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WELCOME TO 
OUR FIRST ISSUE

WARNING ON SALE 
OF ILLEGAL POULTRY
GOVERNMENT investigators have recently 
executed search warrants on premises in 
South Auckland believed to be involved in 
illegal poultry operations offering products 
to fast food outlets. The properties were 
identified as being used by a ring involved 
in the killing and processing of poultry 
and eggs on a commercial scale. The 
raids seized processed chickens, eggs, 
processing equipment and large amounts 
of cash. As a result, investigators are 
now looking at retail outlets and small 
restaurants believed to be involved in the 
purchasing and on-sale of the products. 
Fast food outlets have been warned that 
anyone caught with the products could 
face up to two years in prison and fines of 
up to $100,000.
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AUCKLAND’S QUEEN ST 
IS TAKEAWAY ALLEY

SUBWAY NOW HAS 
250 NZ OUTLETS

More promotion is 
vital for sales
THE current economic climate has brought 
some important messages for our Quick 
Service Restaurant trade and given a 
fresh opportunity for us to boast about 
our products. Research is showing that 
36% of customers are going out less for a 
a full restaurant meal and a third of those 
surveyed would be doing more eating, 
drinking and entertaining at home.

This is a bonus for our industry because 
many of these people who are staying 
home, are reluctant cooks and would much 
prefer to pick up something hot from the 
nearest takeaway or fast food supplier. So 
for our industry, there’s no dressing up, 
slippers are acceptable for the pick-up and 
many outlets have parking right outside the 
door. The only thing we are not doing is 
encouraging people to buy from us. Apart 
from the big chains, how often do you see 

any promotion whatsoever for your local 
takeaway operation. And that means that 
your outlet is simply not top of mind for 
speedy hot food that could also be strongly 
promoted as “healthy” if the Chip Group 
guidelines are followed.

Try a simple circular in your area’s 
letterboxes telling them about your reduced 
fat content, the fish and burger range 
available, the cold drinks, the phone 
ordering and even the parking outside. It’s 
a great reminder for increased business – 
especially the phone ordering where a pick 
up time stops the endless waiting on hard old  
benches with three year 
old magazines. If you 
have a family business, 
try the youngsters for 
great new song and 
dance promotional ideas 
– you’d just be surprised 
what they might come 
up with.
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WORKPLACE 
INSPECTIONS

SUBWAY MOST 
TRUSTED

TOTAL OUTLETS

GIANNIS STRONG IN 
ETHNIC BREADS

COCA-COLA Amatil New Zealand is investing heavily 
in some of the world’s most energy efficient cold drink 
fridges and coolers which can deliver substantial savings 
to its QSR customers.



5

INTRODUCING



6 

The no.1 trusted brand in the kitchen worldwide
• energy savings

• food cost savings
• wage savings

• footrpint savings
• dependability and durability

From the no.1 in hot food preparation

The no.2 trusted brand in the kitchen worldwide
• energy savings
• water savings
• dependability

• durability
From the no.1 in warewashing

The worlds best-made fryers
• improved productivity

• high performance
• oil savings

• labour savings
Energy efficiency that translates to savings

The worlds best-made ranges
• improved productivity

• balanced power burners
• precision and efficiency

• high performance chef oven
• heavy duty equipment built battleship tough

Cooking without boundaries

The worlds leading accelerated cooking 
technology

• reduced queuing times for customers
• reduced service times

• no extraction
• flexibility from breakfast to dinner menu

A new meaning of fast food

The global leader in ice machines
• energy efficiency
• maximised profits
• water efficiency

• quiet
Ice is always there

The world leader in quality commercial 
refrigeration

• energy efficiency
• world renown for durability and dependability

• innovation
• quiet

True peace of mind

Call Sunil Dass: 021 446 855 or Sammy Karlin: 021 516 922 or
email sales@burnsferrall.co.nz or visit www.brunsferrall.co.nz

THE BEST 
IN COMMERCIAL 

KITCHENS

UNRIVALLED FAST 
COOKING 
CONCEPT 
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Proudly supporting

The Chip GroupTM

FAST CASUAL 
TRENDS FOR 2013

BELOW: Operators from Hamilton who recently 
attended the Hamilton training seminar proudly 
display their certificates.

ABOVE: Michael Huang from Oppies Takeaways in 
Rotorua won the 2011 Best Chip Competition.
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BEST CHIP 
SHOP AWARD 
THIS MONTH

ZE Quan Ye and Li Wen Li from Chicken ‘N’ Noodle 
canteen in Matamata have put their best chips 
forward and were excited to be part of the 2013 Best 
Chip Shop Competition.

AUSTRALIAN 
RESEARCH ON FAST 
FOOD POPULARITY

STRONG INTEREST 
IN THIS YEAR’S 
PIE AWARD
THE pie business is an important part 

of New Zealand’s takeaway action with 

a high number being baked nationally 

every week. The just concluded Bakels 

Supreme Pie Awards reflected this with 

4552 pies entered in 12 categories 

and 505 companies putting product 

up for judging. This was the highest 

number of entries in the 17 year history 

of the awards and a resurgence of class 

products - 634 mince and cheese pies 

and 682 steak and cheese pies were put 

before the judges.

The Supreme Award this year went to  

David Liem of Greenland Bakery & Cafe in 

Auckland’s Botany with a simple mince and 

cheese pie that ended the past two years 

of wins by fruit pies, On the commercial 

front where major product output was 

required, Dad’s Pies of Silverdale just 

north of Auckland took out the honours 

from Couplands Bakery (Christchurch), 

Gourmet Foods (Tauranga) and Goodtime 

Foods (Napier). 

HOT FLAVOUR
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Visit our website for recipes and our product range at www.groenz.co.nz

OR CALL FOR MORE INFORMATION

New Zealand 04 568 2687 Australia 07 3393 5562

Proudly supporting

The Chip GroupTM
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LED LIGHTING CUTS COSTS Groenz Products 
Support Chip Group
SUPPORTING the concept of the not-
for-profit Chip Group is a key factor 
for Wellington-based Groenz who have 
become an important supplier to the 
fast food industry.

The company has long been a supplier 
to this market with a range of condiment 
products but it is now boosting this with 
its new Kiwi Style range of sauces and 
condiments that have been specifically 
designed to appeal to the kiwi palette. 

The value-based product range 
covers 30 products including 48 
individual sku’s and complements 
everyday kiwi tucker in this sector of the 
foodservice industry.

Groenz takes the same track as the 
Chip Group which associates with 
strong New Zealand brands and works 
to educate the way young people eat 
as well as providing comprehensive 
training of store operators.

“We support the Group as a great 
concept that is giving back to the 
community through education and 
being socially responsible,” said Groenz 
sales and marketing manager Alan 
Robinson. 

“We hope we can help by adding 
marketing and commercial expertise to 
the programme and of course adding The 

Chip Group logo to all our packaging.” 

Wendy’s celebrated 25 years of fast food business. From left: Malcolm Vito (Groenz), Danielle 
Lendich (Wendy’s ceo), grower Ray Payne, Fred Hellaby (Wilson Hellaby), and the tv face of the 
brand Dave Vousden.
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EUROTEC

Temperature
Measurement Technology

HACCP Compliance

Testo 104

Testo 104 IR

Scan for our online catalogue

BIG FUTURE FOR ON-LINE 
FAST FOOD ORDERING

QUICK SERVICE  STILL 
NEEDS DESIGN, STYLE
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Tips for better chips
USE THE GOOD OIL

Use frying oil that meets the 
Industry Standards:

• Saturated fat – maximum 
28%

• Trans fat – maximum 1%

• Linolenic acid – maximum 
3%

Visit www.thechipgroup.co.nz 
for brands that meet industry 
standards.

KEEP OIL IN GOOD 

CONDITION

Maintain oil in good quality.

Keep fryer topped up with oil. 

Filter oil each day.

Cool oil and cover fryers when 
not in use.

Test and discard oil when it 
shows signs of degradation.

DRAIN OFF THE 

EXCESS OIL

After frying, bang or shake 
the basket vigorously two 
times. Hang the basket for 
at least 20 seconds.

KEEP YOUR OIL 

AT THE RIGHT 

TEMPERATURE

Cook your chips at a 
temperature of 175˚C-180˚C  
for between 3-4 minutes.

Use a digital thermometer to 
check the accuracy of the oil 
temperature every week.

IMPROVE YOUR  

SKILLS ONLINE…  

IT’S FUN AND EASY!

Adopt best practice frying  
training for your staff.

Go to The Chip Group online 
training www.thechipgroup.co.nz

HOW MUCH IS A 

PORTION?

A standard scoop of uncooked 
chips is approximately 330g. 
(approx 3 serves per kg)

In some food service and 
hospitality situations such as 
where food is shared, a standard 
scoop may not be appropriate.

NOT TOO  

MUCH SALT

Use salt sparingly if 

seasoning OR provide 

salt sachets.

THICK CHIPS ARE 

BEST CHIPS

Use thick straight-cut chips, 
at least 13mm wide.

These tips are based on The Chip Group Industry Standards (NZ)

www.thechipgroup.co.nz

IMPORTANT: All premises involved in the production of deep-fried chips must 
comply with existing regulations, eg., Food Hygiene Regulations 1974, Food Act 
1981, Health & Safety in Employment Act 1992, and any subsequent amendments.
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NESTLE’S NEW PIE 
MIXES

SHORE MARINERS’ 
NEW TWISTERS

VAN DYCK EGG PATTIES
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