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EDITOR’S RANT

“I have formed the view that the two Precincts at night were
grossly overcrowded, violent, noisy, and in places dirty, before
the Amendments, but that after them, they were transformed
into much safer, quieter and cleaner areas.” – Callinan Review
into Sydney’s lockout and 3am cease service Conclusions.
Overseen by Hon. Ian Callinan AC QC, this
‘review’ was obviously without bias.
The bias, it would seem, is on the side of the
thousands of people that optimistically thought the
review was about assessing the effects – positive and
negative – the lockout and 3am end trading laws
have had on Sydney’s nightlife and economy.
The hotel industry, patrons and champions of live
entertainment that rallied for a repeal of the knee-jerk
legislation had a biased hope for the outcome of the review.
It was hoped that the loss of vibrancy, undeserved pain to so
many businesses, and damage to the city’s reputation interstate
and abroad, would be considered in the recommendations.
But in fact, the aim was to assess the effectiveness of ‘The
Amendments’ – the laws slapped onto Sydney CBD, Kings
Cross and the entire State’s botteshops in February, 2014 – in
reducing patronage and alcohol consumption, which would in
turn reduce the “inevitable” onset of alcohol-related violence.
“In my opinion, the objectives of the Amendments
are valid,” said Callinan in his Executive Summary.
Ah – my mistake. Job done, then. Reducing pedestrian

traffic in Kings Cross by 84 per cent (a figure painstakingly
calculated by the City of Sydney’s exhaustive street polls
yet for some reason not available to the organisers of the
prestigious Callinan Review) has done wonders for any
notion of overcrowding and mess. The street cleaners
(those still with jobs) are enjoying a well-earned break.
That established, it would have been nice to see an
independent assessment of how “valid” the Amendments were
without the assumption that people plus alcohol automatically
equals violence. Perhaps if someone from another international
city, such as London or New York, or even Melbourne
could have helped, we may have gained some insight into
how accountability for violence is put to the perpetrators,
rather than on a nearby business that wasn’t involved.
And if I’m not mistaken, The Amendments were put in
place by big Bazza in response to deaths on the streets.
No mention was made at the time about an agenda to
massively reduce patronage. This has predominantly been
seen as an unfortunate bi-product of the killing of the latenight scene, and reason to remove the restrictions.
Something must be done before we revert to
fresh policies for no Sunday trading and 6pm
closing. Australia is reputedly entering the era of
innovation, yet Sydney is heading for the 1960s.
The battle is not yet over. Any thoughts?
clyde@pubtic.com.au
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NEWS HIGHLIGHTS
LANTERN PLOTS EXIT AS
COMMODORE SET FOR SALE

WOW has seen massive consumer rebuke in FY16, including
the Masters disaster, BigW losing nearly $15 million, and ‘Food
& Petrol’ down a whopping 40.8 per cent. One of the few
profitable and growing divisions is liquor sales, Endeavour
Drinks Group, up three per cent to $483.6 million but linked to
the image-tainting pubs business.
WOW’s latest CEO, the no-nonsense Brad Banducci, has a
proclivity for capital efficiency and while ALH has shed many
of its freeholds, the businesses still hold around $4bn in capital
that WOW would quite like to redeploy elsewhere.

Lantern Hotel Group has put to market one of its final non-core
hotels, as it asks shareholders to ponder selling up the lot.
The 150-year-old Commodore Hotel is a modern two-level
pub on 1138 m² in McMahon’s Point, beside the bustling
North Sydney metropolis, with a large licensed outdoor area,
strong food & bev trade and 17 gaming machines. But it was
categorised ‘non-core’ to Lantern, as it is not “gaming-led,
scalable and offer a multi-faceted and diverse range of leisure
and entertainment”.

Having experienced considerable flack for an apparent moral
conflict between its highly profitable 12,000+ EGMs and its
projection as a store ‘for the people’, the supermarket giant is
believed to be looking at a number of solutions to its dilemma;
caught between flailing profits and exposure to liquor and
gaming it sees as detrimental to its fading fresh and familyfriendly persona.

GOLDMAN SACHS RETURN TO
SELL REDCAPE

This Board’s formal ‘Transition Plan’ voted on at the end of
2015 has seen the systematic sell-off of five pubs, bringing an
average premium to book value of 14 per cent. A recent ASXannouncement for the listed Group (LTN) saw a legally required
invitation to shareholders to vote at the AGM on 25 October on
selling the complete portfolio. The six remaining Core hotels
are: Ambarvale, Crown, Five Dock, General Gordon, Uncle
Bucks, and Waterworks.
Until now LTN has spoken of re-structure, re-capitalising of debt
and appropriate assets, and eventual expansion, but the Board is
now advising that given the current conditions, the best return
for investors may be to sell the lot. This advice is underpinned
by the Board’s admission that “The Group is too small to
support its current corporate and listed structure”.
The Commodore is being marketed by Ray White Hotels, which
poignantly notes the prevalence of capital “looking for yield”
and the Hotel’s recent jump 130 places in the State gaming
rankings in Q1FY17.

WOW FIGURES SHED LIGHT
ON ALH DILEMMA

Australia’s biggest pub operator is the crux of a profitability
dilemma for its majority owner Woolworths Limited (ASX:
WOW), as the supermarket giant weighs up bottom line and
a PR crisis. WOW announced full year results for FY16, which
included for the first time performance figures for its Endeavour
Drinks Group, operating the Dan Murphy’s and BWS brands.
Australian Leisure & Hospitality (ALH) is the product of a
meeting in 2000 between Bruce Mathieson Sr and then-CEO
of WOW, Roger Corbett. This resulted in MGW Hotels, operating
30 Queensland pubs, securing pub licences to take advantage
of State law allowing hotels three retail liquor outlets. MGW
expanded dramatically in 2004, when WOW and the Mathiesons
paid $1.3 bn to take over Foster’s newly-listed pub entity, ALH.
ALH, 75 per cent WOW and 25 per cent the Mathiesons, now
runs 331 pubs, around a third in Queensland, chaperoning 560
liquor outlets, 360 of which are in Queensland.
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As hedge fund money-shuffling strategies continue, another
potential sales process has emerged for Australia’s high-profile
pub group.
New York-based Värde Partners and York Capital Management
hold the deeds to the gaming-centric Redcape Hotel Group.
While sources tell PubTIC they are certainly not “desperate
sellers”, they do recognise the opportunity in the current yieldhungry investor environment and will at some point cash in
their interests to realise their investment.
They acquired the troubled pub operation from Goldman Sachs,
which swooped on Redcape’s primary debt in the post-GFC
fallout in 2011, before subsequently realising its own investment
through an exit. The portfolio consists of 26 strong pubs plus
lucrative associated liquor retailing, and has reportedly been
independently valued at over $700 million.
Recent courtships for the entire operation include funds
manager Moelis with operator Nelson Meers, and from
a rumoured collaboration between Charter Hall and the
Woolworths-backed ALH, but neither of these have produced
a winning agreement. The IPO option cited last year also
appears to have fallen by the wayside, as stock market volatility
threatens the earmarked return.
Goldman Sachs has now re-entered, to sell the gleaming pub
asset. Prospectus flyers have been issued to potential buyers,
and given the shortage of profitable investment opportunities,
prices could well go beyond the valuation.

NEWS HIGHLIGHTS
SHORT GROUP REJUVENATING
AND EXPANDING

The pub features a spacious public bar, commercial
kitchen, generous beer garden, gaming room, nine upstairs
accommodation rooms and a 24-hour licence, and is less than
three kilometres from his Lord Gladstone, in Chippendale.
“I’m a big fan of Camperdown – it’s a suburb on the up, same as
Chippendale,” said Coughlan.
The Hampshire has been closed for trading for a couple of
years, and he is already neck-deep in a re-work of the pub,
expected to reopen in time for the summer season.
“We’re going to have live music, and plenty of Young Henrys on
tap, and build a custom smoker to barbeque meats in the beer
garden. We’ll try to do the little things right, which is what that
pub’s never had.”

Royal Hotel, Leichhardt

With a bird’s eye view of Sydney’s inner west, Marty Short’s
Group is ramping up the restoration, and expanding into its
second Redfern pub.
Occupying a landmark corner of Leichhardt’s famous Norton
Street, the Royal Hotel was built in 1886 and will soon celebrate
its 130th birthday with the unveiling of its new original balcony
over the busy thoroughfare.
The W.Short Hotel Group took the keys in July, 2013, and for the
past year has been executing a large-scale refurbishment and
expansion based largely on the original design and appearance.
The Hotel originally had a second-level balcony, with iron
lacework and sculptured support pillars. This feature has been
painstakingly reinstated, only street-level pillars no longer support
the balcony, which is instead now cantilevered within the building.

Coughlan says the pub suits the plans of his We Are Bourke St
group, and revealed he is currently looking at another freehold
and another leasehold in the area.
“We only want to buy when we can see upside in the deal given
our skill set.”

LAUNDY TO BUILD FIRST PUB
– AND BREWERY
Pub king Arthur Laundy is planning to build his first pub from
scratch, at Marsden Park, with a craft brewery for the people

“Leichhardt has always been known as a destination,” says
licensee Mark Chapman. “Us in Leichhardt are looking
forward to adding more to the streetscape and assisting in the
reinvigoration of Norton Street, which a lot of locals in the inner
west would like to see.”
Chapman is also President of the local Chamber of Commerce,
working to engage the area’s business community to realise
“where we’d like to see Leichhardt be” in the increasingly
gentrified fringes of Sydney’s CBD.
In September WSHG further grew its inner west presence with
the purchase of Redfern’s former Courthouse Hotel for around
$6 million. Built in 1882, it has been “reinvented” over the years
and today includes three retail tenants.
WSHG picked up Redfern’s Tudor Hall in April last year, with
Marty Short suggesting at the time it will “fit perfectly into
the portfolio”. This second Redfern pub brings the family
Group further opportunity to be part of the area’s increasing
gentrification.
“Much like we were with the Tudor Hall, we are really excited about
engaging with the community in bringing this landmark venue back
to relevance and further activating the area,” says Short.

COUGHLAN BUYS IN
CAMPERDOWN, EYES MORE

High-profile publican Paddy Coughlan has picked up his second
inner-west pub. Located on Parramatta Road, just west of
Missendon Road, the Hampshire – soon to be ‘Lady Hampshire’
– is in the heart of the Newtown-Camperdown precinct, central
to Sydney University and Royal Prince Alfred Hospital.

of the western suburbs. The pub-brewery will cost around $26
million to build, and employ around 120 people.
“My father and mother built the Twin Willows, but in all the time
I have bought and sold 84, 85 pubs – this is the first, and I’m
very excited about it,” Laundy told PubTIC.
The new hotel is expected to include a bistro, multiple bars,
gaming room, function centre, outdoor sports lounge and
children’s playground. In the brewery, patrons will be able to
sample beers and observe the brewing process in action. Plans
are currently with Blacktown Council.
The precinct is slated for over 10,000 homes and a population
around 30,000 by 2031. Major construction of the ‘Greenway
Village’ began in August.
“We’ve got the Plumpton, down the road. The place is just
booming. It’s a very big development area, that one,” says
Laundy. “I’d like to try craft beer out there, but we can’t charge
western suburbs people the same prices for these beers as they
do in the city. If we’re producing it ourselves, we can make it
cheaper for the average guy.
“We need some price-busters to encourage craft beer sales, and
I will most certainly be working in that direction.”
September 2016 PubTIC | 7

MAJOR FEATURE

BAYFIELDS …
PASSING
THE BATON

Generations of Bayfields have manned
pubs across Sydney, and now, a sassy
renovation in Paddo heralds a changing of
the guard. Clyde Mooney reports
The Bayfield name is an institution in the hotel game that
has brought the art of hospitality to generations.
But recent years have seen a change from the bustling
beer barns the family developed and for which they
became known. Their clutch of landmark pubs on Sydney’s
Northern Beaches used to include the Belrose Hotel, now
owned and operated by Redcape, and the iconic Newport
8 | September 2016 PubTIC

Arms, which the Bayfield’s divested to Justin Hemmes’
Merivale in 2015. The former party-hard Dee Why Hotel has
been softened to a sophisticated local in an increasingly
gentrified pocket of the beaches peninsula.
Then out of the blue came the Light Brigade. The Bayfields
picked up the Paddington pub from eight-year operator
Dean Haritos, who alluded to an impending “major
overhaul” of his city venue, Verandah.
The elegant, multi-level brick Brigade, built in the golden
era of Art Deco, dominates a corner of Oxford Street –
arterial path to the Eastern Suburbs – and side-street
Jersey Road, in city-fringe Paddington.

MAJOR FEATURE
with my grandfather, then we came to Dee Why with my
grandfather. Dad was a businessman and had run some
fairly major companies as a young man, so he had a
business brain.
“I worked in them and didn’t want to do anything else – I
just loved it. But dad made me go and do accountancy, and
he said ‘if you still want to do it, we’ll have a look at it’. His
life changed in between times, and so we ended up going
in to pubs at the same time.”

PubTIC: “He saw the wisdom in getting you to do
accountancy.”
Wayne: “That’s right. But Kaine progressed better than I
did. He’s got an economics marketing degree and masters
in applied science. And he finished his courses – I didn’t.”
Liquor Marketing Group began around the same time the
Bayfield’s moved into Dee Why, and has gone from being a
NSW distributor to a national player. Neville Bayfield joined
the board early, and these days Wayne, amongst other
things, heads the national and state-by-state quarterly
meetings.

PubTIC: “It seems LMG is part of the family tradition.”

Wayne Bayfield

PubTIC: “I’m guessing the Light Brigade is quite a different
operation to your big Northern Beaches pubs.”
Wayne Bayfield: “This is the first eastern suburbs pub
that we’ve owned, and it is certainly a different type of
thing – very densely populated. We’ve always been in
suburban areas. But we’ve always gotten on well with our
neighbours, this one won’t be any different.
“We’re proud of the result at the Light Brigade, and very
excited about the renovation and happy with how it came
up. Mark is the builder of the family, and he just loves the
feel of the place, and he’s the one that’s put a lot of blood
and sweat and hours into getting it done.
“We’ve always taken smaller turnover pubs and improved
the premises and the business quite a bit. I think that was
the attractive thing for the Light Brigade; we thought we
could improve it. Then the DA got approved, so that was an
opportunity to – pardon the pun – take it sky-high.”
In 2017, the family will have been at their home base Dee
Why for 40 years. But the pub association began long
before that, and actually in east Sydney.

Wayne: “The first pub I ever worked in, when I was 17, was
the Royal at Bondi – just down the road from the Light
Brigade. It was my grandfather’s, on my mother’s side.
He was a publican for 50 years; a Tooth’s manager. When
I left school he was overseeing three pubs – at Enmore,
Croydon and Bondi. I got a job after school until I had a
car. I could get to Bondi.”

Wayne: “Dad joined a couple of years after it started. I’ve
been on the board now for about 27 years, and when dad
passed away I took over as chairman. It takes up a bit of
time, but we elected to put our time into the LMG group.”

PubTIC: “And these days you work out of Dee Why?”
Wayne: “I’m here at work every day. I haven’t gone
anywhere, mate!”
While the Dee Why Hotel is today a food-oriented tap beer
cosy local, it was once the mid-peninsula party central for
live music and youth from up and down the north shore.

Wayne: “I walked into the DY pub on my 19th birthday.
40 years ago in March next year. When we came here, the
back room wasn’t in use and we turned it into an Oaksstyle BBQ sort of thing. Then we developed it into more
of an entertainment-type place, called the Glider Room.
We were doing bands six nights a week. That became The
Venue, which later became the Jet Club.
“We also had Jades, which was the big nightclub other part
of the hotel. You imagine running a pub like that, with units
being built across the road. It became some challenging
times.
“So we decided with all this development and housing
around us we couldn’t continue on the same path. We’d
begun doing a lot with food, so we just changed direction,
which has been great. The same thing happened at the
Caringbah Hotel.”

PubTIC: “I grew up around Manly and Dee Why and
remember that change. Do you think the Northern Beaches
‘grew up’ a bit too?”

PubTIC: “So it wasn’t your father that got you into pubs? I
was under the impression that’s what Neville always did.”

Wayne: “It’s changing every day … particularly in DY.
The stuff that’s happening in Dee Why at the moment is
amazing. Meriton is doing a huge development in the town
centre right now. Hundreds and hundreds of apartments.

Wayne: “No … my grandfather tried for many years to get
him involved, but my mother wasn’t keen at all. It was
really me that got him to pursue it. We did go into a pub

“As you know, we developed our own site. It’s a changing
area and a changing clientele, so we’ve gone for a pub we
didn’t have six years ago. When it first opened it may have
September 2016 PubTIC | 9
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been a bit ahead of the times for the area, but we’ve just hit
our straps in the last 12 months and the pub’s taken off.”

successful as a sports bar, in part due to the investment of a
100-inch TV that dominates the front bar.

PubTIC: “So where might you look for the next acquisition?”

This year the pub has seen an extensive makeover,
including incorporation of an inspiring rooftop bar area with
picturesque views of the city skyline. Bags of dirt, stones and
sizeable plants were hoisted onto the roof from the laneway,
to form an outer wall garden, behind a frameless glass
barrier.

Wayne: “We would be looking for something that, again, we
think that we can improve. At the moment, we just want to
see how the Light Brigade trades, and we’ve restructured the
business so Kaine can be comfortable he has the support
that he needs to be able to keep on and on and up.”

PubTIC: “Will the when and where fall mostly to him?”
Wayne: “I went straight into pubs out of school. Kaine was
born in the pub at Dee Why. Sharon and I lived here and had
our first two, and when Kaine was born we decided it was
time to move on. Our office now is pretty much where we
used to live.
“Kaine’s sort of stepping up into the more senior role, with
me in a more support role to him. If he wasn’t keen I don’t
know that I would have done it. Not that I want to retire, but
I think it’s time and an opportunity, and I think it’s good for
our family that he wants to do that.”

PubTIC: “I don’t know any suburbs with as much
competition as Paddington.”
Wayne: “That’s the thing – we’ve always not had a lot of
pubs around us. I saw an article on the Light Brigade. I knew
the pub just as a customer, and I said to Kaine and Mark I
think we should go and have a look at it.
“We see what’s happening there at the moment as good.
Justin’s come in and done a great job and is still doing stuff
with The Paddington, Bruce has re-opened the Paddington
Inn. I believe it’s good to bring a bit of a vibe back to the area.
“And doing a rooftop is something new again too. We’re not
used to four-level pubs, but we are used to doing food. We’ve
done a brand new kitchen and put in the dumb waiters to
be able to get the service right. Kaine’s operating that facility
and keen to have a go.”

PubTIC: “It sounds like the start of a new era.”
Wayne: “I’ve no doubt about that.”

INTO THE LIGHT
The Light Brigade site has held a pub since 1890, and
although the current building came later, it too has
heritage elements. Upstairs originally had the customary
accommodation, which later gave way to some large dining
areas for the restaurant. In recent years the hotel has become
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The design by SJB Interiors included a lift to the Lounge
level, with an in-style staircase leading to the roof – replacing
what until recently was only manhole access. The Lounge
level was also extensively re-worked, with bold colours
complementing striking Deco forms such as the sky-dome.
This and the rooftop provide the Valhalla of a variety of areas
from which patrons can choose.
The project completed, the soft launch was held in early
June. The only thing left is to get final approvals from
regulators.

‘We enjoy the good fortune of facilitating in
excess of $35bn of property sales
internationally every year, however few are as
special as the sale of the Newport Arms.
Irrespective of the record hotel sale price
achieved, the opportunity afforded us by the
Bayfield family to manage the sale of their 130
year old icon was truly memorable. To then
find ourselves in the enviable position of
selling the Bayfield family into the legendary
Eastern Suburbs watering hole, The Light
Brigade, was hugely rewarding.
Equally rewarding is witnessing the
transformational change this iconic pub family
is bringing to the East via the repurposing of
The Light Brigade. The Grande Dame is
clearly in good hands.’
ANDREW JOLLIFFE
Ray White Hotels Australia
rwh.net.au

MAJOR FEATURE

Before

After
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Kaine Bayfield: “We had to change the boundaries of
the licensed area, as the roof obviously wasn’t part of
the licence before. There’s been no objections, we have
Council approval, it’s just getting through the approval
process. The Lounge is open, but we’re not promoting it or
anything until the rooftop is open. We want to come out
with everything, all guns blazing sort of thing.”

The modernisation of the Light Brigade has had to include
the mandated smoking exclusion and inclusion zones,
which has produced a covered alfresco area near the
Lounge Bar for eating only. The Bar continues the brassy
curve motif, offering elegant cocktails and fulfilling the
brief of being more than just somewhere you pass on the
way to the roof.

PubTIC: “Were you planning to renovate straight away?”

Shunning the attention-seeking decals of draught beers,
the rooftop and lounge bar each have custom designed
‘Brigade’ decals labelling the traditionally Bayfield 45/45
mix of CUB and Lion beers, with room for some crafty
flavours of the month(s).

Kaine: “We always planned to give it a lick of paint, touch it
up in different areas and give it some of our own signature
without taking away from the actual feel of the hotel, but
we hadn’t planned on the renovations.
“Dean put in a DA a while back. Because the DA hadn’t
been approved, our decision was based on it not being
approved. But in mind was always as soon as we get the
approval to do the rooftop, we’re doing it. First time I saw
out the window of the Ladies’ powder room, it was like
‘wow – best view in the pub’. Even if we didn’t get the
rooftop approval, I wanted to make more of that.
“We also wanted to keep a lot of the feel and look of the
building; the bones and all the shapes and curves. We really
tried to keep it true to that era.”
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PubTIC: “So what’s next for the Bayfields?”
Kaine: “We’ve got things we want to do in the back of
our head, but first we’ve got to get here trading and
pumping, once that happens we’ll start looking at other
opportunities.”

FEATURE

Hospitality & Staff Retention
– with Stephen Hunt

There is an increasing skills shortage in the hospitality
industry, but shifting opportunities and approaches may
help operators employ more efficiently. Adam Le Lievre
catches up with Newcastle region legend Stephen Hunt to
talk hiring and retaining.
16 | September 2016 PubTIC

FEATURE
2015-2020 found that, in the absence of any change in policy
or industry initiatives, it is expected 123,000 new workers
will need to be sourced in the tourism industry by 2020. The
skilled labour shortage is expected to be 30,000 workers, while
an additional 63,000 unskilled workers will also need to be
sourced. Extrapolating this shortage across the entire visitor
economy (both direct and indirect employment), means an
additional 150,000 workers will be needed to fill the gap.
The same report found that structural shifts in the
Australian economy are impacting the tourism labour
market – namely, the easing of the mining boom and
a general softening in the national labour market, is
aiding tourism businesses in sourcing workers.

The hospitality industry is notorious for low rates of staff
retention. It’s an industry where people tend to come
and go. Of course, there are those who love hospitality
and are happy having it as their career, but for many,
hospitality is part-time or casual employment; a stepping
stone toward the bigger picture, or a job between jobs.
Staff retentions issues are a constant across the industry,
and are reflected in hospitality culture – from university
student-churning regional towns like Wagga Wagga and
Bathurst, back-packers scattered along the Nullarbor
and throughout outback Australia, and those working
city to city on their journey around the country.
There’s no question this tells a great story about pub life in
Australia, but it remains a constant battle for publicans trying
to turn a quid, while finding ways to retain better-performers
longer, so as to spend less time sourcing and training new staff.
While it’s hard to retain staff, it’s also hard to find them in the
first place. Austrade’s Australian Tourism Labour Force Report

This was reflected in the lower number of businesses
reporting recruitment and retention difficulties, as compared
with previous surveys. Nevertheless, both remain significant
issues, with 51 per cent and 36 per cent of businesses
(respectively) reporting difficulties in these areas. There has
also been a reduction in the use of overseas workers.

PubTIC caught up with Newcastle hospitality identity, Stephen
Hunt, to talk pubs and staff retention. A third generation
publican, Stephen, along with his family, has been a part of the
hospitality industry since the 1940s. Hunt Hospitality currently
manages The Kent Hotel in Hamilton and the Rutherford Hotel
in Rutherford, employing 30 full-time and 40 casual staff, as well
as five food and beverage trainees and four apprentice chefs.
The hospitality industry is notorious for low rates of staff
retention. It’s an industry where people tend to come
and go. Of course, there are those who love hospitality
and are happy having it as their career, but for many,
hospitality is part-time or casual employment; a stepping
stone toward the bigger picture, or a job between jobs.
Staff retentions issues are a constant across the industry,
and are reflected in hospitality culture – from university
student-churning regional towns like Wagga Wagga and
Bathurst, back-packers scattered along the Nullarbor
and throughout outback Australia, and those working
city to city on their journey around the country.
There’s no question this tells a great story about pub life in
Australia, but it remains a constant battle for publicans trying
to turn a quid, while finding ways to retain better-performers
longer, so as to spend less time sourcing and training new staff.
While it’s hard to retain staff, it’s also hard to find them in the
first place. Austrade’s Australian Tourism Labour Force Report
2015-2020 found that, in the absence of any change in policy
or industry initiatives, it is expected 123,000 new workers
will need to be sourced in the tourism industry by 2020. The
skilled labour shortage is expected to be 30,000 workers, while
an additional 63,000 unskilled workers will also need to be
sourced. Extrapolating this shortage across the entire visitor
economy (both direct and indirect employment), means an
additional 150,000 workers will be needed to fill the gap.
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and its better to employ people when you don’t have a sense of
urgency.

PubTIC: How do you manage staff retention? Do you try to find
ways to hold on to staff longer?

PubTIC: Why should people consider careers in hospitality?

Stephen Hunt: We try hard to ‘employ well and not often’. I
really take my time when employing new staff and keep an
open and honest relationship with them. I establish boundaries
which staff work within, while allowing flexibility to allow them
to grow. I believe in putting the appropriate people in the
appropriate position, and offering extra training and outside
influences as much as possible. This is how you can allow your
business to grow.

Stephen Hunt: It’s a fantastic industry, which you can work
in anywhere around the world. The principles are the same
everywhere. Customers just want to be made to feel special
and get value for money. You do have to work when others
aren’t, but the flipside of this is that you get time off when
others are working.
PubTIC: Do you think the industry is doing enough to promote
hospitality as a career?

Each staff member has a quantifiable value. For instance, when
you get a bank loan for $1 million, the interest you pay on this
loan will be in the range of 3.5-5 per cent. That means you pay
$35-50,000 per annum. In terms of staff, that means that every
staff member you have that you pay around this amount is
worth the same.

Stephen Hunt: There could be a lot more done to promote
hospitality as a career, especially with people about to finish
school. We are currently employing more trainees straight from
school so we get to train them the way we think is best. They
also bring to us the element of being up to speed with the
changing face of social media as a marketing tool, as well as
changes in information technology.

I have been very lucky with my team over the years. Currently,
over 10 per cent of my full-time staff members have been with
me for more than 10 years.

PubTIC: Why should people consider a career with Hunt
Hospitality?

PubTIC: What do you think are the best staff retention
techniques?
Stephen Hunt: Once a strong sense of trust has been
established, allow your team flexibility and input into the
business. I’m fortunate in that I have some great people
managers in my team; they are able to provide a great balance
between leading the staff and listening to their needs.
We give good recognition to our team through awards nights,
where staff who have performed well (when we have our
mystery shoppers come through) receive a reward. It may be
a bottle of champagne, or a dinner in a fine-dining restaurant.
Most importantly, we listen, listen, and listen.

PubTIC: Many organisations struggle to attract the right people.
Has this been the case for Hunt Hospitality?
Stephen Hunt: I think most publicans have made mistakes
over the years in employing the wrong people. I generally
believe that you get better the longer you are in the industry,
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Stephen Hunt: Because it’s a good and fun environment
to work in, there are growth opportunities across different
styles of venues, and we foster an energetic, full participation
environment where team members’ ideas are always heard.
Stephen’s track record in maximising his pubs speaks for itself. In
2014, renovations to The Kent Hotel and CBD Hotel enabled the
venues to reach their potential – as recognised by an amazing
nine nominations in the Australian Hotels Association NSW
Awards For Excellence.
More recently, Hunt Hospitality was nominated for three
categories in the 2015 Hunter Business Awards, including
Excellence in Customer Service, Excellence in Business, and
Stephen personally for Business Leader of the Year.
Hunt Hospitality is about to settle on two other pubs, in
Newcastle and Port Stephens. Stephen and his team are very
excited about the prospects.
Hunt agrees that keeping good staff has always
been difficult in the hospitality industry.
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Come and see us at stand #120 at the Australasian Gaming Expo.
CONTACT YOUR HOTELS ACCOUNT EXECUTIVE - RAY BROWN 0417 234 001
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4 Newington Road Silverwater NSW 2128
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OUTBACK & PROUD

OoRoo Millie … g’day Gurley

Royal Hotel

The Cobb & Co coaches
stopped running.
But 30 kilometres down the track, there was
a railway station with passengers in need
of a drink. So they picked up the pub and
moved it.
Words and images by Greg Smith
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The pub came from the tiny hamlet of Millie in the middle
of nowhere in outback NSW, somewhere off the main
track between Narrabri and Moree. Originally built as a
Cobb & Co staging station, it was one of a number that
were named the Royal Mail Hotel, presumably because
of their connection with the mail carrier of the day.
Hours of Googling could not produce a date when she was
originally built, but we do know that in 1913 the good people
of Millie agreed with their dry neighbours in the small town of
Gurley that the pub should be moved. You see, Millie had been
bypassed by the new railway line, but Gurley was right on the
main track and they had a new railway station. Fortunately for

OUTBACK & PROUD
Gurley, when the station was closed years later Millie didn’t ask
for the pub to be returned – possibly because there was nobody
left in Millie to do the asking; in fact, the only structure in Millie
today is a War Memorial. At one point, for a while, her name
was shortened to the Royal Hotel, but now she’s known simply
as the Gurley Pub. And what an interesting old girly she is.
You’d be battling to find a more iconic-looking Aussie colonial
pub anywhere. Her heritage-listed timber walls, corrugated
iron roof, and wide veranda with its original posts and fretwork,
are showing her age. The underwire supports holding up
some of her sagging bits are also a bit of a giveaway.
Number One Newel Highway, Gurley is the address. There
are only three other buildings on the same street, so she
stands out. But she’s not a big girl; single storey, with just
the one bar, and what you’d sympathetically call a ‘rustic’
covered area between bar and the kitchen that serves as
a dining room. Which all go to making the Gurley one
of the most charming pubs you’re likely to walk into.
Manager, barman, cellarhand, cleaner, wood chopper and
everyone’s new best mate, is Rob McPherson. Rob left the
family farm early in 2016 to take on, and some would say,
save the pub in partnership with licensee Shara. With limited
funds, but some good ideas and a bit of outback lateral
thinking, they’ve given the old girl an overdue freshen up.
Though Rob admits, “There’s still a lot of work to be done,
but it all takes time. Us locals like the feel of the pub, so

September 2016 PubTIC | 21

OUTBACK & PROUD

Rob McPherson, licensee

we won’t be doing anything to change the character. I’ve
put a table in the pool room to make it a bit more familyfriendly. when folks bring their kids with them for a meal.”
On a quiet day, Rob may well be the only customer, but
then says he, “You just never know. Out of the blue we can
suddenly find ourselves flat out with 40 customers. Makes
it a bit hard for Shara to plan the kitchen sometimes.
“Harvest time will be flat out, so we’ll be putting
someone on to help Shara out,” Rob reckons.
The décor seems to be a work in progress, spanning some
years. The hat collection is a beauty, and the outbackthemed place mats nailed to wall next to the menu
blackboard are really cool, but my personal favourite
is the RIP memorial photo to Roger the Rooster, onetime mascot and pet of the previous operators.
According to one social media post about the pub, Roger
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was a bit of a character. The poster wrote: ”… and if you use
the outside shower, watch out for the rooster. That chook
has attitude.” The outside shower mentioned is mainly for
the use of truckies, who can pull up at any time in the night
and enjoy a free hot shower before climbing back up into
their sleeping compartments for their log book sleep break.
Since Rob and Shara took over, truckies are also fast
discovering the five cheap, clean and basic double rooms
on offer. These were previously patronised mostly only
by locals who decided to not try their luck against the
long arm of the RBT after a good evening with mates.
By locals, Rob says station folks up to about 100
kilometres away. It’s a long drive to catch up with
neighbours in a congenial atmosphere. Rob and Shara
are working hard to make this iconic, heritage-listed
pub a real community hub with family appeal.
It’s nice to see the old girl being treated with respect.
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