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Whilst we have always liked to think of 
ourselves as a growing company, 2017 
has really been a standout year of change 
and innovation for Silver Chef.

This year, our brand expanded into the 
education and training space when we 
introduced a new face to the team - 
hospitality expert Ken Burgin and his 
education platform, Profitable Hospitality. 
This new partnership has seen us expand 
our online education even further with 
a new stream of exciting online content 
being updated constantly. 

Profitable Hospitality is now your go-to 
training portal to read up on everything 
from how to onboard new staff, prepping 
for Christmas trade, to the latest 
developments in industry technology. 
The database is full of articles, downloads 
and media tools to make hospitality start-
up, management and marketing easier, 
less stressful, and much more profitable. 
We’re here to help keep you in the black.

It hasn’t just been a year of change for 
Silver Chef - the entire hospitality industry 
has felt some fairly seismic shifts over the 
past 12 months. It has been a momentous 
re-education for us all as smartphone 
technology continues to transform the 
way we interact with our customers; 
and in turn, we’ve found a strong 
desire with customers and hospitality 
owners alike returning to hyperlocal  
‘village’ mentalities.

This slower pace of dining has manifested 
itself in several other trends across the 
cafe and restaurant sectors. A steadily 
growing fanbase of tea lovers have made 
themselves heard in the year gone, as we 
find out in ‘Tea Is Taking Over’ on page 
7, whilst fast food takes a back seat in 
our interview with award-winning chef 
Shannon Kellam in ‘French Cuisine Brings 

Traditional Art To Trend-Driven Food 
Scene’ on page 25.

For return readers, you might notice a few 
changes in this year’s HISI report. With 
the view of giving our full attention and 
critical analysis to all sectors of Australia’s 
colourful hospitality industry, we’ve split 
out the report into five sections:

• Cafes and Restaurants

• Pubs, Bars & Hotels

• Clubs

• Coffee Roasters

• Fast Food & Takeaway

In this report, our first instalment, we’ve 
done a deep dive into our national cafe 
and restaurants market to find out 
what’s making you tick. We sat down 
and spoke to a cross section of local 
business owners about their experiences, 
challenges and opportunities as well as 
looking at the major trends and forecasts 
for the year ahead.

We hope you enjoy reading this as 
much as we enjoyed putting it together. 
Stay tuned for our next chapter of  
HISI publications.

All the best,

Damien Guivarra

SILVER CHEF 
HISI REPORT.

Hello, and welcome to the 2018
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YOUR VENUE 
UNIQUE

What makes
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Restaurants

Cuisine and branding Location Home cooked 
style food

Open kitchen so 
customers can see  
and hear their meal  

being cooked

Community focused Constantly evolving Fresh food and 
family operated

Fresh produce and 
quality ingredients

Exciting food. 
Personable service. 

Intimate space

Healthy food, social 
and environmental 

conscience

Local seafood Offering an  
exclusive experience 

to our customers 
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Cafes & Coffee Shops

We also sell hand 
painted original art

Everything on the 
menu is made  

on-site

Vegan 100% organic food

We look after most 
dietary requirements

Located in a 
heritage building

We make our own 
brand of cider

Old fashioned service

Best coffee
Cool funky vibe, 

situated in a laneway 
and open late

Unusual creative 
menu

Value for money

Space and different 
levels of seating

Consistent 
opening hours

5
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Move oolong coffee...
TEA IS 

TAKING 
OVER

With the wellness fad here to stay, 
the average Australian is starting to 
change their habits. What passes their 
lips must offer more than just great 
taste or satisfying hunger - it also 
needs to be an active ingredient for 
better health.

Whilst breakfast, lunch, and dinner are 
undergoing transformations of kale-
sized proportions, the drinking habits 
of our nation are also shifting. Sugary 
juices, and processed drinks are 
being tossed out in favour for organic 
drinks that offer vitamins and other  
health benefits. 

Rising to the forefront of the  
healthy beverages is a previously 
rather unglamorous drink: tea.

Packed with antioxidants, tea has been 
used in many cultures for centuries 
to treat inflammation and boost 
the immune system. From herbal 
teas to your basic English Breakfast, 
tea is not just delicious - it’s a  
beverage superpower.

Tea, however, has  earned itself a 
pretty daggy reputation, favoured by 
the elderly, the sick, or those curled 
up on the couch on a Sunday morning 
in pyjamas. Tea wasn’t as glamorous 
or youthful as coffee, and in a world 
motivated by getting things done 
faster, faster, faster; tea’s leisurely 
reputation left it lagging behind.  
Well, not anymore.

HISI 2018  /  Chapter 2, Rabbit Hole Tea Case Study
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Corinne Smith is the owner 
and founder of Rabbit Hole Tea 
boutique tea bars in Sydney; and 
she is certain that the great tea 
movement is well underway.

“We are finding a growing number 
of young women and young men 
drinking tea,” says Corinne. “People 
are getting to the point where, 
actually, coffee is not making 
them feel particularly good - and 
there’s a beverage that actually 
will start to make them feel better, 
reduce anxiety levels, and work 
towards better health in myriad   
other ways.”

Corinne runs two tea bars in 
Redfern and Barangaroo, New 
South Wales as well as founding 
and organising the annual Sydney 
Tea Festival. Through her seven 
plus years in business, Corinne is 
noticing the younger audience 
making the conscious shift to 
reduce their coffee intake, and 
move to tea instead.

She estimates that a massive 85 per 
cent of her demographic is under 
35 years old, with her audience 
growing in leaps and bounds year 
on year. For some perspective, 
the attendance of the Sydney Tea 
Festival doubled in size from 5,000 
attendees in its inaugural year to 
10,000 attendees the next. It’s 
clear: Australians are loving tea.

Tea with purpose: health 
benefits
The physical health benefits of tea 
have been proven time and time 
again. Studies have found that some 
teas may help with cancer, heart 
disease, and diabetes; encourage 
weight loss; lower cholesterol; 
and increase mental alertness. Tea 
also appears to have antimicrobial 
(antibacterial, antiviral, antifungal, 
etc.) qualities.

For Corinne, the less explored 
health benefit of tea isn’t  physical, 
but emotional.

In traditional Japanese tea 
ceremonies, the emphasis is on the 

performance and presentation of 
the tea: it can take up to four hours 
and for Corinne, there is something 
to be gained by introducing some 
of this ritual back into our everyday 
lives. Tea drinking therefore 
becomes something much bigger 
than just a hot drink - it’s an 
opportunity to pause in our busy 
days, and share the experience  
with another.

The hot new ingredient:  
tea trends
As the interest in boutique grows, 
so does the offering. At Rabbit 
Hole Tea, they offer a massive array 
of hand-made blends. You can get 
fruity, spicy, floral, zesty, or creamy. 
There’s white, green, black, oolong, 
herbal, and caffeine free. It’s a 
far cry from the ‘old days’ of tea 
drinking when you could choose 
from Earl Grey or English Breakfast 
- maybe a green tea if you’re lucky.

Also growing is the public interest 
in niche teas such as matcha, and 
turmeric. Tea is not just for drinking 
either, it is now a hugely popular 
ingredient in cooking, both sweet 
and savoury cuisines.

Rabbit Hole Tea bars showcase an 
exciting menu of tea-infused dishes, 
from poke bowls with green tea 
infused brown rice and hot salmon, 
to lapsang-souchong flavoured 
mushrooms with hummus on 
toast. Tea can be used to smoke 
meats, flavour desserts, and even  
dress salads. 

“I’ll be good, I’ll have a 
cup of tea.”
This is the mentality that Corinne 
has noticed among younger tea 
drinkers today. Coffee, with its high 
level of caffeine and dehydrating 
properties, is no longer the 
experience people want from the 
daily beverage habit. They want to 
feel good.

“PEOPLE ARE GETTING 
BORED OF COFFEE! I 
THINK MOST PEOPLE 
HAVE A LIMIT ON HOW 
MUCH COFFEE THEY 
CAN DRINK - MAYBE 
ONE OR TWO CUPS IN 
THE MORNING. THEN 
THEY ARE LOOKING 
FOR SOMETHING ELSE 
IN THE AFTERNOON.”

This is where Corinne and her team 
have become innovative. More 
than just straight tea, they offer 
concentrated tea syrups, which can 
be added to hot milk for a latte-like 
beverage, or even added to soda 
water for a fizzy tea-infused drink. 
It’s all about scratching the itch 
for ‘something to drink’ - without 
having to resort to unhealthy 

“WE ARE LIVING IN A 
TIME WHERE WE NEED  
TO BE SWITCHED 
ON, 24/7...WHAT’S 
COMING AS A RESULT 
IS NEVER BEFORE SEEN 
LEVELS OF ANXIETY, 
LONELINESS, AND 
DISCONNECTEDNESS. 
ONE OF THE DRIVING 
FACTORS FOR CREATING 
RABBIT HOLE TEA WAS 
TO MAKE SOMETHING 
THAT ENCOURAGES 
SLOWING DOWN AND 
CONNECTION.”
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options like sugar-laden iced coffee 
or soft drinks.

Tea is seen as a clean alternative 
by many customers and they are 
therefore extremely receptive 
towards the new offerings places 
like Rabbit Hole Tea are creating. 
From beetroot lattes to tea-
based cocktails, it seems like 
there is no limit to how far the 
tea-drinking audience is willing  
to experiment.

Tea time on social media
Part of the extraordinary success of 
Rabbit Hole Tea also comes down 
to their beautifully curated social 
media accounts. Their 3.5k followers 
on Facebook and 9.5k followers 
on Instagram are passionate tea-
lovers who often drop into the 
tea bars for a photoshoot with  
the products. This community 
perpetuates sales and repeat 
business.

Tea can be an aesthetically 
beautiful beverage, and Corinne 
and her team have used this to 
their advantage on social media.

Far from the stale cup of milky 
tea that’s probably sitting on your 
desk right now, the Rabbit Hole 
Tea imagery is bright, vibrant, and 
exciting. There’s purple teas with 
blue swirls, creamy and frothy 
lattes, and vivid yellow turmeric 
teas. The Rabbit Hole Tea Instagram 
account shows off not just the tea, 
but the food too - mouthwatering 
shots of fresh orange tea cakes, 
and crunchy salad bowls. 

The Sydney Tea Festival
Even Corinne was surprised by 
the response she received at the 
opening of the original Rabbit 
Hole Tea in Redfern in 2015. So it 
wasn’t long before she had dreamt 
up another exciting venture to give 
the local tea drinkers what they 
wanted: a festival!

The Sydney Tea Festival begun that 
same year, with the help of friend, 
fellow tea aficionado, and owner of 
Perfect South Green Tea company, 
Renee Creer.

Corinne says: “It all started when 
a friend of mine (who also runs a 
tea business) and I were lamenting 
the fact you can go to a festival 
for just about anything. There’s 
chocolate festivals, coffee 
festivals, craft beer festivals, 
bagel festivals, but nothing 
for tea! We could see that 
there was this passionate, 
growing number of 
speciality tea lovers that 
were ready and waiting 
for something to be presented  
to them.”

The festival housed over 40 
specialty tea growers and 
blenders, as well as DIY leaf 
blending workshops, ceramicists, 
and food stalls. The big surprise 
for the 2017 August festival was a 
live performance art piece, where 
guests were encouraged to enter a 
private cube without their devices. 
With no phones or distractions, the 
guests were then paired up with a 
perfect stranger to share a cup of 
tea. Yes, a real conversation! For 
Corinne, it’s what the tea festival 
is all about: connecting people, 
and providing a calm and happy 
space to relax and indulge a love  
for tea.

A leap of faith that  
paid off
Starting up a niche business was 
a giant leap of faith for Corinne. 
Prior to Rabbit Hole Tea, she was 
a singing teacher who worked 
alongside ENT doctors to restore 
damaged or surgically altered 
voices. It was a career she loved, 
but that niggling feeling that her 
tea passion might just make a 
rather good business concept was 
one voice she couldn’t silence.

Her passion for tea was not isolated 
- she has found a whole community 
of people just like herself - but with 
no other specialty tea businesses 
at the time, it was an uncertain 
move. It was a risk that paid off: 
as Corinne found, where there’s 
smoke, there’s fire. For almost 
seven years now she has poured 
her heart and soul into Rabbit Hole 
Tea and the Sydney Tea Festival.

“How did I make it work? Persistence 
and resilience,” says Corinne. “It’s 
not easy, and it takes a long time, so 
you need to constantly keep your 
eye on the goal and making sure 

that you pick yourself 
from any knocks, and 
keep moving onwards  
and upwards.”

Corinne has built a 
empire she hopes will 
one day spread interstate 

and further. Health, wellness, and 
happiness are the new pillars of the 
modern hospitality industry, and 
Corinne is most definitely on the 
right track. 

As 19th century playwright Arthur 
Wing Pinero once said, “Where 
there’s tea, there’s hope.” And 
where there’s Corinne, there’s sure 
to be plenty of tea. 

For more information, visit 
therabbithole.com.au.

HEALTH, 
WELLNESS, AND 
HAPPINESS ARE 

THE NEW PILLARS 
OF THE MODERN 

HOSPITALITY 
INDUSTRY

HISI 2018  /  Chapter 2, Rabbit Hole Tea Case Study
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Facts, figures & surprises
FROM THE LAST 

12 MONTHS
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Part One
RESTAURANTS

HISI 2018  /  Chapter 3, Data Analysis
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Local produce

10 most  
surprising trends 
you saw pop up 
in your venues 

and the industry 
over the last  

12 months

Nutella

Wines

Gin

Gluten free

Burgers

Vegetarian  
and vegan

Online ordering

Delivery apps

People weather 
the storm for 
good food

2

3

4

5

6
7

8

9

10

1

Restaurants
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State of the industry

Anticipated 
main challenges 

over the next 12 
months:

Local ‘village’ living is making a 
comeback, with more and more 
restaurants spreading into the outer 
suburbs. Compared with FY17 data, 
there has been a 17.6% increase  
in restaurants located in the  
outer suburbs.

Well-loved favourites are sticking around. 
There has been an 8.8% increase on last 
year for restaurants aged between 2 and 
4 years, suggesting greater longevity in 
the industry.

Welcome to the new faces! There has 
been a 10.4% increase in new restaurants 
that are still under one year old. 

Australians still love their local. Small 
to medium sized restaurants still form 
the crux of the industry, with 87.2% 
of operators turning over less than $2 
million annually. 

1. Cash flow

2. Staffing and wages

3. Maintaining sales 

4. Keeping up the energy

5. Training staff

6. Break even and making profit

7. Maintaining regular customers

8. Finding chefs and staff due to 
the freeze on 457 visas

9. Marketing and keeping in front 
of the competition

10. Penalty rates

17.6

10.4

8.8

87.2

%

%

%

%

CELEBRATING

2+ YEARS

OPENING
SOON!
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Intended changes to your menu  
to attract and retain customers:

Create food that 
customers have to take a 

photo of

More chef specials and 
food photography Expand wine selection

Introduce special menus
Create simple, honest dishes 

that are produce driven

More local seafood Shorten menu

Offer on trend food Increase quality and value of 
food and beverage offering

Capitalise on seasonal changes 

SPECIALS

13
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Cash flow remains a sore point
More operators than last year (5.6% increase) said 
that managing cash flow was a constant juggling act. 
Furthermore, 17% of respondents weren’t sure if their 
profit margin would be able to match their previous 
year’s results.

Food costs are ballooning
No, you weren’t imagining it! Almost half (46.8%) of 
our survey respondents noted that their cost of goods 
increased over the past 12 months - meaning that 
operating a restaurant is getting more difficult, and cost 
control is more critical than ever. 

Feeling overwhelmed by your cash flow can be managed 
by upping your budget review time. Allocate an hour 
each week to sit down with your accounts and critically 
review what you’re spending, and what you’re saving. 
Profitable Hospitality members can access a Menu 
Profit Calculator and Recipe Cost Calculator to ensure 
they stay on top of food costs and menu profitability.

If your produce costs are exceeding your budget then it’s 
time to start making some changes to what ingredients 
you’re buying, and what dishes you’re creating. If you 
want some practical tips on saving money on ingredient 
costs, take a look at Menu changes you can make to 
combat rising food costs on page 21.

AND SOLUTIONS
Challenges, opportunities

14
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The price of good staff is on the way 
up.
Staffing and wage costs are growing, with just over 
half (51.1%) of you saying that your wage costs have 
increased over the last 12 months. That’s up 9.4% on the 
previous period. 

Looking forward, 21.3% of respondents said they plan to 
increase employee numbers this coming year, whereas 
31.6% of you said you had no plans to reinvest in staffing 
or training in the next year. 

Let your budget and growth patterns guide your 
decision: training will lead to better staff retention, and 
lower costs in the replacement process. Read more in 
Tips to retain your staff on page 27 and How you can 
create the perfect staff roster on page 36.

Social media continues on the 
warpath
Unsurprisingly, tech is a leading trend for the year 
ahead. Marketing, social media and use of delivery apps 
are tipped to be the next biggest things for 2018. With 
the overwhelming majority committing to: 

Marketing to attract more customers – 89.4%

Increase social media activities – 76.6%

Add a delivery app for takeaway meals – 17%

Social media is the space for venues to really shine: 
it’s an opportunity for engaging imagery, special deals, 
menu and venue details, as well as direct communication 
between customer and your brand. Get on top of it!

Coffee is still the golden opportunity
Year after year the coffee industry continues to flourish 
in Australia, and it still presents plenty of opportunity for 
restaurant owners. The majority of restaurants (51.1%) 
still offer only one type of coffee, and over a quarter 
(25.5%) don’t offer coffee at all. 

This is a major opportunity for businesses to diversify 
into offering coffee if they don’t already sell it. The other 
opportunity is to expand your coffee offering - such as 
from a house blend to single origins - as customers are 
loving the choice and boutique offering.

Information is power
Customers want to know what they’re eating, and 
where it’s come from. In the coffee sector, the stories 
of your coffee and milk are hugely engaging for your 
audience. Interest in this trend is growing (27.8% growth 
on last year) and it is becoming a significant trend in  
the industry.

Use this interest to drive traffic in store. They want to 
know if it’s fair trade, who the farmers are, your selection 
story, or even how the beans were processed. Display 
these facts on a blackboard or even on the menu: it will 
create a stronger connection between your product and 
brand, and your audience will love you for it. Also, check 
out our social responsibility article on page 42. 

Ordering online is the way of the 
future, but not everyone is on board
From Uber Eats to Deliveroo, online ordering apps is the 
trend of the past year. In 2017, an additional 12.4% of 
venues have started using pre-ordering online as a way 
to increase sales and market share. And yet the majority 
(65.8%) of venues don’t have this option for customers. 
Furthermore, an astounding 60.5% of respondents 
have no plans to reinvest in POS and other technology 
solutions including delivery apps in the next 12 months.

This is a missed opportunity for business owners! 
Delivery apps are the way of the future. Why not 
hold a trial in store, and see how it improves your  
profit margins?

15
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Part Two
CAFES & 

COFFEE SHOPS
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Cafes and Coffee Shops

Raw desserts  
+ raw foods

Gluten free

Vegan demand

High interest in 
alternative mylks like 
soy and almond

People will 
come for 
quality

How powerful 
food blogging  
has become

Special dietary 
requirements

Impact of  
social media

1

2

4

3

7

8

9

10

5

6
Reusable 
coffee cups 
like Keep cups

Difference between 
the weekday and 
weekend crowd

10 most  
surprising trends 
you saw pop up 
in your venues 

and the industry 
over the last  

12 months
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State of the industry

Anticipated 
main challenges 

over the next 12 
months:

1. Competition

2. Reducing wage costs

3. Customers

4. Increasing patronage

5. Consistency in offering

6. Building customer base

7. Paying bills

8. Staying alive

9. Rising supplier costs

10. Overheads costs

11. Electricity costs

12. Reduced leases and overheads

13. Expansion

14. Growth vs. profit

Coffee is no longer an urban luxury, 
with more and more cafes and coffee 
shops opening up in regional centres. 
The number has increased 16.4% in the  
last year.

Longevity is the name of the game in the cafe 
industry, with an increase of 8.9% for cafes  
that have been in business longer than 4 
years. 

New faces are joining the lucrative coffee 
scene, with a 9.9% increase in cafes in 
business less than a year.

Small business is the best business model, 
with the majority of cafes and coffee shops 
(65.5%) earning less than $500,000 in 
turnover annually. 

Simple staffing structures are becoming more 
popular, with over half (59.8%) of venues 
employing six staff members or less – this 
has increased 11.3% when compared with  
FY17 data. 

Business is stabilising, with almost a quarter 
(24.1%) of respondents saying their business 
performed about the same last financial year 
compared to the previous year. Now’s the time 
to focus on new initiatives, adding revenue 
streams, or investing in stronger sales and 
marketing tactics to boost growth.

16.4

9.9

11.3 24.1

8.9

65.5

%

%

% %

%

%GRAND

OPENING
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AND SOLUTIONS
A refreshed focus on marketing for new 
customers
More and more of you are taking a bird’s-eye-view to 
bolster sales in your venue with an increased focus on 
marketing. More than two out of three businesses (69%) 
have said they will invest in more marketing to attract 
customers, with more than half (62.1%) doing so via 
increased social media activity.

Digital and social media tactics are the hot new thing 
when it comes to marketing focuses in 2017. However, 
don’t forget the tried and tested traditional techniques. 
Nearly half (48.3%) of you have said you would also look 
to increase prices as a tactic - a strong move. What else 
could you do?

Overheads have gone up 
Both produce and staffing costings have increased on 
last year. As a proportion of revenue, 46% of cafes and 
coffee shops said that their cost of goods for food and 
beverage have increased, up 6.3% on last reporting 
period. Almost half (46%) also said that their staffing 
wage costs over the last 12 months have increased. This 
is up 10.7% on last reporting period. 

Staffing and produce are luckily two costs you can work 
to reduce, unlike rent or utilities. But if you need more 
staff to grow, don’t let rising costs keep you down: 23% 
of venues still said they intended to hire more staff over 
the next 12 months. If you have capacity to grow, then 
grow! Read more in the Menu changes you can make to 
combat rising food costs article on page 21.

You are growing, and fast
How exciting: almost half of you are expecting higher 
profits and business growth! 47.1% of cafes and coffee 
shops anticipate their profit margin to be bigger this 
financial year compared with last year. 

Take your time to reflect on what may have contributed 
to your growth. Keeping tabs on menu, staffing, online, 
or interior changes could provide some insight into how 
to replicate that growth again in the year ahead, as well 
as pinpointing exactly what’s working for you.

Challenges, opportunities

19
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Fair trade is more than just a trend
Almost half (43%) of cafes and coffee shops have said 
that fair trade, and supporting the coffee farmers and 
dairy farmers was very personally important to them to 
ensure longevity and sustainability in the industry. 

With customers more knowledgeable than ever about 
what they’re drinking, you need to be able to provide 
assurance that your beans are being sourced under 
ethical and fair conditions. Open up the dialogue about 
your coffee farmers, and create a narrative that can be 
used in your marketing material, online content, and 
overall brand ethos.

Sustainability is now a priority for both 
you and your customers
40.5% of cafes and coffee shops have said that 
customers would (or already) pay more for sustainably 
sourced coffee and milk. 43% also say that interest in 
this area is growing and it is becoming a significant 
focus for the industry.

Are you on the right side of the sustainability trend? 
Customers are armed with knowledge - and passion! 
- about ensuring that their coffee purchases are not 
hindering, but helping, the environment. Making small 
changes like the brand of milk you use will not only 
please your customer, but make a positive change 
to your ecological footprint. Read more in our social 
responsibility article on page 42.

Cafes are resisting the trend of  
online ordering
In the world of Boppl, Skip, Hey You and other pre-
ordering apps, it seems crazy to believe that 89.7% of 
venues still don’t offer customers the ability to pre-
order online.

This is a major opportunity. If you are based in a corporate 
hub, for example, giving busy workers the chance to 
‘grab and go’ their coffee in the morning or during the 
lunch rush would be snapped up. Imagine being able to 
order your coffee on the run, pre-pay, and go!

A crowded market is getting even  
more crowded
Feeling the pressure? With the lucrative coffee industry 
only continuing to balloon across the country, 40.2% of 
operators have said they felt that there was too much 
competition in their area.

More than ever it’s crucial that you find your unique 
offering for customers. Think about your location and 
key demographic: how can you reach out to them and 
establish a loyal brand relationship? Coffee is becoming 
an industry of relationships as well as products, so 
dedicate sufficient time to building your customer base.

Variety is the spice of life
Nearly 1 in 5 (19.5%) of operators offer 3 types of coffee 
for their customers – this is up 12.1% on last period. There 
is also a decline in venues offering 1 or 2 types of coffee 
for their customers, suggesting a shift to more variety.

The modern coffee drinker wants to know what they 
are drinking, where it’s from, how it was produced, and 
why they should like it. If you are offering various brews, 
back it up with readily available information on the 
product either displayed in the venue, or via your staff 
interactions with the customer.

What are YOU paying for your coffee?
The majority of venues (76%) pay between $25 and $34 
per kilo of coffee, with the majority of venues (44.3%) 
going through between 6kg and 15kg of coffee beans 
per week. 

It’s always great to have average industry figures on 
hand for when you are negotiating with your supplier. 
Also, comparing and contrasting how much coffee 
you’re going through each week might be a marker that 
your sales are perhaps less than average, or that you 
might be dealing with higher volume than most.
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Menu Changes
YOU CAN 

MAKE

Learning to budget is a crucial skill 
for any small business owner, and 
is a skill that you will perfect with 
time and experience. However, 
there are a handful of factors you 
have no control over.

From increasing rental costs to 
the success of your competition, 
some things are out of your hands.  
 

Rising food and produce costs 
is one issue that most restaurant 
owners also think is impossible to 
control – but there ARE ways to 
work around it.

Sure, you can’t prevent your 
supplier from hiking up their prices 
(but you can negotiate!). Use these 
ten tips to keep your food and 
produce costs in check.

TO COMBAT RISING FOOD COSTS
As featured on Profitable Hospitality
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Re-jig your menu 
Your menu is the guide  
for customers to be prompted 
what to order. Curate the menu  
to suit the needs of either cheaper 
products, seasonal produce or 
minimising wastage.

Add in new low-cost items to 
counteract increases in high-cost 
items, or encourage the customer 
to spend more on side dishes  
or entrees.

For example, if veal prices have 
gone up, a better sales script could 
persuade customers to add a side 
order of (low cost) greens or salad. 
Or, swap out an expensive item 
like seafood in a Mexican dish for a 
budget item like dried beans.

…But don’t be dramatic
Menu price changes may be 
needed, but need to be done with 
care and backed up with plenty of 
information for the staff who will 
handle customer questions.

Some items are more sensitive 
to price changes than others – 
do you know what they are? If a 
price increase is unlikely to reduce 
volume, make the change now.

Get rid of the filler items
Trim down your menu to exclude 
the low-profit items that don’t 
sell much, but are kept on to add 
variety or extra lines on the menu.

At the same time, cut out the high 
volume items that steal sales from 
the rest of the menu because they 
are under-priced. Classic example? 
Chicken parmas. Everyone loves 
a parma – but they will detract 
from other low cost menu items 
such as steak and chips, or  
spaghetti bolognaise.

Reconsider your portion 
sizes
Australians have a real issue with 
over serving their customers. Take 
a look at your standard serving 
sizes of expensive items such as 

fresh fish, lean red meat, or exotic 
ingredients – and see if it can be 
trimmed down.

Similarly, know where your food 
is going. Did you REALLY sell the 
correct 24 portions from that fancy 
torte, or was one eaten by staff, one 
cut too small and the last two were 
dry and unsaleable? If it cost $24 
and you sell it for $5 per portion, 
that’s 20% food cost and $96 profit 
on the whole item. If you lost 4 
serves, food cost is now up to 24% 
and the profit is only $76.

Buy in season
If your supplier has raised the 
cost on certain items, make time 
to discuss local alternatives, or 
seasonal costs. Certain fresh fruit 
and vegetables are ridiculously 
expensive out of season, yet 
still appear in staple menu items  
year round.

Keep your menu flexible so you can 
build it around what’s in season, 
and what’s priced well. Maintain 
good communication with your 
supplier so that you have advance 
warning on what you can and 
should be purchasing.

Smarter, more efficient 
equipment
Reduce your wastage by opting for 
modern equipment that uses each 
food item fully.

From simple items like a ‘tomato 
witch’ to dice them perfectly, 
electronic scales, dishwashers 
that use less water and chemicals, 
exhaust fans that adjust their 
speed as needed, combi-ovens that 
reduce shrinkage of cooked meats, 
or big stick blenders to make soups 
& stocks by the bucket; make sure 
your kitchen is equipped with low-
wastage items.

Rising food costs might not be 
something you have control over, 
but the way in which you reflect it 
in your menu and how you handle 
the food is entirely in your power.

This article was originally published on 
profitablehospitality.com.au

SIGN UP ONLINE TODAY 
to become a member and 
get access to these and 
other industry leading tools 
and advice 24/7.

MENU PROFIT 
CALCULATOR

RECIPE PROFIT 
CALCULATOR

Why not check out our Menu Profit 
Calculator and our Recipe Cost 
Calculator to help you stay on 
track and remain profitable?  

22

HISI 2018  /  Chapter 4, Menu Changes

https://www.profitablehospitality.com.au/
https://www.profitablehospitality.com.au/resources/menu-profit-calculator/
https://www.profitablehospitality.com.au/resources/menu-profit-calculator/
https://www.profitablehospitality.com.au/resources/recipe-cost-calculator/
https://www.profitablehospitality.com.au/resources/recipe-cost-calculator/
https://www.profitablehospitality.com.au/resources/recipe-cost-calculator/
https://www.profitablehospitality.com.au/resources/menu-profit-calculator/


TREND-DRIVEN 
FOOD SCENE

French Cuisine brings historical art to

HISI 2018  /  Chapter 5, Montrachet Case Study
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It’s complex, difficult, and impressive. It’s decadent and it’s dainty. French cuisine is 
historically unchanged and traditional and regional and tasty, but one thing French 
cuisine is not? Trendy.

In an age where cool and casual dining reigns supreme, the 
world of fine dining has been delegated to a somewhat less 
visible place in the market. White tablecloths and wine-list-
novellas are ‘special occasion’ venues, frequented by the 
wealthy, the old, or those celebrating a birthday ending in 
zero. 

Popularity of sushi burgers and doughnut milkshakes aside, however, the fine art of 
French cuisine is making a triumphant return to modern Australian dining - and it’s not 
at all interested in being ‘cool’.

French cuisine is many things.

“IT’S COMPLEX, 
DIFFICULT, AND 
IMPRESSIVE. IT’S 
DECADENT AND 
IT’S DAINTY.”
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“Sophistication with French cooking is 
what is admired. It’s the cornerstone for 
a lot of the world’s cuisines, you see - 
French food is historical. Trends are not 
important.”

That’s Brisbane chef Shannon Kellam. 
He’s the owner and head chef of 
Montrachet, arguably the city’s finest 
French restaurant located in Paddington. 
After a decade of globetrotting to 
compete in some of the world’s most 
elite cooking competitions, and training 
in the most intense French fine dining 
restaurants, Shannon does not bear fools 
when it comes to talking French cuisine.

French food, he explains, is about 
perfecting the very simple aspects of a 
meal: perfectly seasoned meat. Precisely 
sliced vegetables. Matching the right 
wine to the right flavour. It is this attention 
to even the smallest of details that has 
given French food its distinguished 
reputation. He also notes that so much 
of French food is about balance - a word 
that is slowly getting lost in our super 
sized nation of burgers and fries.

“In France, I was cooking in people’s 
country kitchens with their mothers and 
grandmothers, and really began to hone 
in on the home-style French cooking,” 
Shannon says. “What they focus on is 
a balanced meal: the right amount of 
protein, the right amount of fat, the right 
acidity. It’s a fine balance that we often 
forget here in Australian cuisine.”

Shannon Kellam is a big name in the 
cheffing industry. He has competed in 
the prestigious Bocuse D’Or world chef 
championship in both 2013 and 2015, 
beating 96 nations to be one of the  
24 selected. 

The Bocuse d’Or, for those not in 
the know, is a prestigious biennial 
competition started in 1987 by acclaimed 
French chef Paul Bocuse. You could call it 

the ‘Olympics of Cooking’ - but you can’t, 
really, because that also exists. It’s called 
the Culinary Olympics, and Shannon has 
competed twice, in both 2008 and 2012.

For years he has been under the watchful 
eye of coaches as he has travelled across 
Asia, Europe, and more, learning skills 
of cooking with French food remaining  
his specialty.

“The training was intense,” Shannon says, 
“and there were days you were just so 
exhausted and frustrated with the strict 
training that you would just want to leave 
and cry.” However, the skills he has learnt 
has made him famous in the Australian 
culinary scene for his precision and 
perfection of historical cooking skills.

He doesn’t quite give the famous French 
sniff when we ask if he has altered his 
French menu to suit younger Australian 
audiences, but he does give a clipped 
answer: “No. Not really.”

Paring back the famously intricate French 
dishes is not what Shannon is aiming for. 
It is with pride that he has ensured that 
Montrachet in Brisbane is as close as 
possible to the historic French cuisine 
he was trained in. However, he does note 
that in keeping with French tradition, he 
makes the most of the stunning local 
ingredients on offer in Queensland.

“Of course, we love to use fresh local 
ingredients, such as the Bluegum 
Eucalyptus flavour, it’s very Australian,” 
he says. “In regional French cooking, 
it’s all about using what is close to 

“THE TRAINING WAS 
INTENSE...YOU WOULD JUST 
WANT TO LEAVE AND CRY.”

FRENCH FOOD...IS ABOUT 
PERFECTING THE VERY 
SIMPLE ASPECTS  
OF A MEAL
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your area. We aren’t in France, 
we are in Brisbane, so we use 
what is local and delicious.  
For example, we’ll use yabbies 
instead of a French crayfish. Why 
fly over frozen food?”

One thing that Shannon has stood 
firm on, however, is adopting a 
‘lighter’ approach to French eating. 
With the traditional degustation 
menu offering no fewer than eight 
or nine dishes, the Montrachet 
offering instead focuses on five 
dishes. Anything more than that, he 
says, people are not only forgetting 
the flavours of what they tried 
in the beginning, but they leave 
feeling heavy and uncomfortable.

Montrachet’s methods have proven 
successful, earning them a top spot 
in this year’s Australian Financial 
Review Top 500 restaurants. 
Alongside dining superstars like 
Bennelong and Fratelli Paradiso, 
Montrachet is one of the standout 
French restaurants that made  
the list. 

Of course, it would be impossible 
to discuss French cuisine without 
also talking about it’s other half: 
wine. And this is where Shannon 
really comes to life.

“We are famous at Montrachet for 
our wine list!” he says, launching 
into an impassioned run-down of 
the 300+ wines he imports, 80% of 
which are from France. Montrachet, 
after all, is named after a famous 
vineyard of the same name in 
the south of France, a Grand Cru 

vineyard for white wine from 
Chardonnay in the Côte de Beaune 
subregion of Burgundy. 

In a climate where so many 
Australian fine dining restaurants 
are so keenly showcasing 
homegrown wines and produce, 
Shannon’s decision to opt for a 
French-only wine list can be seen by 
some as controversial. But this, he 
argues, is all part of the Montrachet 
experience: entirely French, down 
to the last drop of wine. “This is all 
part of our branding,” he says. 

Shannon’s journey as a veritable 
Francophile begun early into his 
career as a chef, when he was 
captured by the lure of French 
cuisine and cooking in a short 
course he joined after high school. 
“I started reading and reading and 
reading,” he said in an interview 
with The Brisbane Times. 

“I made a point of knowing classical 
terms and even where the word 
had come from. In school I never 
studied French and but now I 
was reading all I could … Escoffier, 
Larousse, Careme ...”

From here he went on to complete 
not one but three apprenticeships 
as a chef, pastry chef, and butcher. 
His early commitment to being 
skilled in all areas of the kitchen 
has lasted well into his later career; 
even during the long months of 
training for the Bocuse D’or and 
Culinary Olympics, he would make 
time to travel to a local butchery or 
bakery in whatever country he was 

in to “scratch up on his skills”.

“I made a commitment to always 
update my skills wherever I 
was,” says Shannon. “After 
working all day I would drive to  
the next village to their local bakery 
- I just loved it.”

Little wonder, therefore, that 
Shannon is so fiercely protective 
of his beloved cuisine. Whilst the 
world around us becomes paleo, 
keto, vego, dairy-free and sugar-
free, French food defiantly waves 
the flag for the decadent and the 
delicious. 

And despite it’s anti-trend stance, 
French cuisine is experiencing a 
renaissance, with The Good Food 
Guide named ‘Dirty French’ as one 
of their top ten food trends for 
2017.

“Dip us in butter and throw on 
a hat,” they wrote. “If anyone’s 
complaining about the mighty rise 
of French from the deliciously old 
school (we’re looking at your oeufs 
en gelee, Hubert) to the prog-
French party at Melbourne’s Outer 
they can ferme la damn porte on 
their way out.”

Viva la France.

For more information, visit  
montrachet.com.au.
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RETAIN
YOUR
STAFF

How to

The critical imbalance between skilled 
labour supply and demand in the hospitality 
industry is well documented and shows little 
sign of abating. It’s an expensive deficit, with 
employees in the strong position of being 
able to pick and choose where they work.

Time spent replacing and retraining can 
be both cost prohibitive and disruptive, 
which is why businesses are increasingly 
getting serious about investing in effective  
retention strategies.

As featured on Profitable Hospitality
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1 | Focus on finding the 
right person first go
With massive staff shortages in 
hospitality, it can be tempting to 
take on someone ‘for now’ but it 
usually ends up as false economy 
when you have to repeat the whole 
process in the near future. Take the 
time to find the right person. Think 
personality plus professionalism 
and whether that person is a good 
fit with your current team.

2 | Communicate your 
brand
Talk to staff about your ethos and 
core principles in order to engage 
them on an emotional level. What 
are you all about, what are your 
beliefs? Inspire them with your 
business’ story and clear ideas 
about your brand. That way they 
can communicate it effectively to 
customers and if it resonates with 
them, they are more likely to remain 
loyal and less likely to be quick to 
move on.

3 | Enable employees
Set your employees up to succeed. 
Provide them with the necessary 
resources to get the job done 
to the best of their ability. This 
includes clear and adequate 
timeframes, the necessary 
equipment and the right training. 
Give them some ownership of their 
roles and emotional investment 
in the business by involving them 
by soliciting input and ideas when 
it comes to anything that directly 
relates to their work.

4 | Provide career 
opportunities
While some employees consider 
hospitality a filler or they work 
in the industry purely because 
of the flexible hours, others are 
more career-minded. Offering 
them a clear career progression 
path can be a great incentive for 
them to stay with your business. 
Find out from the start what their 
aspirations are and how you can 

help them achieve those goals. 
Offer vocational training and 
mentoring, and challenge your staff 
with new responsibilities where 
possible to enable them to acquire 
new skills and remain stimulated. 
While there’s a certain wariness 
about investing money in learning 
and development for staff (‘they 
just leave and take those new skills 
we’ve paid for elsewhere’), they 
will leave anyway if they don’t feel 
like they’re making progress in  
their careers.

5 | Recognise, reward 
and incentivise
Recognising and rewarding 
accomplishments is one of the most 
powerful staff retention strategies 
you can employ. Employees 
want to know they are valued, so 
acknowledge good work at post 
service de-briefs and offer salary 
increases, incentives or bonuses 
as compensation for their hard 
work when possible. Be genuine 
in your gratitude for someone 
doing a good job by simply saying  
thank you.

6 | Be flexible
Considering your employees’ other 
commitments when organising 
rosters shows consideration 
and can encourage goodwill. 
Acknowledge that your staff have 
lives outside of work and allow all 
employees to enjoy a healthy work-
life balance. Offering flexibility for 
working parents and students will 
be appreciated and inspire loyalty.

7 | Communicate
Make sure managers are 
encouraged to take an interest in 
their staff, communicate openly 
and honestly and give appropriate 
feedback on staff performance. 
Offer regular informal meetings 
where staff and management 
can discuss ongoing projects or 
changes, with the opportunity 
for staff to contribute and raise 
questions or issues.

8 | Encourage teamwork
A well-run hospitality business 
requires teamwork but it works 
both ways; feeling like they’re part 
of a team also enhances employee 
engagement, improving on-the-
job satisfaction. Foster a positive, 
motivating work environment and 
facilitate opportunities for staff to 
socialise, encourage team building 
exercises, take staff meals together 
and participate in organised 
charitable ventures.

9 | Let go of non-
performers
When a manager fails to take 
action against non-performers, the 
resulting stress and resentment as 
the rest of the staff have to pull 
more than their weight can be a 
driver in staff loss. Demonstrating 
to employees that they will be 
held accountable for failing to fulfil 
their duties reinforces the business’ 
commitment to high standards.

10 | Listen and learn
If you do find you are losing 
staff, encourage employee exit 
interviews, listen to their reasons 
for leaving and learn from  
the feedback.

It’s rarely a case of one size fits 
all, of course – everyone has 
personal drivers that keep them 
motivated, but taking steps to 
make your workplace a more 
attractive proposition in the first 
instance will entice and engage 
staff and help you retain your most  
precious asset.

This article was originally published 
on profitablehospitality.com.au.

10 tips to keep your staff happy

SIGN UP ONLINE TODAY 
to become a member and 
get access to these and 
other industry leading tools 
and advice 24/7.
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As part of our ongoing journey to get new 
Aussie businesses on their feet and into their 
local hospitality scene, Silver Chef has trawled 
our records to find the top ten pieces of 
equipment across the various sectors of the 
food and beverage industries. 

SILVER CHEF HAS FUNDED 
MORE THAN 237,000 ITEMS OF 

HOSPITALITY EQUIPMENT. 

IN YOUR AREA  
OF HOSPITALITY?

Want to know what the 10 most popular are
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Setting up a cafe here in Australia is all about finding balance between 
excellent coffee and high-quality food. In the last ten years, the Australian 
coffee and casual dining scene has exploded, with unprecedented levels of 
customer interest in what they are eating and drinking. A diverse scene plus 
high concentration of competition, has resulted in an exciting new market for 
would-be cafe owners.

If this is you, then you’re likely to be wondering what the tools are to 
produce top-quality coffee, and an interesting (yet cost-effective) range of  
menu items. 

In this article, we’re looking at the cafe sector. 
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1 | Coffee machine
As a cafe, this will be one of your 
most important and long-term 
investments. Coffee machines 
come in a range of shapes, sizes, 
brands, prices, and capabilities. 
Depending on what type of 
establishment you’re creating 
(high end, or medium range) you 
will need to choose a machine and 
brand specific to your needs.

MEDIAN COST:  
$4,500 - $15,000 Incl GST

2 | Coffee grinder
A coffee grinder is the must-have 
accompaniment to your coffee 
machine. It’s what will transform 
your chosen blend into the grounds 
for your pour. Hot tip: make sure 
you make a decision about what 
kind of coffee you’re wanting to 
specialise in (single origin, boutique, 
or high quantity) before selecting  
your grinder.

MEDIAN COST: $5,000 Incl GST

3 | Refrigeration – 
upright & freezer
Large and spacious, upright 
refrigeration will save you (and 
your back!) from bending down to 
under counter fridges and freezers. 
The upright variety also gives you 
full vision of what stock you have 
left, while under counter fridges 
can mean hidden produce that  
will expire.

MEDIAN COST:
UNDERBENCH REFRIGERATION: 

$3,400 Incl GST
UPRIGHT - $4,700 Incl GST

4 | Dishwasher
Ensuring that you are sterilising 
your cutlery and plates between 
uses is so important to the health 
and safety of your customers. As 
well as having peace of mind to the 
quality of cleaning, it also makes for 
a super-fast service time. Choose 
a dishwasher that has a powerful, 
gentle cycle to avoid chipping or 
fading your plate ware.

MEDIAN COST: $5,000 Incl GST

5 | Display cabinets & 
bars – refrigerated and 
non-refrigerated
Fact: customers eat first with their 
eyes, and then with their mouths! 
Make sure you have a great display 
cabinet near your POS system to 
show off what type of food you 
serve. 

MEDIAN COST: 
REFRIGERATED: $4,800 Incl GST

AMBIENT: $4,000 Incl GST

6 | Benchtop flat grills
If you are tight on space, a flat grill 
is a great alternative to a larger 
stovetop. You can use a flat grill 
for quick and easy breakfast prep 
(eggs, bacon), and even lunchtime 
grilling (chicken, fish).

MEDIAN COST: $900 Incl GST

7 | Ovens - range & 
convection
A good quality oven will see you 
through a variety of menu items and 
changes you might want to make 
into the future. Whether you’re 
baking your own bread, creating 
boutique desserts, or doing mass 
runs of bacon for brekkie burgers, 
a strong oven will do it all.

MEDIAN COST: $6,000 Incl GST

8 | Deep fryer
If you are wanting to create a full 
service breakfast or lunch menu, 
a deep fryer is a must. It will take 
on fries, hash browns, fish and 
chips, and even some dessert items  
like doughnuts. 

MEDIAN COST: $800 Incl GST

9 | Blender bar
Juices, smoothies, frappes, 
milkshakes, and thick shakes - all 
staple drink items for a cafe! Having 
a multi-station blender bar will 
keep your customers happy with 
quick turnaround and delicious 
take-away options.

MEDIAN COST: $1,000 Incl GST 
PER BLENDER

10 | Ice machine/flaker
Everything in commercial food 
and beverage service is just like a 
domestic kitchen, but on a larger 
scale. Having an ice machine or ice 
flaker is going to be crucial when 
serving up drinks at all times of the 
day - a standard ice tray just won’t 
cut it when you’re turning out 
hundreds of drinks a day.

MEDIAN COST: $2,800 Incl GST

Creating a well-functioning cafe is 
all about starting off with the basics 
in terms of kitchen equipment. As 
your offering grows and changes, 
you might choose to add items in 
or swap items out - but the best 
thing about Silver Chef is that 
you won’t be up for crazy costs if  
you do.

We’re here to offer helpful advice 
at every step of your hospitality 
journey. 

Take a look at the top ten items below.
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Casual dining has proven to be a challenge for Australia’s restaurants. With 
‘high end’ fast food in a sit-down environment taking over our major cities, 
restaurants are having to reconsider their offering to the public. Licensed 
restaurants have the obvious advantage of being able to incorporate 
wine and cocktails to their offering, yet have also had to expand their 
menu with interesting and complex items not available in the casual  
dining space.

This means investing in equipment that will allow quick diversification of 
the cuisine, as well experimentation with new menu items. If customers are 
opting for a restaurant experience over casual dining, they are expecting the 
full Monty: entree, main, dessert, coffees, wine, cocktails - everything! 

So whilst it might seem overwhelming to set up a full-service kitchen, there 
are in fact just ten main items that will get you started. 

In this article, we’re looking at the restaurant 
sector, specifically those that are licensed.
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1 | Dishwasher
In a restaurant environment, your 
service is just as crucial to customer 
experience as your food. Part of 
your service’s success comes down 
to speed and accuracy, which 
means having a kitchen that runs 
like clockwork! Ensuring you have a 
large and powerful dishwasher will 
prevent any hold ups, and squeaky 
clean plates and cutlery every time.

MEDIAN PRICE: $5,000 Incl GST

2 | Range ovens 
Unlike casual dining or takeaway 
food, the Australian customer 
expects restaurant menu items to 
be freshly baked or cooked on the 
spot. You must have a gas-burner 
range oven to be able to provide 
that ‘just out of the oven’ aesthetic 
with your food. Don’t be shy on 
investing in something top quality: 
a weaker stove will cost you the 
quality of items such as pork belly 
or crème brûlée, both of which 
require a blast in a super-hot oven.

MEDIAN PRICE: $7,000 Incl GST

3 | Refrigeration & freezer
Much of your service quality will 
come down to food prep when 
turning over several courses 
throughout the evening. So, you 
will need a large refrigeration and 
freezer unit to store your prepped 
ingredients. The fridge must be 
powerful enough to immediately 
cool large quantities of hot  
dishes, quickly.

MEDIAN PRICE:
REFRIGERATION: $4,500 Incl GST

FREEZER: $5,500 Incl GST

4 | Deep fryer
Deep fryers aren’t just for food 
trucks serving chips and burgers! 
A deep fryer is crucial for a variety 
of items: zucchini flowers, fritters, 
chicken katsu, calamari...the list 
goes on. A deep fryer must always 

be kept extremely clean with 
fresh oil to ensure the highest- 
quality taste.

MEDIAN PRICE: $3,000 Incl GST

5 | Ice machine/flaker
As a licensed restaurant, you 
will be expected to provide an 
assortment of aperitif and dessert 
cocktails - and you can’t create 
cocktails without a steady supply 
of ice! A traditional ice tray system 
simply won’t cut it when you have 
numerous cocktail orders on the 
go, so opt for a commercial ice 
machine instead. It will save you 
time and stress.

MEDIAN PRICE: $5,000 Incl GST

6 | Flat grills
As well as the standard cooktop 
(below), you will also need a flat 
grill: a large, plate-like surface that 
is perfect for sautéing vegetables, 
grilling large quantities of meat, 
or creating flattened items such 
as crepes or omelettes. In a busy 
restaurant environment, a flat grill 
is the perfect alternative to piles 
and piles of pots and pans - simply 
cook, scrape off, and start again.

MEDIAN PRICE: $4,500 Incl GST

7 | Cooktop
A spacious and powerful cooktop 
is a non-negotiable in a commercial 
restaurant kitchen. During service 
times, it will be bustling with 
sauces, boiling, frying off, and re-
heating. You will need at least a six-
burner cooktop to service a fully 
functioning restaurant.

MEDIAN PRICE: $3,700 Incl GST

8 | Glasswasher
As a licensed restaurant, you will be 
going through glassware at a rate 
you won’t believe. So, you will need 
a quick and efficient glasswasher/
steriliser to help you get clean 
glasses back on the table, fast. 

A glasswasher behaves just like 
a dishwasher, except that it uses 
boiling hot water to quickly sterilise 
glasses in around ten minutes.

MEDIAN PRICE: $3,000 Incl GST

9 | Coffee machine
Your after-meal dessert offering 
will be expected to include fresh 
tea and coffee. A commercial 
coffee machine is a must-have for 
beautifully tasting, fresh espresso. 
It will expand your lunch and 
breakfast menus as well, as news 
travels fast when a venue creates 
great coffee!

MEDIAN PRICE: $4,500 Incl GST

10 | Wok table
Contrary to popular opinion, a wok 
shouldn’t be used on a standard 
stovetop. If you are thinking of 
diversifying into an Asian or event 
Indian-influenced cuisine, a wok 
table is a necessity for safe cooking, 
as well as equal heating across the 
surface of the wok.

MEDIAN PRICE: $4,300 Incl GST

In a congested Australian market 
of extremely popular casual dining, 
restaurants are being expected 
to provide high-quality offerings. 
Customers want a sit-down 
service, with an end-to-end menu 
that encompasses entrees, mains, 
desserts, tea and coffee, wine, 
spirits, and cocktails. 

As your offering grows and 
changes, you might choose to add 
items in or swap items out - but the 
best thing about Silver Chef is that 
you won’t be up for crazy costs if 
you do.

We’re here to offer helpful advice 
at every step of your hospitality 
journey. 

Take a look at the top ten items below.
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If you are an unlicensed restaurant, chances are you are marketing yourself 
to a family-oriented demographic, likely during daytime hours. Your venue 
is about enjoying the food and atmosphere, autonomous from the drinking 
crowds or fine dining. Maybe your venue is a pop-up, a takeaway venue, 
casual dining, or a local family restaurant - whatever it is, great food is at the 
heart of what you do!

So, with a heavy emphasis on great food and a fun atmosphere, what do you 
need to set up the perfect kitchen to support this?

In this article, we’re looking at the restaurant sector, 
specifically those without a licence to serve alcohol .
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1 | Refrigeration 
– upright, freezer, 
horizontal

Much of your service quality will 
come down to food prep when 
turning over several courses 
throughout the evening. So, you 
will need a large refrigeration and 
freezer unit to store your prepped 
ingredients. The fridge must be 
powerful enough to immediately 
cool large quantities of hot  
dishes, quickly.

MEDIAN PRICE:
UPRIGHT: $4,700 Incl GST
FREEZER: $5,500 Incl GST

HORIZONTAL: $3,400 Incl GST

2 | Dishwasher
In a restaurant environment, your 
service is just as crucial to customer 
experience as your food. Part of 
your service’s success comes down 
to speed and accuracy, which 
means having a kitchen that runs 
like clockwork! Ensuring you have a 
large and powerful dishwasher will 
prevent any hold ups, and squeaky 
clean plates and cutlery every time.

MEDIAN PRICE: $5,000 Incl GST

3 | Deep fryer
Deep fryers aren’t just for frying 
up fish and chips! A deep fryer is 
crucial for a variety of fine dining 
items: zucchini flowers, fritters, 
chicken katsu, calamari...the list 
goes on. A deep fryer must always 
be kept extremely clean with 
fresh oil to ensure the highest- 
quality taste.

MEDIAN PRICE: $3,000 Incl GST

4 | Range oven
Unlike casual dining or takeaway 
food, customers expect restaurant 
menu items to be freshly baked or 
cooked on the spot. You must have 
a gas-burner range oven to be able 
to provide that ‘just out of the oven’ 
aesthetic with your food. Don’t be 
shy on investing in something top 

quality: a weaker stove will cost 
you the quality of items such as 
pork belly or creme brulee, both 
of which require a blast in a super  
hot oven.

MEDIAN PRICE: $6,000 Incl GST

5 | Wok table
Contrary to popular opinion, a wok 
shouldn’t be used on a standard 
stovetop. If you are thinking of 
diversifying into an Asian or even 
Indian-influenced cuisine, a wok 
table is a necessity for safe cooking, 
as well as equal heating across the 
surface of the wok.

MEDIAN PRICE: $4,300 Incl GST

6 | Cooktop
A spacious and powerful cooktop 
is a non-negotiable in a commercial 
restaurant kitchen. During service 
times, it will be bustling with 
sauces, boiling, frying off, and re-
heating. You will need at least a six-
burner cooktop to service a fully 
functioning restaurant.

MEDIAN PRICE: $3,700 INCL GST

7 | Ice machine/flaker
As an unlicensed restaurant, you’re 
best to invest in a great non-
alcoholic drinks menu. This means 
juices, smoothies, frappes, and 
milkshakes. And all of these items 
require one main ingredient: ice! 
Ensuring you have an efficient ice 
machine that can produce large 
quantities of ice all day long will 
be extremely important in your  
service times.

MEDIAN PRICE: $5,000 Incl GST

8 | Flat grills
As well as the standard cooktop, 
you will also need a flat grill: a 
large, plate-like surface that is 
perfect for sauteing vegetables, 
grilling large quantities of meat, 
or creating flattened items such 
as crepes or omelettes. In a busy 

restaurant environment, a flat grill 
is the perfect alternative to piles 
and piles of pots and pans - simply 
cook, scrape off and clean, and 
start again.

MEDIAN PRICE: $4,500 Incl GST

9 | Coffee machine
In lieu of serving alcohol, having a 
strong coffee offering will attract 
a different audience altogether. 
If you are unlicensed, your venue 
is a hotspot for lunches, coffee 
catch ups, dessert, quiet dinners, 
or family affairs. Invest in a high-
quality coffee machine and good 
beans for the best result

MEDIAN PRICE: $4,500 Incl GST

10 | Glasswasher
Even as an unlicensed restaurant, 
you will be going through glassware 
at a rate you won’t believe. So, 
you will need a quick and efficient 
glasswasher/steriliser to help you 
get clean glasses back on the table, 
fast. A glasswasher behaves just 
like a dishwasher, except that it uses 
boiling hot water to quickly sterilise 
glasses in around ten minutes.

MEDIAN PRICE: $3,000 Incl GST

As your offering grows and 
changes, you might choose to add 
items in or swap items out - but the 
best thing about Silver Chef is that 
you won’t be up for crazy costs if 
you do.

We’re here to offer helpful advice 
at every step of your hospitality 
journey. 

Take a look at the top ten items below.
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As featured on Profitable Hospitality

As the owner or manager of a small business, 
there is nothing that makes you shudder more 
than the word ‘rosters’.

A melting pot of conflicting schedules, public 
holidays, last-minute changes and no-shows 
(‘I swear I didn’t see the roster!’), trying to 
coordinate groups of people for weeks in 
advance is no mean feat.

Here we show you the top five tips to making 
your life easier, and making your roster work 
FOR you – not against you!

THE PERFECT 
STAFF ROSTER

How you can create
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SIGN UP ONLINE TODAY 
to become a member and 
get access to these and 
other industry leading tools 
and advice 24/7.

Go digital
Handwritten rosters with scratched 
out names and penned-in changes 
are a thing of the past. Whilst many 
of you would be reluctant to leave 
behind your current roster book or 
noticeboard system, making the 
change to an online program will 
ultimately help you and your staff.

Firstly, it’s accessible anywhere, any 
time. No more excuses for not being 
able to see shift changes! It also will 
help avoid silly mistakes like time 
errors or doubling up. Some great 
online rostering systems include 
Zen Shifts, Ento, and ABC Rosters.

Write it, then allocate it
Look at the month ahead and 
figure out how many people you 
will need on, and when. Then 
break that down into management 
requirements – on a Tuesday 
morning, for example, you might 
only need a manager and a casual; 
whereas on a Saturday night you 
will need two managers and four 
casuals.

Once you have this structure 
confirmed, go back and starting 
allocating your staff to the days. 
It will be a lot easier than getting 
emotionally involved with giving 
certain people the ‘good’ or  
‘bad’ shifts.

Set your wage budget 
and work backwards
Similarly, figure out how much 
money you want to be spending, 
and where. Knowing your budget 
and sticking to it is so important, 
and that includes wages.

Don’t back down to pressure from 
your managers for the highly 
paid weekend or overtime shifts. 
Know how much you are able to 
set aside during busy periods and 
quiet periods, and work backwards  
from there.

Make your staff sign off
One of the biggest complications 
to a small business roster are 
last minute changes, or staff not 
adhering to what was allocated. 
This is when you’ll find yourself 
short staffed, and likely to be filling 
in for a missing staff member.

Most online rostering systems now 
have a ‘approve’ button to tick 
once the roster has been viewed. 
This means that, as a boss, you can 
formally track how many times a 
shift was ACTUALLY approved and 
then not fulfilled. Excuses such as, ‘I 
couldn’t find it’, or, ‘it was changed 
without me knowing’ are no longer 
viable.

Think about the team, 
the time, and the 
temperament
Once your roster is complete, go 
back over it one more time and 
think of the three T’s: team, time, 
and temperament.

TEAM: Cross check the roster 
with any holiday requests you’ve 
received. Have you done the right 
thing by your team, and made sure 
you haven’t rostered them onto the 
wrong time or date?

TIME: Is this a very busy time for 
your business? Do you expect a 
lot of foot traffic? Have yo u got 
senior and well trained staff o n i n 
preparation?

TEMPERAMENT: Does the 
combination of people you have 
rostered on work together well? 
Are there conflicting personalities?

The biggest thing to remember as 
an owner or manager is to stick 
by your rosters. Sure, changes 
can – and should! – be made to 
accommodate your staff’s lives. But 
give them too much flexibility and 
you will spend your life tweaking 
the roster to work for them – 
remember, they work for YOU.

This article was originally published 
on profitablehospitality.com.au

Why not check out our Staff 
Roster Cost Calculator? It shows 
wage costs, percentages, and 
labour productivity, based on 
expected sales.

IT WILL BE A LOT EASIER 
THAN GETTING INVOLVED 
WITH GIVING CERTAIN 
PEOPLE THE ‘GOOD’ OR 
‘BAD’ SHIFTS.
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HOME-GROWN 
VEGAN EMPIRE

Family fruit shop paves the way for
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Johnny and Michael Tabet 
know their fruit. 

Having taken over their parent’s 
fruit shop business ‘Charlie’s Fruit 
Shop’ in Brisbane 15 years ago, they 
were raised knowing what was ripe 
and what wasn’t, when the best 
fruit was in season, and where to 
source the best local farmers. Fruit 
was their game.

“My parents worked in the fruit 
shop business before I was even 
born,” says Johnny. “They’ve always 
had a fruit shop business, and we 
started working in it too.”

Charlie’s Fruit Shop was a booming 
business, but Johnny spied a gap in 
the market: fresh juices. At the time, 
green juices were beginning to 
make an appearance in the hand of 
every trendy celebrity in Hollywood, 
and Australia was starting to catch 
on. The wellness movement saw 
XXL caramel frappuccinos being 
replaced with carrot and ginger 
juices, and Johnny knew just what 
to do.

Right place, right time

With access to the best fruits and 
vegetables Brisbane had to offer, 
Johnny and Michael seized upon 
the opportunity to add a juice and 
smoothie bar to their shop.

“Our juice bar has now been 
operating for three years exactly. 
When we saw the juice trend 
taking off, we thought ‘Hey! We 
are missing out!’ so we spent six 
months trialling recipes and then 
launched Charlie’s Raw Squeeze.”

With his wife working in the health 
and fitness industry, and Michael 
kicking off a completely vegan diet, 
they were able to mix and match 
different blends until they found 
ones that worked. 

“With a few friends, we sat down 
and workshopped what they would 
like to drink,” says Johnny. “I always 
know what’s in season, so all we 
needed to do was really figure out 
how to use the blender!”

Charlie’s Raw Squeeze quickly 
became a local favourite, and 
it wasn’t long until they were 
approached by a business in 
Stone’s Corner who wanted them 
to replicate their juice bar in their 
venue. The brothers agreed, and 
the chain of Charlie’s Raw Squeeze 
began to grow.

From fruit juice bar to 
franchise

In the three years since they first 
opened, Johnny and Michael have 
gone on to open a further 14 
Charlie’s Raw Squeeze venues. It’s 
transformed from a simple juice 
bar into a vegan superfood cafe, 
offering delicious raw and vegan 
treats, meals, and of course, juices 
and smoothies.

They do fresh porridge, fruit and acai 
bowls, salads, gelato, and even ‘nice 
creams’. To say they have become a 
leader in the green wellness space 
is an understatement. In Brisbane, 
they’re known as the best.

Johnny and Michael weren’t just 
satisfied with vegan juices and 
snacks, however - they could see 

that there was a lot more to the 
market, and dreamt up another 
two hugely successful brands: 
MooFree Burgers, and Charlie’s 
Vegan Pantry.

MooFree Burgers is a chain of 
restaurants specialising in plant-
based burgers and fries. From a 
‘fish burger’ to ‘pulled pork’ (or 
the classic, a juicy ‘hamburger’) 
Johnny and Michael have 
managed to satisfy the famous 
Queensland hunger for red meat 
with a sustainable, healthy, and 
environmentally sound option. 

Charlie’s Vegan Pantry, on the 
other hand, it all about providing 
the ingredients to living a vegan 
lifestyle. They sell vegan groceries, 
frozen foods, shampoos and 
beauty products, and even tinned 
goods - all 100% animal product 
and cruelty free.

TO SAY THEY HAVE 
BECOME A LEADER 
IN THE GREEN 
WELLNESS SPACE IS AN 
UNDERSTATEMENT.
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As they grew, consistency 
became the priority

With over 20 businesses now running 
under their name, Johnny and Michael 
realised that they needed to ensure all 
venues were as high quality as the others.

“A lot of our time and effort has gone in 
to ensure that all of the products across 
the stores are the same,” says Johnny. 
“My brother and I make sure we visit all 
of the stores once a week. Every store. 
It’s a big commitment, but we want to do 
it because we know that if we not there, 
it’s just not the same.”

Out of the fruit stores and onto the road, 
Johnny looks after quality control whilst 
Michael chats with the staff to 
get their feedback on how new 
products are going, and what 
their customers are buying. 
It’s a grassroots approach that 
maintains the spirit of the family 
business, whilst also ensuring a 
strong connection with every single one 
of their venues - something that can be 
lost as a company grows as quickly as 
they have.

Trial and error, repeat

Johnny and Michael have become leaders 
in the vegan food space not by luck, but 
by a steady commitment to trying new 
things. Both brothers are strict vegans, 
and therefore try and bring the foods 
they enjoy in their commercial offering. 
Being safe with menu items gets you 
nowhere, notes Johnny - it’s all about the 
trial and error.

“Hospitality is all about trying new 
things,” says Johnny. “You can’t have the 
same things, all the time. You got swap 
and change, try new things, keep your 
customers excited.”

The wellness and vegan industry is slowly 
merging into mainstream hospitality 
culture, with the average customer 
a regular consumer of at least one 

vegetarian or vegan meal every week. As 
for fresh juices? Well, that’s become as 
quintessential to the healthy Aussie diet 
as a coffee on Sunday morning.

The great green movement

Charlie’s Raw Squeeze tapped into a 
ready-made market of people wanting 
to change their eating habits, for either 
health or sustainability motivations.

Vegetarian, vegan, pescetarian or 
‘flexitarian’ - that is, an occasional meat 
eater - are all dietary decisions growing 
in popularity. Almost 10% of our nation’s 
population now identify as full-time 
vegetarians, whilst just over 30% identify 
as ‘mostly vegetarian’. That’s a huge 

number of people rejecting 
traditional meat-based diets1. 
Even in Johnny’s home state of 
Queensland, vegetarianism is on 
the rise, growing from 8.3% in 
2012 to 9.2% in 2016.

Vegetables have taken on a 
whole new reputation. Gone are the 
days of pushing soggy steamed broccoli 
around your plate after chowing down a 
hunk of steak - these days, greens have 
gone gourmet and are the star of the 
show.

From cauliflower pizza bases to chickpea 
water pavlovas, there is no limit to the 
repurpose of vegetables in the modern 
‘clean’ diet. Even sweet treats are 
becoming veggie-friendly, with sweet 
potato brownies tasting just like the real 
thing.

Healthy fast food

The original Charlie’s Fruit Shop would 
have once operated as the local supply 
for home cooks to create healthy dishes 
of their own. But with fast food on the 
rise, Johnny and Michael had to change 
direction to keep their fruit business alive. 

ALMOST 10% OF 
OUR NATION’S 
POPULATION 

NOW IDENTIFY 
AS FULL-TIME 

VEGETARIANS...

1 http://www.roymorgan.com/findings/vegetarian-
isms-slow-but-steady-rise-in-australia-201608151105 
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People are no longer content simply 
picking up a bag of apples or a bunch of 
bananas - they want to buy them readily 
prepared, garnished, served up with an 
exciting side of yogurt and granola. They 
want their daily dose of fruit and veg in a 
smoothie, a juice, or diced up in a salad. 
We’re a nation of foodies, and we want 
our food exciting.

With businesses such as Charlie’s Raw 
Squeeze and MooFree Burgers cropping 
up every new day, the face of fast food 
is rapidly changing in Australia. As 
our awareness of national obesity and 
health concerns grow, what we eat 
is becoming a fixation. Gone are the 
local fish and chip stores, and in their 
place are healthy alternatives that are 
being favourited by people of all ages.  
 
“Our demographic changes with where 
our stores are located,” says Johnny. 

“On the Sunshine Coast, it’s a lot of older 
people. Then in some Brisbane locations 

near say a gym, it will be mostly younger 
males. But what it does show you is that 
more and more people are becoming 
aware of their health.”

Looking forward, and Johnny and Michael 
are working towards officially franchising 
the Charlie’s Raw Squeeze chain - and 
setting their sights both interstate and 
abroad.

“We know it will do well,” says Johnny, 
“so we can’t wait to make it official!”

With a business model that encompasses 
the entire supply chain from picking the 
fruit to plating it, we think Charlie’s Raw 
Squeeze is set for big things.

For more information visit:

rawsqueeze.com.au 

facebook.com/moofreeburgers 

charliesfruitonline.com.au 
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When you are starting up a business, your focus is on the practical things that 
will get you off the ground: the venue design, staffing, or menus. 

But this is a very important stage in your business for another reason, too: this 
is the time that you should be considering your core values, your purpose, and 
your business’ reason for existing. 

Sure, you might be on a mission to serve up the best coffee in town 
- but what about all the other components, such as helping out 
your local community? Or ensuring you only use fair trade coffee? 
Or making sure your staff have a safe and encouraging work 
environment? These are your other missions as a business owner 
that are equally as important as profit or sales - and they should be 
valued as such.

This is what we call ‘social responsibility’.

A lot of small business owners in the hospitality industry find the concept 
of social responsibility to be quite overwhelming - to many, it can feel like a 
compromise, or a distraction. Or just a lot of money!

So we spoke with social responsibility expert Tim O’Brien to get the inside 
scoop on what social responsibility looks like in the real world, and how hard it 
is really to introduce to your business.

HERE’S WHY.

IT’S THE CORE OF 
YOUR BUSINESS.

THIS IS THE TIME 
THAT YOU SHOULD BE 
CONSIDERING YOUR 
CORE VALUES, YOUR 
PURPOSE, AND YOUR 
BUSINESS’ REASON 
FOR EXISTING.

Social Responsibility isn’t a chore,
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In 2016, Tim founded a company 
called Hatched, which helps 
businesses realise their greater 
plans for their business, their 
staff, the environment, and their 
community - and then turn these 
dreams into a reality.

Tim is quick to point out that social 
responsibility will look different for 
every business.

“It’s essentially just to do good in the 
world,” says Tim, “and that is based 
on what your purpose is. So if that’s 
a social purpose, it might be around 
working with a specific group. Or it 
could be an environmental purpose, 
around reducing food waste. Or it 
might be around buying local, or 
buying fair trade, and supporting  
different businesses.”

But the challenge, says Tim, 
is ensuring that your specific 
commitment runs throughout your 
business from top to bottom, and 
feels consistent with your brand.

“Social responsibility is looking at 
your business and making sure that 
everything you’re doing essentially 
aligns to the values that you and 
your staff have, and the purpose 
that you have in the world,”  
says Tim.

“It’s taking care of the things that 
are important to your business, 
your community, and your staff.”

So, as a small business, how are you 
meant to pinpoint what your core 
values are? Aren’t they the same 
for everyone?

Well, not quite. The idea of finding 
a social responsibility cause to 
align with is being specific - for 
example, general view of ‘helping 
the community’ isn’t going to get 
you anywhere, fast. 

What part of your community 
do you want to help? Is there a 
specific demographic 
of disadvantaged or 
needy people you want 
to focus on? Will you 
work with an existing 
charity, or start up your  
own program?

Figuring this out, says Tim, 
should be easy once you figure out 
what gets you out of bed in the 
morning. He says to ask yourself 
‘what do I stand for?’ and build out 
your initiatives from there.

These initiatives can go one of 
two ways: aligning with an existing 
organisation such as OzHarvest, 
for example, or creating your own. 
(If you have a franchise, chances 
are your company will have a pre-
existing or preferred charity or 
organisation to work with.)

Given the nature of the industry - 
food and drink - a great place to 
start with your business is looking 
at how you use your produce. Do 
you have leftover food that could 
be donated? Is there a better way 
to reduce your carbon footprint in 
the food production? Are you using 
plastic takeaway containers and 
cutlery instead of recyclable?

Secondly, how does the ‘theme’ 
or narrative of your business 
lend itself to a certain societal 
need? Tim gives the example of a  
Mexican restaurant.

“If there is a particular 
theme to your restaurant 
- say you’re a Mexican 
restaurant - there might 
be something really cool 
about your connection 
to Mexico or the people 
there, and the food, and 
celebrating it,” says Tim.

“Maybe you could find an 
organisation that promotes 
what’s happening in Mexico 
and gives money to that cause, 
and telling the story of the  
Mexican people.”

Clearly, social responsibility can be 
as local as community internships, 
or as far-flung as international aid.

And the benefits are felt both 
ways - it’s been proven that brands 
with clear social responsibility 
programs are more successful. 
Younger generations are looking 
for meaning, as both employees 
and customers. They want to know 
their time and money is going 
towards a good cause.

So think twice when writing the 
rulebook of your new business 
- moving beyond a profit-driven 
scheme and into one that values 
people, the planet, and your 
personal values will enjoy a far 
longer and happier shelf life than 
one that doesn’t.

SOCIAL 
RESPONSIBILITY 

CAN BE AS LOCAL 
AS COMMUNITY 

INTERNSHIPS, OR 
AS FAR-FLUNG AS 

INTERNAL AID.

WHAT PART OF THE 
COMMUNITY DO YOU 
WANT TO HELP?
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ENQUIRIES@SILVERCHEF.COM.AU

1300 795 889 

SILVERCHEF.COM.AU

https://www.silverchef.com.au/



