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EDITOR’S RANT
Following the frenetic activity of the Lantern sell-down that
dominated 2016, 2017 shows no sign of letting the pub real
estate market slow down.
For much of the last year, agents have been telling us they’re seeing more
demand from buyers than there is available supply. A shortage of the kind
of properties that aspirational hoteliers are looking to buy is stretching the
envelope.
This has given rise to widening circles of interest outside the capitals,
and increased attentions on Brisbane and Adelaide, as Sydney and
Melbourne continue to see the shortage drive prices up and yields down.
More than perhaps ever before, south-east Queensland is becoming
the new black for pub potential. Now unfettered by the spectre of trade
restrictions that threatened to quash the State’s late-night economy, and
buoyed by the approach of the global spotlight that is the Commonwealth
Games, the sunshine state is looking bright indeed.
This month we have engineered some attentions on the land of the
banana-benders, facilitated by March’s occasion of the AHGE –
Queensland’s biggest hospitality and gaming event.
And in the spirit of potential, the ultimate publican, Nick Gregorski, of The
Alliance fame and soon-to-be Port Office fame, shares some truth and
vino with yours truly.
As always, we welcome feedback and/or suggestions for both this, our
monthly publication, and our thrice-weekly newsletter, covering all the hot
topics and gossip (where legally viable).
Cheers,
Clyde
clyde@pubtic.com.au
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Locked & Loaded is our latest standalone progressive (SAP) brand derived from
the hit Lock It Link jackpot theme.
Our latest release Piggy Bankin’ brings our Locked & Loaded library to seven great
games each with unique themes that are shaking up gaming floors everywhere!
Also available in these fantastic titles

Ray Brown 0417 234 001 David Grey 0410 536 146
Head Office and Showroom
4 Newington Road, Silverwater NSW 2128
Phone: 02 8707 6300
www.sggaming.com/australia
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HIGHLIGHTS OF THE
AUSTRALASIAN HOSPITALITY
AND GAMING EXPO
Brisbane’s growing trade show for the hospitality
industry took place – mostly despite tropical
cyclone Debbie – 29 & 30 March.
Doors opened at 10am on Wednesday 29 March for another
instalment of the Australasian Hospitality and Gaming Expo
(AHGE), set in Brisbane’s Convention & Exhibition Centre.
Over 250 exhibitors showed off their latest and greatest
products, in the arenas of gaming and over 30 other categories
servicing the hotel, club and casino industries.
SG Gaming unveiled an impressive range of new games at
the 2017 AHGE, with “something for everyone”. Big brands,
additional link game titles, more SAPs and the first non-jackpot
multi-denomination game were on display – all designed to
create a dynamic gaming room.

IRON MAN and Monopoly Grand Hotel took centre stage on
the Dualos cabinet. Both games have been developed in SG’s
Sydney studio. www.sggaming.com/australia
IRON MAN uses the live action video and sound effects of the
movies to enhance overall play and create a thrilling playing
experience. Monopoly Grand Hotel take the much-loved board
game into a new realm, with two progressive and two fixed
jackpots up for games.
The Locked & Loaded series showcased two new games, Piggy
Bankin’ and Huff & Puff, increasing the library to seven titles. This
new generation of game content draws on the strength of SG
Gaming to create one of the most dynamic game libraries in the
market today.
SG says it will continue to deliver new and exciting products
throughout 2017, from beloved brands to cutting-edge
systems technology, to deliver customers world-class gaming
experiences.
The cyclonic conditions in Brisbane didn’t hamper IGT going into
‘hyper’ drive at the AHGE, offering its customary food and drinks,
‘hyper’ promotions throughout, and IGT’s latest line-up.
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The new games included Hyper Hits, with its series of games
that deliver a hyper-flexible gaming experience for the broadest
range of Australian hotel players – plus new Multi- game packs
that offer players choice, and maximise limited hotel gaming
machine licenses and floor space.
Hyper Hits takes flexibility to a new level. Operators can choose
from multiple denomination and RTP options, as well as six
jackpot start-up options – and they can choose if they want a link
or standalone product.
For players, Hyper Hits offers five different bonus prizes plus
jackpots, and great game play features like expanding WILDs, for
up to 9x the prize in a single spin. Plus, players have the choice
of either Multiway or line play.

Aristocrat was eager to display its commitment to customers
and vision for the future of gaming entertainment, showcasing 12
different game families in four different cabinets.
The company has developed a range of configurable products,
to suit venues’ strategies, with different set-up and cabinet
compatibility options available. Products such as Player’s
Choice Emerald Edition offers three configurable packs, and four
different cabinet options.
A key product this year was Gold Stacks, the first Aristocrat gold
licence product to offer support to Viridian Widescreen, Helix,
ARC and Helix+ cabinets. Wild Fortune is also set to be a new
favourite, offering three titles, in four different cabinets.

Other key products on display at AHG included:
Reveal of a new Multistar: Multistar Dazzling Diamonds, with new
games and new features, for something different on a gaming
floor. IGT’s most successful game series in hotels, featuring a
new six-game champ: Multistar Champion Series® Titanium
Golden Fortune: a new multi-denomination link, with a strong
Asian theme, which uses games that are performing well in Asia Gong Xi Fa Cai, and Gold & Dragon
Two new games for IGT’s Ca$h Climb link: Chilli Bandit and Wild
Genie, with renewed maths, more betting options, and more
frequent features than the previous games
“Our presence at the show represented the ‘first wave’ of
products from IGT’s increased investment here in ANZ –
especially into the hotel sector,” says Nigel Turner, IGT’s head of
marketing.
“This investment has included growing the game studios in
Sydney and Melbourne, new product management teams, and
a strong boost to the Systems technical and service teams. This
investment will continue into 2017.”

“Our diverse portfolio strategy endeavours to cater to all player
segments within your venue,” explained a spokesperson. “The
multi- game category is perfect for driving occupancy, with new
Player’s Choice additions. After our successful launch of Dragon
Link and Dragon Cash into Queensland, we are thrilled to roll out
this hot-performing product to other markets across Australia in
2017 to support the growing linked progressive and standalone
progressive categories.”
Aristocrat boasts a dedicated insights team to ensure it stays
on the pulse of current trends and discovers possible areas of
April 2017 PubTIC | 7

TRADE FEATURE

innovation. In-depth analysis led to Pure Cash – its first multi-mid
denomination SAP range, seen to fill a “gap in the market”. Two
titles will be launching in 2017, with scalable bonus prizes and
wilds scalable to the denomination.

Since 2000 Full House Group (FHG) has been providing
hospitality venues with a range of loyalty, membership and
entertainment programs to help increase visitation and spend, as
well as better communicate with their patrons.

INTO THE FUTURE

FHG specialises in entertainment often incorporating sports,
operating Footy Tipping, Fantasy Sports and Sports Scheduling
products, and Australia’s largest in-venue poker leagues. It also
provides a unique live-play highly engaging trivia product called
Quizzame.

Jbn was formed from the increasing need for venues with music
to insulate the sound from neighbours and surrounding areas,
including within the venue. All Jbn’s products are designed,
engineered and manufactured in Örnsköldsvik Sweden, and
its principle product is the Jbn Sound Ceiling, which combines
top-of-the-line sound reinforcement with directivity, massively
reducing unwanted sound dispersion.
Following recent break-throughs into the US market, where
its systems are paving a new era for events such as Austin’s
massive ‘South-By-South-West’ concert, Jbn was back at AHG
again this year, and director Bryan Said was pleased with their
showing, despite the early finish.
“We certainly had successes, and were happy with the results
we got and people coming to the stand. Obviously, no-one could
do anything about the debacle of the second day.
“We find at good trade shows we are often seeing potential
customers for the second or third time. That’s the beauty of
these expos, as they are returning, most with some kind of plan
for renovations either now or in the future, and when the timing is
right, they are eager to talk with us.”
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The company’s broad range of solutions mean it works with a
wide array of venues from around the country. Sales manager
Peter Shaw said the Expo was a success for them despite the
inclement weather.
“Overall, the AHG ran like clockwork. For Full House Group, the
highlight was being able to meet our venues from all around
the country, as well as network with a wide variety of service
providers in the hospitality industry.”
Similarly, FHG’s variety of products means the opportunity to
explain benefits face-to-face is ideal.
“The AHG was a great way for us to showcase some of their new
products, and we had a lot of success generating interest in our
new game-show style trivia product,” added National QuizzaMe
Manager, Paul Friedman.
“The [lanyard] tracker helped to get people’s details for follow-up.
I would definitely exhibit again.”

TRADE FEATURE

PR

PROUD
AND
LOUD

PubTIC caught up with
hospitality PR pros, Rebecca
Gibbs and Andy El-Bayah
from Example, and Catherine
Slogrove from Papaya PR, to talk
pub marketing and digital in
2017. Adam Le Lievre reports.
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Pubs that mix well-planned social media with great
marketing and savvy public relations are well on the
way to discovering a winning formula.

But Catherine says it’s not enough just to be active on
Instagram, you need to approach it in a strategic way to do a
product or venue justice.

Together, marketing, public relations and social media provide
a powerful and exciting blend of tools for pub owners wanting
to leverage online platforms like Facebook, Instagram and
Snapchat and trend-based websites and blogs.

“Think about who you are targeting, the imagery that will
appeal, the bloggers you can leverage and how it fits in with
your overarching marketing strategy.

There’s no doubt hospitality is and will continue to be a big
winner on social media, but as these resources evolve, some
are finding them harder to navigate.
Given the importance of getting it right and ensuring your
marketing spend pays dividends, it makes sense to consider
pub PR professionals, to help navigate modern marketing and
the effort of better communicating with existing patrons and
finding new ones.
Papaya’s Catherine Slogrove says for venues looking to draw
new customers, some of the most powerful means at their
disposal include social media and public relations.

“It’s also important to get familiar with the platform, understand
the hashtag rhetoric and its targeting capabilities. If you’re
going to invest in social media marketing it’s worth setting
yourself up for success.
“In terms of PR, there’s a new wave of trend-driven publications
like the Urban List, Broadsheet and Concrete Playground that
offer great opportunities to get events and venues out there in
front of people who love to eat and drink.”
Catherine’s top tip for approaching these outlets: “Be different
– because when it comes to promotions and events, they are
looking for content that’s quirky and unique, content that will
surprise and delight their readers. That’s what will set you apart
from the crowd!”
Example director, Andy El-Bayeh, say’s great marketing can
help transform a pub into a brand, or a place where you drink
into a local institution.
“Key to this is rethinking traditional promotions-based pub
marketing (those fast promotions that get customers in today)
and replacing that with initiatives customers can engage with
to create long-term brand value. Knowing your customer and
establishing that relationship is key.”
When asked how to market through social media and
advertising, Andy said pubs should identify, create and develop
stories within their business that customers want to connect
with and utilise those through different channels to spark an
emotional response.

Catherine Slogrove, Papaya PR

“With 12 million monthly users on Facebook and five million on
Instagram, there’s no doubt you can reach your target market,
wherever you are based in Australia, via social.
“On both platforms pubs can drill down to reaching their exact
demographic, even to locals living within a five-kilometre
radius of their venue. For location-based businesses, this is an
invaluable marketing tool that nothing else out there can match.
“However, it’s crucial to get the content right: creating offers,
content and stories that are well aligned with a pub’s brand and
interesting to the communities they serve.”
Papaya recently surveyed 20 of Australia’s leading food
bloggers and influencers, with a combined following of nearly
one million. Eighty per cent of those surveyed picked Instagram
as the hottest social media platform for hospitality venues.
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Andy El-Bayah & Rebecca Gibbs, Example PR
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“After all, no-one is engaging with something unless it has
meaning to them. Replace the boring cocktails on a bar
promoting Happy Hour, to a post that reveals the inspiration
behind a drink.”
Andy said one of his best campaigns was March into Merivale
2016. “We broke down what we needed to communicate
on a brand value message for Merivale and its partners, and
repositioned it in a way that resonated with the target audiences.

March into Merivale 2017

March into Merivale 2017 even had a side-show of Mexican wrestling

“We played into peoples’ emotions and developed ‘guilty
pleasures’, an unashamed celebration of what people crave
in a five-week feast of highly curated events. We wanted it to
be less about showcasing the individual venues, like previous
years, and more about celebrating everything the Merivale
brand stands for, as well as shining a light on the incredible
talent across the group.”
Andy’s top tips? For a venue to succeed, it’s important to do
the following from the get-go:

March into Merivale 2017

1. Clearly define your venue’s identity and positioning. You need
to understand who your audience is, where you fit in the wider
dining scene, what sets you apart from your competitors, what
is the purpose of your venue, what are the stories behind your
brand and how you can connect with your guests. All these
elements need to be considered and articulated, before you
think of renovation, design or promotion.
2. Personalisation. Know your customer, develop a relationship,
communicate with them one-on-one. Customers are
increasingly savvy and competition is at an all-time high. People
are being bombarded with promotions each and every day, and
at the end of the day the brand they have a relationship with
is the brand they will choose. Like a prospective partner, build
the romance, understand what makes them tick. If it’s a special
bottle of wine they love when they visit your venue, tell them
about that vineyard’s new vintage and invite them into try it.
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3. Develop the stories behind your business. What sets you
apart from the rest? Your produce, the design, your vision?
Share these stories through each of the marketing channels PR, Social, Digital. Own your own voice and have customers
follow you for it. Consistency across those touchpoints is key.
Fellow Example director and Merivale veteran, Rebecca Gibbs,
says “When it comes to PR, it’s crucial that any announcement
from a pub is always as meaningful as it is headline-worthy.

“Remember your biggest marketing tool is word of mouth, so
people, product and service is key.”
Rebecca’s top tip: “Before you do anything that engages
media, think ‘if I had a reviewer walk in the door right now,
would I be satisfied with the experience we are offering?’
“Marketing is there to amplify your brand, not fix it. So, make
sure the product is spot-on before pursuing it.”

“Ensure that anything you put to the press, whether that be
a story for a new menu, refurbishment, or talent acquisition,
connects back to your brand philosophy and the experience
you create in-venue. You of course have to identify
opportunities to play into wider trends and news stories, but
don’t just introduce something for a quick win.

Facebook is a social media service
based in California that launched
February, 2004. Created by several
students, including Mark Zuckerberg,
it was originally only for Harvard
students, the name deriving from
the ‘face book’ directories given
to US university students.
Expanding first to other universities,
then high schools, since 2006 it
has been open for anyone over the
age of 13 to join. Users can create
a user profile and link to other
users as ‘Friends’, exchanging
messages, images, videos, links
and interacting through posts and
comments. The widespread ‘sharing’
of mutually-enjoyed content is likely
the platform’s biggest success.
In early 2012 Facebook Inc held
its IPO, reaching original peak
market capitalization of $104
billion within months. By mid2015 it reached $250 billion.
Facebook has over 1.86 billion
monthly users (at 31 December,
2016) and based on active
users is the most popular social
networking site in the world.
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Instagram is a photo-sharing
application and service for mobile
devices, which allows users to
share pictures and videos, either
publicly or privately on the service,
but also to other social media,
such as Facebook and Twitter.
Users can also apply digital filters
and effects to images. Since June
2013, it has allowed for video at
increasing definition and length.
Launched in October 2010, it
was originally a free app only
for iOS (Apple) mobiles, but was
released for Android devices two
years later. It has grown to 600
million users (December, 2016).
In April 2012 it was acquired
by Facebook for approximately
US$1 billion. In 2013, Instagram
outstripped the parent company,
growing by 23 per cent.

Twitter is an internet-based news
and social networking service that
allows registered users post ‘Tweets’
and interact with those of others. The
Tweets are maximum 140 characters.
Unregistered can only read, not post.
It was launched in July 2006, and
rapidly gained worldwide popularity.
By 2012 over 100 million users were
posting 340 million tweets a day,
and the service handled an average
of 1.6 billion search queries per day.
It has been described as the SMS
of the Internet. In 2016 it had over
319 million monthly active users.

ARE YOU GETTING
NOTICED?
Have you noticed Neon trending
everywhere again?
Get your Neon on with affordable pricing.
Contact us for an instant quote today.
www.customneon.com.au
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GOOD PORT IN A STORM
After years making big impressions at their Alliance,
Nick & Megan Gregorski were targeted to make
waves at the big Port Office Hotel, in Brisbane’s CBD.
As Debbie raged and Brisbane hunkered, the big
man from the country sat with us for a glass.
Clyde Mooney reports.
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In this climate, VH
Partnership listed the
leasehold interest of the
CBD’s elegant Port Office
Hotel, previously run
under management. The
business was marketed
to a select group of
potential candidates,
which included the
transformers of a manytimes-failed pub in Spring
Hill, around one kilometre
north.
“I’d seen what they did at The
Alliance, which has won a lot of
awards and has a great following.
Every man and his dog knows
the place and its great country
hospitality feel,” explained CBRE’s
Paul Fraser of the Port Office’s

targeted sale.

of the lease beginning 1 February.

The Alliance Hotel had been shut
for several years, after a succession
of failed operations. Despite advice
to the contrary, Nick and Megan
Gregorski had taken on the classic
old pub, diving headlong into its
heritage, reviving original terrazzo
tiles and fireplaces and an historic
atmosphere. Despite its previous
failures, the Gregorskis were not
afraid to back themselves in this
“great and affordable” entry to pub
ownership, securing an option to buy
the freehold, which they have since
done. A second operation, taking on
the 1864 heritage-listed Port Office,
would mean big changes for the livein publicans. But after winning the
bid, they were given the keys three
weeks early to begin the planned
half-million-dollar renovation, ahead

Continuing their strong history with
fine foodservice, a particular focus
was the already impressive dining
room. Discreet fold-away partitions
were installed to allow the generous
area to be sectioned off for groups
and functions, and the kitchen was
overhauled.
Brisbane has an emphatic
relationship with tropical weather
and floods. As tropical cyclone
Debbie drifted south, grazing
Brisbane and dredging fears of
imminent floodwaters, closing
schools and the vast majority of the
CBD, Clyde Mooney joined Nick
Gregorski and a few-dozen soggy
patrons within the warm timbers of
the newly re-opened Port Office, to
discuss the tides of change and the
choice to sink or swim.
April 2017 PubTIC | 15
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this is a big pub, it’s almost like the quotes I get, people just try
it on. Quotes for cleaning, or pest control, things like that. Up
there, I’ve gotten the best price I can, because I just don’t have
it. So it’s good to have that knowledge.
My uncle has the pub in Bowen now. It won best regional hotel in
Australia. He and I suggested to my cousin, he’s only 22, rather
than getting straight into pubs, why don’t you go and become
a fridge mechanic, or an electrician, because if you ever own
this pub, that’s where you’ll spend all your money. He’s actually
followed through with it, he might not even become a publican.
CM: I remember you said your mum was a chef. Was dad a
publican all his life?

THE GREGORSKI EFFECT
NG: I’m from Bowen, in north Queensland. My parents had the
Grand View Hotel up there for 20 years, so I grew up in it. In
2019, it will be one hundred years in our family. Four generations.

NG: He sort of fell into it. They worked on Dangar Island, then
went down to Smiggins Holes, then moved back up to Bowen
and bought the family pub and ran it. They’ve been publicans
ever since.
CM: Hence your solid background in foodie pubs. I notice you
inherited five machines here, but the Alliance has no gaming?

CM: Wow – you were literally bred to do it. I understand before
this, you transformed your first pub, The Alliance. Where do you
think previous operators had gone wrong?

NG: I’m happy about that. I’d love to have a great gaming
room, I’m not anti-gaming at all, but I just love running food and
beverage venues.

NG: I think it was just an instance of publicans that didn’t ‘get
it’. The last bloke was a property developer. He thought he’d put
his offices upstairs, and have all his property developer mates
downstairs drinking booze and lunching.

CM: F&B is harder, and you need to regularly reinvent yourself.
The best pubs have a good crack at both.

CM: Not much of a business model. What are you doing with
upstairs?

NG: That’s my uncle, in Bowen. He’s got the best restaurant in
town, and off the back of that he’s got the best gaming venue in
town, so I couldn’t agree with you more.

NG: We’ve got a function room up there. We lived there for five
years, we’ve just moved out.

I want to be proud of my pub. And I am. I’ve got a bunch of
mates there, I know these blokes to have a beer with, I didn’t
know most before I came here. I love it. I love the people.

CM: Not too many publicans live onsite these days.

CM: I think that attitude rubs off on your staff.

NG: I didn’t live in a house until I was 24. It’s become a lifestyle.
If you make it a lifestyle then you can enjoy it. It took Megan a bit
of adjusting. She’s got a background in PR and marketing, but
she’s at the pubs full-time now. I think central to the success is
we’re here most of the time, and people feel like they can come
and have a beer and someone’s going to say g’day to them.

NG: It’s hard to train them, I reckon, in this market. I went to five
of Hemmes pubs in Sydney in November, and mate I’ve never
had service like it. Fantastic. Sydney and Melbourne are the
kings of the gastro pub in Australia, there’s no doubt about it.

CM: So what’s happening at the Alliance, now that you’re here?

NG: I have. We won QHA restaurant of the year at the Alliance
two years in a row. That’s our main focus. I want to make sure we
do great food, it’s in our pub DNA. Other publicans are good with
other things. I’m not great at marketing to young kids. I’m not
great at cocktails. I do good wine, and I do good food.

NG: I put a manager in, but he gets the option to lease it off me
in a year’s time. He’s a couple of years younger than me.
A mate that’s run some of the biggest pubs in Brisbane, and he’s
into it, so I feel comfortable. We’re effectively still running the
same model.
CM: You’ve got the freehold there, so there’ll be appreciation.
The market’s running hot.
NG: I don’t think the craziness has hit Queensland yet.
CM: I think it’s coming. Have you noticed much difference,
operating the two?
NG: Compared to what I’ve found owning a little pub, because
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CM: That could mean in Brisbane you’ve got an opportunity.

CM: You’ve got to know your strengths, and your audience.
NG: Yeah, and this is my audience. Because this pub’s bigger,
for the first time I’ve employed a – I won’t call him a sommelier,
because he isn’t – a wine guy. That room is a pseudo- retail
shop, but he can come out and talk to anyone about wine.
That’s something different that I’m trying. I don’t know how much
it will cost me, but I reckon I’m prepared for the next six months to
spend money where I usually wouldn’t spend it, to have a crack.

MAJOR FEATURE

THE BIZ OF BRISSY & BOOZE

NG: But I can’t advertise a controlled happy hour in my pub,
with bouncers.

CM: I was pleased to see Queensland dodged getting lockouts,
although they may not have affected you so much in this kind
of place.

CM: Did you know Woolworths now control almost 50 per cent
of off-premise sales? And because of online price availability,
on-premise needs to have on-premise-only lines. We don’t run
editorial on anything wine that is retail available, but the sector’s
too big for us to cover thoroughly anyway. I do see the craft
beer brands suffer the retail squeeze.

NG: I don’t think these lockout laws actually get to the heart of
problem drinking and alcoholism. If I kick someone out – and I
don’t have to often here, but I do occasionally – whether they’re
18, 32 or 52, I get arguments. About every single rule. We have
to do an RSA to work behind a bar. Anyone that wants to drink,
when they go for their licence, make them do basic RSA, so
they know it’s a $5,000 fine for serving drunk and disorderly.
CM: And what defines as drunk and disorderly.
NG: I’ve got an 18-year-old daughter, they all pre-load.
CM: That’s nothing new, I was doing that in the 80s. Authorities
have never done anything to address it. I endorse the idea of
a floor price on a standard measure, to stop cheap take-away
being so attractively priced for heavy drinking. Nothing much
would change for pubs, but it would stop things like a 1-litre
cask of wine sold for two dollars, which would better address
alcohol abuse.

NG: I got into the wine side, selling for Yalumba. With craft beer
I do a lot with Matt Kirkegaard. He’s an award-winning writer for
BeerMatt. Great bloke. The pub up there really suits it. We’ve
done things like beer tapas, and got right into matching beers
and different dishes – it’s fantastic.
Down here I’m still with the big boys, but I think they’ve got
great products. I would probably stick with them anyway.
Kosciusko’s 48 per cent of my sales up there at the Alli.
CM: Wow – the local favourite. Are you contracted to Lion here?
NG: I am tied, and proud of it. They’ll bring 20 blokes in here for
a beer. It’s nice to have that kind of support from your suppliers.
CM: That’s a culture Lion seem to foster – pardon the pun.

CM: Lockouts don’t do much to affect binge-drinking. Drugs
are prohibited and illegal – doesn’t mean there are no junkies.
Prohibition is historically not a solution.

NG: I think culture starts from the top. It gets back to this pub;
if I’m a wet fish or not invested in it, then the staff will reflect
that. Up there, every one of my staff is friendly and happy and
loves to see you. I’m slowly changing the culture of this place.
They’re getting it, it will just take a bit longer.

NG: Meanwhile, hotels like mine are better off buying from Dan
Murphy’s.

CM: That’s something you’ve got to breed. You can’t just switch
it on. I think best done hands-on.

NG: I’d be happy to do that.

CM: It’s a sorry situation when they’re consistently selling it
cheaper than the wholesaler.
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NG: At the Alliance I can basically stand in the foyer, see my
front bar, my restaurant, know what’s going on upstairs and in
my basement bar, and fix it all on the run. This is a much bigger
joint, and I’ve had to switch that off a little here.
I was really impressed with the level of service in Sydney. I
guess I’m trying to breed it through culture, as opposed to
training, as I really don’t have the time to do it. Who owns
Shady Pines?
CM: Swillhouse Group.
NG: Their employees have always impressed me. You see
those small bars, I see it in Sydney – it’s only just started
happening here – you’ve almost got to make your own small
bar in your venue. We try to do a similar sort of thing up at
the Alliance, in our basement, called the Chalet bar; I ran
mum and dad’s place in Thredbo for five years. I’ve got these
chesterfield couches, and skis and stuff. Bit of a piss-take, I call
it Brisbane’s only Apres Bar.
CM: I hate people raving how a small bar opens every week in
Sydney. They neglect to notice a small bar closes every week
too, as most of them don’t have the skillset to be an operator.
The best thing about small bars is they give pubs ideas for
innovation. Some of the most successful pubs are basically a
collection of small bars in one venue.
NG: I’ve tried to take in favourite bits of my favourite Sydney
pubs, like the Dudley, the Four in Hand. I still love the round bar
at The Steyne. I love country pubs – there’s nothing better than
sitting in a front bar. You must see some fantastic pubs.
CM: I see a lot of the latest and greatest, but you can’t ‘create’
the atmosphere of an old country pub.
NG: In 1999 they did reno’s here. It was a round marble bar,
which was the trend back then. Bottles and the fridge in the
middle. I knocked it all out. I wanted a long bar. I want a bar
where people just want to go and plonk themselves down.
CM: I always like a bar to have the brass footrail. Some country
pubs still have the trough, which I believe was from the six
o’clock swill days, so you never had to leave the bar, but they
stayed in use as an ashtray. Of course, there’s not that need
anymore.
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NG: You can’t use it for either! The Alliance – it has these bones
that make you feel like you’re still in the 60s, drinking at the bar.
When I pulled the carpet up, we found this terrazzo, and the old
original bar was just concrete. I decided just to polish all of it,
and people can see the history. It’s got the soul in it. I reckon
the most important thing about a pub is the soul.
I’m not bagging anyone, but I think too many publicans try to
be everything to everyone. It’s the same with food, too. They
did pizzas here before. I decided to scrap the pizzas, even
though they’re great GP and fairly easy to do. We don’t need to
do pizzas just because every other pub in Australia does them.
CM: The f&b pub trick seems to be to find a specialty that will
be popular with the demographic that other places aren’t doing.
Of course, easier said than done, but doing the same things
sets you up for comparison. To do it, I think you really need
to be able to work with your chef. A prominent memory of my
childhood was dad always fighting with the chef.
NG: And I have too. I’ve got a good one now, but I had one
really bad one up there. You get scared to sack them, because
he was a good chef. But I replaced him with the current one,
and mate, I don’t ever want to lose him.
Here, I wanted to have the rotisserie, and make it known. I
wanted it front-and-centre, because it looks good, but I don’t
want it to be the whole menu. The other thing is, you’ve got to
look at different ways to do things. Beef’s so expensive, and
people still love a steak, but you’ve got to find different ways to
make money, and keep your costs down.

MAJOR FEATURE
CM: I saw you have a ‘nose-to-tail’ section on the menu. Very
Colin Fassnidge. Very on-trend
NG: Not in Brisbane.
CM: You’re ahead of your time.
NG: I’ve got this Scottish chef. He did all these dishes that
blew me away, how delicious they were. Writing a menu, I say
sometimes you’ve just got to put cool shit in there, for the sake
of those restaurant reviewers.
CM: Something they will sound cool talking about in the write-up.
NG: We do a veal cutlet – a thick piece, 400 grams on the bone,
looks like a rib-eye. We oven cook it, crumb it, then deep fry
it, nicely, in a pan, served with potatoes, and coleslaw with hot
English mustard through it. It’s always medium-rare. You can’t
have it any other way, or we burn the actual crumb.
Recently, I said to my chef, ‘mate, your costs are a bit out of
control’. He said ‘it’s your veal cutlets, costing me 45 per cent
of food costs, and selling like hotcakes’. So for the first time in
four years, we took it off the menu. I got abused on Facebook,
by email, text messages …
CM: Why couldn’t you just put the price up?
Nick Gregorski

CM: What sort of pub was this place before you?
NG: It was an audited pub, under a company that ran very well.
The systems are great, and I haven’t tried to change too many.
I’ve always had at the Alliance that tips all get pooled together,
and divvied up according to hours, but they had the system here
that you got your own cash tips. I stopped that, because they
were fighting over sections, and not helping each other. This is
teamwork.
I always say to my staff, just smile. Just be friendly, because if
you stuff up at a table, and you have this lovely persona and
happy smile all the time, they’re going to forgive you.
CM: Whereas if you’re surly and you screw up, they’ll surely hold
it against you.

NG: Because it was getting into $46 territory. But I put it there,
and it hasn’t missed a beat. Just one complaint.
CM: About the price?
NG: Yeah, and that’s what shits me about customers
sometimes, and I’m very customer-oriented. We’ve got a $27
dish there, have that one. I can’t help the cost of veal.
CM: I get the feeling you would if you could.
NG: I do really believe that you’re either all in or all out. And I
think good things and good people rise to the top.
CM: I do like to think so. Nick, thanks so much for your time. I
know you’ve got people waiting to see you.
NG: My pleasure. Would you like to join us for a beer?

NG: I say to them – don’t just do it to help my business, do it
for yourself, because there’s nothing worse than dealing with a
difficult customer. And there’s always customers you’re never
going to please.
I hate these things, but we have to live with social media now,
we had a couple of whinges about the rib fillet. Yeah, it’s got fat
in it, that’s what they do. I took rumps off the menu four years
ago, because I was sick of people saying the steak’s too tough.
I’ve taken steaks off my function menus altogether. Always
complaints, doesn’t matter who ordered it. So now I do wagyu
brisket as my beef dish, slow-cooked for 12 hours.
CM: Slow-cooking is one of the greatest things for pubs.
NG: We do it quite a lot. It helps service, too. That rotisserie’s
been the best thing; we can do that beautiful dish for 100 people.
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INDUSTRY NEWS

WATCH THAT 1 PER CENT.

2017 marks the 125th anniversary of the Australian Hotels Association of
WA, originally established as the Victrualler’s Society. Over the next 12
months, we will be digging through the archives to see what, if anything, has
changed for hoteliers and the industry.
By Kate McPherson, AHA(WA) Communications Executive
The above article was published in 1948 in the
AHA(WA)’s Hotel Review publication. The reflections
from an American industry journal suggest that
despite being on different continents, Australia
and the U.S had much in common with regards to
individual responsibility, and little has changed in
the regulation of liquor.
Policy is still developed to address the 1% of
people who over-indulge or cause harm, rather than
the vast majority of responsible drinkers.
Successive government reviews of liquor licensing
have culminated in the current Liquor Control Act
1988 that focuses strongly on minimising harm or
ill-health caused to a person or group of people by
the excessive consumption of alcohol.
This has seen licensees take on greater
responsibility for the consumption of liquor by
patrons.
Under law, the Licensee is not the only person who
can be fined or prosecuted for breaches of the
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law. This extends to the Approved Manager, Bar/
Security, other staff and patrons.
However, the pendulum has moved too far in favour
of harm minimisation, with responsible service of
alcohol training replacing individual responsibility.
Individuals should not be absolved of their
responsibility for their own behaviour on licensed
premises.
Recent changes to the liquor control act introduced
in November have seen the introduction of some
measures that are a signal of positive changes
– secondary supply laws, penalising adults who
provide liquor to juveniles, increased powers for
licensees, and penalties for people who misbehave
on licensed premises.
Today, the AHA continues to champion liquor
reforms that strike the right balance for the
overwhelming majority of Australians that drink
responsibly. A position that would no doubt be
supported by our American counterparts.

BIG NEWS
SHORT’S SCUBAR:
TIME’S UP, AND UP

It will soon benefit massively from major public works,
effectively both removing major competition and trekking up to
10,000 commuters per hour past its doorstop via a new metro
station.
“I’ve thoroughly enjoyed my time working with a fantastic
management team and with a business which is such a focal
point for many valued clients, and I’m absolutely sure the
pedigree of the new owner will only mean an improvement
upon the foundation that has been created,” said Haritos.
The sale was managed by Ray White Hotels’ Andrew Jolliffe,
who says the buyer was “very motivated” and the campaign hit
the ground running.

Scubar Crab Racing

Proving all good things must come to an end, the Short’s party
pub Scubar will soon close its doors.
Located in Rawson Place, a stone’s throw from Central Station
and Chinatown, Scubar began as a project between the
late Warwick Short and son Martin, as hospitality partners.
Furthering the family connection, Martin’s sister Paris ignited
her passion for hospitality at Scubar.
Speaking to PubTIC, Marty Short says W. Short Hotel Group
(WSHG) has effectively outgrown the good-times student bar
and will (reluctantly) close it at the end of its lease, in July.
“We completed a 15-year lease, then another five-year option,
but the time has come to move on.
“It has been a pleasure to host so many awesome customers
– both locals and those passing through Sydney. Scubar has
been a breeding ground for talent both within W. Short Hotel
Group venues and the broader hospitality industry.
“We believe Sydney deserves a venue that provides the
experience that Scubar has for so long, so who knows where
and when Scu may pop up again,” portends Short.

HARITOS’ VERANDAH SOLD IN
RECORD TIME
In what could be record short time on the market, Dean Haritos
signed over his booming Verandah Hotel to an unnamed “wellknown Sydney hotelier”.
The price was “comfortably in excess” of the $9 million price
expectation suggested at the campaign launch – just one week
earlier.
Haritos has numerous other business ventures, and says the
sale was due to his increasing outside commitments and
persistent approaches to buy the goldmine 29-year lease.
Verandah occupies a mezzanine between Castlereagh and
Elizabeth Streets, with multiple bars, an upmarket restaurant,
two expansive alfresco areas, and a gaming room ranked #282
in NSW, producing $7+ million annual turnover.

“We were patently aware of the level and quality of interest
that a strategic advertising campaign would generate from this
market.”

COLES’ BIG MANSFIELD TAVERN
LISTED – AND SOLD
The freehold and opportunity surrounding Coles’ Mansfield
Tavern came to market – only to be snapped up in just a week
by “a well-known Sydney publican”.
The massive 20,830 m² site, just 11 kilometres south-east of
Brisbane CBD, was expected to pique investors, developers
and hoteliers looking for the next big thing. Both the Tavern
and First Choice Liquor outlet are leased to Wesfarmers’ Spirit
Hotels and Liquorland P/L.
The 20-year lease will expire later this year, with a five-year
renewal option. Importantly, the freehold owner retains the
31 EGMs on its expiry. This combination presented a unique
opportunity, to capitalise on the asset with a blue-chip tenant,
and consider redevelopment opportunities in the medium- to
short-term.
CBRE Hotels’ Glenn Price, Paul Fraser and Daniel Dragicevich
noted its mixed appeal.
“Going into the campaign, we knew the property would be hotly
contested due to the underlying fundamentals,” suggested
Price.
“The relatively short term lease to Coles meant that the
property attracted interest not only from hotel investors,
but also developers and hotel operators given the potential
reversionary value of the business and the site’s development
upside.”
Although not disclosed, the sale price was said to be “well
above initial expectations” and representing a yield around
5.8 per cent. The new landlord will immediately benefit from
occupancy by the second-largest pub operator in the country,
paying approximately $810k rent annually. The buyer was also
not disclosed, but CBRE national director, Dragicevich, says the
opportunity was enough to entice another cashed-up Sydney
publican to join the migration to the sunshine state.
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BIG NEWS
LAUNDYS SLAMMED OVER
PERCEIVED PENALTY RATES
CONFLICT
A prominent Sydney tabloid attacked the Laundy group, particularly
elected MP Craig Laundy, over a supposed conflict between longdefunct employee agreements and cuts to penalty rates.
The Daily Telegraph claimed Craig Laundy, elected to the western
Sydney seat of Reid in 2013, had workplace agreements at two
of the family’s hotels “ripped up” and “thrown out because it was
unfair to workers”.
This was incongruously prompted by Laundy’s involvement in
the Turnbull Government’s campaign to reduce penalty rates – as
recommended by the FWA – after he said all Laundy Hotel Group
(LHG) employees were paid according to award conditions.
Technically this was not correct, as between 2006 and 2012 both
the North Wollongong and Harlequin Hotels, both owned by LHG,
used ECA (Employee Collective Agreement) instruments for some
employees (North Wollongong: 24, Harlequin: 3).
Group operations for LHG Nick Tindall, who managed the
Harlequin at the time, says Craig had nothing to do with the
ECAs, made under Prime Minister Howard’s WorkChoices laws.
“[They] were my initiative, and Craig Laundy didn’t know anything
about them,” Tindall told PubTIC. “It’s unfair to involve him.”
WorkChoices was the raft of changes made to Australia’s
industrial relations laws in 2005, encouraging employee groups to
negotiate arrangements suited to their situation.
The ECAs automatically expired after a given time, whereby they
could be challenged by anyone. But they were never challenged,
instead dissolved by FWA at the request of ALH, after it bought
the two pubs and wanted them under the same conditions as the
rest of its several hundred hotels.

HEMMES CALMS STORM OVER
TATTOOED SOCIALITE
Merivale found itself the centre of a media storm, after socialite
Gordana Poljak was refused entry by an overzealous doorman
due to her gratuitous tattoos. The tattoo queen champions her
decorative ink and operates a business combining the art form
with make-up, called Dr Freckle and Mr Hide. She has reportedly
worked on A-list clients such as Cate Blanchett and Russell
Crowe. Until 2010 she was married to TV celebrity Mike Willesee,
30 years her senior, with whom she has a teenage son.

Hemmes wasted no time addressing the problem, personally
texting Poljak a heart-felt apology.
“I’m so sorry to hear this. And I would like to apologise on
behalf of my staff if they were rude to you as we certainly don’t
encourage or condone such behaviour.”
The personal touch made all the difference for the single mum,
who took again to social media to acknowledge “Justin has
apologised!”.
“I accept their apology and I will still continue to go support a
man who has acted in a respectful manner to address my bad
situation!! It’s about rectifying the situation and that’s exactly
what’s been done!”
Merivale declined to comment further on the incident.

PADDO PUB CELEBRITY CHEF
FASSNIDGE BACK IN BANKSIA
Celebrity chef Colin Fassnidge is back in the pub game, steering
the pots at the reinvented Banksia Hotel’s ‘Banksia Bistro’.
Fassnidge departed his iconic gastro pub the Four in Hand
after its sale in late 2015 to Mitchell Waugh’s Public House
Management Group (PHMG).
PHMG engaged acclaimed chef Guillaume Brahimi as the
Group’s ‘Culinary Ambassador’.
Also in late 2015, new group Monarch purchased both the
Belmore and Banksia Hotels from the Waugh family, for a
combined total of close to $50 million.
Since leaving The Four, Fassnidge has become further
entrenched in his on-screen role as a judge in MKR, furthering his
reputation and own brand in foodservice.
He now heads up the kitchen of the top-ranking pub in the new
‘Banksia Bistro’, alongside head chef Leigh McDivitt, and told
Good Food previous successes are on the menu.
“Monarch Hotels has given us the kitchen at the Banksia Hotel,
we’ll hopefully bring more life to it and attract a new demographic
with the food. It’ll be exactly like the Four in Hand counter meals
we used to do in Paddington,” said Fassnidge.
The Irish chef became famous at The Four for his nose-to-tail
cooking, the menu known to include a specialty ‘pig’s tail’. The
Sunday roasts attracted crowds queuing for an hour or more to
ensure they get some of the feast.

Arriving at Merivale’s Coogee Pavilion she was denied entry by a
staffer. Questioning the decision, Poljak was told by a manager
to leave and call back on Monday. But the Coogee local instead
took to social media, announcing to her 4,143 closest Friends an
initiative to boycott the beachside pub. The story was picked up
within hours, and echoed through publications around the country
and overseas.
“Those who wish to support me won’t go to Coogee bay hotel
anymore!” posted Poljak.
Colin Fassnidge, Leigh McDivitt
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