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The Prince of The South
Beer - the new wine

The
Greatest
Ladieeeees and Gentlemen! Introducing the new champion in the
blue corner …. Champion Series Titanium!
Multistar Champion Series® Titanium is packed with choice for every
player. Our newest champ uses a combination punch of old favourites,
a winning global game and new games using proven IGT winners!
• A six game combo with a mix of proven and new games
• Multi-denominations, multi-game with increased feature play
• Traditional Champion Series 3-level jackpot feature

TOP 5

PERFORMER *

Our new champ is ready to compete!
To find out more contact our hotel business manager, Tony Luu, on 0448 424 996 or tony.luu@igt.com

Published June 2017. Subject to change without notice. © 2017 IGT (Australia) Pty. Limited. All trademarks and registered trademarks are owned by
IGT (Australia) Pty. Limited or its related entities. Game type availability is subject to jurisdictional approval. * Based on IGT’s analysis of the MAX
Club report for new games released in last 3 months (31 Jan to 29 Apr 2017), with 5+ EGMs in the market, Multistar Champion Series Titanium is
ranked #4 with ADT of $4,463.06.
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EDITOR’S RANT
Perhaps I’m an optimist, but I had dared to hope puritan crusader rhetoric had begun to wane, perhaps even due to improved
awareness of the problems.
But the NSW/ACT Alcohol Policy Alliance (NAAPA) is eager to prove this hope premature, given its recent Opinion article in The
Herald on the “excuses” of the alcohol industry.
Granted, the article was an opinion (like an Editor’s Rant) but there was no shortage of hyperbole as it opened boding ‘maggots
in your child’s hamburger’ and ‘deaths on construction sites’ and ‘release of highly toxic emissions’.
Now we have your attention, trust that these things are just like the behaviours of “those who profit from [alcohol’s] availability
and over supply”. This statement is backed through the detailing of “three excuses” consistently touted by the (big, bad) industry.
According to NAAPA these excuses have reduced the regulatory burden on
hospitality venue owners under the “now watered down three-strikes law”.
Obviously worthy of careful analysis.
#1 ‘the employee involved was young and inexperienced’. Unfortunately, NAAPA
does not provide any cases of where this has worked, nor how operators can
successfully argue this to licensing inspectors.
#2 ‘we had taken reasonable steps’. While there are countless examples of
operators taking every possible step to avoid penalties without success, such
as the Court proceedings, win, subsequent loss on appeal and 7-day closure on
Arthur Laundy’s The Steyne when caught with minors on the premises on a busy
Saturday afternoon, sadly there are no examples offered where ‘we tried’ has
worked either.
#3 ‘our rate of [problems] is below industry average’. More than providing no
precedent, this would appear to fly in the face of reality, given ivy’s violence rate
(1.8 incidents / 100,000 people vs Sydney LGA 1,647 / 100,000 people), yet its star
position on L&G’s Violent Venues list.
The article contains a liberal sprinkling of legal jargon for credibility, citing ‘duty of
care’ and ‘the pluralist ideal of balancing the interests’ and ‘(s144(2)(c)(ii))’ (although
without reference to document, and not from any relevant Act, such as the NSW
Liquor Act or 3 Strikes legislation).
These references apparently bolster claims that the laws protecting citizens apply
equally to hamburger shops, chemical companies and licensed venues, but are
being unduly influenced by “major players” to effect the reduction of standards “in
their unequivocal favour”.
How is operating a bar the same as feeding a child maggots? How is a toxic spill
the same as selling a (responsible) adult a drink? The only analogy to alcohol
would be the unrestricted sale of large quantities in a bottleshop, something
prohibited at the bar.
NAAPA’s article title claims the industry’s pathetic excuses “don’t pass the pub
test”. Ironic that an anti-alcohol organisation should use the trusted ‘pub test’ as a
benchmark (without actually setting foot in one) to vilify and criticise the pub itself.
When will the do-gooder pundits wake up and realise they are bleating about the
symptom, not the cause? Not likely in the era of fake news.
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BEER BUSINESS

BEERS AIN’T BEERS

In a world where beer is no longer simple and
the place to enjoy one varies just as widely,
acclaimed brewer Neal Cameron has penned
some tough love for pubs on how to keep the
business of beer flowing.
Beer is arguably the most complex food any of us will ever
consume. Even the simplest of beers have hundreds of
delicate flavour compounds and textures that stimulate our
many senses; and that’s even before the alcohol adds its
magic.
As a society, we are developing a passion for complex foods.
Our wine sommeliers seek out and store interesting wines
and wax lyrical on dedicated menus; we train our baristas
and roast our own organic fair trade-beans onsite and nod
knowingly at ever more complex iterations of the humble cup
of coffee. And our chefs are now elevated to rock star status as
home cooks toy with deconstruction and molecular creations.
The beer world has also reacted to this sensory boom
with over 500 breweries registered in Australia alone and
thousands more around the world. Publicans are paying high
prices for kegs and cases of beer and charging customers
serious sums for what was once a humble schooner.
The upshot is that the game has changed. Beer customers
want variety and they want it constantly. They’re paying a
lot for their beer and don’t want or deserve to deal with dirty
glasses, infected lines, off-flavours and staff that don’t know
their IPAs from their lagers. They don’t want two breweries
choosing 95 per cent of what beer they can buy, and they

certainly don’t want to be drinking sub-standard beer due to
poor storage, poor stock rotation and poor purchasing choices
– particularly from brewers whose desire to own and run a
brewery far exceeds their ability to do so.
For the majority of breweries that create wonderful, aromatic
and complex beers on very expensive bits of equipment, do
they not also deserve their love and passion to be enjoyed by
the customer at its very best?
And yet so often, in many pubs, beer is an afterthought. A
routine purchase decision made on economics or from a
limited portfolio, served with little understanding that $7+ for
a schooner is a lot of money, especially when repeated a few
times during the evening.
The only way that full value can be derived from retail beer is
through knowledge and education. Both for those doing the
retailing and those being retailed to. Some of the best beer
venues in the country are deeply aware of this need – training
and accrediting their staff and managers about beer and
reaping the benefits.
In this 10-part series, we are going to look at the knowledge
and skills required to elevate your beer offerings to a level that
will delight your customers. How to choose, store and serve
beer, how to recognise problems and solve them and most
importantly what you and your staff need to know to guide
customers through the wonderful world of beer served at its
very best.
Neal Cameron

Neal Cameron is director of the Institute of Beer (IOB),
brewing director for Beer Farm, and one of country’s most
experienced brewers.
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Up in
the
Air
Is pub style accommodation under threat
from emerging sharing economies such
as Airbnb? Kylie Kennedy looks into the
impact it could have on the pub industry.

Inspector Wayne Williams
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Australia’s tourism industry is booming. But don’t just take our
word for it: the recent National Visitor Survey’s figures released
by Tourism Research Australia (TRA) found that the number of
Australians taking an overnight trip for a holiday increased six
per cent to 37.1 million trips.
As well as Aussies exploring our own turf, international visitors
are injecting record growth into our economy, with the
Minister for Trade, Tourism and Investment, the Hon. Steven
Ciobo MP acknowledging, “International tourists are staying
longer and spending more.”
The latest International Visitor Survey by TRA found,
“International visitors to Australia spent a record $39.8 billion
in the year ending March 2017 – five per cent or $1.9 billion
more than the previous year”. Asia is leading the way, with
double-digit growth for visitor arrivals, according to TRA. In
fact, from March 2016 to March 2017, China’s international
visits are up 48 per cent.
Taking advantage of this and tapping into the lucrative
accommodation market is publican Gary Narvo. He recently
renovated his rooms above The Lakes Hotel and it has paid
off, having been named a finalist in 2015 and 2016 in the AHA
NSW Awards for Excellence - Best Pub Style Accommodation.
“As far as our accommodation is concerned, the numbers
have been on a very consistent increase,” says Gary.
The Lakes has a range of renovated modern rooms, while also
offering some budget-style rooms. All feature flat screen TVs,
tea and coffee facilities and bar fridges. Bathroom facilities are

shared. The Lakes Hotel’s user-friendly website boasts they
offer the cheapest rooms in The Entrance.
The Lakes Hotel is in a prime tourist position, centrally located
in the holiday town of The Entrance, NSW, a short distance
from the beach, the lake and smack bang in the shopping
strip. Tourists have flocked here for generations and there is
no shortage of accommodation options, from caravan parks,
resorts, apartments, motels, hotels, B&Bs and now the latest
hype, Airbnb listings.
Airbnb is changing the way many people book travel
accommodation, though Gary is not concerned. “I don’t think
Airbnb affects our style of accommodation, ours are not selfcontained and are full at most times,” he says.
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While Gary is not worried, there are many that are. “We are
seeing traditional accommodation businesses, including pubs,
feeling the financial burden as more travellers choose new
sharing platforms like Airbnb,” warns the Australian Hotels
Association (WA).

What is Airbnb?
Much like what Uber is to taxi services, Airbnb has the
traditional accommodation industry on its toes. Airbnb is a
world-wide accommodation booking website, but with a
difference. Instead of connecting users to established hotels,
the site allows ordinary home-owners (hosts) an opportunity
to rent out their own house, or simply a room, to travellers.
So, essentially it is an advertising medium facilitating a holiday
reservation. Airbnb charges hosts about a three per cent
commission, and guests a 6-12 per cent booking fee.
“It’s not a hotel experience – more like being a guest in a
friend’s home,” sums up one Airbnb guest.
The variety of accommodation available under Airbnb is really
quite mind boggling. There’s everything from a luxurious
treehouse up for rent, a castle, even a hobbit home, to the
more mundane single room set within an average house. In
Broken Hill, NSW the price of an Airbnb listed accommodation
ranges from $34 a night for a single bed in a home to $298
for a stay in an outback church with room for six guests. For
some, Airbnb offers a budget-conscious alternative, for others,
an opportunity to stay in a unique or extravagant home.

Each listing has its own instructions in regard to deposits,
cancellation policies, house rules and cleaning fees.
Airbnb began in 2007 with an email from Joe Gebbia to
his roommate Brian Chesky about throwing down a few
sleeping mats and turning their San Francisco loft into a bed
and breakfast to “make a few bucks” while a large design
conference was in town. Gebbia’s idea has evolved into a
community marketplace estimated to be worth more than
US$30 billion. Airbnb’s co-founders Gebbia’s, Chesky and
Nathan Blecharczyk’s net worth are a whopping $3.8 billion,
according to Forbes.
These days, Airbnb is in more than 65,000 cities and 191
countries. At last look, Airbnb had 6,550,639 followers on
Facebook – and that number probably just increased.
According to Airbnb, there have been more than 150 million
Airbnb users in the last nine years. Airbnb is becoming more
of a household name amongst travellers everywhere, with
Sydney recently being placed fifth in the global rankings of
Airbnb users. Australia has over 115,000 listings, with 22,000
local properties in Sydney alone, and 26 000 listings across
Victoria, around 10,000 of these in Melbourne.
A 2016 Goldman Sachs survey of 2,000 US consumers has
concluded 79 percent of those who haven’t tried Airbnb still
prefer traditional hotels. However, “People ‘do a 180’ in their
preferences once they use peer-to-peer (P2P) lodging. They
move directly from preferring traditional hotels to preferring
P2P accommodations,” The Goldman Sachs data found. “If
people have stayed in P2P lodging in the last five years, the

The Lakes Hotel, The Entrance
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likelihood that they prefer traditional hotels is halved (79 per
cent vs. 40 per cent).”
The increasing popularity of Airbnb has raised concerns
as to their lack of regulation. “Unregulated shortstay accommodation poses a threat to the traditional
accommodation sector. While genuine hosted and sharing
accommodation is a complementary product, operators
who commercially let properties through Airbnb and similar
platforms need to comply with the regulatory requirements
for short-stay businesses. Without transparency there are
safety risks, it’s difficult for government to monitor for tax
purposes, and it’s difficult for businesses to make informed
commercial investment decisions,” says AHA (WA).
Tourism Accommodation Australia (TAA)(VIC), a division of
AHA, is concerned that these short-stay accommodation
providers operate in residential strata title buildings “without
regard to food safety, fire safety, disability access, liquor
licensing, development applications, building amenity,
employment and taxation provisions that are designed to
protect hosts, operator and workers,” says general manager
Dougal Hollis.
“The safety and security of our valued guests, while
enjoying the amenities and service offered by Victoria’s
accommodation providers, should not be compromised
through flagrant disregard to aforementioned regulatory
standards.”
The TAA recently voiced their concerns during the
Environment and Planning Committee, regarding the
Inquiry into the Owners Corporations Amendment (Shortstay Accommodation) Bill 2016, along with thirteen other
organisations including Airbnb’s Head of Public Policy, the
Holiday Rental Industry Association, owner’s corporations, and
resident committees.
Brent Thomas, Airbnb’s Head of Public Policy, told the
parliamentary inquiry, “What we know is that Airbnb
guests stay longer and they are spending money in local
communities that do not normally benefit from the tourism
dollar. It is money going into local retailers, local pubs, local
cafes and local restaurants.”

What’s being done?
As Airbnb continues to grow, governments are starting to take
notice. With more pressure on state governments to develop
a fairer regulated approach to short-stay accommodation, we
may see some changes in the near future. A shift is being seen
overseas, with some cities cracking down on Airbnb hosts, for
fear they are both taking business from legitimate providers,
and disrupting the property market.
In San Francisco and Amsterdam, a host can only rent their
unit for a maximum of 60 days per year, in London it is 90
nights per calendar year, in Paris it is 120 days and in New York

The Lakes Hotel, The Entrance

a host cannot rent out their apartment for less than 30 days. In
Santa Monica, Airbnb hosts must live on-site, have a business
licence, pay taxes, and guest stays are restricted to 30 days.
Berlin officials fear these hosting platforms are worsening
the housing shortage and driving up rents, so have enforced
restrictions on owners renting out whole properties through
Airbnb and other online sites, such as 9Flats and Wimdu.
Owners are limited to renting only rooms via such sites, and
can face fines up to €100,000 for not complying.
Closer to home, Peppermint Grove council in Western
Australia voted in January 2016 to ban short-term
accommodation in the area.
While publicans we spoke to are not concerned about Airbnb
taking their consumers, there is no denying its rapid growth.
The potential future impact it may have on revenue streams is
not yet clear, but no doubt industry will be hearing more from
the sharing economy.
With so much competition, how can businesses stay on
top? An AHA (WA) spokesperson advises operators to heed
the age-old principles of hospitality, which are what may
ultimately make the difference over homes for rent.
“As more travellers go online to find and book
accommodation, online guest reviews are proving persuasive
when people decide where to stay. It’s important that
accommodation providers monitor and engage with
guests through these channels, if they want to understand
what people really think and identify any opportunities for
improvement.”
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The Prince
of The South

Years of work and a big budget see Chris Feros’
The Prince win hearts and minds in The Shire.
Clyde Mooney caught up with the king of the
South at his all-new pub for Kirrawee.
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Kirrawee is one of Sydney’s rapidly growing suburbs, just 25
kilometres south of the CBD, east of Sutherland and bordered
by the Royal National Park. Split by a rail line, the northern half
is predominantly industrial and commercial while the south is
residential.
An in-the-know local, Chris Feros has built a new pub in this
underserviced precinct, a block north of the rail line. I stopped
by during the week to catch up with Chris and discuss his
latest toy. Arriving at the far end of the beer garden that runs
down the long western side of the building, after a brief stroll
through the interconnecting sections we met near the main
bar.
Chris: “G’day mate – have you had a look around yet?”
Clyde: “Not really, I thought you’d do a better job showing me
around. Pretty busy for a Thursday afternoon.”
Chris: “This is quiet. It’s been really well received. You know,
when you’re on a big project like this for so long, and you
put all the planning into it, meetings on meetings, it’s great to
come up with what we have. The designs were exactly how
we wanted.”

thing with an existing business in an old building.”
Chris: “Absolutely. We’ve designed this around the suburb and
the people and the demographic of what’s here, and it’s been
a huge success for us.
“What we wanted to do with this venue is make sure we cater
for everyone, for all occasions. We’ve got the island bar in the
middle, based on a similar concept in Melbourne we liked.
This half of the pub is mainly high tables, the back half is more
low tables, more dining. We’ve pushed the kids’ area out the
back so all the families gravitate to there, but I can sit here
with mates and have a beer and I don’t feel like I’m in a pub
with kids running around.
“In the kids’ area, we wanted to make it almost like mum and
dad were sitting in the park with their kids. We’ve got bench
tables out there, a bit of fake grass, basketball hoops, jenga
and ping pong.
“If you come here on the weekend, there’s a lot of drinking
and stuff going on down here, but still dining. Later that area
sort of fades down but this keeps going, where people are just
happy to sit here and have a drink.

From beginning to opening The Prince has been a fouryear project, including application for and approval of the
necessary licences. The design was by Humphrey & Edwards,
collaborating with Feros Group executives, and construction
by hospitality specialist Fugen.

“In this middle block you’ve got the gaming room and the
toilets. So I’ve got one bar that can run the whole venue
and one centralised set of toilets, which is easy to operate
and keep clean, so from a wages point of view it’s very
economical. We’ve got another bar at the end there.”

Clyde: “I see the great thing about a new build pub as
determining a need and filling it. It’s never quite the same

Clyde: “I saw the bar behind the hopper windows and
wondered if you closed that down as required.”
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Chris: “We only have people in there when we need them.”
This as-needed bar faces onto the beer garden, and for all
intents and purposes disappears when the windows are
closed. The outdoor area is beset with an assortment of
table arrangements and shady palms, under a truss roof that
guides electric roller-shutters. Roll-down clears complete the
weatherproofing of the beer garden.
Adjacent to the kids’ area at the south-western corner of
the hotel is the grill chef, who can also be revealed courtesy
of hinged windows, bringing some smoke and theatre to
the garden. Inside the pub, the grill chef faces the butcher’s
window, displaying the large assortment of steak cuts
available, including the popular $56 Nolan.
The beer garden also houses the food truck, which serves as
both an additional ordering point and feature. It is currently
promoting the new Poke dishes.
Chris: “We want to be able to introduce different things in the
beer garden. State of Origin we’ll most likely do hotdogs.”
Clyde: “I can see this being a great place to hang out and
watch a game. There’s a good spread of TVs, without them
dominating the look.”
Chris: “It was definitely a tussle – architects hate televisions.
But the demographic of this area, they just want to watch
sport, no matter what.”
Continuing the tour, we walk through the dining room and
into the baking heart of The Prince. With an air of general
busy-ness a dozen foodservice staff move and work. We pass
chutes for recycling and garbage, which drop into bins in an
area downstairs, refrigerated to minimise pests and odour.
Descending to the lower level, the usually drab besser block
walls are lined with shiny checkerplate. “I feel that if you keep
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your back of house right, it shows staff to keep front of house
right,” explains Chris. A large sliding door unveils a massive
coolroom, designed with room for everything, and space to
load in large volumes of stock, particularly beer.
We continue through to the lower-ground carpark, with
its stairwells up into most sections of the pub. Taking the
northern door, we enter near the sports bar. This boasts a
large secondary bar, with TAB and punting facilities at one end
and a selection of large TVs at the other. The sports bar also
has its own outdoor area for smoking, of course with more
TVs as well as an open fireplace.
Complementing the highly functional design, it is obvious no
expense has been spared at The Prince, even without knowing
the construction cost came in over $12 million, which didn’t
include procurement of the 20 gaming machine permits.
Clyde: “So what’s been the biggest plus for you here?”
Chris: “The exciting thing about this venue was building it
from scratch. We looked at all the venues we had, drew up all
the negatives and we tried to deal with them. The flow of it

KNOW HOW
WE’VE GOT IT

“ Their channels of communication, dedicated project management team and
attention to detail on site all contributed to an outstanding end result and a
product that all involved should be incredibly proud of. The continued success
of the venue is a testament to all involved on site.”
Chris Feros, CEO Director, The Feros Group

For more information about this and other Fugen projects, visit fugenconstructions.com.au
or contact Managing Director Stephen Flannery on 0411 475 757 or sflannery@fugen.com.au
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and the way it all works, it’s just a dream pub to run. We’ve got
a working kitchen that you see at the front, there’s a massive
prep kitchen behind, so we can be pumping out the service.
The volume through here is ridiculous – mate we’re selling
nearly 1.7 tonnes of chips a week on average.
“There’s nothing I would change in the venue. I’m more
than happy to improve again, but right at this minute there’s
nothing. We spent the dollars, it was a big deal, but it’s paid off
for us.”
Clyde: “Is it 100 per cent complete now, or are there more
elements to come?”
Chris: “We didn’t want to introduce everything at once, we
wanted to keep adding layers. The Poke only opened two days
ago, and we’ve got a few more things we want to introduce
into the venue. It’s that busy, it’s going that well so there’s no
hurry, but new news is always good to a venue.”

Opening Doors
Clyde: “I recall you had some inevitable Christmas delays with
finishing.”
Chris: “They tried their best, but it’s hard. We opened on
Superbowl day. We went out to market that we were opening
that day at 10 o’clock, and by 10 o’clock the number of
people was ridiculous. By 11 o’clock it was packed. It was
unbelievable.
“Initially the Brewery Fresh kegs up the top were just display,
but we sold out of the two tanks in the first three days, so they
had to be plumbed in, and they’re now active. I think we sold
four tanks in the first week.
“We had the rotisserie on, for more theatre, like the meat
display. But we pulled it out on day three to get more deep
fryers in; we couldn’t handle the volume.”
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Clyde: “I recall you were going to do breakfast here too.”
Chris: “We’ve got a DA for breakfast, but until we’ve got this
side of the business truly nutted we want to be true to what
we are – we’re publicans at heart. Breakfast would just be
secondary for us.”
The dishes Chris ordered arrive, a Teriyaki Chicken and
Atlantic Salmon Poke, and bowl of plump, crispy chips.
Clyde: “Can you explain about the ‘Poke’ … what is it?”
Chris: “It’s a new style of food. Poke means fish in Hawaiian.
You have your base, with cabbage, quinoa, brown rice, rice
noodles, and build on top of it. It’s like a salad, but it’s sushi in
a bowl. It’s going to be huge in Australia.”
Clyde: “It doesn’t surprise me you’re on the crest of the next
big thing in pub food. Terrey Hills is still trading well?”

MAJOR FEATURE

Chris: “It’s booming. That area is going through a lot of
growth. I can be driving through the Harbour Tunnell and be
at Terrey Hills in 20 minutes. It’s only 20 minutes from the city,
but there’s horses there and farms. It’s bizarre.”
Clyde: “Between northern beaches bush and Shire living, you
must spend a lot of time driving.”
Chris: “No, I’ve got a good team underneath me, so I’m
not required in the venues as much as I used to be. I’ll buy
somewhere in Perth if it’s a good deal, travel shouldn’t stop a
good business going ahead. But saying that, I live down here
so it would be nice to have all my venues close. I’m looking at
doing another site that’s an hour’s drive from here. I just think
the market’s in a good position at the moment.”

Clyde: “So now you focus on the levels above Huxleys?”
Chris: “Mate that venue is bigger than this one. The DA,
licence, everything’s approved. We’re under construction, we
will have it open by Christmas.
“There’s going to be a rooftop bar, with a balcony at the end,
but due to acoustics there’s a glass roof and glass atriums – all
sorts of stuff.”

Clyde: “Was The Prince your first greenfield site?”
Chris: “No, Roxy was our first. We transformed it from a car
yard.”
Clyde: “I was very impressed with the Malouf’s new build at
Gregory Hills.”
Chris: “I reckon what they’ve done out there is outstanding. I
think they’ve done a fantastic job.”

Clyde: “With that city view. Sounds amazing. Somewhat
different pitch to this place, which is clearly about familyfriendly and good suburban living.”
Chris: “The business model is built around lunch and dinner
trade, being over by 11pm, and massively working with
community. If you haven’t got the community on side, you
haven’t got a business, as far as we’re concerned.
“Mate, you must hear a lot. How do you feel the industry is
going at the moment?”
Clyde: “Generally very positive in most areas. Little in the
way of regulatory noise – of course NSW just got the big win
with the 3 Strikes rule changes. I can barely keep up with the
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real estate transactions going on, but despite all the talk of
a property bubble in residential I haven’t heard any of it in
commentary on pubs, which obviously see more professional
scrutiny that a typical house.”
Chris: “After every boom comes a bust, everyone knows it. I
don’t think we’re close to a bust, but it’s got to happen. Behind
a lot of publican faces there’s a lot of corporate money that
people aren’t aware of, I don’t know what their structures look
like.”
Clyde: “It seems the corporates get in trouble when they don’t
have some savvy publicans at the front guiding the decisions.
That was largely the story of the Lantern collapse. You need
someone that knows watching the numbers and checking
what matters, like variance.”

them. So she’s gone to the station on Monday and reported
it. Licensing police came and asked for footage, then asked
for more footage, and asked for more footage. When they
identified him my licensee said ‘I checked his ID’, so we looked
for that footage, but because it had taken so long it had been
taped over.”
Clyde: “So you got an automatic Strike?”
Chris: “No, we successfully defended it. You know, not
everyone realises this, but after they do the investigation, they
send infringements directly to the house of the person being
charged and you might not even know if the staff aren’t on
side.

Chris: “These days I’ve got a full-time stocktaker. We aim for
1-1.5 per cent.”

“What’s being implemented in Sutherland Shire through the
Liquor Accord, if an underage kid gets caught in a venue,
they’re not allowed into a licensed venue in this area again
until they’re 19, bar one bar all type thing.”

Clyde: “That’s tight. Anything under two per cent it usually
considered pretty good.”

Clyde: “Shame it’s left to the publicans to bring some recourse
to kids wreaking havoc on a business.”

Chris: “We were at two, two and a half. I looked at what we
would pay a stocktaker and said if we can shave half to one
point off we can employ someone fulltime. Across all the
venues, every day he’s doing stocktakes. If there’s a problem
he’s there fixing it, working the tills, updating recipes on the
tills, pouring, the whole lot – it’s been fantastic.”

Chris: “The penalties are just so harsh for publicans getting
caught with underagers. That’s why yesterday was such a big
deal. A first strike could mean 15 per cent off your valuation
– people coming into the industry, potential buyers, they
wouldn’t stand it.”

Clyde: “The pub I managed in San Diego, variance was about
five per cent on a good month. But everything is different
there. We paid just two dollars for a no-frills house pour vodka,
which is less than the tax alone here. And I never heard of a
venue getting in trouble over RSA issues, although the police
do like to do stings using officers just shy of 21.”
Chris: “That 3 Strikes news was a big deal for NSW publicans.”
Clyde: “Penalising the venue owner when they weren’t in
charge would never fly in the US. There’d be some kind of
riot.”
Chris: “Couple of years ago at Terrey Hills we had an underage
kid, 16 years old, wearing a baseball cap, well over a hundred
kilos, tall, big bloke. An off-duty copper came in, saw him
and identified him, because he had form. He had history with
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Clyde: “So L&G opened the possibility of further investment.
Holy price war. Mate – I don’t know if I can finish all this food.
Won’t you have some?”
Chris: “I’m trying to lose weight – not that I need to. I went to
my doctor, he’s been my doctor for a long time, he’s a really
good guy. He said ‘mate, it’s not that hard. Calories in, calories
out. Just try shutting your mouth a bit more, and exercise.’ I
said ‘ok, fair enough’.
“Whatever you don’t eat, we’ll put a lid on and you can take it
home, if you like. The bowls are designed for takeaway.”
Clyde: “Ha, great stuff. I’ll do that. Chris – I really appreciate
your time, and love the place.
Chris: “I’m so happy with it, I really am, and it’s trading off its
head.”

MAY’S GREATEST CLICKS
BIG SALES SHAKE
BALMAIN & VLANDIS
After some speculation, Balmain Pub Group (BPG) revealed
its Town Hall Hotel has been sold in a property play to an
investor with “extensive hospitality expertise”. The pub brought
an all-up price around $8.5 million from an unsolicited offer.
BPG bought the pub in early 2016 and executed a large
renovation.
The 1879 Hotel occupies a 445m² corner of Balmain’s
bustling Darling Street and boasts a rare extended trading
authorisation. Despite rumours from Mayor Darcy Byrne that
the purchaser intends to convert it into a medical centre, the
purchaser confirmed to PubTIC that this is incorrect, and that
the licence will remain, and the Town Hall will continue to
operate as a pub for the foreseeable future.
In recognition of the value of the real estate, the site will
become a mixed-use business, and the new owners will be
looking at how best to realise potential at the sizeable block
and upstairs of the two-level brick building.
Later in May, BPG also confirmed the sale of its inner-west
Swanson Hotel, Erskineville. The Group had executed an
extensive refurbishment that introduced a new 80-seat
restaurant and gastro-pub menu and sleek cocktail bar.
As disclosed by Wills when the Greenwood came to market,
BPG is re-evaluating its portfolio following the passing of a
major partner, and eying some larger operations.
The off-market sale of the Swanson achieved $7 million, to
an experienced player in Sydney pubs currently managing his
own expansion in the industry.
Both off-market sales were managed through CBRE Hotels,

which sold the Town Hall to Nicks Wills’ BPG in 2016.
The biggest pub transactions for two years went down early
May, with the top-ranked Coolibah Hotel in Merrylands selling
for around $40 million.
The family-run Vlandis group, led by Peter Vlandis and
son-in-law Michael Samios, operate several western Sydney
pubs, including Bankstown’s popular Three Swallows Hotel.
Recognising market opportunity, they divested the Coolibah,
ranked #113 on the L&G list of NSW venues, to an as-yet
unnamed buyer described as a “significant and experienced
hotel group”.
Samios confirmed the sale is definitely not part of an exit
strategy from the pub game, and that they are always looking
at opportunities.
“It was a perfect time to restructure the greater family
business. We intend to be around the industry for a long time
yet.”
The Coolibah Hotel, occupying a large, square 8,500m² block
10 minutes from the Parramatta CBD, was sold off-market
through Ray White Hotels.

NEW GROUP’S BIG
RETURN WITH OPEN
ARMS
The team behind Beer Deluxe has launched the next era in
their hotel aspirations, announcing Open Arms Hospitality and
the pending Public House pub.
Long-time friends Craig Shearer and Jason Sheather built
the Beer Deluxe venues brand as the flagship of their group,
Armada Hospitality, before on-selling the five venues (Albury,
Wagga Wagga, Sydney, Hawthorn, Melbourne’s Fed Square) to
Dixon Hotel Group (DHG) for $31m mid-2016.
DHG had previously acquired the complete 17-venue portfolio
of Open Door Pub Co (ODPC), for a while retaining former UK
operator Craig Ellison.
The three men have now banded together, combining their
near 50-years’ experience between Open Door and Armada,
to create Open Arms Hospitality.
“We’ve come back from a breather, well rested, rejuvenated,
and more determined than ever to grow a large-scale
hospitality business,” states Shearer.
The new portfolio starts with the repurposing of the former
Groove Saint nightclub, retained by Shearer and Sheather,
which closed early 2017. The new Public House is a gastrostyle pub, the roof replaced with a retractable awning, and
late-night converted to a place for all occasions, offering
lunch and dinner every day. Public House began soft launches
during May.
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In late May Minister for Racing Paul Toole announced
passing of legislation in NSW parliament bringing major
changes to licence legislation, furthering his commitment to
reinvigorating vibrancy in Sydney’s entertainment precincts.
The changes include overhauling the notorious 3 Strikes
scheme, with existing strikes revoked and future Strikes on the
licensee.
Arthur Laundy, who received a Strike at The Steyne last year
when three underage girls were caught on the premises, has
been lobbying to modify the system for three years, and told
PubTIC the changes unveiled have gotten it right.
Mandatory application of Strikes for given offenses meant all
penalised the same blanket, irrespective of the seriousness or
circumstances of the breach. Future Strikes will be considered
on a case-by-case basis and evidence weighed accordingly.
Strikes for minor breaches will be eliminated, and ILGA will
review Strikes after six months and confirm or revoke them,
encouraging licensees to take proactive measures.

with regulators, and reporting $2.7m annual spend on security
and risk mitigation.
Speaking of The Star, Sydney City LAC Superintendent David
Donahue suggested that “the number of incidents at the
Casino need to be understood in the context of the sheer size
of the venue”. And back in 2010, Barry O’Farrell, the instigator
of Sydney’s cursed lockout scheme, thought the one-sizefits-all principle was flawed, for “[comparing] venues such as
Penrith Panthers with small suburban pubs”.
Responding to questions, a spokesperson from Liquor &
Gaming told PubTIC that the primary consideration is “the
total number of violent incidents, and venue size is not a
factor”.
While the system ignores its own mandate to address “levels
of assaults”, at least ivy patrons are 915 times safer inside its
doors than on the street.

Furthermore, the Strike will now be placed on the responsible
licensee, rather than the venue, eliminating the curse of
conditions continuing to impact the business even when the
operator has moved on.
All existing Strikes will be revoked on commencement of the
new scheme, although any remedial conditions will continue.
***
NSW Liquor & Gaming has defended its latest list of the State’s
so-called Violent Venues, contradicting Sydney LAC and
sitting MPs. The intent of the scheme is to “regulate licensed
premises with high levels of assaults and other violent
incidents”. A list is produced twice per year, naming any venue
that has experienced 12 or more incidents in the 12-month
reporting period.
The latest list flagged Merivale’s ivy as the only venue in
Level 1 category, which brings a dossier of restrictions and
greatly increased scrutiny. Fourteen venues will see Level 2
restrictions, up from eight, and three venues fell below the
threshold and were removed.
But despite years of calls for the list to take into account
patronage numbers, the NSW regulator continues to compare
apples with oranges, out-of-step with BOCSAR, the Bureau
that provides the crime data for the Violent Venues list.
Ivy sees a staggering 2,000,000 patrons through its doors
each year – more than the Sydney Cricket Ground, and on par
with The Star casino. Its 36 incidents represent 1.8 per 100,000
people; BOCSAR’s own data shows Sydney LGA records 1,647
incidents per 100,000 people.
The Merivale group conveys a zero-tolerance approach
to violence and behavioural issues across its 60+ licensed
operations, rostering over 30 per cent more staff than
mandated during busy periods, conducting weekly meetings
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Mexican wrestling at ivy

***
Liquor & Gaming NSW delivered a 7-year ban to Joshua Meijer,
former licensee of the Hotel Orange, following his conviction
in June 2016 for commercially growing cannabis.
Meijer was sentenced to two years’ prison for enhanced
cultivation of cannabis for commercial purposes. Liquor &
Gaming NSW submitted a complaint to the Board of ILGA,
which found Meijer ‘not a fit and proper person’ to hold a
liquor licence.
The news followed the latest list of Violent Venues, featuring
Hotel Orange at Level 2 restrictions, with 12 incidents in the
12-month reporting period.
Speaking on behalf of the pub’s owners, new licensee Mick
Fabar reported management had changed in December,
following the trial of Meijer. He says the incidents had
occurred prior and the family was hoping to overturn the
Level 2 listing in light of the findings against the former
licensee.
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