliance; made of 
relatively thin glass to avoid altering 
the bouquet, and in a shape that 
suits the wine’s traits.

As there are many types of wine 
glasses the best bet is ensure that 
the wine glass holds an average of 
35cl and has a bowl that allows 
for a circular movement to aerate 
and reveal the subtlety of the 
bouquet, without being too wide, 
to allow some blending of the 
flavours or spillage.

Finally, every restaurateur should 
have a number of decanters on 
hand. There are two main reasons 
to decant a wine. In an old wine, 
particularly red, wine must be 

separated from any sediment 
that has formed at the bottom 
of the bottle over the years. In 
a younger wine exposing the 
wine to oxygen ripens its tannins 
(which give texture, colour and 
some taste to the wine).

Ideally, and if possible, place the 
bottle in an upright position at 
least 24 hours prior to serving 
and decanting. This will allow 
the sediment to settle at the 
bottom of the bottle. If decanting 
is not possible, take care when 
pouring the wine into glasses to 
avoid mixing any sediment with 
the wine. OH

Cork 
screw 
know-how
There are dozens of styles 
of corkscrews out there, 
but experience shows there 
are two corkscrews every 
restaurant must have on 
hand, the waiter’s friend and 
the two-pronged style often 
referred to as an Ah-So. 

The waiter’s friend is ideal for 
everyday use as it has a two-
pronged action lever making 
the extraction of cork that much 
easier and preventing breaking 
the cork half-way up the bottle 
(heaven forbid). 

Should that occur, or if the cork 
is difficult to extract, then we 
have the magical Ah-So, which 
is a two-pronged opener used to 
break the seal between the bottle 
and cork, making the extraction 
process easy and leaving the 
cork undamaged. 

OriGiNS Of...

Hamburgers are enjoying a renaissance at the moment, 
finding a place on even high-end menus, however their 
history is more humble, discovers Megan Kessler. 
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SUStAiNABility

Glenn Austin
www.xtremechef.com.au

cONSUltANt cHEf

An old tip-turned-recycling depot in the outer 
Melbourne suburb of Dandenong seems an 

unlikely place for some of Australia’s best chefs and 
restaurateurs to find inspiration. 

Yet Vue de Monde’s Shannon Bennett and  
eco-entrepreneur Joost Bakker, the man behind 
Greenhouse restaurant in Perth and the pop-up 
Greenhouse restaurants in Sydney and Melbourne, 
have done just that at the Waste Converters 
Recycling Depot in Dandenong. 

one man’s trash...
Proving the point that everything old can be new again, restaurateurs 
and designers are finding inspiration – and materials – for  
restaurant fit-outs in the waste other companies create. 

Advocates of sustainable restaurant design, both 
Bennett and Bakker have incorporated recycled 
products including wood from broken down 
packing cases, plastic pallets and old banners into 
their restaurant fit-outs. 

The Greenhouse restaurants in particular were 
built using only recycled and sustainable 
materials. The Perth restaurant is built around 
a recyclable steel frame, using straw bales as 
insulation in the walls, and plywood and recycled 
plastics as cladding for the walls. Furniture is 
made from old road signs, fencing wire, recycled 
car tires and wooden pallets. 

A key consideration for Bakker when 
constructing the restaurant was to minimise its 
ecological footprint through careful sourcing 
of materials, their lifecycle, and the building's 
operation and maintenance. 

“The interior fit out was built from broken down 
timber boxes and packing crates, much of it 
salvaged from Waste Converters,” says Bakker 
of Greenhouse. “We have used Kenworth truck 
engine pallets for tables and chairs, Ford banners 
for furniture upholstery and plastic pallets and 
plywood for floor detailing.

“Even our platters are made from recycled baking 
trays from Cadbury’s, and plywood salvaged from 
Viridian Glass was used by [artist] David Bromley 
as a canvas for a large painting behind the bar.” 

Amongst the repurposed items to be found at Vue 
de Monde are the platters used to serve dessert 
tasting plates, made from a hardwood timber 
formerly used in a walkway from the Viridian 
Glass Factory in Dandenong. Seating shells used 
in the main dining chairs are moulded from 
reconstituted and recycled plastics sourced from 
waste such as old telephones and computers; 
furniture in the Lui Bar has been bought second-

hand and re-upholstered, and second-hand cutlery 
has been sourced and chrome plated for use in the 
bar, and for functions.  

“Waste Converters has been supplying me with 
all manner of recycled items for many years to use 
in my restaurant Vue de Monde and also in the fit 
out of some of my other venues,” says Bennett.

The driving force behind the recycling program 
at Waste Converters is managing director Ward 
Petherbridge. For more than 15 years Petheridge 
has been recycling timber, garden, construction 
and demolition waste collected from companies 
ranging from GM Holden and IVECO trucks to 
Aldi Food Stores. 

According to Petheridge, one of the main materials 
recycled at the depot is industrial pallets and 
other timber packaging, which would otherwise 
end up in landfill sites or be pulverised into low-
grade mulch. IVECO Trucks, for example, imports 
hundreds of engines which arrive on large pallets 
made of exotic hardwoods, from America and 
Europe every year. 

“I thought it was a travesty that these valuable 
timbers were ending up in landfill or being 
mulched,” said Petherbridge. “It became a bit of 
a mission to find artists and designers to create 
products from this un-tapped resource.” 

Furniture designer Mark Tuckey is just one of the 
artisans who source materials from Waste Converters. 

“These recycled materials are an important part 
of our product range,” he says. “The real benefit 
is that the materials are re-worked at the site into 
a state which allows us to easily use them. They 
remove the nails and machine them ready for use.” 

In this instance at least it seems that one man’s 
trash really is another man’s treasure.
● www.wasteconverters.com.au OH

Wake up call 
for sydney 
I can hear the screams of anger 
already but it has to be said – who 
in the name of God legislated 
against vegetables in Sydney 
restaurants and added a healthy 
dose of attitude to the floor? 
Sydney, get over yourself and visit 
Melbourne for a refresher course 
on food and service.

Now I am not condemning them 
but I am wondering if John 
Lanzafame and Andy North are the 
only guys with their finger on the 
pulse up there? 

Over the week of the recent Fine 
Food Australia show in Sydney  
I ate in three “named” restaurants 
– one had three hats; the other 
two had two – as well as attended 
two functions. 

At the restaurants, the average price 
of a plate of food (main course) 
was $58 and the starters where 
about $37. When paying that sort 
of money I expect the service to be 
at least polite and definitely not 
condescending. In this instance one 
of the people dining with me asked 
a question regarding a particular 
“tartare” starter on the menu. 
I suggested he quiz the waiter. 
When he asked what tartare was, 
the waiter explained that the dish 
was made from raw meat with the 
addition of a raw egg. My friend 
then asked if it was possible to cook 
the dish. Given that this guy is an 
executive in the mining industry 
– highly intelligent but someone 
who rarely eats in those sorts of 
restaurants – I can understand and 
appreciate his question. 

The answer was what amazed 
me: “would sir prefer to order 
a burger?”. You know what, if I 
was not so well-mannered and 
tolerant I would have ripped this 
guy a new throat for being so rude. 
Instead I was totally speechless 
and that is a first for me. The 
whole power play with menu 
terminology is just not acceptable.

The main meals on all occasions 
came out with basically no 
vegetable component. On a plate 
with approximately 180 grams 
of protein (most of which were 
secondary cuts that were quite 
heavy), the assumption of having 

at least some root vegetables is not 
a lot to ask. Heaven forbid should 
we chefs clean a carrot, steam 
some greens or introduce a random 
pea to the plate… 

Now even though I am trying to 
introduce a little humor into this 
article I do find it quite disgraceful 
that this is what is being inflicted 
on the public. And I’m not alone 
in thinking this. Of the 20 to 30 
people I surveyed about this issue, 
all agreed with me 100 per cent, 
but just accepted that that’s the 
way it has to be; that it is the “new 
way of dining”. 

Well, my friends, let me tell you it 
is not. Head down to Melbourne 
and eat in any mid-range restaurant 
and see the difference. The week 
before the Sydney event I ate lunch 
with Tim Collett and his wife in 
Melbourne. I ordered the slow 
cooked lamb shoulder and that was 
it. Both Tim and my wife asked if I 
going to order anything with it and I 
replied that it would no doubt come 
with something. True to form it 
arrived with a beautiful iceberg salad. 

If you're looking for a great meal 
try The Stokehouse at St Kilda, 
Movida in the city, or if you’re 
looking for some good comfort 
food, a cold beer and brilliant 
service, visit Brother Bill at Rocc’s 
Bar & Restauarant on Jolimont 
Street in East Melbourne. You 
won’t be let down. OH

Perth's Greenhouse 
restaurant uses recycled 

materials including 
fencing wire fashioned 

into lightshades.

The interior of 
Vue de Monde 
in Melbourne.
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SEAfOOd

Home-grown versus imported
Imported farmed seafood is increasingly Australia's mainstay. Here, Carli Ratcliff investigates the 
aquaculture industry at home and abroad, and what it means for menus.

Prawns and Barramundi come 
to mind as quintessential 

“Australian” seafood products; 
however they are increasingly 
being farmed overseas. So too is 
seafood we’ve only recently become 
aware of, such as Basa, which have 
opened up whole new areas of 
the market. In fact, experts say 70 
per cent of the seafood consumed 
in Australia is produced via 
aquaculture and imported. Much 
of this is sold as “every day” 
seafood, while Australian farmed 
seafood is gaining a hold as a 
luxury ingredient. 

Researcher and consultant to the 
seafood industry Nick Ruello says 
imports, despite the logistical cost, 
often provide greater financial 
opportunities to retailers than 
local product. 

“Basically, imports like Basa 
fillets give the local fish shop the 
opportunity for a good percentage 
mark up,” he says. “Plus, they are 
low risk waste-wise – if the fish 
has to be thrown away at the end 
of the day it is at a very low  
cost to the shop owner. 

“From a health perspective  
it’s giving people, who  
otherwise wouldn’t, the  
opportunity to eat fish,” says  
Ruello. “Here is a fish that  
is sometimes $3.68  
a kilogram; it can’t  
be ignored.”

Seafood consultant John Susman of  
Fisheads, agrees. 

“The sale of Basa in this country 
has seen a whole new generation 
of people begin to eat seafood,” 
he says. “I’m quite sure that the 
market that is eating Basa regularly 
wouldn’t be buying fish otherwise.” 

Basa, produced mostly in Vietnam, 
is sold via wholesalers to local 
fishmongers, fish and chip shops, 
restaurants and clubs. It has taken 
the place of flake (shark) and 
flathead as the standard battered fish 
on menus across the country. Both 
Ruello and Susman say the sale of 
imported Basa is not taking business 
away from the local market.

“It is a fish that is going into a 
market sector that has no local 
competitor,” says Ruello. “The 
cheapest Australian-produced fillet 
you can buy is generally around 
$20 a kilo.”

Prawn production, once a significant 
industry in Australia’s coastal towns, 
has also largely moved off-shore, 
with Vannamei and Black Tiger 
prawns being grown in Thailand, 
Vietnam and China. 

Australians, on average, eat prawns 
just 1.3 times per year. Most of 
that consumption happens over a 
two-week period at Christmas. In 
2008/09 Australia produced 9,572 
tonnes of (whole head weight) 
prawns. In the same year 24,000 
tonnes (some of it prawn meat, 
some whole prawns) were imported 
by Australia, accounting for $943 
million in prawn sales.

Norman Grant, chief executive of 
Seafood Importers Association of 
Australia, believes that imports are 
crucial to the local market. 

“We are not growing aquaculture in 
Australia anywhere near the rate we 
should be and many of our natural 
resources are at unsustainable 
levels,” he says. 

Aquaculture practices, as exhibited 
in countries including Thailand, are 

the best way forward for a sustainable 
industry, according to Grant.

Andrew Boyd, from wholesaler 
Martins Seafood and Fine Fish, agrees.

“Aquaculture can’t be ignored,” 
he says. “In any serious discussion 
about sustainability aquaculture 
has to be a key consideration. It is 
one of the ways we can take the 
pressure off the oceans and help 
maintain natural fish stocks.”

John Susman thinks we have relied 
on the sea for far too long. 

“We have taken wild-caught 
seafood for granted,” he says. “We 
need to appreciate it for what it is, 
a really special product. When we 
look at the industry in Australia 
we need to consider that we are 
talking about first world fisherman, 
with first world lives. Their jobs 
and modes of practice are highly 
regulated, and at the same time, 
their catches are best in class, best 
in practice and best in quality.

“We are happy to pay top dollar for 
Iberico ham from Spain or French 
cheese, yet we question the price 
of a piece of fish that comes from 
nature and that has kept a fisherman 
at sea for three days.”

But what of Australian 
aquaculturalists? How does the 
volume of imports affect them? 
Yabby farmers on the mid north 
coast of New South Wales cite 
cheap, imported shellfish as one 
of the main reasons the yabby 
industry has not developed. They 
believe that imported shellfish 
detracts attention away from more 

expensive, locally grown, 
similar sized crustaceans 

such as yabbies. 

However oyster farmer 
Giles Fisher, of 
Freycinet Marine Farm 
on Tasmania’s east 
coast, says infrastructure 

and the cost of labour 
are key issues. 

“It takes two years to grow 
an oyster, and in Tasmania we 

produce just four million dozen 
oysters per year,” he explains. 
“We have higher labour costs than 

most of the countries producing 
aquaculture as well as incredibly 
strict infrastructure requirements 
and permits which are prohibitive 
to many people taking up 
aquaculture as a profession.”

Ruello says the situation is similar 
for prospective fish farmers in 
Queensland. 

“It is very difficult to get approval 
to do aquaculture in this country,” 
he says. “There has been no new 
development in prawn farming in 
Queensland in the past five years; 
there are just too many hurdles.”

It’s no surprise to Susman. “We have 
a surprisingly limited aquaculture 
system,” he says. “There is one 
prawn farm in Thailand that 
produces more prawns per annum 
than we produce across all forms 
of aquaculture. We are ranked 
number 99 or 100 in terms of 
production worldwide. 

“I believe imports are necessary, and 
a very important part of the make 
up of seafood in this country. I am 
all for a $10 laksa, which invariably 
will be made with farm-produced, 
imported prawns, but I also want to 
be able to buy Spencer Gulf prawns 

for a dinner party. They are two very 
different products.”

The specialist sector is small but 
emerging, adds Susman. 

“There is a small but growing 
artisanal band of seafood growers, 
who are raising indigenous, regional 
seafood,” he says. 

A number of Australian 
aquaculturalists have managed 
to differentiate themselves with 
success. Most notably, Petuna 
Ocean Trout from Tasmania. 
Petuna’s fish has long been a 
key ingredient of chef Tetsuya 
Wakuda’s signature dishes at 
Tetsuya’s in Sydney and Waku Ghin 
in Singapore, as well as gracing 
the menus of hatted restaurants 
across the country. Likewise, 
aquaculturalist Andrew Caroll’s 
Palmers Island Mulloway (jewfish). 
The fish has gained a foothold in 
the local white fish market with 
chefs including Justin North of 
Becasse lauding it’s clean flavour 
and superior texture.

Markus Gerlich, managing 
director of New Zealand’s Regal 
Salmon believes that interest in 
the specialty sector is growing in 

imports as well, as evidenced by 

the popularity of the New Zealand 

King Salmon that he sells across 

Australia. Gerlich supplies salmon 

to chefs including Colin Fassnidge 

of The Four In Hand in Sydney; 

Alex Herbert at Bird Cow Fish in 

Surry Hills, and Giovanni Pilu of 

Pilu in Freshwater.

“The King Salmon that we grow 
in New Zealand is a different 
species to Tasmanian salmon,” 
says Gerlich. “Chefs tell me they 
appreciate its different taste and 
texture. It has a higher moisture 
content, double the omega 3s 
and isn’t available through major 
retailers. It’s grown, and marketed, 
as a premium, luxe product, which 

Superior Quality | FreSh Chilled | auStralian Made

Just in time for seafood season, Birch & Waite’s fresh-chilled 
aioli Garlic Mayonnaise is now available in convenient 10kg buckets. 

For more information visit www.birchandwaite.com.au
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It passes 
every test

In Thailand, they have been farming prawns for over 100 years, 
so they know a thing or two about quality. 

And as the world’s biggest exporter, they know how to deliver 
that quality to you – every time.

Flavour and Quality you can trust – at a price you can afford

For more information, go to our website at 
www.thailandexportquality.com.au
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It’s that time 
of the year 
again when 
fishing boats 
venture into the 
pristine waters 
of the Southern 
Ocean for the start  
of the fishing season 
for the prized 
southern rock lobster. 

The species is found 
mostly in the cool 
waters off Tasmania, 
South Australia and New 
Zealand, with Victoria and 
Western Australia also having very 
small industries.  Last year, the 
total production of this species 
worldwide was only about 5,700 
tonnes with Australia producing 
about 3,000 tonnes. 

“It is truly a unique species, 
and a unique fishery,” says Ross 
Hodge, chief executive officer of 
Southern Rocklobster Limited 
(SRL), the body that co-ordinates 
research and development of the 
Australian industry. 

The green credentials of Atherton 
Tablelands barramundi producers 
Barramundi Gardens have been 
confirmed by the Australian 
Prawn and Barramundi 
Farmer’s Association, which 
recently awarded the family-run 
aquaculture operation the 2011 
Award for Sustainable Farming at 
their annual awards night.

According to Australian 
Barramundi Farmers Association 
(ABFA) president Marty Phillips, 
environmental credentials and 
demonstrated sustainability are 
an increasingly important part of 
delivering farmed seafood.

Sustainability  award for Barramundi farm
“Not only must the barramundi 
taste fantastic, that is a given, but 
these days industry also needs to 
demonstrate that it is produced in an 
environmentally responsible manner,” 
Mr Phillips says. “Barramundi 
Gardens ticks all the right boxes.” 

A freshwater farm situated close to 
world heritage-listed rainforests, 
Barramundi Gardens sell their 
barramundi to leading restaurants in 
the Cairns and Port Douglas area, as 
well as produce Barramundi Spring 
Rolls, which are sold nationally. 

It is their sustainability practices 
however, which set the business 
apart from their competitors. 

“This farm has total recirculation 
of pond water,” says Philips. 
“There is no discharge of nutrients 
into the environment.

“And perhaps uniquely in this 
industry, they also use timber 
harvested on their property for 
industrial water heating.”

Barramundi Gardens is also a 
participant in the ABFA testing 
program, which tests fish against 
the world’s toughest standards 
for residue, those imposed by the 
European Union. 

“Fish from Barramundi Gardens 
always pass this tough standard,” 
Philips says.

taste and finer texture.”   

As there is no aquaculture industry 
for southern rock lobsters supply is 
entirely dependent on harvesting from 
the wild, which means it’s vital that 
wild stock is protected to make sure 
harvesting does not impact on the 
future sustainability of the fishery. 

The industry is carefully and 

conservatively managed within each 
state through a partnership approach 
where industry and Government 
regulators and researchers share 
information and experiences, and 
agree on the management measures 
that are needed. These include 
strict annual catch quotas which 
can vary each year depending on 
the abundance of rock lobsters, and 
prohibition of fishing in periods 
when the rock lobsters are spawning. 

“It is the industry that pays for the full 
costs of management and research,” 
explains Gary Morgan, chairman of  
SRL and a previous director of 
fisheries in South Australia. “We 
all know that it is sustainable 
management that is the heart of the 
industry’s long term future”.

The industry also has to meet 
environmental sustainability 
requirements imposed by Federal 
Government authorities before 
rock lobsters can be exported from 
Australia. These include having 
fishing practices that are designed to 
have minimum impact on the marine 
environment and marine biodiversity. 
For example, lobster pots need to 
be fitted with escape gaps to allow 

undersize rock lobsters to escape, so 
that the stress of being hauled to the 
surface and then released back into 
the water is avoided.

This focus on sustainable 
management has paid dividends, with 
the industry widely regarded as a 
world leader in fishery management. 

“About 80 per cent of Australia’s 
annual production of southern rock 
lobster is exported and the demand 
is growing as high-end consumers 
respond not only to the unique 
quality of the product but also to 
its environmentally sustainable 
credentials,” says Hodge.

As well as the focus on sustainability, 
the industry is also committed to 
quality, implementing a “Clean Green” 
program, an independently audited 
product standard that covers all stages 
in the supply chain from catching 
and handling on vessels, through 
processing and distribution to the 
food services industry and end user. 

“There is no point in producing 
rock lobsters on a sustainable basis 
if the quality of the product does 
not meet the same high standards,” 
says Morgan. OH

further differentiates us.”

Maintaining the quality of the fish, 
from the farm to the plate, is not a 
problem says Gerlich. 

“Because the species has double 
the oil of other salmon, it freezes 
very well,” he explains. “People 
don’t believe that frozen can be 
better but fish that is frozen onsite, 
straight out of the water is the 
freshest you will ever get it, unless 
you are eating it on the farm.”

“We have to get over this notion 
that freezing seafood means 
compromising seafood,” agrees 
Susman. “Just as peas, frozen as 
soon as they are picked, maintain 
exceptional quality, so does 
seafood. The most delicious prawn 
in the world, in my opinion, 
the Spencer Gulf prawn, is snap 
frozen straight away.” 

Grant says prawns farmed in 
Thailand are similarly processed. 

“A farmed prawn snap frozen 
onsite will maintain its quality,” 
he says. “Fresh prawns are great 
when you are eating them from 
a bucket in Foster, but not when 
they’ve been trucked from Cairns 
for four days.”

Certifi ed Sustainable Wild Harvest from 
the Cool Pristine Waters of Southern Australia

If Rock Lobster is on your Menu for the Festive Season, 
visit our website www.southernrocklobster.com for 
a full list of suppliers.

“Southern rock lobsters have been 
fished in Australia and New Zealand 
for over 150 years, making the fishery 
one of the oldest in both countries. 

“The cool southern ocean waters 
results in slow growth rates for these 
southern rock lobsters, unlike its 
tropical cousins which grow much 
more rapidly,” he says. “This slow 
growth concentrates the natural 
flavours and results in a sweeter 

seasonal sensations
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Make High Country premium grain fed pork your choice.

Straight from the Country
Food service is all about 
quality produce. That’s why 
High Country Pork comes 
straight from our farms in 
northern Victoria and the 
southern Riverina.

Our carefully managed herd 
is raised on a diet of high 
quality Australian grain, 
much of it also locally grown. 
Our herd combines the best 
of the duroc, landrace and large white breeds 
and is raised in large breezy shelters where they 
forage freely in straw and socialise naturally.

With all of our own facilities onsite, High 
Country Pork is gently tenderised and then 

Top Cut Foods – Melbourne 03 8371 5446
Top Cut Foods – Sydney 02 8594 2333

Call today to place your order

vacuum sealed within 24 
hours of leaving the farm. 
That’s why our pork is so 
moist and delicious – even 
when meals have to be held.

High Country Pork offers a 
full range of cuts to chef ’s 
specifications. That means 
fantastic options for every 
menu and cooking style. 
Chefs love High Country’s 

easy preparation and excellent value, diners just 
love the beautifully tender and delicious Pork.

Serving High Country Pork means 
confidence. Your diners will always get the 
delicious taste you intended – guaranteed.

0325 0711

Top Cut Foods – Adelaide 08 8245 8099
Top Cut Foods – Newcastle 02 4964 7777
Top Cut Foods – Queensland 07 5568 8800 PORK

Celebrating charcuterie
The popularity of shared platters amongst diners is seeing an increase of interest in artisanal 
charcuterie products, made using traditional recipes and Australian produce.

Australian Pork’s PorkStar team recently 
celebrated the growing popularity of artisanal 

Australian charcuterie on menus, showcasing top 
quality local charcuterie – or salumi – in a series of 
“pop up” events in Sydney, Melbourne and Perth, 
hosted in conjunction with Western Australian 
food and travel magazine Cravings.

While the PorkStar program recognises chefs that 
have demonstrated culinary creativity with fresh 
pork, the pop up events were an opportunity 
to engage with chefs about how they see the 
inclusion of Australian-grown charcuterie as 
on-trend, as well as in-line with a broader food 
philosophy that prioritises freshness, provenance 
and nose-to-tail eating. 

While all fresh pork is Australian by law, between 
70 and 80 per cent of smallgoods, ham and bacon 
sold in this country is currently manufactured 
using imported pig meat.

The PorkStar events included an evening at 
Sydney small bar Grasshopper, which saw some 
of the Emerald City’s top chefs enjoy salumi from 
Montecatini Smallgoods, as well as pork mince 
and hock canapés prepared by the Grasshopper 
team; a Melbourne event at The Commoner, where 
chefs enjoyed charcuterie provided by Fabbris 
Smallgoods, and a special in-house showcase at 
the Princi Smallgoods’ warehouse in Perth. 

Sydney-chef Danny Russo, who specialises in 
modern Italian cuisine and has recently had 
a hand in designing the menus at White Hart 
in Neutral Bay, Jet Bar Caffe in the CBD and 
Blue Martini in Drummoyne, believes that the 
newfound visibility of charcuterie on menus is 
due to a variety of factors – the most important 
being the growing availability 
of products that are 
handcrafted using 
traditional European 
methods, but 
with the quality 
assurance of  
using only 

locally-grown pork. 

While much of the charcuterie Russo uses, such as 
the nduja from Quattro Stelle and the prosciutto 
from Pino’s Dolce Vita, is sourced from New South 
Wales providores, he joins other prominent chefs 
such as Nino Zoccali from Pendolino restaurant 
and La Rosa Bar & Pizza in Sydney’s CBD, and 
Adrian Richardson from La Luna Bistro in 
Carlton North, in making at least some of his own 
charcuterie products. 

At La Rosa Bar & Pizza, Zoccali supplements 
traditional stone-baked Southern Italian-style pizza 
with a range of house-made, cured charcuterie. 
Amongst the varities on offer are Salsicce “Mignon” 
di Cinghiale,  cured sausages made with wild 
boar and black pepper; Salsicce Montenuovo 
Calabrese, finely ground cured pork sausage made 
from Sangiovese, capsicum puree and Calabrian 
spices, and Pancetta del Rinascimento, renaissance 
pancetta made with mountain herbs, black pepper 
and coriander seeds.

“I want people who come to eat here to feel 
like they’re in Italy, so that artisanal element is 
important,” says Zoccali.

Richardson, author of Meat and host of the Lifestyle 
Food channel’s Secret Meat Business, makes his 
own charcuterie as part of a larger commitment to 
nose-to-tail eating. Keeping production in-house 
also gives him greater control over the finished 
product. According to Richardson, the dish that 
best encapsulates what he’s trying to do at La Luna 
Bistro is the cured meat plate. 

“We don’t buy anything in,” he says. 
“We make all our own  
salami, pancetta,  

prosciutto, lardo and bressola.”

Offering an alternative to Italian charcuterie, 
La Boqueria is a new range of smallgoods made 
using traditional Spanish recipes and spices and 
premium Australian produce. 

Launched to foodservice at an event in Sydney 
last month, the range is the brainchild of 
Spanish produce importer and proud Catalan, 
Emile Gomez, who has spent the last two years 
testing traditional recipes collected from artisan 
producers and family connections (because in 
Spain, it’s always who you know), to come up 
with a line of 19 varieties of smallgoods. 
The range includes specialities from each 
region of Spain including Andaluzian Morcilla, 
Mallorcan Sobrassada and Papada de Cerdo 
(pork jowl), as well as Chorizo and Longaniza 
(cured salami).

“On one of my trips back to Spain, I spent time 
with a supplier whose family have been making 
traditional smallgoods for almost 100 years,” says 
Gomez. “When I came back, I was consumed with 
trying to replicate that kind of quality and flavour 
using fresh Australian ingredients alongside the 
paprika we bring back. 

“I wanted to be able to present that kind of passion 
and authenticity in a well-rounded collection of 
Spanish smallgoods.” 

Whatever the regional derivation, with 
consumer interest in shared and tapas-style 
plates showing no sign of abating, this is one 
trend that may well be worth embracing. 

“A salumi plate is all about sharing and making 
everyone at the table feel welcome,” 

sums up Russo. “It’s something 
the Italians do well, as do we 

Australians.” OH
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Products from  
the La Boqueria 
range of smallgoods. 
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dESSErtS

sweet satisfaction
Savoury ingredients,  
made-over classics and 
ethnic-inspired dishes are 
just some of the top trends in 
desserts, discovers Sue Wallace.

Don’t be surprised to see carrot 
ice-cream and rye crumble, or 

bacon and basil chocolate mousse 
gracing the dessertspoons of some 
of Australia’s best restaurants in the 
coming months.

They are some of the latest trends 
Peter Gilmore, executive chef of 
Sydney’s much-awarded Quay 
restaurant, sees emerging as sweet 
finales of great dinners.

“Some pastry chefs are enjoying 
playing around with savoury 
ingredients and producing desserts 
such as carrot ice-cream and rye 
crumble,” says the chef, who last 
year wowed MasterChef devotees 
with his spectacular dessert, a 
Guava and Custard Apple Snow Egg. 
Gilmore says he’s still amazed at the 
reaction to his television creation.

“The demand for the Snow Egg 
at Quay was phenomenal, it took 
us by surprise – 80 per cent of 
diners ordered it,” he says. “People 
wanted to book a table at Quay just 
to have it.”

Joanne Ward, head pastry  
chef at Melbourne’s Sofitel on 
Collins’ No 35 restaurant, says 
she’s also noticed savoury elements 
appearing in more desserts. 

“For example salt, smoke and 
vegetables that are typically savoury 
are being turned into something of 
the sweet nature,” she says. “You 
will find carrot, coriander, basil, 
beetroot and even bacon becoming 
popular in desserts. They add a 
salty element to the dish, which is a 
contrast to the sweetness.” 

Ward believes the most 
important aspect 

of a dessert is 
presentation.

“You eat with 
your eyes 
first,” she says. 
“Desserts really 
should have 
a wow-factor 

and interactive 
elements also add 

to the wow. Dessert 
is the last dish of the 

evening and it should be 
memorable or it can ruin the 

whole dining experience.”

One of her most popular sweet 
temptations is lemon meringue pie, 
done with a twist.

“It is a small cylinder of lemon 
custard, lemon ice cream on top of 
sable crumb, lemon fizzy meringue, 
with tortellini filled with lemon 
curd and white chocolate, and 
beetroot jelly,” Ward says.

Continuity of tastes is also 
important when it comes to 
desserts according to Jean-Michel 
Raynaud, head patissier of 
Sydney’s Baroque Bistro. He believes 
desserts should complement the 

palette of previous courses.

“No course should be disconnected 
flavour-wise from the preceding 
one,” he says. “For instance, if 
you have an Asian-themed dinner, 
the dessert must, in my opinion, 
have Asian undertones as well as a 
similar plating style. The culture-
specific dessert, such as halva or 
oriental sweets being fused into 
more traditional desserts is also 
opening up a whole new word  
of possibilities.”

Raynaud’s signature dessert is his 
Valrhona Guanaja that features a 70 
per cent namelaka cigar, chocolate 
salad, and preserved cherry, 
raspberry and tonka bean ice cream. 
He has also noticed a trend towards 
less-structured dishes.

“By that I mean more organic 
desserts with no single focal point, 
and the introduction of micro herbs 
to highlight not only colour but as 
a mean of bringing a strong taste 
without introducing another textural 
layer,” he says.

Classic desserts will however 
always remain popular, according 
to Raynaud, who is known for his 
vanilla crème brulee, served with 
chocolate crumble and pistachio ice 
cream. He says over the past decade, 
even in France, chefs have being 
modernising old classics such as the 
eclair, Bombe Alaska, apple tart and 
of course, macarons. 

“Peter Robertson, our Bistro chef 
has played with our crème brulee 
by poaching it in a tubular shape, 
serving it on a yuzu granita and 
flambéing the whole dessert with  
a Sake gel,” he says.

Gilmore’s latest dessert is a Ewe’s 
milk ice-cream, caramel, roasted 
walnuts, prune, Pedro Ximénez, 
chocolate bark, pulled toffee and 
vanilla milk skin. 

He says the secret to creating a 
good dessert is simple – it has to be 
delicious and look impressive. But, 
according to Gilmore, the dessert 
course is not always given the 
recognition it should receive.

“Dessert is such an important course 
– it’s a diner’s last impression and if 
restaurants and cafes want to ‘stand 
out’ from their competitors with 
their dessert offerings they have to 
create something special that 
lingers,” he says.

It seems few say 
no to desserts 
at Quay, 
which are 
included in 
the four-
course 
menu.

“In our 
restaurant 
people come  
for a big night 
out and tend 
to splurge,” says 
Gilmore.

Also big news on the dessert front is 
the return of the classics – “with a 
new twist”.

“It’s a big trend in restaurants to take 
a classic dessert and deconstruct 
it into its individual elements and 
present it in a new fashion,” says 
Gilmore. “Let’s face it, food is always 
fashionable and trends come and go.”

Gilmore believes good chefs can 
turn their hand at everything 
including desserts.

“It really depends on the expertise 
of the chef,” he says. “I like a 
seamless experience for my diners 
with one clear vision.”

Peter Gilmore’s 
famous Snow Egg. 

Middle: Another 
creation from Quay.

Different textures and  
flavours give this  

chocolate dessert from  
No 35 restaurant  

wow-factor.
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taste the difference
To view our full range of products visit www.kikkoman.com.au
Or, contact Gary Ward, Kikkoman Australia on 02 9923 2533 Email gary.ward@kikkoman.com.au 

Well actually, we’re not.  Because of the 265 
flavour components in our naturally brewed 
soy sauce, (two of which are caramel and 
hazelnut), these act to combine with the 
chocolate to add a richer, deeper more 
chocolate-y flavour.   And the salt in our soy 
sauce reduces the sweetness a touch, allowing 
the full chocolate flavour to come through.

But be careful!  Don’t use just any soy sauce.  
Most are chemically made and taste like it. 
It must be our naturally 
brewed soy sauce.  

Go on! Try it. 
You’ll really 

taste the 
difference.
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IN CHOCOLATE 
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Simped’s
All product processed and  
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HACCP criteria

•  Frozen Berries, Tropical &  
 Deciduous Fruits

•  Fruit Purees

•  Fruit Mixes (incl. Fruit Salad)

•  Fruit Fillings

•  Salads and prepared Fruit and  
 Vegetables (NSW only)

•  Frozen Specialty Vegetables  
 including Asparagus, Okra,  
 Snow Peas

•  Fruit Concentrates

The widest range available with 
processing facilities to value add 
your business

www.simpedfoods.com.auMango Coulis.

IQF Broad Beans.

The French-born chef lists his most 
spectacular dessert as Sichuan 
pineapple, served with coconut 
sorbet coriander and elderflower 
vinaigrette and frozen coconut foam. 

“A bit of liquid nitrogen always  
looks spectacular… in moderation,” 
he says.

While cupcakes may be losing 
their appeal, it seems macarons are 
still on the most wanted list when 
it comes to sweet treats. Raynaud 
flavours his macarons to reflect the 
mood of the season. He also leads 
macaron masterclasses, passing on 
his culinary secrets.

“Macarons are popular because they 
can be filled with ganaches, butter 
cream, compotes, mousses and lots 
of colour,” Raynaud says.

He says desserts are a very important 
part of a successful restaurant.

“Restaurants and cafes seldom think 
of desserts as an integral part of a 
diner’s experience and many hotels 
and restaurants do not have a trained 
patissier, so desserts tend to be an 
afterthought and are never made 
by a qualified pastry chef,” he says. 
“The dessert is the last dish from 
your dinner or lunch and can easily 

damage any good impressions one 
might have had from the previous 
dishes. The main role of dessert is to 
be uplifting.”

Sicilian pastry chef Paolo Zanotti 
of Sydney’s Caffe Sicilia has seen 
a change in portion-size and 
an increase in the popularity of 
tasting plates featuring several 
small desserts.

Zanotti got his first break when 
he worked under Palermo’s most 
famous pastry chef Galati Pietro of 
the renowned patisserie Pasticceria 
Montecarlo. He moved from Sicily 
to take the job at Caffe Sicilia and 
already has a reputation for his 
traditional cassata Siciliana and 
cannoli di ricotta.

“We are changing the standard 
portion sizes and giving customers 
the opportunity to sample the large 
variety we have,” he says. “Some of 
the smaller pastries we are serving 
are the small cannoli, cassata 
siciliana, baba and cassata al forno.”

As for tampering with his classic 
Sicilian desserts, Zanotti says he 
wouldn’t contemplate it – the 
centuries old recipes are perfect just 
as they are.

Cake
300g dark brown sugar
2 vanilla pods
100g butter
8 eggs
100g plain flour
Pinch of salt
700g dark couveture chocolate, melted

Poached pears
4 pears, peeled and cored
1 bottle of Shiraz 
1kg caster sugar
1 orange rind
1 vanilla pod
½ cinnamon stick

Macadamia praline
200g macadamia nuts, chopped 
300g caster sugar
100g water

Nut brittle ice cream
500g sugar
100g butter
1800ml milk
1200ml thickened cream
36 egg yolks
400g treacle
Additional 100ml cream 

To make the cake, pre-heat oven 
to 220°C. Beat the sugar and butter 
together in a bowl. Scrape vanilla 
seeds from pod and fold into 
sugar and butter mixture. Add 5 
eggs gradually, then the flour and 
finish with remaining eggs, beating 
continually. Add the salt and 
melted chocolate and stir through 
till mixed through.

Oil 12 small circular cake moulds 

(7cm diameter and 4.5cm high). 
Pour mixture into moulds and place 
into oven for 12 minutes. Flip cake 
mould onto serving plate.

To make the poached pears, bring 
ingredients to the boil and add the 
pears. Simmer for 25 minutes until 
pears are cooked. Chill the pears. 
Once cool, slice and serve with 
poached syrup. 

To make the praline, bring sugar 
and water to the boil and caramelise 
(160°C). Add macadamia nuts to the 
caramel mixture and allow to cool 
to room temperature. Once cooled, 
put in food processor to make 
small chunks.

To make the nut brittle ice cream, 
bring thickened cream and milk 
on the stove to boil. Heat a pan 
and slowly add the sugar on its 
own to caramelise. Add butter to 
the melted sugar mixture, stirring 
with a wooden spoon while over 
heat. Combine cream and milk 
mixture with sugar mixture and 
stir vigorously until it forms a 
sauce consistency. 

Whisk eggs on their own and 
gradually add the sugar mixture, then 
place over heat and bring to simmer. 
Use spatula to gently stir the mixture, 
making sure you do this slowly until 
it forms a thick, saucy consistency. 

Remove from heat and add treacle. 
Bring to room temperature.

Once cooked pour mixture into ice 
cream maker. Two-thirds of the way 
through the ice cream churning 
time add further 100ml of cream.

Once ice cream has finished 
churning, fold in the praline and 
place in freezer to set. 
Recipe: Jeremy Sutphin, Fog, 
Melbourne.

Choc molten cake 
Serves: 12

Mango bombe Alaska
Serves: 12-15

Coconut sponge

20 eggs

400g sugar

240g flour

Long thread coconut

Mango ice-cream

2kg mango puree

1kg sugar

2l cream

Mango sorbet

2kg mango puree

1200ml sorbet syrup

Lemongrass syrup

2400ml water

800g sugar

5 lemongrass stalks, smashed

Fresh lime juice, to taste

Italian meringue

400g sugar

200g egg whites, whisked until foamy

To make the coconut sponge, whisk 
the eggs with the sugar till thick. 
Fold in the sieved flour. Spread 
sheets of the mixture over baking 
paper and sprinkle over the coconut. 
Bake in the oven at 180°C until done.

To make the mango ice-cream, 
mix half of the mango puree with 
the sugar and heat to dissolve 
the sugar. Add the remaining 
ingredients, churn and freeze.

To make the mango sorbet, mix 
ingredients, churn and freeze.

To make the lemongrass syrup, bring 
the water and sugar to the boil, take 
off the heat and add the lemongrass. 
Cover and chill overnight. Add the 
lime juice as needed.

To make the Italian meringues, 
cook the sugar till 120°C. Pour 
slowly over foamy egg whites, 
whisking until cool.

To assemble the bomb, cut the 
sponge into rectangles that will fit 
around your mould. Place in the 
mould, trying not to overlap. Cut a 

round piece to fit at the bottom and 
place in the mould. 

Place the mango ice cream half 
way up the mould and place in the 
freezer to set, about 1 hour.

Remove from freezer and fill with 
sorbet, not quite filling the mould. 
Cut another piece of sponge to 
serve as a lid and place this on top 
of the mould. 

Return to the freezer and set for  
3 hours. 

To mask the bomb, make the Italian 

meringue and coat with a palette 
knife to cover the whole bomb. 
Make sure that it’s not too thick. 
Return to the freezer. 

Place in a pre-heated oven on 180°C 
for 3-4 minutes. 

Remove and serve with fresh 
mango pieces, lychees, a julienne 
of young coconut, baby coriander 
and air-dried lycees, and the lemon 
grass syrup.
Recipe: Joe Pavlovich, glass 
brasserie, Sydney. OH
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cHiNESE NEW yEAr

Let’s 
celebrate

 Trade up to 
   

Contact Hobart - 1800 HOBART (462 278) 
www.hobartequipment.com.au 

TERMS & CONDITIONS 
Offer valid for dealer purchase orders to Hobart dated November 1st 2011 to December 31st 2011. 

The FX, AM900 or AMX must be replacing a like machine (i.e. AM900 / AMX replaces a hood model & 
FX replaces an undercounter model. 

Customer must complete “Trade-in request form” & fax / email to Hobart with a copy of the 
purchase invoice as proof of purchase. Fax—1300 130 724. Email sales@hobartfood.com.au 

No trade-in value will be paid for “Trade-in request forms” received after January 31st 2012. 
 

Trade-in value is paid to Business Name on “Trade-in request form”. 

All fields on “Trade-in request form” must be completed or trade-in value will NOT be paid. 

Hobart will contact each “Customer” to confirm details prior to paying trade-in value. 

It is the dealers responsibility to remove from site & dispose of old machine. 

All trade-in cheques not presented at a bank prior to March 31st 2012 will be cancelled & customer 
forfeits trade-in value. 

All purchases are subject to Hobart’s standard Terms & Conditions of Sale. 

FX 
Trade in value: 

$200 
$100 

AM900 
Trade in value: 

AMX 
Trade in value: 

Trade‐in request form
 

Customer Details 

Business Name*                                                     
        Contact Name* 

 

Address* 
 

Suburb*                                                     
                         State*                                        Postc

ode* 

 

Telephone*                                                     
       Email* 

 

Trade‐in Machine 

Brand*                                   Model*                                   Year of 
Manufacture*              Serial Number* 

 

Dealer / Distribut
or 

Business name*                                                     
                Contact Name* 

 

*ALL FIELDS ARE MANDATORY                     Cust
omer’s signature*           Date* 

Undercounter  Hood machine Hood machine 

$150 

For millions of people Chinese 
New Year is the most important 

holiday of the year. For two 
whole weeks it is all about food, 
family and ensuring good fortune 
in the year ahead. A number of 
significant traditions and customs 
are followed throughout the 
New Year period, which in 2012 
will welcome in The Year of the 
Dragon, with celebrations running 
from January 20 to February 5. 

Sydney hosts possibly the largest 
Chinese New Year celebration 
outside of Asia. Thousands of 
people attend a variety of events 
including a twilight parade, 
markets and dragon boat races. 
During this vibrant period many 
restaurants offer a special banquet 
menu or series of events to 
celebrate Chinese New Year and 
attract the many customers who 
wish to be part of the fun. New 
Shanghai restaurant in Chatswood 
is one of the Sydney businesses 
planning a special menu for the 
Chinese New Year period. 

“At New Shanghai we will be 
running special, limited-edition 
set menus to celebrate the 
Chinese New 

Year,” says owner John Chen. “It 
is Chinese tradition to sit and feast 
with family and loved ones, so we 
want to encourage this with these 
menus. The large amount of food 
prepared at Chinese New Year is 
meant to symbolise abundance and 
wealth for the household, so that 
is another reason why these set 
menus are important.

“Key signature dishes such as 
xiao long bao [soup dumplings] 
and pan-fried pork buns will be 
included on the menu, but we will 
also have some special dishes such 
as an egg dumpling and sticky rice 
balls which are traditional New 
Year dishes. Dried bean curd is 
also a traditional New Year dish.”

For inspiration for your own 
Chinese New Year menu there’s no 
better place than to look to the many 
traditions surrounding the event. 

Food plays an important role in 
the Chinese New Year festival and 
almost every dish has a symbolic 
meaning.  

On New Year’s Eve a reunion 
dinner is held among 

the top. Tradition says that the 
wider the split the more prosperous 
the coming year will be. 

In Malaysia kueh kapit, a thin, 
crisp cookie covered with Chinese 
words and symbols, is common. 
Peanut cookies and dried prawn 
rolls are also staple foods of the 

New Year. Ti Kiuh is a sticky sugar 

and flour mixture that is wrapped 

in a banana-leaf, steamed and eaten 

with desiccated coconut. This dish 

is often offered to Zao Shen, the 

Kitchen God, in the hope that his 

mouth will be too sticky for him to 

say bad things about the household 

when he reports back to supreme 
being the Jade Emperor.  

With so many different foods 
and dishes to entice customers, 
celebrating Chinese New Year is a 
sure-fire way for restaurateurs to 
ensure their own prosperity and 
good luck for the year ahead. OH

With food a major focus of Chinese New 
Year celebrations, promoting a special menu 
or series of events is a great way to boost 
business in the post-Christmas period, writes 
Megan Kessler. 

families to celebrate the passing 
of another year. It is customary 
to serve dumplings, which are 
believed to resemble Chinese gold 
ingots and represent prosperity, 
and are eaten at midnight. Fish is 
also usually served as it represents 
abundance. Nian gao, from 
Southern China, is a sticky rice cake 
which is steamed in lotus leaves 
and is said to evoke a successful 
career and future prosperity. 

On the first day of the New Year 
a vegetarian dish called luo han 
jao [Buddha’s delight] is prepared 
using eight (considered to be an 
auspicious number) ingredients, 
as it is seen to be bad luck to kill 
animals for food on this day. Many 
fish and poultry dishes throughout 
the New Year period are also 
served whole or uncut, as cutting 
carries unpleasant connotations. 
Noodles are eaten uncut to ensure 
long life. 

Yu Sheng, made from strips of 
raw fish, shredded vegetables and 
assorted sauces, is a traditional 
New Year dish. Everyone at the 
table is expected to help toss the 
salad and the idea is to toss the 
ingredients as high in the air as 
possible – the higher the toss, the 
more wealth a person can expect in 
the year to come. 

The Lantern Festival, on the 
15th day of the New Year period, 
officially ends the celebrations. 
Customary treats include yuan 
xiao, dumplings made from rice 
flour that symbolise reunion and 
completeness because of their 
round shape. They can be sweet or 
savoury and are usually filled with 
sugar, walnuts and dried tangerine 
peel, or meat and vegetables. 

Along with China, many other 
Asian nations also celebrate 
Chinese New Year, and these have  
their own food traditions. In 
Taiwan the family gather around 
the table to eat a hotpot made 
with meat and vegetables which 
represents reunion. As well as nian 
gao, the Taiwanese have fagao, a 
smaller rice cake with a split across 
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PrOdUctS

Ready-to-use chestnuts

Australian Gourmet Chestnuts 
offers a range of delicious, 

easy-to-use chestnut products that 
are ideal for a range of dishes. 

The Frozen Peeled Chestnuts save 
time on peeling and are ready-to-
use straight from the freezer. As 
they are uncooked they retain their 
natural colour and flavour.

The Sweetened Chestnut Puree 
combines peeled chestnuts, sugar 
and lemon. It has no additives 
or stabilisers and can be used in 
place of chestnut cream in any 
dish. Other products in the range 
include Chestnut Flour and Whole 
Sweetened Chestnuts in Syrup. 

The chestnuts are 100 per cent 
Australian grown in Victoria’s Alpine 
Valley region, without the use of 

pesticides or chemicals. They can 
be used in both sweet and savoury 
dishes; are great for vegetarian dishes, 
and are gluten-free.
● www.australiangourmetchestnu-
ts.com.au

Pastry with snap
Sweet Glass Pastry is an exciting 
new dessert product to come from 
Australian frozen pastry 
manufacturer Ready 
Bake, already well 
known for their 
premium pastry 
products.

The pastry is sugar-
based and when baked 
presents as a thin, sweet pastry with 
an attractive glass-like texture. 

It adds an elegant, classy twist to 
plated or buffet desserts. It is easy 
to prepare and comes in two 1kg 
units per carton. 
● www.readybake.com.au

‘Best vanilla’ says 
Margaret Fulton
Passion of Tahiti prides itself on 
importing the best Tahitian vanilla 
beans and their new vanilla bean 
powder builds on that reputation. 

The powder is made by crushing 
dried Tahitian vanilla beans. The 
smaller seeds are then sieved 
and separated to lock in flavour, 
giving the powder a higher vanilla 
content than fresh beans. The 
powder is 100 per cent natural and 
unlike other vanilla products, it 

The Winterhalter Romatik XS 
Reverse Osmosis is a new water 
filter for glasses and cutlery.

Awarded the Best New Hospitality 
Equipment prize at the recent Fine 
Food Australia show, the compact 
filter is designed to fit into small 
areas and at the front of house, 
under bars or counters.

The filter works by removing 
minerals from the wash water, 
ensuring a perfectly clean finish 
without the need for polishing 
glasses and cutlery. Not only 
will this reduce labour costs and 
breakages, but it results in better 
hygiene as there is no need to have 
cloths lying around. 

The waste water amount stays low; 
therefore it is environmentally 
friendly and inexpensive to run.
● www.winterhalter.biz OH

Perfectly clean every time

has a three-year-shelf life.

It can be used to replace fresh 
vanilla beans in sweets and desserts 
such as custards, pannacottas, crème 
brulees and pastries.

Much-loved cook Margaret Fulton 
has praised Passion of Tahiti’s 
vanilla saying, “it is the best vanilla 
bean I have ever tasted. It is superb”. 
● www.passionoftahiti.com

Megachef introduces 
new sauces
Soy sauce is an important 
ingredient in many Asian dishes 

have a slip resistant handle and 
can be sterilised at up to 150°C. 

Victorinox knives are made from 
high carbon stainless steel. The 
knives features an 18cm flexible 
blade, making them ideal for a 
number of tasks including filleting, 
boning, slicing and paring. 
● www.victorinox.xom

‘App’ makes seafood 
choices easier
The Sustainable Seafood Guide 
iPhone application makes it even 
easier to make decisions when it 
comes to choosing seafood. The app is 
a handy mobile version of the printed 
and online guide to sustainable 
seafood already available. 

The guide was developed in 
response to public concern about 
overfishing and the impact it has on 
the ocean’s wildlife. It aims to help 
Australians make informed choices 
and ultimately make a difference to 
the state the oceans are in. 

Australian Marine and 
Conservation Society patron and 
author Tim Winton says, “buying 
seafood is always an exciting 
challenge, but it’s not enough to 
simply buy what is fresh. If we 
want to keep eating fish we’ll have 
to learn to buy what is sustainable.” 

The app is available to download 
free from the iTunes store.
● www.sustainableseafood.org.au

Quality Angus beef
Angus beef is well known for its 
tenderness and full-bodied flavour, 
and Award-winning producer 
Certified Australian Angus Beef 
(CAAB) offers this exceptional 
meat to the foodservice industry. 

The company has won 11 awards 
in competitions including the 

and now Megachef has added a 
Premium Light Soy and Gluten 
Free Sauce to its range of sauces. 

Made using traditional methods, the 
Gluten Free Soy Sauce has a full, 
rich flavour but as it is naturally-
brewed and wheat-free, it is suitable 
for gluten-free menu options. It is 
MSG-free and contains no artificial 
colours or flavours. 

Megachef ambassador, chef David 
Thompson says, “I’m addicted. The 
taste and quality of their [Megachef] 
sauces give depth and dimension to 
every dish I use them in”.
● www.megachef.co.th

Stop cross 
contamination
One of the most important 
responsibilities as a chef is to 
ensure that food is prepared 
safely. Using different knives and 
cutting boards is a simple measure 
made even easier with Victorinox 
HACCP Fillet Knives. 

There are six colour-coded fillet 
knives in the range, with each 
designed for different foods: fruits 
and vegetables, poultry, fish and 
seafood, raw meat, bakery and 
dairy, and universal. The knives 

on high quality cereal grains to 
ensure the best flavour and quality. 

Federico Michieletto, executive chef 
of the San Francisco Steakhouse in 
Malaysia, has recently added CAAB 
to his menu. 

“Compared to the Waygu or 
Kobe beef that is synonymous 
in Malaysia for quality, Certified 
Angus Beef has stronger beef 
flavours,” he says. 
● www.caab.com.au

All-in-one 
fridge  

drawers
Adande have 

created the ultimate 
refrigerated chef base 

drawer for commercial 
kitchens. The drawers 

come as a single-drawer chef base 
or a two-drawer dessert station. 
The drawers are environmentally 
friendly and save on energy 
because the cold doesn’t escape 
when you open them.

Food preparation is easier, thanks 
to ease of access to ingredients, 
as the drawers sit right under the 
work bench. Settings range from 
“chilled” to “freezer”, and “blast 
chill” is also an option. Drawers 
are able to hold up to 40kg of 
meat or fish without spoiling or 
dehydrating it.

Overall, Adande Drawers are a cost 
effective way of improving food 
quality and keeping food fresh. 
● www.adande.com

Royal Agricultural  
Society NSW and the Fine 
Foods show for its beef, which is 
produced in regions of Victoria, 
South Australia and New South 
Wales. It is grain-fed for 120 days 
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Olympic dreams
The 2012 Culinary Olympics, 

to be hold in Germany next 
year, is now in our sights with final 
preparations for squad selection and 
sponsorship well under way. The 
competition draw has already been 
held; the junior team will be first up 
on day one, October 6, 2012, while 
the Australian senior team will 
compete in the restaurant section on 
day three, October 8, 2012. 

During 2012 we will be hosting 
functions in each state, showcasing 
our national teams at dinners that 
will allow them to practice at full 
scale leading up to the Olympics. 
A full calendar of these dinners 
will be posted on our website and 
I hope you will all get behind “the 
road to Germany” and support the 
teams at these events.

We will be accepting contributions 
and donations from individuals 
and companies from January 1, and 
will mention your name and or 
company in Open House following 

your contribution. 

Sponsors of our squad so far include 
Nestle Professional, Fonterra Food 
Services, Open House, Victorinox, 
Meat & Livestock Australia, Moffat, 
Bidvest, Robot Coupe, Krio Krush, 
The Armory, Custom Culinary, 
Pendleton Fine Foods, Safco and 
Caterlink, but there is plenty of room 
for more support.

The squad has been selected from 
chefs who have participated in the 
national culinary arena and who 
have competed in major competitions 
in Australia and overseas over the 
past two years. The junior team 
consists of Cameron Wetton, Shane 
Middleton, Matthew Wynn, Richard 
Pascoe, Natasha Stubbs, Caitlin 
Ellingson, Wanda Jansen Van Vuuren, 
Cherise Minas and Stewart Wesson. 
The senior and pastry team consists 
of Shane Keighley, Shannon Kellam, 
Daniel Hurley, Stephen Clarke, 
Royston Clark, Jenny Key, Patrick 
Carlin, Karl Edmonds, Che Tam 

Australian Culinary Federation 
state presidents Mike Scheumann 
(Australian Capital Territory) and 
Steve McFarlane (Victoria) were 
part of the Australian team that 
recently travelled to South Africa 
to participate in the Bidvest 
World Chefs Tour Against Hunger. 

The team, which also consisted of 
Victorian members Dale Lyman and 
Dylan Sanding, donated their time 
to join more than 200 chefs from 47 
countries for a 10-day tour aimed at 
raising more than R5 million to feed 
starving children in South Africa. 
David Payne from Victoria provided 

public sugar demonstrations 
and Michael Strautmanis from 
South Australia assisted the team 
wherever possible. 

Scheumann says the most emotional 
part of the tour for him was feeding 
children, many of whom were 
orphans, at the Education and 

Nutrition Centre in Soweto. 

“I will never forget the smiles of 
the children when they received 
a hot meal, bottle of water and a 
chocolate bar,” he says. 

Here, team manager McFarlane 
shares his first-hand account  
of the trip: 

Cooking for a cause

Nguyen, John Godwin, Deniz Karaca 
and Matt McBain.

Congratulations to all members of the 
squad – I wish you every success.

In other news I have posted a public 
notice on our website and several 
foodservice news portals in regards 
to the unification of the ACF. 

In recent months you will have 
read about our groundbreaking 
news that recognises a member of 
the ACF as a member of the ACF 
nationally. The primary reason 
is to manage your memberships 
professionally, removing the 
duplication of a fragmented 
organisation. Unfortunately 
there are always a few with their 
own agenda who have tried to 
manipulate a different outcome, so 
I wanted to make it very clear what 
has occurred. If you haven’t already 
read my public notice, please go 
online and check it out.

Peter Wright 
National President 
Australian Culinary Federation 
peter@xtremechef.com.au 
www.austculinary.com.au

Vale Tom Schoots

On the first day of the tour we made 
our way to a shanty town on the 
outskirts of Johannesburg called 
Alexandra, one of the poorest parts 
of the country. 

What we experienced was one 
of the most confronting, saddest, 
memorable, and proudest 
moments in the lives of the chefs 
that participated. All 250 of us 
lined up behind a brass band and 
marched with a police escort from 
the town centre to the Alexandra 
Police Station, where we handed 
out food hampers to around 200 
underprivileged children.

It was an amazing experience to 

see the people of Alexandra, who 
receive only one basic meal a day, 
so appreciative of what the tour 
was trying to achieve. Kids that had 
nothing were still able to smile and 
run along beside the marching chefs; 
adults, drawn by the noise, were 
seen mouthing the words “thank 
you” as we passed. Many of the 
children took the food hampers back 
to their families to share with their 
older siblings and parents.

After the march we were taken to 
the Indaba Function Centre for an 
evening of traditional South African 
cuisine branded the “under the 
African sky dinner”. The Indaba 

dinner provided an opportunity 
for national teams to present 
money they’d raised at home to 
the organising committee. Of the 
total R300,000 ($36,500), Australia 
donated R100,000 ($12,150). 

The next morning was the official 
press conference, where Bidvest 
announced that it would be 
donating a total of R5 million to the 
tour ($610,000), and South African 
singing sensation P.J Powers sang 
a song with the group of South 
African children who had earlier 
been flag bearers for each country.

After lunch it was time for the 
majority of the teams to fly to all 
corners of South Africa to take part 
in fundraising initiatives. As the 
Australian team was to be based 
in Johannesburg we spent the 
afternoon at a local bird garden, 
where more than 300 children 
assembled to receive food packs 
and new footwear.

The next day it was time to get into 
the kitchen to start preparation for 
the next four days of dinners and 
public demonstrations. Each team 
member was required to do an 
open air demonstration, cooking six 
serves of two courses in 45 minutes. 
These busy but fun demonstrations 
allowed us to showcase Australian 
cuisine, while at the same time 
helping raise money. 

The team stayed at the 
Montecasino Southern Sun Hotel 
and on one of the nights we cooked 
a five-course Australian dinner in 
the hotel’s restaurant Punchinello’s 
for 120 people. 

One table was so satisfied with their 
meal that they offered to pay $200 
if the team came out and gave them 
the recipe to the main course. We 
were quite happy to do this and 
ended up with $350 instead!

As the end of the tour neared 
the focus moved away from 
the kitchen and back to the 
community. Chefs that had 
flown to places such as Cape 
Town, Durban and Port Elizabeth 
returned to Johannesburg, and we 
were taken to Soweto, where we 
fed very young children, many of 
whom had lost their parents to HIV 
and in some cases had contracted 

Many people in the catering 
fraternity will be saddened to learn 
of the passing of Tom Schoots. Jock 
Stewart remembers him fondly: 

Tom was like Barnabas in the 
New Testament, a person who 
was dependable, always ready to 
encourage chefs and young chefs, 
and a mentor to many chefs here in 
Sydney and abroad. 

Tom was an outstanding teacher 
both at East Sydney and Ryde 
TAFE. He was someone that you 
could always approach and ask a 
question of without being made 
to feel silly for asking it; he went 
out of his way to explain things 
to you. When I judged my first 
competition in 1996, he took me 
under his wing and I learnt a lot 

from him over the years.

Tom arrived in Australia from 
Holland as a migrant on the MS 
Fairsea in October 1952. The 
same month he started work 
at the Adams Hotel in Sydney, 
where he worked for three years 
as first cook. Later, his career 
took him to restaurants including 
Chelsea Restaurant, the Taj-Mahal 
Restaurant and the Chevron Hilton, 
and to a role as Head of NSW TAFE 
(Commercial Cookery), from which 
he retired in 1991. 

Tom was a life-long member of the 
Association of Professional Cooks 
& Chefs (APPC), and the Sydney 
Chefs Association, becoming 
a Life Member of the APCC in 
1993, and he worked tirelessly 

the disease themselves. This day 
was satisfying but at the same time 
very sad and upsetting.

On the last day the entire tour made 
its way to the Akani Diepsloot 
Foundation, a pre-school and crèche 
facility as well as an after-school 
“home” for 750 children from the 
Diepsloot community. The chefs 
cooked up a huge BBQ and fed 
hundreds of children for lunch, 
while the children sang nursery 
rhymes and other songs. We also 
had the opportunity to play games 
such as soccer with the children and 
many handed of us over our hats 
and aprons to them.

The tour came to an end with a 

spectacular gala dinner for 1500 
people, which included acrobatics 
by performers from Cirque du 
Soleil and a last-minute auction. 
Martin Kobald, the convenor of 
the event, announced that over R8 
million ($972,000) had been raised 
over the course of the tour, enough 
money to feed 450 children every 
day for five years.

This was a very satisfying moment 
as it had made all the hard work of 
planning menus, writing recipes, 
organising fundraising dinners, 
coordinating travel, not to mention 
cooking for hundreds, worthwhile. 
It was an experience that the entire 
team will carry with us for life. OH

particularly during the Catering 
Trade Fair Salon Culinaires for 
the best part of 30 years. I was 
privileged in 2006 to visit Tom 
at his home in Curl Curl where I 
presented him with his Australian 
Culinary Federation National Life 
Membership Certificate. Tom was 
overwhelmed at receiving such an 
award and it was great spending 
time with him that day.

For all of us in the catering 
fraternity who knew him it was 
indeed an honour and great 
privilege to have learnt from him, 
to have worked beside him and to 
have been able to say that Tom was 
a true friend, and a consummate 
professional chef. Because of his 
mentoring we who knew him are 
much better chefs and individuals.

Our deepest sympathies go Tom’s 
wife of almost 50 years, Jan, and 
his family.

Watch the video on the Open House iPad app.

The Australian team presents Bill Gallagher and 
Martin Kobald with a cheque for R100,000.

Left: Chefs Dale Lyman and Steve McFarlane with a young boy in 
Alexandria. Right: Mike Scheumann with a group of children in Soweto.


