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EDITOR’S RANT
One of the things about a fast-paced world increasingly
dominated by technology and global competition is you
simply no longer have the luxury of resting on your laurels
very long.
A pillar of philosophy of The Information Collective (that’s
the TIC in our enigmatic name) is the idea of sharing
advancements in industry to help our readers benefit from
an effective brains trust. This goes beyond new products and
technological wizardry to best practice and trend analysis, but
importantly, it is predicated on the assumption that business
owners want to, and indeed must, innovate to survive.
Such proactivity can often mean having to step out of comfort
zones to see and try things from new perspectives. This could
be observed to the ultimate end in (and I can’t believe I’m
quoting) reality TV show ‘Uncover Bosses’, where business
owners go to the un-real extent of donning disguises and
engaging with their own businesses as new employees or
customers.
Speaking to those without a secret longing to dress up and
prank staff, you don’t have to go to these lengths to learn
about your operation. Trusted regulars and anonymous
newcomers can both be great sources of feedback and
perspective in a world of a thousand options, but be aware the
echo-chamber principle may mean they have no bearing on
the thoughts of people you are trying to come in for the first
time.
In this pioneering pursuit I found myself in front of an
attentive room of pub professionals hosting a Publicans
Summit seminar at the AGE. We focused primarily on new
and predominantly untested aspects of gaming regulations,
pondering what potential they may hold for operators, while
also looking to strong data for a compelling snapshot on how
the gaming industry continues to shape pub business and
values. (That’s valuations, not moral compass.)
When the new is everyday, every day is both challenge and
reward.
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(NEWS AND THE BEST BITS FROM)

AGE 2018

The Gaming Technologies Association’s annual Expo
in 2018 was driven by the march of technology in all
aspects of hospitality, echoing the changing nature of
the game.
The 2018 Australasian Gaming Expo (AGE) took place this
month at the International Convention Centre (ICC) at Darling
Harbour.
As is the tradition, this the 29th edition was the greatest yet,
with a sold-out 19,000sqm exhibition floor of the latest
products, services and trends for the hospitality market from
more than 200 eager suppliers.

The AGE is the largest hospitality and gaming tradeshow in
the southern hemisphere, and was judged in the top 15 per
cent of trade shows around the world for both visitor and
exhibitor satisfaction in a recent Explori report. More than
10,000 Australian and international attendees were expected
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through the doors over the three days.
Another tradition at each AGE is the event team and people’s
choice awards for Best Stand. The former was presented to
Hostplus, with the all-important winner as voted by attendees
going to John Hennessy’s Hand-Crafted Coffee stand.
Hennessy’s stand showcased the company’s range of fully
automatic coffee equipment for gaming, and expresso
systems for hotel, bar and bistro. The stand also hosted its
own showcase event – an afternoon cocktail party – using a
range of new fruit-based products for adult drinks across the
bar and in gaming, which John reports were very popular.
The company adopts a hand-on approach to working with
clients, helping engage customers. It has specialised in

TRADE FEATURE

customer-grabbing coffee systems for years, and reports the
gradual adoption of systems by more pubs, as they look for
alternate revenue in bars, and things to attract new patrons.
John Hennessy works closely and best with “people that are
interested” in their offering, and says he was proud to receive
the people’s choice award.
“Really stoked to get it,” he beamed. “It was a great show
all-round, but our product for the cocktails and the mocktails
really took off. I believe that between this company we
have just signed from New Zealand and ourselves, we have
something for you.”

TRADE FEATURE

Each year the Gaming Technologies Association (GTA), which
runs the AGE, also gives away each day a trip for two people
to gaming mecca Las Vegas. This year’s winners were (in day
order): Chris Whiteley, Windsor RSL; Jennifer Smith, Warragul
Club; and Georgina Connell, Watsonia RSL.

Beginning at the first AGE at the ICC in 2017, the Expo has
featured topical seminars across the three days on many
aspects of the gaming industry. Day Three was highlighted by
the Publican’s Summit – hosted by PubTIC.
In the ‘Gaming Product of the Future’ seminar, senior industry
executives formed a panel to discuss the technological
direction of the gaming floor and games, as the real and
online worlds continue to meld.
The considered opinion was that the traditional licensed room
as it has become known is destined to change significantly,
likely to feature a more integrated entertainment experience
that is more of a blend of the physical and virtual.
Scientific Games senior VP Australia & Asia Adrian Halpenny
joined the likes of Damian Quayle, Gaming COO for The
Star, and Deputy Secretary Liquor, Gaming and Racing, Paul
Newson, and suggested the evolution of the gaming offering
will be a benefit for venues.
“Instead of a brand in a box, you can now have an area with
multiple entertainment experiences … things you can’t get at
home.”
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MORE BUSINESS

The hungriest suppliers brought their A-games to AGE 2018,
many reflecting the discussion on evolution of the market.

Bantech has been providing payment solutions for over 25
years. It boasts a sophisticated range of cash redemption
terminals (CRTs), cashier assist terminals, and intelligent back
office safes, alongside its flagship CashConnect ATM Network,
now in more than 2,500 venues, and a 365-days-a-year team
of field service engineers, backed by the Banktech National
Parts and Re-work Centre.

Scientific Games backed up the trend toward integration, with
the most diverse line-up of “Integrated Offerings” from a single
supplier.
Headlining for the company’s successful Dualos cabinet,
designed uniquely for Australian players, was Happy Chance,
with new games Happy Chance Cat and Happy Chance Pig. It
is a new two-level Standalone Progressive series by the same
team that created the popular 88 Fortunes and Jin Ji Bao Xi.
For the expanding multi-denominational game library there
was also Cash Connection, with new games Sweet Tweet and
Wild Country.
SG Digital also brought along the OpenBet product line,
highlighting its comprehensive sports betting capabilities,
with an intuitive digital portal and enhanced features, and
functionality that keeps sportsbook operators up to date with
the ever-changing landscape.

It has gone beyond the standard ATM, adding options such
as a barcode scanner, note acceptor and RFID reader, but the
big recent advancement is around using cash to top up digital
wallets. This has meant working with a number of sportsbetting and other companies to bring the ability for customers
to top up or withdraw cash from their digital accounts.
The new ATM Plus system also allows patrons to pay bills, and
have ATM fees paid using venue loyalty points.
“This is proving to be a very popular option, and we have a
number of other venues ready to come on board,” offered GM
of sales, Henry Kiwarkis.

“Australia’s gaming market is one of the most demanding in
the world for operators, and our array of products for 2018
have been carefully selected to bring efficiency and innovation
to the gaming floor,” says Adrian Halpenny. “There is no better
place to present these than at the Australasian Gaming Expo,
Australia’s premiere gaming event.”

Additional transactions also bring additional revenue for the
host venue, as well as the potential to increase foot traffic.

***

AusComply’s business is based in a secure and cloud-based
digital incident register it developed in 2013 for use by pubs
and their security firms, incorporating an integrated signon/off register and checklist for proactive and best-practice
compliance management.

IGT similarly spoke of the AGE as the platform to unleash its
new “market-attuned” games and products for the pubs. The
company speaks of a renewed game development strategy,
and is “constantly evolving and adapting” its game design to
offer the right games and cabinets for the situation. These are
teamed with its latest gaming management systems solutions.
One of IGT’s new themes offering innovative styles of game
play is Star Stax, while the Fortune Gong theme bank, with
Dragon Dynasty, Guardians Treasure and Phoenix Rising, offers
progressive jackpots and interactive game play with the “Big
Reel Bonus”.
“Star Stax has a very unique feature where stars line the way to
the progressive jackpots and bonuses, which are driven by the
denomination,” notes ANZ head of marketing Nigel Turner.
“Our multi-game, multi-denomination products continue
to be a big part of our product portfolio for hotels. Recently
released, Multistar All Stars offers four of our most
successful mid-denom games including the ‘father of
2-level progressives’, Pot of Gold. Plus, it has a two or three
progressive jackpot option, giving you a way to tailor the
game to your players.
“We know that one of the challenges for hotels is to maximise
limited gaming entitlements to ensure that patrons have a
good level of variety and choice when it comes to games.”
8 | August 2018 PubTIC

The system is now being rolled out into existing CashConnect
ATM venues.
***

The company is headed up by former IT engineer Clive Dillen
and police inspector Jason Thomas, and has grown to count
over 500 venues and 70 security firmed around Australia as
users. The database recently reached 1,000,000 events logged,
on everything from perimeter checks to licensing police.
It allows operators to record and produce more accurate,
consistent, detailed and accessible reports, as well as plan for
new initiatives, staff movements and venue modernisation.

TRADE FEATURE
While compliance and knowledge of the law and regulations
represents the essence of the business, technology is an
equally important share. Armed with this structured data
approach, the company is beginning AusComply Plus,
massively leveraging technology with data analysis to create a
new opportunity for pubs.
“Our offering converted what was previously a regulatory
burden into a business productivity initiative,” explains Dillen.
“By using data collected in our database, venue owners are
making more informed decisions – because they now have
insights (and context) with regard to their own data.”
***

Another veteran stand with some advances to the established
solutions was JBN Sound Ceiling, which provides highly
direction overhead sound systems that dramatically reduce
sound spread, and create opportunities within venues.
The ceiling-mounted system comprises a collection of
speaker panels that work in unison to effectively create one
giant speaker over the desired area. This produces a ‘waterfall’
effect of sound that immerses patrons within in a highvolume experience, while very close by the volume level is
significantly lower. The system is ideal for live or reproduced
music, as well as TAB or sports broadcasts.
In 2018 JBN was showing off its latest design, with two of the
nine speakers in each panel being 10-inch subs, producing
high-end low frequency sound, ideal for dance floors. The
company says it is possible to have a thumping sound system
without waking the neighbours.
“The unique audio directivity makes it possible for patrons to
dance under the ceiling immersed in music while only metres
away both patrons and bar staff alike are able to converse with
ease,” says director Bryan Said.
“It also allows venue owners to create multi-audio zones in
open-plan layouts, separating sports bars and entertainment,
while shielding dining areas.”

Hunter Technologies celebrated its tenth AGE this year, after
launching the CellarControl beer line system back in 2007. The
company counts a stable of devoted clients, such as Solotel,
and reports continued growth in the UK and New Zealand.
It is also supplying to an increasing number of beer line
cleaning contractors, who benefit from the increased time
between client line cleans, giving their clients the same
result for less expenditure, which can serve to justify a pub
outsourcing the cleaning regime.
Another long-standing exhibitor now dealing with the
flood of business through the annual Expo, this year Hunter
showcased some additions to its well-established product line.
“We’ve been installing single-board systems for the last 10
years, which will do up to eight lines,” prefaces director Carl
Pavett. “We’ve now made a bunch of new models where
we have a single board system for eight beer venues, and a
double-board system for up to 16 lines. Just makes it a bit
sexier in the coolroom.”
***
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We know hotels
and hospitality.
With over $1.3 billion transacted last year,
we are your proven experts.
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With the largest and most successful global hospitality team,
we live and breathe the hotel space. From research and
advisory to buying and selling, JLL Hotels & Hospitality Group
have always had unequalled representation, profile and
experience in the essential Asia Pacific markets and are the
No 1. partner for clients in Australia and around the world.
Our team of dedicated specialists are industry-leaders who
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partnering with clients to grow their business.
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John Musca – 0424 257 004
Peter Harper – 0449 289 845

Co n t i
Sydne
n e nt a
y, Dou
l
b le B
ay –
$140
m illi o s o l d f o r
n.

TRADE FEATURE

AND RISE

THE RISE
OF ONLINE BETTING
Ongoing research from Tabcorp and Roy Morgan into the dynamic
world of mobile and online gambling gives insight into the
changing market and opportunities for venues and vendors.
Clyde Mooney reports
12 | August 2018 PubTIC
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Figures on the twelve months to March 2018 shows 49.1 per

rugby league and AFL, each report a decline in betting activity

cent of adult Australians gambled during an average three-

of around four per cent.

month period, and the uptake of online gambling continues
double-digit growth, presenting an emerging market for
gaming venues.

Tabcorp continues to evolve digital initiatives to keep its
services relevant in the changing environment, with more
customers choosing to place bets through smartphones every

The infiltration of digital into daily lives sees retail wagering

month. Pubs with wagering now receive commissions when

embracing a new era and new information-driven products

their customers bet via the TAB app – whether they are in the

and services that excite both new and evolving existing

venue or not.

customers, according to research from Roy Morgan’s Single
Source database, which derives from surveys of over 50,000
consumers and in-depth questioning in person of over 7,000
gamblers within their own homes.

The term ‘omnichannel’ refers to the approach of allowing
punters to choose how they want their wagering experience,
and encompasses efforts to help ensure this experience is
optimised. Tabcorp reports it has been working on a “greater

“Gambling is now an activity nearly half of all Australians

level of consistency” for consumers, as their habits and

participate in within a three-month period, but this statistic

preferred methods of placing bets continues to change.

alone does not do justice to the varying behaviours of those
millions of gamblers,” offered Roy Morgan CEO, Michele
Levine.

New methodologies have meant the traditional forms of
information have or are being replaced with more accurate
and consistent information in real time; paper-based data is

The research found that of the 3.4 million people who place

shifting to a digital format delivered on large touchscreens in

at least one bet each year, 34.1 per cent of them do so online.

the pub.

This is notably higher than other online gambling categories,
such as poker and casinos. The Australian Institute of Family
Studies cites that internationally over 53 per cent of gambling
is conducted online (H2 Gambling Capital).
During a typical quarter, 7.8 million Australians play

Continued advances in mobile phone security and encryption
have prompted ever-increasing willingness to entrust personal
and even financial details to the phone’s software. This is
similarly driving the bulk of the steady rise in internet use in
gambling.

conventional or instant lotteries, and 1.9 million Australians
place a bet.
Amongst those betting, virtually all growth comes from the
increasing prevalence of the smartphone and digital accounts,
which have paved the way for more ‘live’ betting during play.
In figures to March 2018 Tabcorp reports live betting has
increased across all sports by an average of 9.6 per cent.
A major aspect of the growth comes through basketball,
particularly NBA, where overall betting is up 12.6 per cent and
live betting up a whopping 48.16 per cent.
But outstripping basketball is soccer, aided by the recent World
Cup in Russia. The round football sees overall betting up 18.5
per cent in the year, with 21.38 per cent live betting. Stat’s
from the World Cup showed over half (56 per cent) of bets on
soccer in NSW took place in a pub, and bets averaged 26.5 per
cent higher (at $40.71) than at TAB outlets. Tabcorp report over
109,000 active accounts during the event, turning over $132
million.

The above chart showing wagering online reflects compound
growth averaging 11.7 per cent annually. But compound
growth in the use of mobile phones has raced to 22.7 per
cent annually, increasing four-fold over the past six years and
accounting for almost all (17.1 per cent) of the 18.4 per cent
increase in internet betting over 2012. This has not come at

Showing modest growth of 4.1 per cent, betting on tennis is

the expense of those using computers, currently the preferred

the leader in live betting, which now accounts for 54.26 per

platform for 15.1 per cent of Australians, compared with the

cent – up 16.1 per cent.

15.2 per cent using this channel six years ago.

Interestingly, the traditional bastions of the sports punter,

The period has also seen considerable consolidation in the
August 2018 PubTIC | 13
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sector, and increasing dominance by leading players Tabcorp
Holdings, incorporating TAB.com.au, UBET, Tatts.com/Tattsbet
and the recently closed Luxbet.com, and the Irish-owned
Sportsbet. Crownbet – a majority stake recently sold to
Canadian gaming company The Stars Group – brings up the
rear for third place.

far more than return service for any one patron.
Analysis of individual and broad data can help operators better
understand their customers, including frequency of visit,
length of stay, favourite items on the menus, and preferred
games or activities. Loyalty programs could be used to inform
target members of new EGM cabinets or games that suit their
preference.
Through the use of incentives, offered to regulars and payper-view patrons, a pub can encourage punters to opt in
to loyalty programs. Once acquired, information can be
strategically used to promote upcoming events that may
interest these patrons. Even those that take the incentives
without bringing much in the way of business build on the
venue’s understanding of potential customers.

ON THE RADAR
In line with many aspects of consumer life, the ease of
smartphones and apps for betting has brought a major
The merger between Tabcorp and Tatts in late 2017 created

behavioural shift, and a bright future for the betting industry.

a massive gambling entity set to dominate the Australian

Deloitte consumer survey found Australia is one of the leading

landscape across multiple channels.

global adopters of smartphones, with 88 per cent of the

Shoring up its huge on-premise presence, Tabcorp is working
with venues to ensure wagering offerings are contemporary in
design and highly functional, bringing significant investment
into TAB facilities. As operators report continuing increases

population now owning one. With this in mind, it is worth
noting that despite the recent rapid growth, around two-thirds
of people betting still do not use the internet, leaving a lot of
potential yet.

to patrons placing bets via Easy Bet terminals, comparable

Initiatives that help operators gather consumer data on their

improvements can be seen in efficiency.

current and prospective patrons are invaluable beyond any

DO IT AGAIN

short-term patronage. Email open rates, click rates and Likes
on social media all tell stories on how interesting different
options are to potential customers.

Smartphones and digital technology have advanced another
area of the hospitality experience – promotions, and the use

Furthermore, fine-tuning entertainment offerings to attract the

of loyalty programs. No longer merely a tool to try to foster

changing nature of the sports fan could see business through

loyalty to the venue, the insights these provide can be worth

the door on the night, and 24/7 through the world wide web.
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Are you maximising
your in-game sports
betting opportunities?

+ 17.8%

Growth in Bet Live Turnover.*

33.3%

Of Sports Betting is now Bet Live.*

$

100.38
Average Bet Live value.*

To improve your venue performance via the latest
Bet Live facilities speak with your TAB Business
Development Manager today.

*NSW Hotels past 12 months. Think! About your choices. Call Gambler’s Help, Gambling Help or the
ACT Gambling Counselling & Support Service on 1800 858 858 www.gamblinghelp.nsw.gov.au or
www.gamblinghelponline.org.au. Don’t let the game play you. Stay in control. Gamble responsibly.
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Crafers –

Excellence on High
One hundred and eighty
years in the making, the
magnificent Crafers Hotel
in the Adelaide Hills took
a clutch of major prizes
at the recent AHA|SA
Awards for Excellence,
under the tutelage of
industry newcomers,
Julie and Ed Peter.
Clyde Mooney reports
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The South Australian chapter of the
Australian Hotels Association is the first
to hold its Awards for Excellence each
year, in July, with the best of the southern
state gathering to celebrate the year in
hospitality.
2018 nominees competed for title to
34 awards, covering the gamut of good
business across bar, food, entertainment

and accommodation.
As sometimes happens at awards nights,
one endeavour rose to the fore, snatching
five trophies, including top gong Best
Overall Hotel. The high honours went to
Julie and Ed Peter’s rejuvenated Crafers
Hotel, perched atop the Hills, symbolically
and topographically overlooking the City
of Churches.

August 2018 PubTIC | 17

MAJOR FEATURE
The patriarch of the precinct of Crafers was one David Crafer,
who came to Adelaide in 1838 and settled in the area, just
20 kilometres inland. He soon established an inn named the
Sawyers Arms, and in 1839 the Norfolk Arms, which became
known as Crafers Inn, and eventually the Crafers Hotel.
In 2014 Ed and Julie Peter purchased the tired old pub in equal
share partnership with Jodi Brumby and Brett Matthews; the
Matthews family have and continue to operate a number of
Adelaide pubs.
Julie emanates from South Australia, Ed from Switzerland,
and in keeping with their background they brought a vision to
make the humble Crafers the most unique destination hotel in
the Adelaide Hills for wining and dining.
Since adopting the Crafers, the couple went on to purchase
the nearby Uraidla Hotel, which was also acknowledged at the
recent Awards, named joint winner in Best Bar Presentation
and Service – Metropolitan.
The Uraidla is structurally similar to the Crafers, built in 1867
from the same local stone to be a general store, and later
converted to a pub. After being closed for four years, they
acquired it in January 2016 from the Fassina group, gutted the
interior and reopened in August of that year.
The Peters opted into the pub game as an extension to their
business in wine distribution, and as a new challenge and
investment prospect. The couple spent four years living in
Hong Kong, nine in Switzerland, and seven in Singapore,
where they distributed Kaesler and Yarra Yering wines and
operated two restaurants.
Moving to South Australia, the Hotel was seen as a good
potential vehicle for selling their wines. Bringing with them
a windswept and interesting perspective, Crafers reflects the
worldliness of its creators, becoming the culinary and vinous
pride of the region.

Crafers Hotel

“That sort of came from my husband being Swiss, and
because we lived in France, Geneva, Zurich … living and
travelling around Europe, we just wanted to bring something a
bit different, and a French influence as a theme,” explains Julie.
“That matches well with the wine; we’ve got a lot of French
wine in there. A lot of it’s our own personal collection,
because we’ve got too much wine!” she says, laughing.
The elegant two-storey Crafers sports plenty of its original
period features, such as lead-light windows and keystone
archways. Some typical moderations to the layout were
executed within the Hotel, involving hand-crafted additions
to the lead-light and sympathetic joinery added to existing
internal elements (see Crafers Hotel – entrance).
There are seven accommodation rooms, including one large
disabled suite. They have been styled ‘traditional’, using natural
elements such as woollen carpets, leather, and light fittings of
glass and iron.

Crafers Hotel – entrance
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in an original room that has had
its low ceiling raised to create a
conservatory effect. Despite the
extensive works to many key
operational areas, through four
years renovating the pub closed
for just one day. Julie praises the
tenacity of their customers.
“Our fabulous patrons, many
of whom are loyal locals, have
stood by us and endured loud
banging, sawing, fine layers of
dust accompanying their meals,
and a constant stream of tradies
filing past.
“We just sort of kept moving
people from room to room while we were working on it. We
built the whole new open kitchen back there, made the old
kitchen the wine cellar.”

Crafers Hotel

“We didn’t want it to look super modern and minimalist, we
want them to be cosy. We have a lift, and a kitchenette in
the back with a washer-dryer and dishwasher for use by the
tenants. People love that.”

The centrepiece of the new kitchen is an impressive French
rotisserie, creating house favourites such as crackling beef and
pork, slowly roasted for two hours. Complementing that is a
healthy smattering of seafood, predominantly sourced from
South Australia. Furthering the hands-on role she took in the
design and renovation, and ongoing operational direction,
Julie also takes professional-quality images of the dishes for
promotional use.

While painstakingly building an authentic look and feel
throughout the Hotel and rooms, there was the realistic
need to incorporate 21st century creature comforts. This has
seen the additional of under-floor heating, push-button gas
fireplaces, sound-proofing, Wi-Fi, and C-Bus electrics, using
the most suitable keypads and controllers.
All rooms also have their own spacious ensuite, three with an
inviting designer bath tub, as well as DVD players and a library
of entertainment for the kids to enjoy while mum and dad go
down to dinner.
Downstairs, bistro patrons are seated in a room built onto
the Hotel, looking onto the chef and kitchen staff working

Uraidla Hotel

“I don’t use a studio or anything, just literally whip it out from
the kitchen, shoot it and eat it,” she laughs.
“I think we’ve done quite a good job of having that balance of
restaurant and pub. Sometimes I see on reviews – and it kind
of amuses me, actually – people ask ‘Is it a restaurant, or is it a
pub?’ I feel like it doesn’t really matter. It’s whatever you want
it to be.
“I have not been in the game that long, but from what I can
see the whole pub concept has changed. No longer is it just
dad’s job to go and get smashed. I feel people are a lot more
discerning about what they drink when they’re having their
two-and-a-half glasses. They’re thinking about the wine,
about the beer, very carefully, and their food – their food
expectations have gone up. And with social media everything
gets its photo taken and goes up all over the shop.”
Uraidla Hotel
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OLD BUT NEW
Still building on its reputation, Crafers is blessed with a great
location, just 20 minutes’ drive from the city, the first exit off
the M1, with legions of passing traffic.
In all the AHA|SA recognised the pub for Best Superior Hotel
Accommodation, Best Bistro Dining – Metropolitan (for
which it was joint winner with the Port Admiral Hotel), Best
Redeveloped Hotel and Best Apprentice Development and
Training, as well as the all-important gold medal, Best Overall
Hotel.
Despite being less decorated, the Peters’ Uraidla represents
another carefully considered construct, reflecting many
hours deliberating over the melding of original and added,
function with aesthetic. The original bar came replete with
the essential terrazzo pissoir to allow gentlemen to enjoy the
six o’clock swill without ever losing their position. This has
been partnered with a classic corrugated iron bar-front that
heightens the effect.
Overhead hang decorative light fixtures made by Julie using
old crates salvaged from the nearby farmers’ markets, and bare
bulbs shine within modified vintage glass insulators previously
atop power poles. Above these is a new but authentic pressed
tin ceiling, raised and raked to add volume to the room. A
sitting area adjoining the bar languishes under an old windmill
repurposed as a chandelier, beside a handsome new stone
fireplace that looks like it was always there.
Julie designed and decorated the Uraidla herself, incorporating
reminders of the surrounding area’s history, and treasures
unearthed pursuing her favourite pastime, roaming the
cluttered corridors of second-hand stores for just the right
wall feature or pre-loved Chesterfield to restuff and enjoy.
“I just wanted the hotels to be agricultural, rural Australia,
because the area they’re in is a traditional market gardening
area – Piccadilly. They used to call it Adelaide’s breadbasket.
There’s still a bit of market gardening there. I wanted the hotel
to reflect this history. I really like to ‘re-home’ those sorts of
things, and I feel like they bring a story with them. They bring
character, they bring history.
“The thing is, we don’t want it to be a really snobby hotel. If
you don’t know about food and wine we’re not going to look
down our noses. We want it to be casual and interesting and

fun, and sort of a learning curve for people who want that.
“We’ve got this wine room, which is in two parts. The first
is directly accessible for anybody, then there’s another door
that’s usually locked that has the most expensive wine in it,
which goes up to $14k. You could buy that and sit by the fire
and have a schnitzel and no-one will make a fuss. Nobody
cares. Or you could go sit in the restaurant and be very hoity
toity about it, if you wanted. We’re not very hoity toity,” she
laughs.

THE FUTURE CHALLENGE
Concluding two major overhauls, Julie Peter is overtly
diplomatic over the secrets behind the Award successes,
lauding the Matthews-Brumby partnership at Crafers, and
outstanding work by architect Carlo Palozzo and builder
Advanced Building Concepts. And the staff, without whom she
says “it would just be a nice building.”
The Peters have since taken on a third pub, the Stanley Bridge,
around ten kilometres from the Uraidla. Although Julie says
she “wouldn’t mind” getting stuck into another, she has her
hands full and likes the idea that the next will see a return to
their partnership of the Crafers.
“We’ve been talking about one for quite some time, but it has
to be the right timing.
“Australian hotels are an iconic and historical symbol of
community, and we are merely guardians for the next
generation. If we have created an environment where people
are happy and feel at home, then we have succeeded.”

Uraidla Hotel
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BEER BUSINESS

Thinking & Drinking Local
The movement toward food miles and point
of origin is giving new life to the traditional
relationship between breweries and the local.
Australian Brewery sales manager and craft
beer sentient David Ward reports

Drink in Local Stories
In my mind, people shouldn’t need an excuse to go to the local pub and
have a beer. However, as delivery apps and cheap streaming entertainment
services become more prevalent, maybe people need more of a reason.
The local pub should be a meeting place for the community; a place for
birthdays, family meals, and great beer. In fact, I believe that good local beer should be the focal point of bringing people into
a venue. With some people placing the number of craft breweries in Australia at around 500 and a growing number in regional
areas, these local stories and products are ready-made to be onboarded into a venue.
Consumers are paying increasing heed to the heritage of coffee and wine. The quality of pub schnitzels and parmas around the
country are at an all-time high. It is important that publicans don’t forget these trends also apply to beer. Just because stocking
20 taps of bland lager was ok 20 years’ ago, doesn’t mean it is now.
That is not to say that lager doesn’t have a place in pubs, in fact we make a couple of them at the brewery. Our current favourite,
Seis Hermanos Lager, won best NSW beer at the Sydney Royal show in August. However, you should try and find a place for an
IPA or two, a pale ale, a sour and somewhat selfishly, a big Saison.
Craft brewers have to focus on small batch beers and the best quality ingredients to cut through in a cluttered market. This,
coupled with the marketing benefit of consumers supporting other local businesses, and local beers working together with
venues, seems like a no brainer.
Brewers are always looking for ways to market their products, giving great opportunities for cross-pollination. Tap takeovers,
brewers’ shouts and speciality collaborations are all great social content, and a great way to bring new people into your venue.
The combining of beer and food, and the concept of beer degustations, are also gaining momentum within the industry and are
a great way to draw attention to your food offering. Utilising a brewer’s full range of beers and pairing it with multiple courses
draws a lot of eyeballs, and is something that we are going to be expanding upon at the Australian Brewery in the near future.
Convenience is king, and as it gets easier and easier for
customers to stay home, venues are going to have to work
harder and harder to keep themselves full. Why not work
together with local breweries that want to sell their beer on
tap even more than you do?
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SPORT BUSINESS

Winning over the next
generation of sports fans
Engaging today’s sport-loving patron means tackling maturing markets
influenced by social media. Sportsyear’s Patrick Galloway looks at latest
research from Nielsen.
There are some sports that stand head and shoulders above
the rest in terms of their ability to engage a younger sports
fan demographic in Australia, and they’re not what you might
expect.
According to the latest numbers from Aussie-based market
research firm Nielsen Sports, soccer and AFL are by far the
number one sport of choice for Aussie males aged 25-34.
Managing director of Nielsen Sports, Shane Mattiske, says the
numbers they are seeing in their monthly research data are
significant.

venues who effectively
promote and advertise
lunchtime NBA action
is reflective of this craze
that’s hit younger Aussie pub-goers.
Mattiske says a lot of hit has to do with social media
consumption and the success of Australian athletes in the
NBA, led by Ben Simmons.
“Younger males are very active on social media and they are
accessing huge amounts of content, particularly around social
leaders. The NBA has a very active social media policy and the
personality of NBA players are coming through quite strongly,
and there is a vast amount of content out there for free.
“It will be very interesting to see how that plays out over the
next ten years.”
How that plays out for venues may depend on trading hours,
but the opportunity to provide engaging, immersive lunchtime
experiences for sports fans around the NBA is a good start.

“The viewing numbers for the FIFA World Cup are testament to
the interest in soccer in this country, and there is no reason to
expect that soccer won’t continue to grow.
“At the end of 2017, for males under thirty-five, we had 870,000
AFL fans compared to just over a million for soccer,” said
Mattiske.
Basketball is also one to watch, in terms of its growth
trajectory. The amount of day-time activity observed by

If you’re looking to live sport to attract a younger demographic
to your venue, consider the opportunity of differentiating your
space with an ‘AFL-first’ live and loud approach. And fans don’t
come more passionate than those who track the round ball
code.
Another idea is fostering a relationship with a local supporter
club around assurances the pub will show matches for fans.
For venues looking to capitalise on live sport and
digitally automate an effective, on-point live sports
schedule for patrons, check out the Sportsyear Engine.
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NEWS
SOCIAL MEDIA
- BOOMS AND BUSTS
Bill Smith surfed the
publicity wave in July with
announcement that Abbott’s
Hotel Waterloo was banning
hipsters, man-buns and
handlebar moustaches.
Waterloo is still largely a
working class population
that once populated every
yesteryear pub, and issuing
decree of a dress policy against the likes of fedoras and
manicured facial hair, while welcoming singlets, thongs and
high-vis.
“We’re all so worried about appearances, about making
sure we watch our Ps and Qs. Sometimes it’s okay to say ‘I
don’t mind a bloke coming in after a day’s work with a pair
of muddy boots on and drinking a couple of beers’,” Smith
explained.
The pub’s reverse dress code has again drawn the spotlight of
the media cycle, inundating the venue with camera crews and
interview requests, bringing slots today on the Today show,
2GB and MMM.

COLOSIMO UNVEILS
MACQUARIE TRIBUTE
PUB THE GOVERNOR
The Colosimos have opened the doors to their all-new pub
for Macquarie Park, The Governor, named in honour of NSW
Governor Lachlan Macquarie, who was vital to the State’s
transition from a penal colony to a free settlement.
Macquarie Park is home to Macquarie University and scores of
business headquarters, including some of the biggest names
in technology. It became an official suburb in 1999, fostering
business parks and interaction between the University and
industry, and in 2009 got its own train station.
The Colosimo family’s Momento Venues has now cemented
its place on the map, unveiling its latest greenfield site on
main drag Waterloo Rd, amid towering headquarters and
thousands of office workers.
The final stage will soon come online, being rooftop space Ess,
with its own bar, kitchen and 360-degree views of the area.

ALMOST NEW GENERAL
GORDON BURNS DOWN

“It’s just a bit of fun.”

The General Gordon Hotel was destroyed by fire, with the
roof collapsing, neighbouring buildings damaged, and public
transport diverted.

Not far away, in Newtown, the popular and long-established
Coopers Hotel also found itself in the hot spotlight over a
Facebook post by general manager Gary Wright that seemed
to suggest violence against women in the name of the NRL
finals.

Emergency services were called to the historic Sydenham
pub around 1:15 on 30 July, finding a significant blaze in the
second storey. Flames spread to the roof of the neighbouring
boarding house and several people were evacuated, joining
the six people forced to exit the Hotel.

“Keep calm and slap a bitch as we approach the finals of this
years NRL! Live & Loud every game!”

The General is immediately next to Sydenham station.
Billowing smoke and the very real danger of gas cylinders
exploding forced trains to bypass the station for over an hour,
and buses be diverted.

It immediately attracted outcry, regative reviews and vows
never to return, which Wright wrongly tried to play down,
altering the original message to suggest pundits “Keep calm
and hug like you can’t take a joke”, before later that day
apologising and taking responsibility.
“Hi all, my name is Gary Wright, I am the general manager of
the Coopers Hotel and I wholly apologise for the recent post
by myself on our social media platform.”
But the apology was slammed by many, some saying it was
already too little too late, much of the backlash focusing on
emerging research at the Centre for Alcohol Policy Research
(CAPR) finding serious spikes in domestic violence and abuse
during major football events.
The Coopers was forced to take its Facebook page offline,
despite the offending post being removed and official
announcement just 24 hours after the original post that
Wright had been dismissed.
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Over 70 firefighters fought the blaze, assisted by aerial
platforms, finally deeming it under control around 3pm. Fire
and Rescue NSW Inner West Duty Commander Gary Meagher
observed there was a lot of timber inside the 1930s-era pub,
which was quick to go up.
According to onlookers, the entire roof structure collapsed,
along with a major internal wall, but thankfully the gas
cylinders did not explode and FRNSW report no account of
any injuries.
The pub was purchased from the exiting Lantern in early 2017
for $18.1 million by a partnership of JDA Hotels and real estate
investment entity White & Partners, and was undergoing a bigbudget renovation.
The operators say authorities are still investigating, and the
cause of the fire is not yet confirmed.

NEWS
FOUR IN HAND TO STAY
PUB WITH SALE TO
GOOD BEER CO
Following considerable public backlash to the idea it might
be redeveloped into a private dwelling, PHMG sold its highly
speculated Four in Hand to the Good Beer Company, marking
its continued future as a pub.
Mitchell Waugh’s Public House Group purchased the
Paddington icon in 2015, clinching a hattrick of pubs in
the precinct with the formerly two-hatted pub, joining the
Woollahra Hotel and Royal Hotel Paddington
PHMG put the famous Four to market mid-April, offering
opportunity for conversion, but despite there being fourteen
pubs trading in the suburb, the prospect prompted a wave
of community outcries and consummate media attention,
and collection of over 10,000 signatures to prevent any
development.
Whether prompted by the backlash or simply optimising
options, it was then listed as a freehold going concern through
Ray White, and sale has now been confirmed to John Azar’s
Good Beer Company for a price reported around $7 million.
“Quite clearly there are hospitality properties out there which
enjoy alternative use opportunities; however, in my view
some are simply either too iconic or important to the fabric
of a community to make wholesale changes to, and I think
this is true of the Four in Hand,” suggested broker for the deal,
Andrew Jolliffe.

renovation.
The Redcape acquisition, reported as “over $40 million”, is
the group’s second in a month, following the purchase of
Peter Ryan’s Sun Hotel in Townsville mid-June. It marks their
second in Granville, adding to consistent Top40 venue the
Royal Hotel.
Central to transport hubs and bound to benefit from
Parramatta’s residential and commercial boom, the underlying
land value of the corner site presents multiple best-use
options.
Just days later, news emerged the gaming group had also
acquired the Colosimos’ Australian Hotel and Brewery for
around $50 million, heralding plans to invest in the “craft and
localised beer market”.
Marcello Colosimo and family opened the large-format
Australian Hotel and Brewery (AHB) in 2010, incorporating
a modest commercial brewery under the stewardship of
acclaimed brewer Neal Cameron.
The big Rouse Hill pub engineered itself as a stalwart of the
sprawling and rapidly growing Hills district, and went on to
claim many awards in Australia and abroad for both its regular
line-up and seasonal beers, with burgeoning success overseas.
Earlier this year the operation announced expansion plans
and a broad solar power program, along with record sales and
expanding distribution.
Meanwhile, the Momento Venues portfolio was also
expanding, including the all-new site at Macquarie Park. This
contributed to a decision to accept an offer from Redcape,
with the family retaining a share of the brewery operation and
production.
“Mixed emotions for sure from a personal point of view, but
as a company Momento has some exciting projects in the
pipeline with the opening of the Governor [in July] and two
new venues next year,” explains Marcello.

REDCAPE BUY BIG IN
SYDNEY’S WEST
Redcape has let loose the chequebook in July, acquiring Bondi
Asset Management’s Vauxhall Inn for around $40 million, and
the Colosimo’s Australian Hotel & Brewery for $50 million.
Bondi Asset Management (BAM) is a venture by Sydney
hotelier Andrew Lazarus and former Citibank director Stuart
King, formed in 2015, kicking off with the $28 million purchase
of the two-storey heritage-listed Vauxhall, built 1852 on a big
3,510sqm block at the junction of Parramatta and Woodville
Roads, Granville, and rebuilt in the 1930s in its distinctive Art
Deco style.
Upon purchasing it was ranked #68 on the Liquor & Gaming
list of NSW venues, climbing swiftly to #24 by mid-2016,
and remaining in the Top50. BAM also concluded a material

The Moelis-owned Redcape offers that the AHB acquisition is
in line with its strategy of pursuing shareholder value through
assets representing quality hospitality and entertainment
destinations for local communities. The group is building
toward a billion-dollar portfolio ahead of a mooted float in
2019.
The asset gives Redcape exposure to north-western Sydney’s
rapid growth, the population projected to increase 47 per cent
to over 250,000 by 2036 (2016 Census).
“The Colosimo family have done an excellent job at building
up this hotel and positioning it for long-term growth,” offers
Redcape CEO Dan Brady.
“We look forward to being part of The Brewery’s ongoing
success story and providing support to the team there so that
they can continue to grow their creatively authentic craft beer
brands.”
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