Volume 4 No.6

Everything that makes pubs tick

GAMING 2018

All you need to know
before the big show

WINE TRENDS

BEER & WINE

Happy Chance™ is an exciting new two level Standalone Progressive series that has been created
by the same team behind the phenomenally successful 88 Fortunes® and the more recent hits
Silk Moon & Ingotcha. Happy Chance launches with two game titles: HAPPY CHANCE™ CAT and
HAPPY CHANCE™ PIG combining an exotic Asian-style theme with exciting features and gameplay.

SELECT A DENOMINATION

1c

2c

5c

10c

SEE US AT THE

STAND #190

FOR A FULL LIST OF NEW AND UPCOMING TITLES
CONTACT RAY BROWN 0417 234 001
Head Office and Showroom
4 Newington Road, Silverwater NSW 2128
Phone: 02 8707 6300 www.sggaming.com/australia

Contents

14

16

23

INDUSTRY

FEATURE

THE BIG NEWS

6.

Australian Gaming - Update
The state of play in gaming
around the country, heading
into the peak of the calendar
in August at the AGE. Clyde
Mooney reports

16.

23.

Starts & Finishes
August is a huge month for sports,
with northern codes kicking off
and locals approaching finals.
Patrick Galloway reports

24.

12.

Wine: innovating to futureproof
A vibrant sector continues to
reinvent itself in venues in an
ever-changing market. Adam Le
Lievre reports

June’s greatest clicks
The PubTIC newsletter stories
deemed most important by our
discerning readers.

14.

Beer: Handle with Care
Good management of beer stock
is crucial to presenting it how it
was created and proportionate
to value. Australian Brewery’s
David Ward reports

Melbourne – meet Murphys
Four relative newcomers to the
pub game have revived then
reinvented a Geelong institution
to suit the new generation. Clyde
Mooney reports

July 2018 PubTIC | 3

EDITOR’S RANT
Not too many years ago industry commentators like myself were
combatting the musings of too many self-proclaimed saviours of the
community bellowing from their soapbox about the evils of poker
machines in pubs and clubs. Led by an unfortunate consequence of
power in a minority government by crusading independents Andrew
Wilkie and the now-fallen Nick Xenophon, the purported scourge made
scandal-hungry headlines around the country on a regular basis.
In recent years this has subsided dramatically, with just the occasional
swipe at Woolworths and Coles for having the audacity to mix
commodities with gambling in their business model.
However, the very real plight of those that suffer from control issues
when it comes to spending on pokies continues, and despite the pundits’
rhetoric, this is not something the gaming industry wants. The debate
truly came to a peak when a player took on Crown and Aristocrat, arguing
all the way to the Federal Court that a game feature induced addiction
and misled players into thinking they had won.
The pivotal case concluded with Justice Debbie Mortimer throwing the it
out, finding the machine’s behaviour did not amount to unconscionable
conduct by the manufacturer or operator. Key to this decision was the
conclusion that an over-tendency to play poker machines did not amount
to addiction; the person does have control of their choices, as seen when
a relative or spouse comes in and asks them to stop.
Nevertheless, there have been some key movements in the war on
problem gambling, with Victoria rolling out amendments to its Act, and
NSW flagging new weapons in the arsenal allowing family members to
get involved in exclusions.
At this juncture, with the southern globe’s biggest gaming and hospitality
expo about to land again in Sydney, it was fitting we took a look at some
of the developments in an industry that is undeniably part of Australians’
choice of spending leisure time.
Going one step further, PubTIC is hosting a seminar during the AGE
targeted specifically at pubs, hopefully bringing insights from our
occupational obsession to the arena of one of the greatest gaming
shows on earth. Hope to see you there.
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GAMING

BUSINESS OF THE AGE
International Convention Centre
Sydney 14 – 16 August

Ross Ferrar

Approaching the 2018 instalment of the Australasian Gaming
Expo (AGE), PubTIC’s Clyde Mooney spoke with Ross Ferrar,
CEO of event organiser the Gaming Technologies Association
(GTA) on gaming, technology and the litany of other things to
see at this year’s Expo.

The GTA is the hospitality industry’s conduit to the
advancements and workings of the multi-billion-dollar gaming
sector. As proprietor of the AGE, the largest Expo of its kind in
the southern hemisphere, the Association’s primary goal is a
productive gathering of manufacturers and venue operators.
In an interview at last year’s AGE, the first at the new
International Convention Centre (ICC) in Darling Harbour,
Ferrar promised to ‘raise the bar’ for hospitality attendees again
in 2018. This began then, with the post-event survey.
The research company reported an almost unprecedented
91 per cent visitor satisfaction rating, coupled with 89 per
cent by exhibitors, across the nearly 1,000 respondents. The
goal was to get a sharp understanding of what people really
do and really don’t like, with plans to fix what they don’t and
accentuate what they do.
Holding up to its name, the GTA is bringing a strong
technology aspect to AGE 2018, led by Teleportivity – screens
throughout the area offering two-way
communication with a real person on the
premises, trained to answer any question
an attendee may have, or even meet
them at a location for further help. This
system is in addition to the usual roaming
concierges.
By demand, there will be an expanded lineup of exclusive industry seminars, this year
run by professionals in this business, Asian
Gaming Brief. The multiple sessions on
each day have been curated to offer insight
for all channels of the hospitality industry,
including the debut of the pubs-focused
presentations on the Thursday (16 Aug).
Visitors will be able to use their entry
lanyards to ‘tap’ at any stand – or seminar
– from which they would like to receive more information.
The relevant information (and only what is requested) will be
emailed to that person in the ‘digest’ email at the end of the
day.
This year will also see the first ‘first-timers’ program, providing
AGE debutants early access (9am) and a briefing on the
floorplan and key information.
A month out, the GTA reports visitor registration has surpassed
3,900, up 45 per cent on the same time last year, with many of

these first-timers. In 2017 over 1,200 publicans attended, up 17
per cent on the previous year.
The Events and Exhibitions Association reports trade shows
worldwide are in growth. Ferrar speculates it is primarily as
they provide decision-makers the opportunity to compare
competitors side-by-side, helping ensure even those
dominating a product line are kept competitive.
The AGE showcases many products not directly relating to
gaming rooms, and brings many visitors interested in seeing
new developments in the broader game, often revealed at the
key event. Its near 30-year history has become an institution
for new releases, and a networking event by generations of
professionals.
Many exhibitors see the AGE as an essential on their business
calendar, even if they appear nowhere else. Nearly 60 per
cent of 2017 exhibitors had done the show at least five times
before, and over 60 per cent vowed to return this year.
The Tuesday morning will see Ross Ferrar
officially open the AGE with a welcome
to country for all, and thoughts on the
gaming industry’s role for all, all the time.
“One thing we’ve worked hard on doing
this year is social media. We’ve got a big
program over the next few weeks. The
purpose is to make it kind of an online
community.
“In any football season, you don’t just play
the Grand Final. We want to make it a
season, and we want to have an off-season
as well. We want to make it a continual
engagement through the year, not just one
week a year.
“The past couple of years I’ve realised more than ever before
how much the hotel industry does. It crystalized in my own
brain just how many jobs the industry provides for; the people
that work specifically for the operation of poker machines,
then there’s a whole other bunch of people whose job would
not exist if not for the poker machines.
“The AGE will get more than 10,000 visitors in total this year,
and I’m really happy with that. We’ll keep doing our best to
improve the visitor experience and the whole engagement
process.”
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AUSTRALIAN GAMING – UPDATE

On the eve of the AGE, we take a look at the state of
play in the Aussie gaming industry, and developments
in format and regulation. Clyde Mooney reports

Australia’s gaming and gambling industry is in high spirits,
amid continued growth above CPI and dynamic consumer
changes in both format and profile.
Government statistics report that gambling expenditure
in Australia increased 3.9 per cent from FY15 ($22.7bn) to
FY16 ($23.6bn). A recent study into the gambling habits
of Australians by Roy Morgan found almost half the population
(49.1 per cent) gambled in some form during the 12-month
period to March 2018. The research counted 50,000
respondents, finding that across all gambling scratch lottery
tickets were the first choice for Australians.
The greatest upward trend was in the arena of sports betting,
mostly driven by the dramatic increase in smartphone use in
recent years. Online and mobile betting have largely replaced
traditional methods of placing bets, due to convenience, ease
of access, and range of choice. Anyone with a smartphone
can bet on a range of sports, all at once, from anywhere.
Around 1.2 million people placed a bet online last year.
Several major online betting providers, such as Tabcorp,
have initiated commission structures for venues hosting
mobile phone punters. The displaying of live sport content,
particularly on large or outdoor screen, is a lure for such
6 | July 2018 PubTIC
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patrons, who typically prefer to watch and bet in company.
The rise in association between mobile phones and watching
sport mirrors the increase in mobile betting, with 6.2 million
Aussies opting to watch live sport on their mobile last year, up
15.6 per cent on the previous year.

Rule Changes
Both NSW and Victoria have flagged pending or potential
regulation changes that will significantly affect operations of
hoteliers in those states.
The Victorian Commission for Gambling and Liquor
Regulation (VCGLR) has announced major changes to the
Gambling Regulation Act 2003, which come into effect from
19 September.
Most importantly, gaming venues must prohibit a person
from withdrawing over $500 from any one account in a 24hour period, and they must no longer offer cheque-cashing
facilities.

Under the current laws, a venue cannot legally intervene and
exclude a person thought to have a problem with gambling
based on the assertions of a third party.
The proposal has drawn early support from ClubsNSW, which
has long called for expansion of the exclusion scheme to
include application by family members.
Labor leader Luke Foley plans to introduce the legislation
when NSW Parliament returns in early August.

The AGE cometh
The 29th edition of the Australasian Gaming Expo (AGE)
will take place at Sydney’s International Convention Centre
(ICC) in Darling Harbour 14-16 August 2018, presented by the
Gaming Technologies Association (GTA). As always, it is free
to industry professionals.

Operators are required to determine how the transaction
limits will be monitored and calculated, which may involve
cooperation with the EFTPOS provider, or even investment in
further infrastructure.
“It is expected that venue operators will liaise with their
external EFTPOS facility provider to develop a technological
solution,” said a VCGLR spokesperson.
If the provider cannot offer a solution, the venue will be
required to implement whatever measures necessary to
ensure they adhere to the new legislation.
VCGLR also made special note of the need for payment
systems to only be operated by a person employed or
engaged by the venue, including the entering of the amount
of the transaction. This could affect practices in mobile phone
payments.
The Government has also ended the long-standing 50:50 split
on gaming machine entitlements between pubs and clubs in
Victoria, allocating 414 lapsed licences from clubs to the pub
sector. From 2022 pubs will hold 51.5 per cent (14,100) of the
State’s 27,372 gaming machine licences.
In NSW, the Labor opposition plans to push for expansion
of laws around gambling exclusion that would allow family
members to apply to have relatives with gambling problems
banned from entering venues with gaming machines.
The process would first involve speaking to the problem
gambler themselves, offering self-exclusion and therapeutic
intervention. As a last resort, family members can apply to
have third-party exclusion determined for the individual.
Under the proposal, an independent expert panel will be
established to examine evidence and decide if such a ban
should be imposed. Mandatory counselling orders will also be
considered as part of this legislation.
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The AGE is the largest gaming expo in the southern
hemisphere, and third-largest in the world, this year featuring
over 200 local and international exhibitors across more than
19,000sqm of exhibition space. Visitors to the Expo can be one
of the first in Australia to see and play new gaming machine
releases from the leading providers.
While clearly dominated by new developments in gaming
in venues, all facets of the hospitality game use the AGE to
showcase their products and services to the decision-makers
that attend. It is an event packed with product launches,
innovation, educational sessions and networking.
Since locating into the new ICC, the GTA has initiated the
hosting of industry-led seminars to provide attendees with
access to topical experts and face-to-face discussion, exclusive
to the Expo. The seminars will cover new technology, gaming,
hospitality, service, and the end customer, with a dedicated
pub-focused line-up on the Thursday (16 August).
True to its name, the Gaming Technologies Association is
incorporating new technology-based aspects to the AGE to
further enhance the visitor experience. This year will see the
debut of Teleportals – virtual assistants – across the show
floor, offering attendees live help with a real person via a

GAMING 2018
screen, on directions, information or any other enquiries.
The GTA has also increased functionality of the intelligent
entry lanyards, allowing guests to simply ‘tap’ their lanyard
at any display (or seminar) from which they would like an
information package. These will be sent to the person in a
‘Daily Digest’ email containing either PDF, Powerpoint or
short videos. Only things selected by the user will be sent, not
marketing material.
2018 will also see initiation of the ‘First-Timers’ program, with
some exclusive opportunities for visitors that have not been
to the AGE before. There will be guided show floor walks at
opening on the first two days, and a First-Timers networking
breakfast on the Tuesday at 9am, prior to doors opening at
10am.

Major exhibitor at every AGE, Scientific Games (Stand 190)
will be showing its strength across the hospitality sectors by
displaying – for the first time – its digital gaming and sports
products alongside revolutionary gaming and lottery products.
This will be the most comprehensive offering available from a
gaming supplier.
Hotel industry gaming is competitive, with patrons frequently
changing loyalty to favourites, driven by new games or

ICC Sydney

technologies. SG will showcase products designed uniquely
for Australian players and the hotel industry, with new
Standalone Progressive and multi-denomination options
further fine-tuning existing game successes.
Headlining the new games for SG’s DUALOS cabinet is an
exciting new two-level SAP called Happy Chance, created by
the same team that made the highly successful 88 Fortunes,
as well as Duo Fu Duo Cai and most recently Jin Ji Bao Xi.
Happy Chance launches with two titles, Happy Chance Cat
and Happy Chance Pig, combining Asian-style themes with
exciting features and gameplay.

How much is the wrong
music costing you?
Find out how great music makes a diﬀerence and
pays for itself.

1800 679 748
info@nightlife.com.au
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SG Australia has also been concentrating on bolstering its
multi-denomination standalone progressive line-up. Following
the success of its Locked & Loaded series, Cash Connection
forms part of the expanding multi-denominational game
library. Recent debuts have proven popular with players.
Cash Connection launches with two games, Sweet Tweet
and Wild Country, and offers the popular ‘Drop-and-Lock’ free
game feature concept. The series offers gameplay from 1c to
$1, bringing entertainment and space-efficiency to gaming
rooms, with the chance for big rewards for players.

AGE registration is free to people working in the hospitality
industry. Registration can be completed at the door, but preregistration is advisable and can be done at easily at https://
www.infosalons.com.au/AGE18S/
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Recycling is good
for business.

Envirobank helps Australian businesses reduce waste and
make the most of the Container Refund Scheme.
We provide the equipment and services so you can earn 10c for every eligible
bottle and can you collect. You could even donate the proceeds to a local
cause and get your patrons involved in the good you’re doing.
Contact: sales@envirobank.com.au | 02 8207 0188

Items we accept
Ask us about our collection services in QLD, NSW and NT.
envirobank.com.au 







WINE TRENDS

Australian wine:
innovating to future-proof

The ever-vibrant wine sector continues to reinvent
itself to appeal to the ever-changing market, in venues
and for all occasions. Adam Le Lievre reports
A pot-distilled 28-year-old single batch
brandy and a premium fortified Barossa shiraz,
enlivened with Baijiu, a Chinese rice alcohol
… arguably not the types of drink usually
associated with Penfolds, one of Australia’s most
famous and beloved winemakers. But they are
now. And Treasury Wine Estates (TWE), owners
of Penfolds, say they are important innovations
that will nurture and further enhance the
Penfolds global footprint.
Penfolds has also announced its winemaking
team will bring the best Napa Valley grapes to
its stable, to craft authentic Penfolds wine styles
from the 2018 California harvest, onward.
This news, TWE chief marketing officer Michelle
Terry says, represents a significant leap forward
for Penfolds, as the company extends the brand’s
past to innovate, create and preserve for the
future.
Treasury’s CEO, Michael Clarke, believes
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innovation of this nature will play a critical
role in driving long-term, sustainable growth
for Penfolds, as they broaden brand appeal
and offerings to consumers around the
world.
“Multi-region and multi-country sourcing
brings excitement and energy into
established brands, and at the same time
strengthens our ability to deliver consistent,
quality wine year on year, regardless of
vintage variation.
“What we have announced for Penfolds is
just the start of a much larger agenda we
have to deliver continued growth,” says
Clarke.
Penfolds isn’t alone. Plenty of other
winemakers are looking at how they can
hone and sell their offering to booming
international markets. It’s obvious why when
considered in the 12 months to March 2018,

WINE TRENDS
Australian wine exports to China jumped 51 per cent, thus
creating the country’s first $1 billion wine market, according
to Wine Australia. At the same time, exports increased by 16
per cent in value globally, to $2.65 billion – the highest in
a decade – while volumes also grew by 10 per cent, to 844
million litres.

‘masculine’ and ‘handcrafted’ is firmly established globally in
other liquor categories and is quickly gaining traction in the
premium red wine segment. Batch X was born with a desire
to blend the categories between craft beer, spirits and wine,
offering a unique twist on traditional wine both with its format
and the wine inside.

For domestic sales, the story isn’t far different. Accolade
Wines are looking to innovation to future-proof their growth
and have launched two new products from their ‘innovation
pipeline’, designed to drive growth in what they say is a
constantly evolving consumer-centric market.

“Moving forward, a critical component of our innovation
strategy will be to engage with customers earlier, so we can
align with their imperatives. Our objective is to deliver fewer,
but bigger and better ideas. By being more selective and
focusing our resource, we can set ourselves up for success
and drive more incremental and profitable growth,” says Stark.

General manager marketing & category ANZP for Accolade
Wines, Andrew Stark, said identifying how to address the
needs of Australian wine drinkers in a different way is at the
heart of Accolades’ strategy.
“Rather than looking to traditional pack re-designs and
line extensions to lead our innovation, we are focusing on
creating new taste profiles, formats and segments that will
ultimately influence consumer behaviour and fuel category
growth. Taking this approach is critical to future-proofing our
penetration of the market.”

Headquartered in Australia, Accolade Wines is Australia’s
largest wine company by volume and the fifth largest
globally, delivering approximately 38 million cases to over 140
countries annually. With three of the top 10 wine brands in the
UK, and two of the top ten in Australia, Accolade’s portfolio
is led by Hardys, and includes St Hallett, Petaluma, House
of Arras, Houghton, Grant Burge Wines and Banrock Station
(Australia), Waipara Hills and Mud House (New Zealand),
Geyser Peak and Echo Falls (United States), Kumala and
Flagstone (South Africa), and Viña Anakena (Chile).

New Generations
According to Accolade, millennial-driven wine trends in
particular are evolving rapidly. The emergence of premium
Rosé, for example, as a newer more sophisticated choice for
social occasions, is demonstrating strong momentum and has
an expected long-term trajectory of double-digit growth.
With this in mind, Accolade has launched two new products –
Days of Rosè and a re-expression of classics through Batch X.

Days of Rosé is a dry Provence-style Rosé from South
Australia. Constructed from a complex blend of alternate
varieties including Mataro, Cabernet Franc and Nero D’Avola,
it has bright strawberry and raspberry aromatics with hints of
cherry, rose petal and star anise. On the palate, it has notes of
fresh cut strawberry and cream, cherry and cranberry.
Batch X Shiraz 2016 is a vibrant and expressive McLaren
Vale shiraz displaying fresh dark berry fruit flavours, with the
addition of Touriga providing complexity through hints of
spice and smoked meats.
Batch X Sangiovese 2016: A full flavoured and well-rounded
Sangiovese exhibiting all the hallmarks of this classic variety;
dark cherry, plum and strawberry with notes of dried roses,
thyme and oregano. A vibrant and complex wine showing
juicy red fruit flavours with layers of soft and savoury tannins.
Accolades’ idea behind Days of Rosé was to bring to life a
wine that offers a dry, lighter style rosé targeting daytime
drinking occasions, and to resonate with their target market of
females 25+.
At the other end of the millennial market, the trends of
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BEER BUSINESS

HANDLE
WITH CARE

Carefully crafted and full of subtleties, beer is
highly susceptible to spoilage, at the peril of
consumer enjoyment and server reputation.
Australian Brewery sales manager and craft beer
sentient David Ward reports

More craft breweries are turning out great beer and in an everincreasing range of often delicate and perishable styles. It is
becoming more important than ever that venue operators are
aware of their end of the quality bargain: treating beer how it
should be treated.
How well a beer is made is only the start of the journey to the
customer. Transportation, storage and serving the beer are all
potential stress points. This is particularly true for craft beer.
The unknowns between brewer, venue and customer can
only be solved by open communication on practices in the
supply chain.
A brewer has many ‘worst fears’; a common one is, after
mortgaging the family home and pouring thousands of hours
into creating a brand, a publican leaves kegs out the back in a

loading dock, drenched in an Australian summer.
After oxygen, heat is one of the biggest killers of flavour in
beer. Cold chain logistics and keeping kegs in a cool room are
the best ways to protect against it. Heat speeds up the ageing
process and can exasperate dimethyl sulphide. Known in the
industry as DMS, it has an unpleasant cooked corn flavour and
can be often found in badly treated, lighter styles of beer like
Pilsners.
Mainstream or macro lagers protect against this by
pasteurising and using preservatives to keep beer tasting
consistent, in less than ideal conditions. The trade-off is less
expression of freshness in the flavour of the beer.
Big floral hop character, the hallmark of beers like west coast
IPAs, is one of the first flavours to go in a poorly treated beer.
Along with how beer is kept, freshness is very important
for the best-tasting beer. Turning over your stock quickly
is integral to the best experience for the customer. This is
especially true for styles like American Pale Ales and IPA
variants.
For venues with fridges that are exposed to the sun, you must
also be aware of light-strike. Often referred to as “skunked”
it is when sunlight causes a negative reaction in the flavour
and aroma of hops, and why lots of brewers package in dark
brown or green bottles. Cans go one step further and are the
best vessel for beer, being impervious to light.
Bar operators spend big for these beers and customers are
expected to do the same. It only makes sense that the beer is
given the best chance possible to taste as it was intended by
the brewer. While you cannot control the entire process from
start to finish, venue operators can protect beer by keeping it
cold, turning it over quickly and keeping it out of the sun.
With social media providing a mechanism for immediate
feedback on beer quality and with an increasingly
knowledgeable customer base, word quickly spreads around
the community about breweries, and bars that use less than
ideal practices for beer quality.
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Melbourne
– meet Murphys

MAJOR FEATURE

Through its 160-year history, one Melbourne pub has
warmed the hearts and people of Geelong like few can
claim. After a failed foray into the realms of boutique
spirits, four lads pooled their modest funds to fight for its
revival and eventual reinvention back into favour. Owner
Dan O’Donoghue recalls the learning curve with Clyde
Mooney
16 | July 2018 PubTIC
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The Victorian Georgian pub on the corner of Aberdeen and
Coronation Streets was built in 1855, opened under the
moniker of the Argyle Hotel. The two-storey brick structure,
with its ornate parapet and tall, slim sash windows was a
cozy meeting place for the people of the southern Melbourne
suburb for more than a century before times began to change.
In the early twentieth century prominent local Tow Wills –
one of the founders of Australian rules football – organised
what was one of the first official games played in Geelong and
about tenth official game anywhere, fielded in what is now the
pub’s carpark.
The players dutifully met in the pub for ‘pre-match
refreshments’ before slogging it out for a couple of hours
on the field, finally calling time on a goal-less draw before
undoubtedly heading back into the pub, where the Geelong
football club was officially formed.

sustaining it for another six years before involvement in a
fraud issue forced them to relinquish the liquor licence and
the pub was hurriedly sold again.
The opportunistic buyer acquired Irish Murphy’s for her
twenty-something-year-old daughter to convert into a gin
bar for Geelong. Stranded on a secondary street with no foot
traffic, the ill-conceived concept turned a business that did
over a million dollars in its final year as Irish Murphy’s into one
that did $300k in its last as the gin bar.
This devolution opened opportunity for four mates to take
a plunge and pursue theirs and so many people’s dream of
buying and building up a classic corner pub, made possible
only by its dismal financials.

Surviving the downturns of two World Wars and the Great
Depression, in the early 1990s aspiring publican Ralph Norton
bought the Argyle and transformed it into another of his
signature Irish pubs, which he already operated in Launceston,
Hobart and Ballarat.
The newly named Irish Murphy’s joined the growing count
of Irish-themed pubs in Melbourne at the time, adorned with
stereotypical dark timbers and poor light in memory of the
homeland.
Norton’s untimely death saw his portfolio sold off and
a married couple took up the mantle at Irish Murphy’s,

L-R: Tom Ward, Daniel O’Donoghue, Shaun Aspinall, Ian Nichols
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Growing up in different parts of Victoria, Daniel O’Donoghue,
Shaun Aspinall, Tom Ward and Ian Nichols went to university
together in Geelong, studying economics. As uni students
oft do, Sean worked and became manager at a local, Irish
Murphy’s.
Like many dreams, the idea is somewhat easier than the
reality, but the guys dove in hammer and nails, settling late
February 2016 and opening for trade on St Patricks day, 17
March. In an insight into the region they resumed the former
and well-known Irish Murphy’s brand, although knowing it
would not be forever.
“It still had a bit of life in it,” explains O’Donoghue. “Irish
Muphy’s had unfinished business in Geelong. No-one got to
say goodbye to it properly.”
Despite St Patrick’s day that year being on a Thursday, not
even a weekend, the novices underestimated and were taken
by surprise by the craziness of the day of trade, as exuberant
patrons flocked to the revived pub to celebrate the day of the
Irish. The team had only finished installing the beer system
around midnight the night before, and were still painting while
people were coming in.
Thankfully, 50-60 old regulars offered assistance in the last
couple of weeks before opening and worked free of charge on
the renovation to get it over the line.
“It was chaotic,” recalls O’Donoghue of the final days, even
with the help. “They actually brought back all these old things
that used to be on the walls and were taken down. They
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helped us bring the pub back to life, and from that first day
when we opened there was a good vibe.
“I would have met ten couples on that day that said they
actually met at the pub, in the 90s. And now they’re walking
around with kids, which I thought was pretty cool. It was that
sort of place. Our tag line now is ‘the original meeting place’.”

MAJOR FEATURE

GOOD BUT NOT GREAT
Plodding through to Christmas in their first year, with plenty
of praise for bringing back Irish Murphy’s as a good place to
hang, there were still plenty of imperfections and the food was
okay but not great, while the good service mostly made up for
the peccadilloes.
But despite two of the guys working 50 hours a week in the
business, they were really just breaking even, and the model
was unsustainable. Summer came, and with no outside area,
there was no appeal in a tricked-up gimmicky Irish pub with
dark walls and low ceilings, and even the owners found
themselves pondering hanging out elsewhere.
Finally St Patrick’s day came around again, this time on a
Friday, and again Irish Murphy’s did a month’s trade in a day,
largely making up for the doldrums of the fading summer. But
the lack of outdoor appeal had been well noticed, and the
decision made to do something about it.
“Even before we bought the pub we noticed the view from the
second level is incredible. You could see the Bay of Geelong

from what was this dinky little function room that no-one ever
used, because it didn’t have a bar, it didn’t have toilets, and
you had to run food up the staircase, which was a bit rickety.
But it had million-dollar views.”
The pub is located at the top of a slight hill that slopes down
to the Bay, and the guys had previously climbed through the
manhole onto the roof on a warm night with a couple of
beers to gaze across the water.
Fixed on the need for a rooftop space, they hired an architect
and began trudging through the approvals process, all the
while beginning their research into the ideal concept. A
mutual friend was getting married in Italy, and the four owners
set off separately via as many capitals as they could manage,
visiting between them Paris, New York, London, Tokyo,
Singapore, Hong Kong, Rome, Dublin, Mykonos and Athens,
taking in as many Irish and rooftop pubs as they could find.
Each was assessed with a shared scorecard, noting everything
liked and disliked. They took photos and spoke to the owners
and bar staff.
“We didn’t just want to do what someone else had done,
certainly not what someone else had done in Geelong or even
Melbourne. We wanted to do our own thing; something a bit
unique.”
At the same time, they didn’t want to discard what the pub
already had. For any failings, it still had a very positive vibe.
Similarly, they didn’t want to simply rename it and shun the
regulars, which would have been suicide.
“We wanted to attract new customers on top of our existing,
not get rid of the old ones and find a whole new base.”
Heading into another summer, they began assessing the
30-odd pubs and bars in Melbourne with rooftops, making a
point of discussing operational strengths and weaknesses, and
politely asking about the financials that went into them.
By the time the builder was engaged and approvals in
place, plans for a “relatively small and modest” renovation
and reinvention upstairs began, but despite the homework,
the desire to get it right from the beginning overrode all
constraints.
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Ditching the backpackers’ accommodation they had
continued to operate since first reopening, the plan was to
knock out three rooms upstairs, and do without services and
amenities in the new area. In the end 12 accommodation
rooms were demolished and a full kitchen and toilets were
installed.
Most of the roof on the upper level has been removed, with
a retractable replacement and a defining feature of the space
being floor-to-ceiling glass panels. Capitalising on the aspect,
a small secondary structure was constructed atop the ‘roofless’
area, known as the Skydeck. This holds 50-pax, bringing the
total for the area to 120 people.
Adding to the complications, the contrast between this
stunning new venue and what was still a dusty old Irish pub
became stark, necessitating unanticipated further renovation
downstairs.
The original mens’ room was in the tradition of an old saloon,
in a prime location off the front bar, but the womens’ toilets
had been retrofitted out the back. The original mens’ room
was replaced with modern, diner-style booth seating and
moved to the rear to join the redeveloped ladies’ room and
new disabled toilet.
Driven by the primary motivation of making it all about the
customer experience, the four guys spent much of their time
imagining the pub at different times of the day and week,
employing tradies on the work and focusing on layout and
flow; on the subtleties of a mid-week lunch versus a Saturday
evening.
A little wiser from their heady days taking on a failed gin
bar, the second renovation saw the guys seek counsel with
some of Melbourne’s big names, such as Sand Hill Road and
the aspirational Australian Venue Company, owners of the
Imperial on Melbourne’s Bourke Street, who encouraged them
to stick to what they know.

Despite objections from both builders and bank, they
plundered on in the knowledge that they knew the space
and patrons best, tweaking elements as they went to better
optimise the mixed goals of aesthetics as well as form and
function and financial viability. The frequent and considerable
changes led to continued friction with the creatives and
stakeholders, the revisions eventually bringing an end to the
commission for the architect and builder.
“No lack of criticism from them either … they were both at
various times – not to mention our bank – very critical of the
fact that we added toilets, that we moved the kitchen, that we
decided to do downstairs when we weren’t going to.
“We used the Imperial Hotel as a bit of a case study.
Downstairs it’s still a very ‘pubby’ pub, then upstairs it’s a
completely different vibe. Paul [Waterson, Aus Venue Co CEO]
said not only did putting a rooftop on top of their business
double their trade, just by having twice as much space, it also
doubled their downstairs trade, which for us was an important
consideration.”

“Daniel O’Donoghue is a smart
young guy who has an excellent
balance of business smarts and
entrepreneurial spirit. I hear the
pub is going well.” - Paul Waterson,
CEO Australian Venue Company.
The task of a rooftop on a heritage-listed hotel was not
an easy one, requiring study of the relevant building Acts
and legislation, meetings with councillors and neighbours,
commissioning solicitors and town planners and surveyors,
bringing outlay in the vicinity of $100k. Despite a previous
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owner spending considerably to upgrade upstairs, fire
compliance was still a significant factor, largely as the pub has
never really been renovated, just patched.

established original Guinness 100-pint club. Regulars had sat
there for years, taunted by the realisation the list would never
change.

The patron pictured for the reincarnation was younger and
considerably more female, and the group envisioned their new
offering as something of an introduction for many into the
warmth of an Irish pub. To go upstairs you must enter the pub
and turn, forced to see what is below. The new demographic
was certainly not to the neglect of older men, which they saw
themselves rapidly becoming, but as recently young men they
well knew the increase in standard and behaviour with more
women around.

But its revival brought a new era of Guinness aficionados
clammering to get on the new board and become the new
legends of the foreseeable future. Local devotee Jimmy Strane
took less than two weeks to earn the new #1 spot, and the
son of the previous second-place holder continues the family
legacy with a Top 5 position this time around.

To further the concept, they enlisted talented graphic
designer Corey Dodd (Elk Creative) to create a whole look and
feel. From this, informed decisions were made on colours,
furniture, tap fittings, lighting, vibe and all manner of branding,
all geared to appeal firstly to women, then to young people. It
prompted the painting of the exterior, and the inevitable name
change.
“Originally we planned on changing the name to something
completely different, to go with our branding and general
direction,” explained O’Donoghue. “We could have called it the
Purple Monkey or something – a millennial style thing – but
we didn’t want to alienate the history. So we decided to just
drop the Irish and go with Murphys on its own. It’s been well
received.
“We wanted to make the venue work for all different
demographics, at all different times of the week, and times of
the year. Really, the only way we got that was because there
were four of us heavily involved, all with slightly different
skillsets. We wore our customer hats as much as we could and
asked our customers what they wanted, and spoke to a lot of
people.
“Ultimately what we finished with is a venue that appeals to
everyone and sort of amalgamates the old history of a pub –
especially an Irish pub, where people used to come and meet
and drink and do business and talk about politics and life, and
all that stuff, which we love.”

BACK IN BUSINESS
Originally scheduled to reopen in February, delays saw a
successful launch party in late June on a crisp winter’s day,
and a capacity crowd flooded the new pub.
During the course of the reno decisions had to be made on
the broader offering, such as the comparatively easy choice
to go without EGMs or a TAB, while realising this meant they
needed a regular flow of other reasons to keep people coming
in.
One result was the resurrection of the old Irish Murphy’s 100pint club. The former incarnation had displayed an honour
board for decades showing the same legends of the long22 | July 2018 PubTIC

After three and a half years and not much change from a
million bucks on renovations, the pub recently doing $25k
a week was quickly doing over $60k, with the upper level
thriving and downstairs busier by association. The fact people
had to make the decision to come also served to help them
stay once they got there.
Owners of the newly-formed Murphys group have regained
the desire to hang out at their place, and see the upsides of a
hard-fought makeover now they are on the downhill run.
“The last two years have been a blur, but especially the last six
months have been crazy. We got there in the end, but there
were times when I didn’t think it was going to happen.
“It was really important for us to have that validation of guys
that have done it before, and to take that confidence and
make it. There will be times that are better, there will be times
you’ll have no money in the bank, but if you just stick to doing
what you know you’ll be right. Those guys were great.
“If you had asked me three months ago I’d say I’d never buy
another pub in my life, and anyone that does it is mad. We
were in the middle of a reno and we were cash poor and it
was all fucked …
“But at the same time, it’s sort of addictive, and once you’ve
seen what you can transform a space from into, it’s exciting.
“There are lots of old pubs out there, and lots of them are on
the market. And lots of them are cheap.”

SPORT

STARTS & FINISHES

August is another huge month for sports fans, with northern
hemisphere codes kicking off and locals heading into finals.
Sportsyear’s Patrick Galloway brings the lowdown
If you’re still catching your breath after the sporting smorgasbord served up in July, brace yourselves for another feast in August,
when the European summer coincides with our footy codes and finals approach.
English Premier League
Antidote to a World Cup hangover is a new season of the world’s top domestic football
competition. Many stars from Russia will be out in the EPL, including French dynamo Paul Pogba
and England’s captain fantastic Harry Kane.
Manchester United and Leicester will kick it off 11 August. Manchester City’s championship
defence begins against Arsenal a couple of days later. The rest of Europe’s elite leagues also get
underway, including Series A where Cristiano Ronaldo will make his highly-anticipated Juventus
debut.
Rugby Union
Rugby’s classic rivalry re-ignites 18 August when the Wallabies and All Blacks face off in the first
Bledisloe Cup Test, in Sydney. It’s been a one-sided affair since 2003, with the New Zealanders
notching up 15 consecutive series wins. Australia will be desperate to finally wrest the prized
trophy from the Kiwi’s clutches.
Also, the Super Rugby Final will take place Saturday, 4 August. Times and venue yet to be
announced.
UFC 227
2017’s biggest grudge match gets a second act at UFC 227, when T.J Dillashaw takes on Cody
Garbrandt in Los Angeles on 5 August. Dillashaw secured an emphatic knockout victory nine
months ago, and expressed displeasure about the immediate re-match with the man he dethroned for the bantamweight crown.
Expect plenty of fire between the Americans this time around.
PGA Championship
Australian golfers Jason Day and Adam Scott will get one last shot at major glory in 2018, when
the PGA Championship begins on Thursday, 9 August at the Bellerive Country Club in Missouri.
Tiger Woods showed glimpses of his vintage best at the British Open and will be itching to add
major number 15 to his resume. Jordan Spieth, Rory McIlroy, and Dustin Johnson are amongst
the favourites with punters.
AFL
August is make or break for teams aspiring to finals footy. After last year’s feel good breakthrough
Premiership, Richmond is threatening to do it all again, and the Tigers have a favourable run
through to the end of the home and away season.
But the top eight is far from set, and every match carries plenty of significance for those aspiring
to win the flag. AFL live and loud is almost a must.
NRL
It’s a similar story for the final month of the NRL’s regular season, with barely anything separating
the first eight. The standout fixture in the finals lead-up will see the Rabbitohs face the Storm on
Monday, 3 August, in what could well be a Grand Final preview.
Super Netball Grand Final
The second season of Super Netball is proving even more popular than the first, and it comes to
its climax at the end of the month. West Coast Fever and the Giants have been leading the way
this year, and both will be aiming to lift the trophy for the first time.
The Grand Final is on Saturday, 25 August.

If you’re looking to stay on top of all the sporting action and automate your
venue’s own personalised live sports calendar, check out Sportsyear Engine.
July 2018 PubTIC | 23

NEWS
GROUPS SWOOP ON
BIG-TICKET BUYS IN JUNE

Homebush, and the Farmers Home, in Wagga Wagga.

Universal Hotels clinched its fourth Oxford Street icon, the
largest to date, settling on the once-thriving now dormant
Midnight Shift, on the lower end of the strip, near Hyde Park.
The Shift is reputed to have been the first gay bar in the State,
characterised in the 80s and 90s by moustache-sporting
leather-clad clientele.

The Marlow Group has secured the huge Peachtree Hotel in
Penrith, following less than a year’s ownership by Chinese
ASX-listed property developer, Boyuan Holdings, which paid
$15.5m for it to Colin Parras last October.

“There’s a bit happening. I can’t afford to get old.”

The Peachtree Hotel – locally known as The Peachy – sits on
a 10,055sqm lot close to the Penrith CBD, and has a reputation
for large entertainment events and strong late-night trade on
Fridays.
Recognising the area’s increasing significance in Sydney’s
infrastructure shift toward the western suburbs, the freehold
going concern has been bought by Jason Marlow’s Group for
$16.5 million with strong thoughts on its future direction.

Long-time owners had it on the market for over a year and
finally settled with Universal Hotels, which first considered
investing in Oxford Street whilst looking into the Shift
opportunity, before subsequently buying Riversdale’s
Kinselas in May 2017, then the Brighton Hotel in October,
and Pelathon’s Oxford Hotel in December.
Both Kinselas and Midnight Shift are large capacity freeholds,
around 600 and 1000 pax respectively. The Brighton and
Oxford are both long leases.
Managing Director Jim Kospetas believes the famous latenight strip is on the cusp of a resurgence, although potentially
with a revised marketing plan toward an ‘open to all’ approach,
which is likely the “new direction” flagged at the famous gay
bar.

“We’re dedicated to providing the community with a familyfriendly hub for socialising, not simply a local watering hole.”
Riversdale has ended speculation of a complete sell-down
with the purchase of the Lambton Park Hotel in suburban
Newcastle.
The pub was bought around three years’ ago by a partnership
of three newcomers to the industry, who went on to also
buy Sydney’s Haymarket Hotel, putting the LPH to market in
February to concentrate on the new venue.
Cashed up from the strategic sell-down of most of its
portfolio, beginning with the Peakhurst Inn, Bristol Arms, and
Como Hotels late 2016, then the Toxteth in February 2017,
the Marlborough in April, and Kinsellas in May, the pub group
representing John Singleton, Mark Carnegie and Geoff Dixon
may be building again.
After 30 years’ ownership, the Ryan family sold Townsville’s
Sun Hotel to Redcape for around $20 million, prompted by the
hive of activity in the area.

Moving to minimise or remove itself entirely from association
with gaming, Coles has completed its exit from NSW
pub operations, selling the Northlakes Tavern to the pub
partnership of Arthur Laundy and Mark Malloy for circa $20
million.
After listing the leasehold interest in February, the Tavern’s
freehold owners agreed there would be greater strategic
value if interests were combined to offer the freehold going
concern.
Laundy has done several deals with Coles pubs previously, and
brought ongoing business partner Malloy into the fold. He and
Laundy’s son-in-law Nick Tindall will manage operations.
“We’re largely taking over the same staff. We’ll concentrate
on food and see what we can pick up in the hotel. Mark is
quite excited about it. We feel as if we can achieve something
there,” offers Laundy.
In June Laundy also resumed operation at three pubs leased
to ALH – the Woolloomooloo Bay, the Horse & Jockey at
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“We’ve seen a lot of growth in Townsville over the years, but I
guess perhaps the tyranny of distance, it was just time to get
out,” offered Peter’s son Patrick Ryan.
The purchase marks Redcape’s fifth Queensland hotel, and
second in the State’s north since November, in continuation
of the mandated expansion since its wholesale acquisition by
Moelis last year.
US hospitality giant Delaware North confirmed settlement on
its first two pub purchases in Queensland, the Shafston Hotel
and Aspley Hotel in Brisbane.
Founded in 1915, employing over 60,000 people, in March
Delaware North announced its strategy to “accelerate growth”
in Australia and New Zealand, particularly the pub and gaming
markets.
Executive director Andrew Lester confirmed the sales have
settled, and that they are not likely to be the last. Both pubs
came from the stable of Colin Macleod’s Oz Pub Group.

NEWS
JVs GOING AND COMING
Fresh from its Brisbane acquisitions, American hospitality
giant Delaware North has ended its partnership with Open
Arms Hospitality, each citing opportunities and pending
acquisitions.
DN already holds a portfolio spanning all mainland States,
as well as Auckland, Wellington and Queenstown. The
company’s interest in the region emanates from several years’
consideration, for which it engaged Open Arms Hospitality,
comprising Craig Shearer and Jason Sheather of the former
Armada pub group, owners of Beer Deluxe, and Simon
Gardner, formerly with Pegasus, to assist and advise on
acquisitions.
DN executive director Andrew Lester says they are currently
looking at venues in Brisbane, including the CBD, northern
NSW, Adelaide and Darwin, as well as a “range of other assets”
including holiday parks.
The much-rumoured joint venture between Coles’ pub arm
and a big operator is close to a deal with KKR’s Australian
Venue Company, with the major hurdle fast approaching.
Speculation emerged about a broad change to the fleet
of Spirit Hotels, sparked by Coles’ and parent company
Wesfarmers’ continued unrest with exposure to poker
machines, yet unwillingness to part with their lucrative offpremise business, supplying 18.6 per cent of the Australian
market.

Built 1919, the four-level William Street pub was described
by Arthur Laundy as having the “best rooftop in Sydney”.
Following a half-year JV, Livingstone – the name behind
Waverley’s Charing Cross Hotel, and an identity in the realm of
the Fanatics – took over the tired venue, planning to restore its
old glory and modernise the business offering.
Street level has now reopened, the Public Bar boasting an
old-school circular bar, painstakingly sourced classic pub tiles,
and 16 beers on tap. The menu offers quality pub grub, with
beer-battered fish and chips, classic rump steak and chicken
parmigiana, beside arancini balls and stone-baked pizzas.
In July the second level will see the Club Lounge open,
destined for private functions up to 250 pax.
Level three is a cocktail bar called Jessie’s, offering DJs and
drag shows, and the same menu as the Public Bar.
And next month will unveil Slim’s – an enormous rooftop bar
with stunning views of the city and harbour, adorned with
retro umbrellas in pink and orange and flourishing succulents,
offering sushi, sashimi and sizzling plates by chef Taichi Ito.

CHEUNG SCOFFS AT
RUMOURS AND OFFERS
ON COOGEE BAY

The disconnect has seen Spirit’s geographic spread distorted,
the group exiting NSW and Victoria, now counting just a halfdozen pubs in both South Australia and non-gaming Western
Australia, and the vast majority in Queensland, a consequence
of the State’s historic law requiring bottleshops be linked to a
hotel.
Dixon Group’s dramatic rise to prominence paved the way for
pursuit by global investment force Kohlberg Kravis Roberts
(KKR). Australian Venue Company (AVC) was created following
KKR’s 80 per cent buy-in, for around $190 million, with
continued acquisitions now bringing the portfolio value to
circa $500 million.
Sources say KKR’s buy into with Coles will approach another
$300 million, adding Spirit’s 88 pubs, the majority leaseholds,
going a long way toward the goal of a $1bn entity to take to
an IPO.

FANATICAL LIVINGSTONE
REOPENS HOTEL WILLIAM
AS HYDE PARK HOUSE
Warren Livingstone has thrown open the doors to Laundy’s
former Hotel William in East Sydney, rebranded Hyde Park
House.

Chris Cheung has shot down rumours the legendary
Coogee Bay Hotel is being shopped around, turning down
astronomical offers to continue doing what he loves and
championing the hotel industry.
Despite media suggesting an off-market campaign to sell
the CBH was taking place, drawing the “cream of the crop”
including pub superstar Justin Hemmes, Cheung says he gets
a couple of serious offers a year, but it’s ready yet.
“There was a serious pitch, over four months ago. I have been
offered $245 million, I can comment that – and I didn’t accept
it. And Justin wasn’t in that play. These are developers you’re
talking about, this is a developer play, not hotelier.
“It’s exciting. It’s telling me the economy is strong and hotel
assets are in high demand, but the long and short of it is I
haven’t got an offer that has entertained me that I’d walk away
from it.”
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