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Boost food and beverage sales

Elevate the guest experience

No app to download and no major hardware or infrastructure needed

LRS – Long Range Systems.  Launches EzPayU, A QR Code Ordering System

LRS builds software solutions that heightens the guest experience while giving operators more insight control and revenue

generation. LRS is pleased to announce EzPayU, a QR Code payment ordering system for venues that are looking to increase food

and beverage revenue as well as enhancing guest experience. EzPayU makes it easy for guests to order and pay – there’s no app t

download. It’s easy for staff to manage and deliver those orders to their guests, or text for pickup.

Putting ordering at the tip of your guest’s fingertips makes it easy to order, translating to an increase in food and beverage sales.

EzPayU was created to improve the guest experience while growing revenue. We’re pleased to see customers with as much as a

400% increase in food and beverage sales after implementing EzPayU! Guests simply scan a QR code from their phone to start th

ordering process. No app download is needed, and they can place their order and pay in seconds.

EzPayU is easy to implement. There’s no major hardware requirement or infrastructure that needs to be installed. EzPayU is

available now and can be up and running as soon as a menu is created. Low cost of entry ensures that ROI is high and fast.

LRS Australia creates innovative, simple mobile technology solutions for streamlining operations, increasing efficiency and

improving overall guest experiences. These intuitive solutions are fuelling revenue and elevating guest experiences in venues

including restaurants, hotels, residential facilities, commercial operations and more. 

For more information, please contact sales at +61 2 9955 5700 or sales@lrsaustralia.com.au

Customer scans QR Code at designated order points (Table, Hotel Room, Poker Machine, Chair
Etc). Instantly a customisable menu appears on their device
Guest places their order or request
Upon Checkout customer has multiple payment options such as Credit Card, Google Pay, Apple
Pay, Room Charge and/or Cash payment.
The order/request is immediately sent to a device running EzPayU software which can be the
venues POS (Point of Sales) System or tablet 

Massive growth in revenue sales
Overall increase in operational efficiency 
Complete reporting package to help with productivity and response times 
Patrons never having to wait again to place an order 

No APP required 
Minimal hardware required
QR Code/Paging integration 
Colour-coded notifications alert staff when service is delayed 
Easy order Process 
Manager notifications via text/pager when service goals are missed

Putting ordering at the tip of your guest’s fingertips makes it easy to order which translates to more food and
beverage sales. EzPayU was created to improve the guest experience while growing revenue. EzPayU is easy
to implement. There’s no major hardware requirement or infrastructure that needs to be installed. EzPayU is
available now and can be up and running as soon as a menu is created. Low cost of entry ensures that ROI is
high and fast.
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LRS Pagers keep your staff aware and

connected with each other and guests,

ensuring better all-round service. 

 

SIT-EAT-CLICK

+61  2  9955  5700

LRSPAGING .COM .AU

PAG I NG  &  COMMUN I CAT ION  SOLUT IONS

Connecting you with Guests,

Staff and Operations Data.

Elevate the guest experience with the

durable, sleek and reliable LRS Pager. It is

the only all-in-one pager or mobile phone

notification system. 

 

EzPayU is a QR Code ordering system that uses

innovative technology, giving guests the power to

order food and drinks, contact their server and even

pay right from their device. 

Push-button notification systems allow customers

alert staff and request immediate service. 

 

LRS Gaming Pagers help increase revenue and efficiency

by allowing staff members to respond quicker and

escalating unanswered calls to upper management. 

Portable and wireless Radio Kits help staff

members to communicate directly on-site.

Bluetooth accessories are also available. 

View all paging and communication options at LRSPAGING.COM.AU 

A table location system that

identifies where guests are sitting

so you can deliver food faster.
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I step into the editor’s 
role here at Australian 
Hotelier at a tough time 
for many in the industry 
with an extended 

lockdown in Greater Sydney and Covid 
spot-fires in regional NSW, though in some 
good news, lockdowns are lifting in Victoria 
and South Australia. 

A swift vaccine rollout is looking to be the 
only answer to these disruptive lockdown 
cycles, and it’s great to see the hotel 
industry getting involved in this effort – see 
our news pages for an update. 

The latest outbreak has also taken its toll on 
industry events like the Australasian Gaming 
Expo which has been postponed for a second 
time. Some of those that were planning to 
take a stand share their latest gaming and 
hospitality innovations in this issue. 

In stark contrast, the pub property market 
is still going from strength to strength – and 
on page 8, you can find out what’s driving all 
that market momentum.

And although some of us are not out and 
about much right now, in our pub dining 
feature starting on page 22 we explore 
the pros and cons of carbs, check out an 
augmented reality app for family dining, and 
talk to Odd Culture’s James Thorpe and his 
team of up-and-coming chefs.
Stay safe!

Amanda Bryan, Editor 
E: abryan@intermedia.com.au 

SPECIAL FEATURES
8  Property and Investment: Unpacking the 

dynamics behind the piping hot pub 
property market.

10  Gaming and Innovation: Some of the 
latest products and services in gaming 
and hospitality.

22  Menu Strategy: Are carbs old news or 
must-haves when it comes to popular 
pub fare?

26  Family Friendly: Laundy Hotels augments 
family dining with AR technology.

28  Regional Stories: Award win boosts burger 
sales for Eyre Hotel in Whyalla, SA.

30  Venue Profile: Odd Culture’s James 
Thorpe and his team share their 
culinary vision.
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6  News: What’s happening in pubs across 

Australia.
34  Design & Build: Connect to the past at 

The Cavill on Queensland’s Gold Coast.
38  Tales from the Top: NT venue operator 

Justin Coleman reveals his award-
winning formula.
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www.hostplus.com
.auHostplus. We go with you.

Hostplus has the lowest administration fee of the top 20 industry super funds.* 
Our members pay a fixed administration fee of just $1.50 per week, no matter 
how much their balance grows.  

*Source: APRA Annual fund-level Superannuation Statistics June 2020, issued 16 December 2020. Top 20 industry super funds (not for profit) based on total assets 
under management. Administration fees comparison using APRA Quarterly MySuper Statistics September 2020 (Issued 24 November 2020 based on a super account 
balance of $50,000). Host-Plus Pty Limited ABN 79 008 634 704, AFSL 244392 as trustee for the Hostplus Superannuation Fund (the Fund) ABN 68 657 495 890, 
MySuper No 68 657 495 890 198. This information is general advice only and does not take into account your personal objectives, financial situation or needs. You 
should consider if this information is appropriate for you in light of your circumstances before acting on it. Please read the relevant Hostplus Product Disclosure 
Statement (PDS), available at www.hostplus.com.au before making a decision about Hostplus. HP1545

Low. 
Lower. 
Lowest.
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WHAT’S HAPPENING 
IN PUBS ACROSS 

AUSTRALIA

In the

news

Regional pub sales maintain momentum
The investment appeal of regional NSW pubs continues with venues recently changing 
hands in Forbes, Wagga Wagga, and up and down the coast.

Historic central west pub, the Vandenberg Hotel in Forbes, has been sold by Grant 
Clifton and Kim Fetherston who have operated and lived in the venue for 19 years. Built 
in the 1800’s, the Vandenberg Hotel is one of longest-standing hotels in NSW. It holds a 
prominent position in Forbes and sits on 930sqm of land.

JLL Hotels & Hospitality Group, which managed the sale, said the swift off-market 
sale was “indicative of investor appetite for regional pub assets particularly for venues 
comprising of gaming and quality accommodation components”.

“With trading restrictions currently in place for metropolitan venues, astute hoteliers 
continue to diversify their portfolios with strategic regional acquisitions,” JLL said. 

Harvest Hotels also added to its regional hospitality portfolio with the acquisition of the 
William Farrer Hotel in Wagga Wagga from the Barnhill family, who owned it for 20 years. 
Director of Harvest Hotels Fraser Haughton said the hospitality group had been waiting for 
the right opportunity to enter the Wagga Wagga pub market.  

“Wagga is a growing town, it’s economically diverse, has a great pub market and has all 
the services you would expect for a major regional centre. We’re thrilled,” he said. “We 
want to have the best pubs in the best towns and the William Farrer Hotel is exactly that. 
It’s a community pub that has been run extremely well by the Barnhill family for over 20 
years and we look forward to continuing the legacy.”

Harvest Hotels said it will continue to operate the venue as it is, with plans to refresh and 
develop the pub in the future.

The Cooee Hotel in St Georges Basin on the South Coast was sold to a consortium led by 
Wollongong-based property developer Daniel Kostovski for $7.75 million in a four-week 
on-market campaign. 

“We are absolutely delighted to become a part of the local community and look forward 
to meeting the locals and working with the current staff,” Kostovski said. 

The new owners do not plan to make any immediate large-scale changes to the hotel 
operation, according to HTL Property, which managed the sale.

In another coastal sale, the ocean-front North Coast hotel, Harrington Hotel, has also 
sold after 23 years of ownership by the Nixon family in an on-market campaign. Hunt 
Hospitality, an organisation led by Stephen Hunt, was the successful purchaser. Hunt said: 
“We are delighted to be adding the Harrington Hotel to our growing portfolio of pubs. This 
asset has been in the same family for over 20 years and we are proud to be purchasing such 
a well-run asset with such a strong mix of revenue streams. 

“As always, we look forward to tapping into the local community, as well as capitalising 
on such a beautiful tourist destination.” 

AVC makes Tassie debut 
with historic pub deal
Australian Venue Co (AVC) has 
acquired the leasehold of the 
Telegraph Hotel in Hobart, its first 
in the state of Tasmania.

 The heritage venue, which 
has been closed since April, will 
be restored by AVC prior to re-
opening before the end of the year.

 First built in 1858, the Telegraph 
Hotel has a prime location near the 
waterfront of Hobart’s CBD. 

AVC says the renovation will 
aim to celebrate the rich history 
of the hotel. The underutilised 
second floor will be converted into 
a dining space with a fresh pub 
dining menu. The downstairs area 
will remain a public bar with a 
refreshed look and feel.

  AVC has restored heritage and 
landmark pub venues in the past 
including the Sarah Sands Hotel 
in Brunswick, Melbourne which 
received a multi-million renovation 
after the venue had been closed for 
four years. 

  “The Telegraph Hotel is the first 
AVC investment in the Tasmanian 
market and we are excited to bring 
an iconic Hobart venue into the 
fold,” Australian Venue Co CEO 
Paul Waterson said. “With over 160 
venues across Australia and New 
Zealand, it was high time that we 
invested in a Tasmanian pub.

“We’re passionate about bringing 
beautiful old pubs back to life and 
continuing their legacy in the local 
community. We’ve got a great track 
record for investing significantly 
in our pubs, updating them for 
the modern customer while 
preserving their heritage. The pub 
will undergo some renovations to 
refresh the venue before we open 
doors later this year.” 
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Keep up with the 
latest industry news!

Subscribe now to our fortnightly newsletter:
www.theshout.com.au/subscribe-australian-hotelier

Hotel group fleshes out vaccination plan 
With vaccination now looking to be the only viable path out of the 
disruptive cycle of COVID-19 lockdowns in Australia, the hotel 
sector looks likely to be called on to assist with the rollout. 

Last month Federal Treasurer Josh Frydenberg, Lieutenant-
General John Frewen, and Chief Medical Officer Professor Paul 
Kelly met with 30 key business and industry group leaders including 
AHA National CEO Stephen Ferguson to secure their collaboration.

Ferguson said the hotel industry could soon be assisting 
in a range of areas including communicating the benefits of 
vaccination directly with staff and customers as well as the 
possibility of using hotels in remote areas as future vaccine hubs.

In the meantime, one hotel group has jumped in and proactively 
announced its own strategy. Lewis Land Group, which owns four 
pubs – including the Camden Valley Inn and The Fiddler in Sydney 
– said it will offer up its venues as vaccination hubs and will provide 
two days of paid vaccination leave to its 650-strong workforce.

Explaining the decision, Lewis Land Group CEO, Matthew 
McCarron told Australian Hotelier it was based on the Group’s stance 
that the only pathway out of the current disruption is vaccination.

“Looking at the experience of the Northern Hemisphere, 
it’s clear that increasing our vaccination rate is the only viable 
pathway out of this situation.

“It’s incumbent on all businesses – big and small – to support 
the acceleration and advancement of this effort.” 

McCarron also said that the physical and mental health of the 
Group’s entire team was of “utmost importance”.

Having now been through multiple lockdowns, he said, the 
group had witnessed first-hand the impact this level of disruption 
had had on the business, but more importantly, on its people.

“That’s why we’re providing all 650 of our people with two 

days paid vaccination leave to encourage our whole team to get 
their jabs as soon as possible. This includes both permanent and 
casual employees.”

AHA NSW Director of Liquor and Policing John Green said: 
“This is a proactive initiative by Lewis Land Group – which in NSW 
includes iconic hotels The Fiddler and Camden Valley Inn.

“Hotel owners obviously care about the work, health and safety 
of their employers and this is a great initiative for their staff to 
get their jabs – once they are freely available. This is the key to 
hospitality being able to re-open faster.”

Green said that at the NSW level, it was important to note since 
the start of the pandemic, hotels across NSW have now been 
closed for 119 days and counting (at the time of writing).

“NSW hotels directly employ 75,000 people and many of 
these staff members have now been stood down on three 
separate occasions,” he said.

“There are only so many times staff members can be stood down 
before they look for work in other more certain industries – and 
that’s what we are already seeing. The industry needs certainty 
moving forward and vaccines are obviously a major part of that.”

McCarron said Lewis Land Group also planned to offer up a 
number of its sites as vaccination hubs to increase accessibility to 
vaccines for its local communities.

“In the past we’ve made our assets available 
to health authorities to set up testing clinics. 
For example, The Fiddler hosted a portable 
testing clinic in its carpark.

“We have made it known to health 
authorities that we are willing and able to 
assist wherever we can.” 
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Investor appetite for pub assets 
continues unabated despite the latest 
round of lockdowns and restrictions 
in several parts of the country. Ben 
McDonald, Senior Vice President at JLL 
Hotels & Hospitality Group says there are 
several drivers behind the activity. 

For starters, the sustained buoyancy 
reflects the general strength and strong 
cash flows of this business sector. “As an 
overarching comment, we are continuing 
to see buyer depth increase for pub assets 
at all levels given they are supported by 
underlying real estate ownership and 
strong underlying cash flows,” he says. 

“Pubs really have shown just how resilient 
they are – even considering the events of the 
last 12 months. Hoteliers have continued 
to reinvent themselves and their businesses 
which is a testament to the entrepreneurial 
mindset many operators share.”

BOOMING PRICES 
Another major driver is the current 
accessibility of debt markets, thanks to 
record low interest rates, McDonald notes. 

“Interest rates remain at record lows, 
and the hotel industry has been really 
well supported by banks generally. While 
debt markets remain open for business, 
we will continue to see ongoing buy-side 
demand,” he says. 

So does that mean it’s a good time to 
sell? Yes, says McDonald, because buyer 
depth is at an all-time high which means 

there is increased competition for each 
asset. When coupled with low interest 
rates and relative debt liquidity, this 
translates to higher pricing assurance. 

“Buyer depth is a real driving force at the 
moment,” he says. “We are seeing the depth 
and varied profiles of buyers. In addition 
to more traditional hoteliers, we are seeing 
an increase in corporate activity. When 
you have public and private capital sources 
making themselves known in the acquisitions 
scene and competing in the space, that is all 
helping to fuel price growth.”

GENERATIONAL EXITS
So is it also a good time to buy? Again, yes, 
says McDonald. “Whilst the availability 
of stock remains reasonably tight, we are 
seeing owners take advantage of the current 
market appetite, crystalising strong pricing 
outcomes for assets in the process.” 

Generational pub owners are 
capitalising on the market opportunity 
and are looking to divest, he says, which 
means a greater supply of quality assets. 

“Great assets are becoming available, 
and this does not happen when it’s not 
a good time to sell – long-term owners 
generally don’t sell when the market is 
soft because they don’t have to.”

In some cases, you won’t see a 
complete exit by those large groups, 
according to McDonald. For example, 
they may just sell one ‘non-core’ asset 
to adjust an internal strategy or as part 

of changing family views. In other cases, 
long-term owners are seeking generational 
exits due to shifting family circumstances. 

“We’ve worked with a lot of those 
recently, such as the Mooney family who 
divested the Great Northern Hotel in 
Byron Bay after 30 years of ownership. 

“Byron has undergone significant 
transformation in the last five years, and 
given the strength of the local market, the 
family looked to exit that particular asset 
to capitalise on the heightened market 
interest in what is one of the most coveted 
hotels in the country.”

In addition to the $80m sale of the 
Great Northern Hotel, JLL has recently 
sold the Gladstone Hotel in Sydney’s 
Dulwich Hill for its owners of 42 years, 
and the London Hotel in Balmain for 
owners of 32 years. 

“These long-term owners come to JLL 
for our really honest and transparent 
approach to working with them. We 
see it as a genuine partnership, we are 
respectful in the way we approach each 
campaign, and that’s why we see lots of 
brand loyalty through our client base. 

“Also, JLL is not just a hotel brokerage 
agency – the market values the breadth 
of our agency expertise, which includes 
a significant capital markets platform, 
accommodation specialists and valuation 
and advisory professionals. It’s a broad 
and significant skillset that clients have 
access to when they work with JLL.”

JLL senior vice president Ben McDonald unpacks the  
dynamics behind the piping-hot pub property market.

Pub sales 
still steaming 
along

The Great Northern 
Hotel in Byron Bay
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www.jjl.com.au/hospitality
jll.com.au/hospitality

Contact our team of market leading specialists today.

All Seasons Hotel
Bendigo VIC

Lorne Hotel
Lorne VIC
$38,000,000

All Seasons Hotel
Bendigo VIC
$54,500,000

Great Northern Hotel
Byron Bay NSW (incl. Lateen Lane Hotel)
$75,000,000

Five Islands Hotel
Cringila NSW
$20,700,000

GPO Hotel
Fortitude Valley QLD
$6,150,000

Cheeky Monkeys Restaurant & Bar
Byron Bay NSW
$13,500,000

NATIONAL 
John Musca
+61 424 257 004
John.Musca@ap.jll.com

NSW 
Ben McDonald
+61 414 182 848
Ben.McDonald@ap.jll.com

NSW
Kate MacDonald
+61 412 726 676
Kate.MacDonald@ap.jll.com

NSW
Greg Jeloudev
+61 401 670 053
Greg.Jeloudev@ap.jll.com

VIC, SA, TAS 
Will Connolly
+61 432 116 287
Will.Connolly@ap.jll.com

QLD 
Tom Gleeson
+61 449 289 846
Tom.Gleeson@ap.jll.com

WA 
Chloe Mason
+61 466 610 729
Chloe.Mason@ap.jll.com

Victoria’s largest regional pub 
sale ever recorded 

• Sold for $54.5 million
• Brokered exclusively off-market by JLL
• Acquired by ASX-listed MA Financial Group

Great Northern Hotel
Byron Bay NSW (incl. Lateen Lane Hotel)

Australia’s largest pub sale so far for 2021

• Sold for $75 million
• Brokered exclusively off-market by JLL
• 12 first round offers received

of pub assets settled or under agreement for Q2 2021.
Our on-the-ground expertise, market intelligence and esteemed relationships enable us to 
achieve superior results for our clients.

$615Mrecordbreaking
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With the Australasian Gaming Expo postponed for a second time, we take a look at  
some of the latest products, services and innovations emerging from the sector.

THE 31ST Australasian Gaming Expo, 
which was due to take place at the ICC 
in Sydney this month, will now take place 
on 9 - 11 August next year.

It’s the expo’s second postponement 
due to the COVID-19 pandemic, with 
organisers making the call last month 
during Sydney’s extended lockdown. 

The Gaming Technologies Association 
(GTA), the organiser of the Australasian 
Gaming Expo (AGE), which showcases 
the latest innovations in gaming, was 
preparing for a COVID-safe event this 
August given that NSW looked to have 
successfully managed local outbreaks 
and its borders were open. 

“When the outbreak occurred, we 
moved back to the one-person-per-four-
square-metres rule and we scaled up our 
COVID safety initiatives, having ample 
floor space to accommodate delegates,” 
Sabina Ziolkowski, manager, operations 
and marketing for the AGE says.

This year’s AGE was also scheduled to 
coincide with the Vivid light show, with 
Sydney providing the perfect backdrop for 

delegates after a tough year of operations.
“Unfortunately, as the situation 

deteriorated in July, with the unknown 
restrictions of the government’s 
‘roadmap’ out of lockdown, the 
postponement of the AGE was the only 
option,” Ziolkowski says.

Although the GTA and the venue, 
ICC Sydney, looked at alternative dates 
for the AGE, due to its size, it was not 
possible to confirm dates that would 
enable it to run later in 2021.

Unlike last year, which saw the 
2020 AGE seminar program delivered 
online, a formal seminar program was 
not organised for 2021 due to social 
distancing limitations.

An exception was the SPOT On speaker 
event, hosted by Women in Gaming & 
Hospitality Australasia (WGHA). The 
SPOT On Program was to be presented 
at the AGE, but the GTA will now be 
supporting WGHA to deliver this program 
later in the year (see box).

The GTA says it was proud to 
celebrate 30 consecutive years of the 

Australasian Gaming Expo in 2019 
with its most successful AGE to date. 
Two years later, event organisers say 
they are hoping that 2022 will be the 
year that the industry can get together 
again, with COVID outbreaks a thing of 
the past. 

“We’ve seen significant initiatives from 
AGE exhibitors over the last eighteen 
months as they support businesses 
with technology and physical distancing 
measures,” Ziolkowski says.  “We expect 
more to come.” 

“Innovation has always been the key to 
our industry, and AGE has always been 
the place to see that come to life. Next 
year’s AGE will be no different on that 
score. Next year’s event will have been 
three years in the planning.”

AGE 2021 exhibitors were 
understandably disappointed with the 
postponement, with many enthusiastic 
about showcasing their new products, 
services, and innovations. We take  
a look at some of these in the  
following pages. 

Innovations  
in gaming
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Women in gaming take the stage 
Eleven female executives 
from some of Australia’s 
largest gaming firms 
including Crown Resorts, 
Star Entertainment Group 
and Aristocrat were 
getting ready to take the 
stage at the Australasian 
Gaming Expo (AGE) 2021.

They are participants 
in a program to 
support women in 
the development of 
their presenting and 
influencing skills. 
While it was expected 
the program would 
culminate in several TEDx-style presentations at AGE, organisers 
now hope that these will take place later in the year.

Women in Gaming & Hospitality Australasia (WGHA) developed the 
public speaking program which is called SPOT On, and is delivering 
the program in partnership with expo organiser Gaming Technologies 
Association (GTA).

SPOT On includes speaker workshops and coaching with the aim 
of increasing the visibility of women at industry events, which is 
needed to create an inclusive industry, Helen Galloway the CEO of 
WGHA says.

 WGHA is a not-for-profit organisation focused on ensuring gender 
equity and inclusivity across gaming, gaming-related and hospitality 
industries. WGHA advocates gender representation of 40:40:20, 
(where 40% is female, 40% is male and 20% is undefined).

 “It’s fabulous that 11 women have been supported with 
professional development to build the pipeline of speakers in our 
industry,” Galloway says.

“We are looking for an opportunity to hear their expertise on 
stage once normality resumes. We hope this will occur in October 
or November.”

The eleven women were nominated by corporate partners of WGHA 
or self-nominated through an open process to the WGHA community 
earlier this year.

They are Claire Mileto, Aristocrat; Casey Green, The Star 
Entertainment Group; Alison Zhang, Crown Resorts; Ashleigh Howard, 
SkyCity Entertainment Group; Annie Carbone, Aristocrat; Shannon 
Forster, Surge & Co; Renee Yates, The Star Entertainment Group; 
Tanya Kruimink, Odyssey Gaming & Network Gaming; Bronwyn 
Bruzzano, Aristocrat; Shereen Erikli, Crown Resorts; and Naomi 
Richards, The Star Gold Coast.

August 2021 | 11
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Food & Beverage Media is a division of The Intermedia Group.
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Squeaky clean
As the hospitality sector seeks out tools to 

help introduce social distancing measures at 

venues and pivot to takeaway and window 

service, LRS, a major supplier of pagers to 

the industry, has been busy. 

One product line that is gaining 

popularity is a pager that has antimicrobial 

properties embedded into every surface 

– the case, bumper, pins and labels. The 

product was developed for the healthcare 

industry but is finding favour in the 

hospitality industry due to Covid.  

The antimicrobial properties have been 

certified by an independent lab with the 

product earning a Category 1 rating against 

the ASTM E2149-2013 antimicrobial 

standards in the US. Since it’s not a spray-

on coating, the embedded antimicrobial 

properties won’t wear off and they will 

continue to work into the future, LRS says.

LRS launches  
QR code ordering
EzPayU from LRS can boost venue safety – and sales

A NEW QR code ordering system called 
EzPayU has been developed by LRS 
Australia to help venues implement 
social distancing measures, and 
potentially boost sales at the same time. 

The new ordering system lets guests order 
and pay at their table or anywhere else a QR 
code can be placed, such as a pool chair, a 
hotel room or a poker machine.

A QR code can also be integrated 
with an LRS pager to enable customers 
ordering at the counter to add to their 
order without having to re-join a queue. 

There’s no app download needed – 
guests just have to scan a QR code from 
their phone to start the ordering process. 
A menu then pops up, and they place their 
order and pay, and the money goes into 
venue’s bank account.

The order then arrives at the Point-
of-Sale system or tablet behind the 
counter, and staff can either serve those 
orders to guests or they can text or page 
them for pickup. 

EzPayU can also boost food and 
beverage sales, according to LRS 
managing director Anthony Lewy, 
who says some customers have 

seen significant sales increases after 
implementing the system.

When it comes to implementation, 
he says, there’s no major hardware 
requirement or infrastructure to be 
installed, as the system was designed 

with a low cost of entry to ensure that 
ROI is high and fast. “The system can  
be up and running as soon as a menu  
is created.”

At the backend of EzPayU is a full 
gateway system designed to work with 
Google Pay, Apple Pay, members’ points, 
vouchers, loyalty systems, and a whole 
range of features, Lewy says. 

LRS has been busy servicing the 
hospitality industry as venues scramble to 
introduce Covid-safe practices and tools 
such as antimicrobial pagers, a market in 
which the company dominates. 

Lewy believes there’s room for both 
contactless ordering like EzPayU and 
pagers in the market. 

“This means there are more ways a 
customer can order when in your venue. 
Some customers like to talk to someone 
before they order, while others are happy to 
use the EzPayU QR code ordering sytem.

“By using both EzPayU and pagers you 
give your customers more opportunities to 
order from anywhere. It’s good for customers 
and it means more sales for venues.”
To find out more email sales@lrsaustralia.
com.au

Queue buster
LRS Australia has a system called LRS Connect 

that can improve safety during queuing at 

venues. LRS Connect is a waitlist management 

program that helps to reduce queues and 

congestion during busy times. In one example, 

when a guest arrives, they can either be given 

an LRS pager or provide their mobile phone 

number. Venues can let guests know their 

approximate wait-time, and then they are free 

to move away from the queue. In a single click, 

staff can page or text them from anywhere in 

the venue. 
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MAX HAS announced new data and insights advisory services 
which are designed to put venues in the driver’s seat when it 
comes to building a strong, customised data strategy.

Originally planned for launch at the now-postponed 2021 
Australasian Gaming Expo in Sydney, these two new insights 
and research-based products will see MAX’s team work with 
hospitality and gaming venues to help them make the best 
decisions for their venue and gaming floor. 

Turning data into  
actionable insights

MAX’s general manager – customer and insights. John Ioane, 
says these new offerings were created in response to challenging 
business conditions and are designed to help provide greater 
visibility of performance for venues. 

“While the last 18-months have been extremely challenging, 
our commitment to delivering positive outcomes for our 
customers hasn’t changed, and our teams are dedicated to 
helping Australia’s pubs achieve success every day,” Ioane says.

“It’s never been more important to understand the needs of 
your customers and the different ways in which they interact with 
your venue, however, this data isn’t always readily available or 
easy to interpret – until now.”

According to Ioane, MAX’s Gaming Insights service can help 
venues understand how their venue measures up against their 
competitors, get the best out of their gaming floor, or uncover new 
ways to drive visitation, and identify opportunities for growth.

“In addition, MAX’s CustomerFirst research program has been 
designed to help your business better understand your customers 
and how they view your venue. Our four-stage approach to 
collecting and understanding feedback can help shape the 
in-venue experience you provide, to ensure your patrons keep 
coming back.”

Flexible, tiered options are available to suit the needs of  
all venues.  
To find out more email max@tabcorp.com.au

Scientific Games (SG) is moving forward with its Kraken Unleashed game series that was 
inspired by the mythical sea monster of Norse folklore. 

This game series continues to garner a growing presence in hotel gaming rooms 
all around Australia, according to SG, and given its continuing high performance has 
become one of the company’s all-time best-selling product lines.  

Kraken Unleashed combines familiar and popular game elements like the hold-and-spin 
and persistent symbols with original new features, and the current three-game series will 
soon welcome its fourth instalment with the arrival of Storm Maiden, the company says.

“Kraken Unleashed quickly established itself as a top-performing brand in hotels 
across all jurisdictions,” director of EGM Product, George Pasmalidis says. “These 
games were developed with a great balance of tried-and-true elements and some 
exciting new proprietary concepts that players have embraced.  

“We resisted the temptation to entirely reinvent the wheel, but rather focused on how 
we can give players more of what they like with incremental improvements that deliver a 
fresh and engaging gaming experience.”  

Kraken Unleashed is available in the DualosX cabinet with Lobster Bay, Wild 
Viking and Dive For Five.

The next to debut is the Fat Fortunes series. Fat Fortunes was introduced 
to customers in Queensland in March and these new games introduce an 
exciting Growing+Roaming Wild feature that SG says will see it break new ground. 

Additionally, floating scatter symbols heighten the anticipation of triggering the unique 
Fat Fortunes Free Games feature.

Monster 
appeal
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© 2021 Tabcorp Holdings Limited.

This document contains proprietary information belonging to Tabcorp Holdings Limited and its subsidiaries (MAX) and is being shared for the purpose of providing information in relation 
to MAX’s product and service offerings. MAX does not warrant or guarantee the future performance of the venue and accepts no liability for any loss or damage incurred as a result of any 
reliance on the information. It is recommended that the venue undertake its own due diligence and seek independent professional advice about the content of this document, as required.

Whatever success means to your venue, you can be confident that the first step in that 
journey starts with MAX.

Only MAX has the size, scale and expertise to deliver value to your bottom line and 
confidence in your gaming operations.
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Through immersive and 
interactive scenario-based 
learning, training Allara Global 
can help Australian businesses 
build skills and mitigate 
compliance risk thanks to its 
ever-growing course library.

Allara’s courses are 
designed specifically for 
Australian hospitality 
businesses and include content 
in line with legislative and 
regulatory requirements including liquor and gaming regulation, bar 
and beverage, service, workplace health & safety, food safety and 
hygiene, and other compliance-related training such as workplace 
bullying, harassment, discrimination, and diversity.

“Given the changing operating environment, there has never 
been a greater demand for eLearning,” Allara Global’s general 
manager Aaron Johnson says.  

“As businesses are being required to re-evaluate how they 
operate, we’re seeing a growing number of them discover the 
benefits of eLearning in streamlining their staff onboarding 
processes and supporting the ongoing development of their teams, 
providing scalability and consistency across their organisation.”

The company provides skills-based and compliance training with 
both ready-to-go eLearning content, or the ability to create custom 
content, including branded courses, ‘Welcome’ videos, conversion of 
manuals, or standard operating procedures specific to businesses.

Training can be delivered through Allara’s easy-to-use Learning 
Management System (LMS) or integrated into existing systems. 
Allara provides integrations options with HRIS, Payroll or Time & 
Attendance systems, to create a seamless user experience and 
remove the admin burden normally associated with operating 
multiple systems.

“The ability to make training available to staff anytime, 
anywhere, on any device allows them to work at their own pace, 
which is particularly useful in industries like hospitality, where 
staff have differing levels of knowledge, experience and shifts 
worked,” Johnson says.

Some of Allara’s larger hospitality clients include Solotel, 
Merivale, W. Short Hospitality, Oscars Hotel Group, Iris Group, 
Star Hotel Group, Australian Venue Co, DHI Hotels, Howard 
Smith Wharves, Crystalbrook, Spotless, Compass Group, The 
Ville Resort-Casino, The Point Group and The Wests Group. Find 
out more at www.allaraglobal.com.

Immersive and 
interactive

IGT says it has been working to reduce some of the stresses 
of lockdown for the industry and is using ‘It’s GO Time!’ to 
highlight its new approach.

“We’ve spent the last 12 months adapting, recruiting and 
planning, and now we are ready to go, with our new team 
pushing our game strategy in new directions for hotels,” the 
company says.

IGT Asia Pacific marketing director Nigel Turner says: 
“In the last year, our hotel customers have had to evolve 
and adapt faster than ever, so at IGT we’re going forward 
with a host of new solutions – covering games, systems and 
services – to get hotels going faster and with more flexibility 
than ever before.”

Some of the hotel games from IGT that build on the 
popular Hold n’ Spin mechanic include GO! for Grand, which 
according to IGT delivers strong performance in hotels, and 
has a free games feature with no Royals and more Wilds.

Players of Power Guardians love the feature in which prizes 
can be increased, and values can grow up to 100x.

Cash Catch is based on the ever-popular Bubble Blast but 
now with a 3x5 reel matrix and $1 denom.

IGT offers also systems solutions and services technicians 
to help keep hotels up and running.

It’s Go Time! 
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Bespoke content

Ready-to-go eLearning

• Compliance & Onboarding

• Work Health & Safety

• Ethics & Conduct

• Liquor & Gaming Regulation

• Food & Beverage

• Culinary

Modernise your training
Bespoke content

• “Welcome” Videos

• Interactive Courses

• Specific Training Techniques

• Standard Operating Procedures

• Policies Converted

• Company Branded Content

New courses

• Food Safety & Hygiene

• Slips, Trips & Falls

• Fire Safety Awareness

• COVID-19 Health & Safety

• AML/CTF for Gaming Venues

• Food Allergy Awareness

www.allaraglobal.com
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UTOPIA Gaming Systems has invested heavily in 
the Global Gaming System and has been busy 
delivering new gaming systems products in 
2021 for NSW and Queensland.

In lieu of the AGE this year, UTOPIA is holding 
product presentation webinars to showcase the key features 
of its new loyalty and monitoring systems and how they can 
benefit venues. 

UTOPIA Loyalty provides the functionality of more complex 
systems but at a fraction of the cost, according to the company, 
and has been approved for launch in NSW and is specifically 
designed for small to medium sized venues.

“Launching the new UTOPIA Loyalty is another significant 
milestone for UTOPIA Gaming Systems in meeting the needs of 
our venues,” UTOPIA Gaming Systems general manager Alan 
Townsend says. 

“UTOPIA Loyalty is simple to navigate and 
doesn’t require a team of people to operate. It 

has been designed to increase venue visitation 
and reward your loyal customers.”
UTOPIA recently launched its monitoring and gaming 

system in QLD, with the first venue going live in June 
2021. The UTOPIA gaming system is the first LMO to be approved 
in more than 20 years and uses the latest in network technology.

“UTOPIA is a technology company. While our competitors 
continue to rely on legacy systems, we have built a modern 
gaming platform that is reliable, flexible and ensures venues are 
ready for a digital future,” Townsend says.  

“Our gaming system has gone through an extensive approval 
process with the QOLGR and we are now ready to roll out across 
Queensland.” Find out more or register for UTOPIA’s loyalty and 
monitoring webinars at www.utopiagaming.com.au.

Loyalty  
showcase

ATM tech  
top-up
Independent ATM deployer Banktech, 
which owns and operates more than 2,500 
ATMs across Australia, has launched ATM 
technology that will allow venues to earn 
money from digital payments. 

ATM users can now deposit and  
withdraw cash from digital accounts at  
its new CashConnect ATM Plus machines, 
which includes paying the venue a fee  
per transaction. 

The ATM Plus terminal enables standard 
ATM transactions such as withdrawals and 
account balances, but also features a QR 
code scanner and a bank note acceptor, 
allowing the ATM to accept notes.

“More venue patrons are using mobile 
apps, so offering them the convenience of 
‘topping up’ their digital wallet at the ATM 
is a highly valued service,” Banktech CEO 
David Glen says. “The customer demand will 
only continue to grow.”

Currently, Queensland venues can operate 
ATM Plus terminals knowing they are not 
breaching any applicable gambling laws, 
according to Banktech, with the Queensland 
Office of Liquor and Gaming Regulation 
(QOLGR) confirming that a venue does not 
breach any laws or its licence conditions by 
allowing patrons to top up a digital wallet with 
cash at the new Banktech ATM Plus machines. 

Banktech is currently partnering with the on-
line bookmaker Ladbrokes to allow Ladbrokes 
customers to top up their digital wallets with 
cash at ATM Plus. Banktech is also working with 
a range of Australian charities to allow patrons 
to make cash donations at ATM Plus and 
receive both a digital and physical tax receipt. 

In providing confirmation, Banktech says, 
the QOLGR understands a Banktech ATM 
Plus machine facilitates “the use of a digital 
wallet for the purpose of making cash 
deposits with a range of retailers including 
online corporate bookmaker, Ladbrokes”. 

“Many of our existing ATM customers are 
upgrading to CashConnect ATM Plus and getting 
themselves ready for a digital future,” Glen says. 
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www.utopiagaming.com.au
Get in Touch!
www.utopiagaming.com.au  |  1800 200 201

QLD
UTOPIA LMO & GAMING SYSTEM
The first approved in QLD in over 
two decades and offers venues the 
latest in network technology.

NSW
UTOPIA LOYALTY & GLOBAL MIMO
Designed to drive venue 
performance and enhance  
customer experience.

DELIVERING 
THE FUTURE 
OF GAMING
NEW RELEASES

FIND OUT HOW UTOPIA CAN DRIVE YOUR VENUE’S PERFORMANCE AT OUR 
ONLINE PRODUCT PRESENTATION WEBINARS.

REGISTER TODAY!

UTOPIA LOYALTY 
Tuesday 10th August  
2.00pm

UTOPIA QLD LMO 
AND GAMING SYSTEM  

Tuesday 10th August 
3.30pm

SCAN TO REGISTER
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Subscribe now for the latest pub news, sales, compliance changes, 
and innovations. Delivered to your inbox fortnightly!

Have you 
checked in...
to the Australian Hotelier newsletter?
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THERE’S A soothing familiarity to 
Australian pub food; a garlic bread to 
start, a cheese-board with crackers to 
share among friends, or a pizza special 
all to yourself after a long week. 

These are just some of the expected 
offerings when you dine at your local 
watering hole, but why do the public 
love these staples as much as they do? 
For starters; they’re cheap, delicious 
and carb-heavy, so it’s unsurprising that 
they’re crowd-pleasers. 

Food trends in pubs are an ever-
changing, revolving door of fads. BBQ 
meats, extreme burgers and poke bowls 
have all had their time as the ‘it’ cuisine. 
Yet, some staples remain and it’s no 
secret that Australian pubs have long since 
relied on carb-laden offerings to act as a 
menu filler, a safe bet for pub operators 
Australia-wide. 

From your local dive bar to the best 
gastro-pub on offer, carbs are oftentimes 
the go-to choice when dining in a pub 

setting. The question is, are they as in-
demand as they used to be – or simply an 
expected part of a pub menu?

Shifting tastes
Michael Lenehan is the general manager 
at The Forest Lodge Hotel, affectionately 
known as The Flodge, in Sydney’s Inner 
West. Although familiar staples are an 
important element of a pub menu, he 
notes that there has been an increase in 
demand for fresher, healthier meals.

“Carbs are a staple with families to keep 
the kids happy. Fries, pastas and pizzas 
are all still popular, although the salad 
and poké bowl market has increased. 
There is definitely a positive swing towards 
providing fresh, healthy options on a 
pub’s menu.”

In light of these health-oriented 
upswings, what can pubs do to stay 
relevant and offer food that people 
will buy time and time again? Lenehan 
stresses that although carbs sell 

themselves, they still have to be upsold at 
every opportunity.

“Your staff should be upselling all 
products and responding to customer 
requests or enquiries in a positive way. 
Customers are a lot smarter when it 
comes to food than [they were], say, 
ten years ago. In general they sell 
themselves, but you have to keep it fresh 
and relevant.

“You can keep the offerings interesting 
using sauces and offering in-season 
produce. It’s also important that you 
follow trends and don’t skimp – most 
importantly, use the best ingredients you 
can,” he says.

Piers Schmid, managing director of 
The Earl Of Leicester, Melbourne, has a 
similar view on the popularity of carbs 
and how to keep them interesting. 

“We see lots of pasta, risotto, garlic 
bread, potato sides and arancini balls on 
some of our weekly special dishes, plus 
cheese & biscuits – they sell well.

Food 
fix Carbohydrate may be a dirty word in some circles, but are the classic 

cravings-busters still menu must-haves, or are they old news when it 
comes to popular pub fare? Holly Slater reports. 

The Earl of Leicester keeps its carb 
offerings fresh using seasonal produce.
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Gluten-free focus
While the place for carbs on 
Aussie pub’s menus looks to be 
rock-steady, meeting the growing 
demand for gluten-free options has 
been a focus-point for many pubs. 
For the gluten-intolerant, dining out 
can be a minefield, so creating an 
inclusive menu is a no-brainer. 

“A menu should be as inclusive 
as possible within your capabilities. 
The more people you can cater 
for the more happy customers you 
have” says Michael Lenehan, who 
has been the general manager of 
award-winning gastropub Forest 
Lodge Hotel for over five years.

“Vegan, gluten-free, vegetarian 
and allergy-friendly food requests 
are becoming normal and are, I 
think, expected by customers in a 
modern menu.” 

The Earl of Leicester’s menu also 
includes gluten-free options and 
its managing director Piers Schmid 
notes the importance of giving 
customers information to decide for 
themselves what they want.

“On our menu, everything is 
labeled as to what it is, GF (gluten-
free) or GFO (gluten-free option), 
to give the customers the best 
information while they are deciding.” 

Goodman Fielder’s Aymin Diab 
says: “As gluten-free products 
become a part of more Australian’s 
lives every year, food manufacturers 
have been put to the test to create 
products that taste and feel ‘like 
the real thing’.

“Goodman Fielder is 
increasingly exploring gluten-free 
options across baking and non-
baking categories to cater to rising 
demand amongst our customers 
and consumers alike. The goal is 
to have a gluten-free range every 
bit as appealing as the original 
gluten options.” 

“We change the specials menu 
during the week, which include a lot of 
carb dishes, keeping them fresh with 
seasonality to make them very appealing,” 
he says.

While focusing on seasonality and fresh 
produce can keep a menu consistently 
appealing, it’s no secret that the humble 
garlic bread is one of the more popular 
staples for Australian punters, and as an 
easy addition to any meal, it’s clear why. 

That said, global food company 
Goodman Fielder also stresses the 
importance of versatility and adaptability 
when it comes to this tasty staple. 

“Garlic bread can be a great base for 
chefs to add a personal touch to create 
something unique – such as a cheesy 
garlic bread,” Goodman Fielder’s Aymin 
Diab says. “Garlic bread is the ultimate 
entertainer and crowd pleaser. It perfectly 
compliments many meals, so a good tip 
would be to remember to add it onto 
menus as a side.” 

The bottom line
While these offerings are all well and good 
for the public to sit back and savour, are 
they providing pubs with a decent profit or 
are they simply expected? 

“We have some light dishes for the 
lighter eaters, but keep potato sides on to 
fill up the dish if customers want a more 
substantial meal. They are expected to be 
on the menu and customers do look for 
them,” Schmid says.

“Some are better than others at 
providing a good profit margin, but we keep 
dishes that customers want. We have a 
good balance on our menu.” 

Heading to the pub for a serve of 
comfort food with friends, it seems, is 
what Aussie punters want after a hard day 
at the office. In order to remain relevant, 
though, pubs should use fresh, in-season 
produce on a rotating menu as well as 
adapt to those with dietary requirements. 

The upshot?  Carbs are an important 
part of pub culture and are here to stay.

Fries, pastas and 
pizzas are a staple 
for families at 
Forest Lodge Hotel, 
although the salad 
and poké bowl 
market is growing.
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MOST PARENTS will admit that it’s the kids who dictate their family dining 
decisions, so the business of finding new ways to entertain and engage these 
youngest patrons is a serious one. 

Colouring booklets, playgrounds and discounted kids menus are the usual 
fare, but there’s a new tech-driven, home-grown offering on the market and the 
Laundy Hotels group, which operates more than 20 venues across NSW, has 
been quick to jump on board. 

The group has launched an augmented reality (AR) family entertainment app 
called Grub Lab to keep its youngest patrons happy so far at 11 of its venues. 

Grub Lab is an interactive children’s activity pack and app that brings colouring-
in and collectible cards to life. It was developed in NSW’s Hunter Valley and has 
been designed specifically for pubs, restaurants, clubs, hotels and motels. 

Laundy Hotels’ executive chef Jamie Gannon says the group is constantly 
looking for ways to offer unique and fun experiences for kids at its venues, so 
Grub Lab was an easy decision. 

“Happy kids equal happy families. And if they have a great experience, we’ll 
see more returning customers as well,” Gannon says.

Using the mobile app and activity pack, kids can colour-in virtually in 3D, they can 
see footy-style collectible cards come to life, and can interact with the characters. 

It’s the first application of AR technology in Australia’s hospitality industry, 
according to its creator, Hunter Valley start-up The Village Co, which focuses 
its tech innovations on this sector. Grub Lab was developed in partnership with 
global food brand, Simplot Foodservice, and is the first in a series of AR products 
being developed, with another soon-to-be-launched offering focusing on NRL. 

“While normal colouring-in offers four to five minutes of entertainment, 
our product offers 45 mins, and that means a couple of beers and dessert for 
parents,” says The Village Co CEO and founder Mick Carr.

Grub Lab was first launched last year, just two weeks before the hospitality 
shutdown caused by COVID-19, so the company took the opportunity to spend 
the next few months fine-tuning the product and has since relaunched it into 

Reality 
check
Laundy Hotels is among the first to 
augment its family dining experience 
with AR technology. Executive chef 
Jamie Gannon discusses the move.  
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Home-grown in the Hunter
Grub Lab was developed in partnership with 
global food brand, Simplot Foodservice by 
Hunter Valley start-up The Village Co,  
which focuses on tech innovation in the 
hospitality sector.

Grub Lab recently secured $1.25m in seed 
funding to advance the technology which, 
according to its CEO and founder Mick Carr, is 
constantly evolving. 

Carr says the company closed its seed round 
within 72 hours, receiving investment from both 
new and existing investors, supported by PKF 
Newcastle Sydney, which also participated as 
an investor.  

“The investment will allow The Village Co to 
continue our growth with a focus on our Grub 
Lab product,” he says. 

And there are more AR applications on the 
way. The Village Co has partnered with the 
National Rugby League (NRL) to develop an 
NRL-themed activity pack. 

This partnership will provide customers with 
NRL-themed experiences with users also able 
to virtually play as their favourite mascot. 

Games and activities will be activated by 
scanning the NRL booklet in the Grub Lab 
app, enabling the next generation of kids 
to engage with the NRL brand in a fun and 
interactive way. 

“The app is evolving, and we are offering 
continuous evolution with new products rolling 
out as we go. We are about to announce deals 
with a big studio and another sporting code, 
to keep it fresh for our customers,” Carr 
says. “We focus on content and product and 
innovation, so venues don’t have to.”

“The industry has faced many challenges 
during the past 15 months, and we hope 
that by partnering with leading national and 
international entertainment and sporting 
brands, like the NRL, our technology will help 
to ensure added value and better experiences 
for families when they dine out.”

the market. Grub Lab is now being used in over 200 venues and is seeing strong 
growth, Carr says. 

A year ago, Laundy Hotels trialed Grub Lab at a handful of its venues, 
following a successful launch. “We launched it at The Marsden Brewhouse at 
Marsden Park, our flagship venue, to 350 to 400 families and the venue sold 
out. The kids love it and so do the adults – and the staff,” Gannon says.

“We provide colouring packs with all kids meals, and this is the next level up 
in terms of interactivity.  Everything evolves. Now our young customers can fly a 
helicopter around the bistro or colour-in virtually on the app.” 

The offering is proving popular in a wide variety of venues, he says. “We have 
a diverse demographic across our venues and it’s going down well in all of them 
– whether that’s on the coast, in a regional area or the CBD – they’re all going 
great guns.” 

Tellingly, Gannon says, sales of kids meals across the group did not slip after 
reopening after the first Covid lockdown last year, despite a slow-down in trade. 

Another benefit, he says, is that the improved entertainment value of the 
app means kids are less likely to need to leave the table, reducing cross-
contamination between patrons.

“We’ve been rolling out Grub Lab slowly, but our food offering will double in 
the space of two years with our upcoming new builds and refurbishes, so we will 
have another five or six venues with Grub Lab once complete.”
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SINCE THE Smash Burger with Bacon created by 
Head Chef Patrick Spriggs was named SA’s Best 
Pub Burger 2021 last month, burgers have grown 
steeply in popularity among diners at the Eyre 
Hotel in Whyalla.

The burger win received much media coverage 
in and around Whyalla – which is located on Eyre 
Peninsula’s Spencer Gulf – and also on social media, 
Spriggs says. “We used to serve around 140 per week, 
and now it’s over 300 per week, it’s been crazy.”

Spriggs’ Smash Burger led the hotel to triumph 
out of 12 finalists who battled it out for the best 
burger title in the annual competition organised by 
AHA SA and sponsored by Thomas Foods Australia.

Judge Christine Stephan said The Eyre Hotel 
burger stood out because of the “deliciousness of 
the patty”. 

“The patty was well seasoned, with beautiful melted 
cheese on it and a lovely charred finish, so there was 
a lot of lovely flavour there,” she said. “The fresh 
ingredients that were added to the burger gave a really 
good balance to the richness of the patty.” 

Spriggs told Australian Hotelier that he was thrilled 
with the win, given he was new to the pub arena, and 
the pub burger challenge, having previously worked 
in high-end bistro and fine dining. 

Eyre Hotel is owned by the South Australian pub 
group Matthews Hospitality, and according to Spriggs, 
they encouraged entries from all of their pubs. 

Spriggs says that since his appointment five 
months ago, daily burger sales had already doubled 
from 70 to 140, and this number has more than 
doubled again since his win.  

“Sales have shot through the roof – the Smash 
Burger, and burgers in general, are now close to our 
biggest sellers. We are struggling to keep up with 
demand, which is a good problem to have.”

It’s the tenth year of the pub burger challenge 
and was an official Tasting Australia Winter Series 
event. It was held in Rundle Mall in front of an 
expert judging panel and live audience. 

Burgers were judged against a list of criteria, 

including presentation of the chef, ingredients and 
burger, taste, meat content and value for money.

AHA SA CEO Ian Horne said: “We know that 
our country hotels hold their own in terms of 
exceptional food, service and experience, so it is 
no surprise that a fantastic venue such as the Eyre 
Hotel has won this challenge. 

“The burger is often the signature menu item of 
the hotel, with venues putting their own spin and 
style as a point of difference. Along with other 
traditional pub fare, a burger offers great value and 
is still incredibly popular.” 

The other finalists in the competition were: Alma 
Tavern, Arkaba Hotel, Bellum Hotel, Christie’s 
Beach Hotel, Crown Inn, Golden Fleece Gawler, 
Halfway Hotel, Hilton Hotel, The Barker, The Grove 
and the Woodside Hotel. 

Burger title boosts business
Head Chef Patrick Spriggs says burger sales have gone  
gangbusters since his creation was named SA’s best. 

Recipe for 
success
What’s the secret to 

a good burger? Head 

Chef Patrick Spriggs, 

whose Smash Burger 

with Bacon was 

recently named SA’s 

Best Pub Burger, says 

it all comes down to 

the patty. 

“You’ve got to make 

your own patty. Keep 

it simple, but use good 

quality ingredients 

– we grind our own 

meat every day. 

“It’s also about 

taking care in every 

step of process. Our 

brioche burger buns 

are made down the 

road every morning, 

we use local bacon, 

and we make our 

own barbeque sauce 

from scratch.”

“Sales have shot through the 
roof – the Smash Burger, and 

burgers in general, are now close 
to our biggest sellers.”
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IN THE midst of a grueling trading environment, and the varying restrictions 
that go with it, hospitality group Odd Culture has been fortifying itself for the 
future with a string of one-of-a-kind new venues, and the recruitment of a 
small band of up-and-coming, handpicked chefs intent on pushing the limits.

Its latest additions include the Duke of Enmore, which has been significantly 
revamped since its acquisition in September 2020, with debutante head chef 
Doug Alvarenga (ex-Surry Hills restaurant Porteño) in tow.

The Old Fitzroy Hotel in Woolloomooloo was also snapped up by the group in 
January this year, at the same time generating applause for its appointment of 
2020 Josephine Pignolet Young Chef Award winner Anna Ugarte-Carral, who is 
taking on her first head chef position at the venue too.

To top it all off, James MacDonald (Hubert, Meatsmith, Builders Arms) came 
on board as group executive chef in January, to oversee the group’s overall food 
offering and to provide guidance to Doug and Anna (among many other things). 

James Thorpe, founder, director and group general manager of Odd Culture, 

Despite ongoing hardships in the hospitality industry, 
Odd Culture’s James Thorpe and his team are 
determined to keep their focus on a better future, 
writes Adam Carswell.

Oddness is 
goodness Doug Alvarenga

explains that 
the opportune 
recruitment 
of the gun chefs 
sticks with the group’s 
overall philosophy of being 
“very much employee based”. 

 “Rather than dictating everything from a head 
office level, we try to hire people at each venue who 
are exactly suited to their roles,” he says.

“Then we give them all the support and guidance 
that they need in order to succeed.

“There’s a lot of other venues out there who 
have head chefs, but they’re basically sous chefs 
– they’re also paid as such – and the orders come 
from head office. ‘Here’s your menu. This is how 
you cook it. This is where you buy the products 
from’. We don’t operate like that.”

At the helm
“As group executive chef, James MacDonald is 
one of the best in Australia, and he came highly 
recommended by people within the industry as 
someone we should put in that (support and 
guidance) role,” Thorpe continues.

“He has a really good eye for detail with back of 
house (operations), and he’s also really creative and 
expressive with his food. He was the perfect person 
to bring in.”
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The Duke makes 
use of its new 

woodfired oven and 
charcoal grill



MacDonald himself says while he works with each 
of his chefs differently, it’s his overarching mentoring/
collaborative function that’s the common thread. 

“With Anna (Ugarte-Carral) at the Old Fitz 
especially, she’s got creative control of the menu, 
and that’s part of our relationship,” he says.

“We run ideas past each other. She might talk 
about certain dishes with me, but at the end of the 
day she’s got full authority.

“It’s more about giving her the support that she 
needs to be thoroughly creative.” 

Ugarte-Carral says she feels “super blessed” to 
be teaming up with MacDonald again after working 
under him at Hubert as sous chef.

“He’s very supportive. And he’s always around 
if I need to call and ask him anything. It’s really 
valuable to me. I have someone who I can trust and 
rely on and I know who’s going to give me honest 
feedback as well,” she says.

“Especially with this being my first head chef role, a 
lot of it is going to him for advice. But he does give me 
complete free rein when it comes to the menu.” 

MacDonald’s relationship with Doug Alvarenga at 
the Duke, who was brought into the fold after the 
new concept and idea had already been conceived 
for the venue, is one that’s set to progress over time.

“I developed the dishes and the style of food 
there,” MacDonald explains. “Because we’ve only 

been open for about two weeks (at the time of 
writing) – that will slowly evolve to become more of 
Doug’s influence across the menu.”

Alvarenga says one of the main reasons he took 
the job at Odd Culture is because he found out that 
James was the executive chef.

“He was someone I would like to work with 
because I have a couple of friends who worked 
for him. They told me he’s very organised and 
very clever. So I thought it would be nice for me, 
because this is my first job as a head chef as well.” 

A fresh approach
Winning relationships aside, the proof is always going 
to be in the pudding (or in the Old Fitz’s case, the 
Pommes Puree) – which Thorpe knows only too well in 
his determinedly individualistic quest for success.

“We’re in this because we love food and 
beverage, and we want to try and do something 
that is really going to leave a lasting impression with 
people,” he says.

“Our (own) move is towards more precise food, 
not significantly more expensive food, just higher 
quality ingredients.

“I think one of the interesting things about our 
group is that we are trying to offer something 
different in each venue,” James MacDonald adds. 

“We’re not trying to have this one generic pub 
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Anna Ugarte-Carral

Simple but well executed dishes  
are the focus at the Old Fitzroy Hotel



schnitzel and burger menu across all the venues.
“I think there’s also a general trend (in pubs) towards offering a 

better style of food and towards healthier options, for example. 
You don’t need to always go for an enormous plate of unhealthy 
food when you go out to eat.

“It’s about putting in better procedures, having higher 
standards in the ingredients that we use, and basically 
implementing a more precise offering – more or less buying in 
more (raw ingredients) and turning them into better dishes.”

A quick look at Anna Ugarte-Carral’s upstairs Brasserie menu 
at the Old Fitz, which highlights her preferred cooking style of 
keeping it “pretty simple but very well executed”, is a case in point.

Dishes on the menu pre-lockdown included Honey Bug Prawn 
Marinara with Pappardelle, Beef Bourguignon and Pomme 
Anna, and Duck Confit with Pommes Puree and Frisee Salad, all 
hovering around the entirely reasonable $28-$32 mark.

“We’re using really beautiful ingredients and we like to let those 
ingredients and the cooking shine. It’s quite pared back,” she says.

“I’ve got a really good relationship with a lot of my suppliers, 
so they’ll give me a call if they’ve got something they think I’m 
interested in, and then I’ll work from there.”

“It’s also really important to try, where I can, to have items on 
the menu that aren’t too intimidating, price-wise.” 

“So we’re slowly splitting the menu up into a bar menu 
downstairs, which is more approachable, where you can drink 
beers or have some wine, and the menu’s a little bit more snacky.

“But then, also to offer dishes that if people are willing to spend 
more money, they can choose their own adventure kind of thing.” 

Changing it up
Switch to the Duke - where Alvarenga, MacDonald and the team 
have spent several months rebuilding the kitchen, including 
installing a new woodfired oven and charcoal grill – and the menu 
is an entirely different kettle of fish.

Think woodfired flatbreads topped with: Spaghetti squash, 
guindillas, and sheep’s yoghurt; Bone marrow, preserved lemon and 
capers; or spiced mussels, dill and nigella seed (all $22-23 each). 

“We’re not doing classic pub food,” Alvarenga explains. 
“Something I like is simple but nice, with a lot of flavour. What 
we’re doing is a little bit different, something that people want to 
eat when they have a drink and dinner with friends.”

“There’s a lot of vegetarian (on the menu) too, because here in this 
area, more and more, there are a lot of people who ask for that.” 

Determined to push on and consolidate his venues for the time 
when normal trading can properly resume, James Thorpe is quick 
to reflect that, despite the recent anxious days and weeks, “this 
whole period has been a great chance for our industry to hit the 
reset button on a bunch of expectations”.

“Food and beverage is the one industry where the margins have 
been so razor thin that it has really sat on a knife’s edge for the 
past, say, ten years,” he says.

“It’s not fair that hospitality alone has lived on that edge while 
other industries don’t.

“One thing that is a little frustrating is that while people (these 
days) are more aware of what they’re eating, they also have a 
price expectation,” James MacDonald adds. 

“That’s fantastic – but if they want to have sustainably-caught 
seafood and better quality, branded beef, they need to be 
realistic (about price).

“There’s also inevitably the occasional person who’s upset they 
couldn’t get their Mac and Cheese. For me, that’s unfortunate, 
but we’re trying to do something better than that.

“At the end of the day, those people who came in and spent 
that small amount of money (on cheap dishes), they weren’t 
supporting a viable food offering out of the venue.”

Thorpe says that in a labour climate like Australia, where 
wages are rightfully high, it ultimately comes down to how much 
customers are willing to pay.

“We’re of the opinion now that basically, if you’re not willing to 
come to the pub and spend (a reasonable amount), stay home.” 

 Odd Culture founder  
James Thorpe

Group executive chef 
James MacDonald
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Hallmark Group Directors (left to
right), Matt Heanen, Joe Heanen,

Scott Hempel, and Sean Heanen

Ghofrani’s two guiding 
principles were  

organic and light
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THE CAVILL has proven itself as an ideal location 
for a night out on the Gold Coast, popular now 
and in its previous life as Melbas Restaurant 
and Bar. The change of name took place last 
year when Hallmark Group bought the business. 
The group also owns nearby Gold Coast venues 
Asylum Nightclub and Finn McCools.

Hallmark Group director Joe Heanen explains 
that the group has been operating The Cavill 
for just under a year since opening to the public 
in October last year following an eight-week 
renovation. As Melbas, the site had undergone a 
renovation only a few years before, but Hallmark 
Group saw potential in the venue as a place that 
could be reputed for its dining, bar, contemporary 
ambience and adaptability – in short, a destination 
venue with a distinctly different offering to its other 
nearby venues McCools and Asylum. 

“The Cavill Hotel set out to be an establishment 
for everyone, whether young or old, in their 20s or 
in their 60s,” Heanen says. 

“A major focal point is the modern menu and 
dining area, which was strategically crafted 
to connect friends and families over delicious 
main and share plates. From start to finish, this 
renovation was tailored towards exemplifying a 
lively, upbeat and friendly environment for all 
– whether for after work drinks, a meal with the 
family and friends, a Sunday session destination, or 
for a night of gaming entertainment.”

HISTORICALLY INSPIRED
Hallmark Group engaged interior designer and 
conceptualiser Borhan Ghofrani who was tasked 
with redeveloping the site, and in so doing, he 
considered every aspect of the client’s experience 
within the venue: the amenities, the aesthetics, the 

smell, acoustics, and use of space. The resulting 
design concept earned Abu Dhabi-born Iranian 
Ghofrani the Queensland Hotels Association’s Best 
Redeveloped Hotel Award this year.

At the heart of the redevelopment is a strong 
identity that defines the brand. 

“For me, brand is ‘how do people experience your 
business?’ So, that incorporates the music, the smell, 
the menu,” says Ghofrani. “Once the space was done, 
the ‘brand bible’ booklet I’d created was used to 
redesign the website, to inform the photographer on 
how to depict the space, and so on.”  

The Cavill benefits hugely from its central position 
in Surfer’s Paradise, nestled amongst busy shops, 
close to Surfers Paradise Beach, the Beachfront 
Markets, and accommodation venues. Not only is it 
ideally situated to draw locals, but it is a drawcard 
for travellers seeking a meal, a drink, entertainment 
and genuine, expertly-delivered hospitality.

The hotel is located on Cavill Avenue, named 
after hotelier Jim Cavill who launched the venue 
as the Surfers Paradise Hotel in 1925. It was a 
16-room timber hotel set on 25 acres when he 
bought the site for £40. Not only did he establish 
the hotel as a central meeting place for visitors, 
but he successfully lobbied for the name “Surfers 
Paradise” to replace “Elston”, resulting in an official 
renaming in December 1933. Fire destroyed the 
timber hotel in 1936, and it was replaced by a 
brick hotel which opened a year later. The history 
of the hotel has been an integral element of the 
redevelopment, honouring his entrepreneurial spirit 
and desire to celebrate the beachside location as, 
indeed, a paradise.

“I’m new to Australia so I went through the photos 
of Melba, and from what I read it had lost its heyday 
and its vibe,” explains Ghofrani. “We are celebrating 

Connecting  
to the past
An immersive experience plus strong and consistent branding is a winning 
combo for The Cavill on Queensland’s Gold Coast, writes Cat Woods.

 
“A major focal 

point is the 
modern menu 

and dining 
area, which was 

strategically 
crafted to 

connect friends 
and families 

over delicious 
main and 

share plates.” 
Hallmark Group 

director Joe 
Heanen

The bar is central 
and is a social point 

of the design
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Jim Cavill, who has a wonderful story. 
I found the connection with how much 
he’s done to elevate the area inspiring in 
creating something which gives homage to 
the prestige of the location. The choice of 
colour, materials, music and feel fruits from 
that. I wanted to incorporate the fun, the 
frivolity and the proximity of the beach.”

A LIGHT TOUCH
When Ghofrani first observed the hotel, he 
noted that the space felt like a sports bar, 
packed with TVs, and “overwhelming” use 
of neon colours. It was not as trendy as the 
space could be, in his opinion. 

“I really thought once my client took 
the site over, we could bring in the vibe 
that it used to have. I wanted to maintain 
that element of light and creating a space 
that embraces families, girlfriends having 
lunch, perhaps aged 25 to 45, a perfect 
balance between men and women.”

He was mindful of not creating 
competition for the nearby Finn McCools 
Hallmark venue, which is positioned as 
more of a sports bar. The Cavill has an 
aesthetic that draws attention to the bar 
and the dining area as a priority, with 
the gaming section to the side rear of 
the entrance where it is evident to those 
seeking it, but not screaming for attention. 
For Ghofrani, his two guiding principles 
were organic and light.

“For such a wonderful location with a 
big plaza in front of it, I selected materials 
that were luminescent to make the most 
of the light during the day and then to 
be cosy in the evening,” he explains. 
“Whether it’s a nightclub or a pub, I first 
try to immerse myself in the story and 
culture, the history of the space. So many 
projects are branded separately to design, 

or design is separate to how the business 
operates. I try to encapsulate all the 
elements together: the name, the menu, 
everything. My relationship with Hallmark 
is wonderful but unusual because I’ve 
done so much work with them. The Cavill 
was our fourth or fifth project so they 
knew my process. They said ‘here’s the 
space, we have to re-do it, re-brand it’.”

The light, yellow-based wooden 
flooring and slatted screens embrace 
a beachside coastal mood, while blue 
textures and fabrics also reflected the 
sense of the ocean being nearby. “There’s 
a touch of faux-leather within the booths 
for warmth,” adds Ghofrani. “The bar 
remains central which creates a mecca-
like circle, so it’s a very social point of the 
design. There’s a very confident use of 
green in terms of vegetation, which brings 
in that fun, organic energy which makes 
the space feel more homelike and comfy. 
We covered the seats in quite humble 
material, to avoid making the space feel 
too decadent or exclusive.”

The use of artificial vegetation was well-
considered since trying to maintain living 
plants within a hospitality venue was too 
costly and risky. The quality and the design 
of the artificial vegetation is central to 
whether it looks enticing and trendy, rather 
than the opposite, explains Ghofrani. 

“The vegetation is artificial of the 
highest grade to withstand the UV 
exposure. The arrangement really makes 
it impactful, because the danger of not 
getting artificial vegetation correct can 
look crass. You do have to consider 
dusting it, and ensuring it is maintained 
obviously, being a food venue.

“I kept on telling the team that the 
concept was organic and beachy.”

BROADER APPEAL
The space has to cater to footy shows, an 
acoustic music evening, and to embrace 
a multitude of uses and different groups 
wanting different things at different times.

“Because my speciality is business 
design, rather than artistic, I believe in 
serving the client first. So, for Hallmark, 
they didn’t give me a budget but they know 
that I am very specific with my designs to 
ensure I can justify the sustainability of the 
materials I use and every line I draw.

“When I propose things, I’m so 
conscious of the selections, and I’ve 
visualised them so many times before I 
go to the client with my proposal, that it’s 
almost cathartic to see the result.

“We’re in a time right now when 
customers have so much choice, as a result 
of so many different pubs and businesses 
and global travel. To ensure that you give 
people something impactful, different 
and immersive – whether they’re out by 
themselves or with friends and family – 
that’s how important it is to create a venue 
that offers the complete experience, and 
ticks all the boxes. Hiding behind cheaper 
drinks, a dated menu is not recognising 
that people really invest in going out, and 
especially post-COVID when people are 
more careful with money.”

The new Cavill is already attracting the 
broader demographic that the new owners 
intended, according to Heanen. 

“The renovations have diversified our 
offering and therefore our customer base. 
We are drawing a broader crowd of locals 
and travellers alike – whether they come in 
to watch the football, enjoy a meal, indulge 
in the gaming lounge or pop by for a drink, 
the renovations have meant there is now 
something on offer for everyone.”

Venues can no longer hide behind 
cheaper drinks or a dated menu, 

 The Cavill’s designer says
The gaming section is evident to those 

seeking it but doesn’t scream for attention
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THE LANDMARK cleaned up at the recent 2021 Hospitality NT 
Aristocrat Technologies Awards for Excellence after just three years in 
trade. The recently built venue romped home with a host of awards 
including home Best Overall Metro Pub, Outstanding Hotel Community 
Service & Achievement and Best Sporting Entertainment Venue.

Director Justin Coleman, who operates the family-owned and 
operated three-level venue in Yarrawonga near Darwin alongside 
his brothers Michael and Tony Coleman, says the awards were a 
highlight following the challenge of the previous year.

While The Landmark has not seen the same bounce in trade as 
its city-based counterparts, he says, it has experienced a solid 
year so far.

“We are a greenfield site, so for Covid to hit after such a large 
investment – the future at that point looked potentially quite 
bleak. Good decision-making by governments and industry bodies 
and exceptional support from the local community when trade 
recommenced has meant, at this point, we have come out the other 
side in a strong position with an optimistic view to the future.”

Coleman points to the venue’s focus on entertainment most 
nights of the week as the reason behind its continued momentum.

“Human beings are naturally social creatures. We can be 
confident into the future that while technology has certainly 
changed the way we interact, there’s little doubt that people need 
that face-to-face contact, and I think we can go forward as an 
industry knowing that people will always want to socialise in our 
venues provided we can make them safe.”

Coleman says the recent awards provided “a real shot in the 
arm and were a real credit to everyone involved in our business, 

from managers, wait staff and 
chefs, to musicians, bartenders and 
security personnel”. 

“We were particularly pleased to be acknowledged for the 
Outstanding Hotel Community Service & Achievement award,” 
he says. “Our family has been in the Territory for more than 80 
years, and has instilled a philosophy in us that if you support your 
local community, they will support you back.” 

On the drawing board
Going forward, the group will continue to look for other 
opportunities in the Darwin market. “Having run and operated 
many other venues, including The Bell, Shenannigans and The 
Deck Bar, we always keep an eye on new opportunities and look 
forward to the opening of our newest venture, Breezes Bar & 
Bistro in Muirhead in mid-2022,” Coleman says.

The Landmark will continue to focus on meeting the needs of 
its fast-growing, vibrant young local community, he says, as well 
as developing its team and providing them with opportunities for 
advancement to help tackle the industry-wide issue of staff retention. 

 “This trend looks likely to continue for the next 12 months 
to two years at least. Hospitality NT, governments and other 
industry representatives are trying to implement strategies to 
overcome these difficulties and ensure that we are well placed to 
take advantage of this increased demand. 

“In the meantime, we will continue to strive to have the best 
work environment possible, but at the same time, we don’t 
underestimate the challenges ahead.”

Charting  
new territory
NT venue operator Justin Coleman reveals his winning formula. 
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