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EDITOR’S RANT
It must surely take a special kind of asshole to knowingly demolish a heritage building
without even attempting to get permission. No authority to do any demolition, no
submission for development, let alone that the Corkman Irish Pub was also protected by
heritage overlay.
The gall of it seems almost hard to believe. Realistically, heritage elements can be as
much if not more trouble than they are worth. Think what you will of the value of
preserving historic buildings and architecture, but ultimately if you don’t wish to preserve
them, avoid them.
Gripes from a long-standing owner that has heritage imposed upon them are
understandable, but the Carlton pub in question was listed on the register years before
Messrs Stefce Kutlesovski and Raman Shaqiri bought it in October 2014 for $4.76 million.
The question begs: did they always intend to boldly demolish the pub and suffer the
consequences, rather than attempt any project through official channels?
The story plays out like something from Underbelly; businessmen buy historic pub and
close it, months later the empty hotel suffers a fire in suspicious circumstances, a week
after that it is unlawfully demolished, real estate agents suggest value of property is
immediately doubled.
Adding fuel to the social fire that has erupted at this course of events, some amount
of asbestos from the demolished pub has been discovered on a property of one of the
owners, adding illegal transportation and disposal of hazardous materials to the list of
wrongdoings.
The asbestos breaches are taken very seriously, and the entities responsible could face
fines up to $750,000. The penalties for the illegal demolition are less aggressive and so far
noise in the media has centred around reconstruction of some form of revised version
of the famous pub. Also, the Victorian Land & Environment authorities are suggesting
penalties include barring this and possibly future development applications by the
defendants.
But do these measures go far enough? If the
value of the property has supposedly doubled,
even if no development is allowed by the current
owners, they could on-sell for a handsome
$4m+ profit. Even after the cost of the demo –
which was done by a de-registered company
half-owned by one of the defendants – and
fines for the asbestos and traditionally paltry
consequences for the heritage destruction, there
could be millions in profit for the ballsy approach.
If we are to protect these irreplaceable buildings,
harbouring countless community memories and
historic reference, and make developers think
twice before running the gauntlet, the fallout on
the owners of the former Corkman Irish Pub will
be immense.
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Short & Sweet

The makings of a great pub group are neither
quick nor easy, but there are aspects such as
community engagement that executed well
can amount to shortcuts to success.
Clyde Mooney takes a look into the mindset
of WSHG.
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The Short name has been a principal of the pub industry since
the 1970s. The legendary late Warwick (Wog) and wife Ros
Short began owning and operating hotels such as the Stoned
Crow, Woolloomooloo Bay, Marlborough and Racecourse,
growing a portfolio and reputation.
Warwick’s passing spawned Ros, along with offspring Martin
(Marty) and sister Paris, now a Ballantyne, to form the W. Short
Hotel Group (WSHG) in commemoration. Since 2013 they
have grown a strong and complementary clutch of pubs,
famously including two large operations right beside each
other.

For heritage authorities and Council to even consider the
development, it had to look virtually identical to the historic
photographs. But restoring the balcony was not simply a
matter of re-creating the original. There were huge structural
considerations. Due to safety concerns around cars on
the busy street, the columns under the balcony were not
permitted to actually support load; they needed to be, and are
now, purely decorative.

***
The end of October marks the 130th anniversary of the
opening of Leichhardt’s landmark Royal Hotel, built in 1886.
The occasion coincides with the popular annual Norton Street
Festa, when over 100,000 people will party on Leichhardt’s
main thoroughfare.
Occupying the Norton Street corner with Carlisle Street, the
Royal Hotel, a key sponsor to the festivities, will be a popular
destination for the Festa – made even more appealing through
its striking brand new heritage balcony.
The Royal joined the WSHG family in mid-2013, as the new
entity was formed from the former family business, Shortcorp.
The following year it underwent some refurbishment, which
included the addition of the Botanical dining area upstairs. The
now completed final stage of the landmark pub’s makeover
centred around the installation of a modernised version of
the building’s original second-storey iron lacework balcony,
restoring a key element of its Victorian grandeur.
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“The opening weeks have been a great success – almost
overwhelming,” reports Marty Short. “We’ve been trying to
keep up with the pace, but feedback has largely been pleasant
surprise at the standard of the place and what we’ve done.”
In time for summer, the Botanical restaurant has adopted a
new menu, including light, vibrant dishes the likes of sriracha
chicken and haloumi and broccolini, and more vegetarian
options, as well as pub classics.

The weight of the balcony and any occupants is instead
supported by large steel beams that go deep into the building,
under the floor of the second level. This necessitated major
works in what was the front public bar and bottle shop, in part
prompting re-working of these areas also. The work went on
to include a new bar upstairs, and lift access to the second
level, for broader appeal. The updated heritage balcony wraps
the front façade of the pub on both streets, providing allweather seating for up to 60 people.
The Royal traded throughout the renovation, with a loyal
troop of regulars threading their way through scaffolding and
hoardings. It reopened in September to a modest community
party, with locals invited to celebrate the return of the pub’s
piazza.
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by the pub actively aim to position it as a community hub and
destination, but also a part of the lives of more local youth.
“We’re aiming to be a good place for people to come and
enjoy whatever they’re after, be it a cocktail or a meal with
family. We want to add to that offer in the inner west,”
continues Chapman.
“But also, we want to be another venue in the area that can
offer jobs to young people looking for work, or who maybe
work already in restaurants, bars or cafes. We can offer jobs
across a range of skills in all different areas of the hotel, as well
as bartending and wait-staff.”
The community appeal is a mantra of the Group, and has
firmly made its way into Privett’s new menus, aiming to
literally cater to the needs of people.

James Privett

New menus across the Sydney venues are being driven
by new group executive chef James Privett, coming
from heading up the kitchens of some of Sydney’s finest
restaurants. Advancing from training in classic French cuisine,
Privett embraces light, seasonal ingredients.
Licensee of The Royal is industry veteran and Leichhardt local
Mark Chapman, who is working to rejuvenate more than a
heritage hotel.
“This is an exciting time for the pub and the suburb of
Leichhardt. Our vision is to provide the community with a
fantastic local that they are proud of, and hopefully it will in
turn attract further investment into Norton Street and really
bring the street back to its vibrant past.”
Working to engage the area’s business community to better
realise where they would like Leichhardt to be, Chapman is
also President of the local Chamber of Commerce. Initiatives
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“Your local pub has evolved to become more than just a
drinking den,” he says. “Your local needs to be a place where
you can come for drinks and a feed with mates, a romantic
dinner or a family celebration.
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“I want to offer an option for every occasion and lifestyle. We
are observing the different reasons people come out to eat
and trying to ensure we have options for people to come back
time and time again.
“Australian ‘pub classics’ generally have a very fast and fried
feel to them and there’s always an expectation that those
options will be available, however it’s how we handle the
presentation and balance of those dishes that gives them an
edge in 2016.
“The customer’s expectation on where their food comes from
and how it’s handled is more important now than ever before.
Also, the demographic of so many areas has shifted over the
years, and if you are no longer an attractive offer to the people
closest to you they will simply find somewhere else to go.
“Over the past decade or two I’ve seen a slow shift away from
food being a service that a pub had to provide to being an
integral part of a successful venue. It’s becoming a far more
fluid industry, which is exciting for those in it and those who
enjoy what we do.”

A Celebration of Beer
The 12th Annual Australian Beer Festival took place from 14-16
October, at the “original home of craft beer” The Australian
Heritage Hotel. Thirty stalls offered more than 30 different
Australian breweries, and a range of gourmet foods including
the pub’s own gourmet pizzas. Blind tastings and meet-thebrewer sessions took place to the tune of live music and
entertainment.
The pub only stocks Australian-made beer, currently around
120 different brews. The craft beer celebration came about
before ‘craft beer’ was even a thing, and excites the staff and
patrons of the Australian Heritage through sheer history of the
celebration. 2016 saw an even bigger focus on up and coming
boutique breweries, including Willie the Boatman, Pirate Life
Brewing, Moo Brew and Two Birds.
WSHG beer ambassador Seonaid Arthur says the community
credo is a natural fit with the Group’s approach to breweries.
“As the beer market becomes broader and more accessible I
think it is important that we tap into the ‘drink local’ aspect of
the industry. We pride ourselves in representing and working
with all Australian breweries, and the response from the
consumer has been very positive. I think people like to drink
something locally produced, whether Sydney or interstate.”

12th Annual Australian Beer Festival
Photo credit: The Wedding Architect

home to Trial Bay gaol – a prisoner of war camp during World
War I for Germans living in Australia.
For 11 days across August and September, the Seabreeze
Beach Hotel transforms into “Bavarian Heaven” by way of
themed cuisine, beverages and entertainment. Patrons feast
on the likes of roasted pork knuckle, braised red cabbage and
apple strudel, washed down with German-style and origin
beers as well as some select craft guests.
Arthur says the reputation for crafted beers has built over time,
and today The Rocks festival produces a range of secondary
advantages for the Group.
“Australian craft has become such a strong selling point in
itself, after 12 years of hosting the festival we have created a

The sumptuous food offerings at the Festival include a popular
oyster bar by WSHG’s own Seabreeze Beach Hotel, located in
South West Rocks, about five hours north of Sydney. The pub’s
pop-up showcases not only the region’s seafood, but serves
as educational cross-promotion for its own offerings and beer
festival.
Now through its fourth year, the Seabreeze’s German Fest
celebrates the area’s historic link with Germany, the area being
October 2016 PubTIC | 11
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Telegraph as one of the ‘World’s Top Rooftop Bars’.
Around five kilometres due East of Leichhardt, Redfern is
another Sydney suburb that has well and truly caught the
gentrification bug, as inner-city types continue to push the
value of real estate and quality of offerings in the CBD fringes.
Savvy to the logistical benefits, WSHG added to its inner-west
stable in April of last year with the purchase of the Tudor Hall
Hotel. This swiftly went into renovation mode, relaunching
again shortly after the Shorts took control.
The re-vamped Tudor Hall has already won favour in the
hearts and minds of Redfern, taking out the award for Best
Local Hotel 2016, as recognised by Trico Constructions and
Arcadia Property Group. Judges cited it as an “outstanding
example of urban renewal and revitalisation of a local icon”
and acknowledge the standard in food, beverage and overall
hospitality.
strong name for ourselves in the industry. This makes our jobs
easier being the middle man between the breweries and the
consumers.

Keeping with the strategy, in September this year the Group
bought the Courthouse Hotel (aka Mr Marys) just one block
away from the Tudor.

“The biggest benefits we have found are the follow-on
bookings and patronage of people who come to the event,
though they may not have known what the Australian Hotel is
all about; it’s a great weekend to show off what we can do.”

The Courthouse was for many years a Tooth & Co pub.
The current structure was built in the 1920s, and has been
‘reinvented’ somewhat to now incorporate three tenants.
WSHG’s plans for the property have not yet been announced,
but it will soon begin adding to the total of 80-100 people
WSHG has already employed in Redfern and Leichhardt.

Behind the books, Marty says the festivals are a lot of effort
for the return but were never about immediate reward,
more about evolving a lasting point of difference. And the 16
festivals to date have established working relationships with
the brewers that couldn’t be bought.
“There’s not enough recognition for these passionate guys,
or opportunity to showcase their product in an environment
where it would evolve,” he explains.
“I think that’s why it works; the brewers are as much a part of
it as we are. We supply the space, they supply the product and
passion. That’s what hospitality is about for me – engagement
of community, customers and the people who supply
products.”

In the area

At the time, Marty cited he’s excited to restore what is a
Redfern landmark, bringing it “back to relevance” in the
burgeoning area. As the Royal officially relaunches to the
people of the inner west, WSHG will soon take the keys to the
newly acquired Redfern Courthouse.
“There’s great energy in the area,” furthers Marty. “A great mix
of people, a changing of the guard and great diversity. It’s
where Surry Hills or Newtown were about ten years ago, and
we’ve got the opportunity to help evolve that.
“Both the Tudor and Royal are opportunities for us to help
revitalise through the investment we’ve made. We look
forward to the years ahead.”

WSHG has successfully overcome any perceived challenge of
operating two hotels in close proximity with its side-by-side
pubs in The Rocks, the Glenmore and Australian Heritage.
Their proximity offers further incentive to patrons to leave
the George St main drag and head up to Cumberland St, with
sufficiently different businesses to complement each other
rather than compete.
Dedicated to its beer focus, The Australian Heritage boasts
an impressive collection of the amber stuff. Conversely, The
Glenmore is recognised as one of Sydney’s most opulent pubs,
providing guests a breath-taking view of the Harbour Bridge
and Opera House. It recently appeared in a list by the Sunday
Tudor Hall Hotel, Redfern
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Fitzgerald’s quest sees
Walkers return
Amid the flood of ultra-modern, ground-breaking boutique
beers entering the market, Australian entrepreneur Toney
Fitzgerald is reviving a long-forgotten brand from Australia’s
colonial past.
Boasting business savvy and grit but little or no knowledge of
making beer, Fitzgerald enlisted acclaimed brewer and judge
of fine brews Neal Cameron, who spoke with PubTIC about
the hops and downs of recreating a century-old format.
“I generally detest the pseudo resurrection of old brands, as
they are indubitably led by marketing teams with an eye to
generating nostalgia in the prospective buyer rather than
offering a genuine consumer experience,” replies Cameron.
“In almost no instances that I can think of was there any real
attempt to recreate anything like the old beer. In most cases I
would suggest that the beers would not be suitable to modern
palates.”
Walkers Brewing Company operated from around 1895 until
1926 under devotee James Walker, and was once a serious
player in the NSW beer market.
Fitzgerald chanced upon a photograph in Orange library of
the long-forgotten brand, featuring a horse-drawn deliver cart
with men in bowler hats. He had long considered getting into
boutique beers, recognising opportunity in the current market.
Back in 1998 he did same with business coaching service
Coach U, which he bought the rights to distribute in Australia,
built into a thriving operation, and sold back to the US parent
three years later.
The quest for Walkers saw him scour New South Wales and
even engage the media in the hunt for descendants, before
finally a great-grandchild of James Walker got in touch and
eventually provided the man’s brewing journal notebook and
15 original beer labels. He was now able to engage an expect
such as Cameron to turn these from written account to real
ale.
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“Toney is deeply engaged with the history of the brewery and
its people,” offered Cameron. “He has spent a huge amount of
his time over the past decade researching the Walkers brewing
family. He has visited the surviving family in their home in
Vaucluse, dug up peoples’ back gardens in Orange on the site
of a Walkers brewery, and tracked down volumes of historical
memorabilia about the brand.
“It is from the notebook that we’ve made the Walkers Special
Pale Ale. I have kept as close to the original as possible, but in
most cases only quantities are stated rather than varieties of
malt or hops.
“I think therefore that this is about as genuine as you can get.”
Fitzgerald’s commitment is all the more impressive given
his hurdles; in 2012 he was struck down with cancer, which
plagued him for some time before he regained his health.
During this period he established the necessary trademarks
and business planning, and now has a product into its second
brew.
“At the start of next year I want to open up a restaurant and
craft beer bistro,” said Fitzgerald. “I want Walkers to be a
formidable and famous brand again.”
He hopes in time to buy and restore the site of the original
Walkers brewery.

SUMMER WINES

Wine is one of the more seasonal drinks that a
pub serves, and as the temperature heats up,
your wine list should cool down and turn to
lighter and more refreshing styles.
Words by Olive McMahon
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As sure as the seasons change, so should your pub’s wine list.

to more fresh and fruit-driven Sauvignon Blancs from cool

When the time comes to store away your outdoor heaters

climate regions, like the Nepenthe Altitude Sauvignon Blanc,

and perhaps lighten up your menu with seasonal salads, you

which sits at a very attractive price point for the quality,”

should also take a look at the wines you’re listing and give

Bernie explains. “Our Nepenthe Altitude Pinot Noir also does

some thought to putting together an offer for your customers

very well in the on-premise channel. It’s a very affordable,

that goes hand in hand with the season. The good news

quality wine that is great for ease of drinking, and not just as

is, this summer there are plenty of trends you can tap into

a winter red, so it performs well all year. Prosecco spritzers

to make sure that your wine list sings with the season and

are also a sure fire hit with patrons this summer, after certain

keeps the wine-drinking crowd cool and happy on those hot

brands began investing heavily in the space, and our Tempus

summer days.

Two Copper Prosecco is a great alternative to the imported

Keeping the focus on refreshing styles of wine is key when it

Italian varieties with its stylish packaging.”

comes to putting together a wine list for the warmer months

Australian Vintage’s Tempus Two range is a strong offering for

– think crisp Rieslings, fruit-driven Pinot Gris and Pinot Grigios,

the on-premise market, given its wide range of varietals and

Prosecco and sparkling, and the perennial wine list favourite,

the exclusivity of the Silver Series portfolio, with Australian

Sauvignon Blanc. However, according to Bernie Donohoe, on-

Vintage getting ready to ramp up its presence in pubs this

premise business manager for Australian Vintage, it’s no longer

summer through promotions and incentivising staff at key

Kiwi Sauv Blanc that’s the flavour of the month – Australian

venues that stock the range.

expressions are making a comeback.

“Our Tempus Two Silver Series, a range exclusive to on-

“We are seeing a strong resurgence of Australian Sauvignon

premise venues, includes a solid range of SKUs, including

Blanc, with customers looking beyond the Marlborough styles

Pinot Gris, which is a category in growth. The range offers
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East Village WinePub

publicans and customers a level of exclusivity with our brand

customer the full food and dining experience. I also value

through the assurance that those particular products cannot

staff that have sound knowledge of the wine list, as this can

be found in retail stores.”

make entertaining and group hosting a much more pleasant

Bernie’s advice to publicans who plan to revamp their wine list

experience.”

this summer is to strike the right balance between by the glass
and bottle listings, while keeping the focus on fresh flavours
that suit the summer.
“Have wines that sit at key price points, as it always helps
to drive glass and bottle sales in popular summer months.
While in-venue promotional activity, and focusing on varietals
in growth such as Rose, Pinot Gris and Australian-style
Sauvignon Blanc, all contribute to the bottom line,” he says.
“Food and wine matching is also a popular and appreciated
activity, and by picking key wines that pair nicely with lighter,
summery foods such as seafood and salads, publicans will be
able to push the wine lists to their full potential.
“A great wine experience in a pub comes down to stocking
popular varietals and some non-mainstream SKUs, which
ensures you are catering to all audiences, from the wine
neophyte right through to the connoisseur. Then, pairing
those wines with seasonal dishes ensures you’re giving the
October 2016 PubTIC | 17
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Introducing new wines to your list is also a great time
to train and incentivise your staff, leading to better wine
knowledge and happier punters.
Tasmania’s Holm Oak has kicked off a pouring incentive
promotion for white wines – exclusive to the on-premise
channel for this coming summer – that will see venues that
pour the most stock flown down to the Holm Oak cellar
door in Launceston for a leisurely lunch among the vines.
“Venues that signed up for this exclusive promotion before
the end of October are now in the running to win a trip to
Holm Oak,” explains a spokesperson for the brand. “All that
was required of the venues is to pour any of the premium
Holm Oak wines by the glass at their venue until the end of
January 2017.
“Varieties on offer are perfect for summer wine lists
and include Pinot Gris, Riesling, Sauvignon Blanc, and
Chardonnay. Every 40 dozen poured lands you an invitation
to the party, including round trip airfares from your closest
capital city to Launceston, transfers from the airport to the
winery and a fantastic lunch in the cellar door with limited
release wines and back vintages.”
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What’s on the list?
Rose is always a hit in the summer. Choose
from very pale dry styles that take their
inspiration from France, or the more fruitdriven Australian styles. It is also versatile
when it comes to pairing with food.
Chardonnay was once a dirty word in the
wine world, but Australian winemakers
have ditched the oak and come out
swinging with a fresher, fruit-driven style
that is perfect on a warm summer’s day.
Sparkling wines and summer go hand in
hand – it’s all about celebrating occasions
and the coming months are packed with
reasons to open a bottle. Mix it up a little
and give your patrons a sip of New York
City brunch by putting a Mimosa on your
menu… a splash of good quality orange
juice goes a long way here.

FEATURE
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