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“Be part of your
growing local
community of

new customers”

What’s most important for your business today?

» More customers
« Reduce business costs
« Reward your customers and build brand loyalty
« Improve your lifestyle and build personal wealth
* Fee free merchant trading

If you as a business owner would enjoy any or all of the above, then it's time to
engage in the latest digital currency payment solution for your business.

Zero entry cost and zero transaction costs to take on extra customers.
Visit Qoin to find out more and book your no obligation appointment.

goin.world QOI n
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Basket
Range
Sandstone

Basket Range sandstone has been used extensively
throughout South Australia for over 100 years and
our quarry continues to produce traditional finishes
in both solid block and veneer. If you would like to
match existing sandstone to restore your property to
its former glory or would like to build an addition,
please give us a call on (08) 8390 3420.

Basket Range Sandstone provided the
stone for the feature fireplaces in The
Barker Hotel's internal renovations.

The quarry's random walling stone has
added an earthy, natural feel to the
redevelopment of this historic hotel.

<Er 262 Basket Range Rd, Basket Range, SA, 5138 '%:, (08) 8390 3420 @ sales@basketrangesandstone.com.au @ basketrangesandstone.com.au
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Striving for
the Best

Outcome to the
COVID-19 Crisis

When | originally penned this column in
early March, the following issues were
front of mind for the AHA.

The twice annual excise rises was a
headline item. It was (and remains)
time for all of Industry to get on the
same page and fight the Federal
Government to halt 71 tax rises in 35
years. Paying $2.26 per litre excise

on beer in tax is simply beyond
acceptable. It makes us the fourth
highest taxed nation on earth for beer —
17 times more than Germany.

| also raised concerns about the effect
of the devastating bushfires and a
concern in Asia called coronavirus,
which, combined with the bushfires
was having a negative effect on

. our accommodation venues. That

I: rO m 't h e P re S | d e n‘t downturn demanded South Australia

finally fall into line with major overseas
DAVID BASHEER - AHA|SA PRESIDENT regions and properly regulate Airbnb.

Other issues of industry concern and
interest were also raised. The AHA|SA
has not lost sight of these issues and
there will be an appropriate time to act
on members’ behalf.

But our lives right now are consumed with
the COVID-19. It affected our industry first
- and has hit us the hardest.

It has taken a heavy toll on our members,
our amazing staff who have suddenly
found themselves in Centrelink queues
for the first time in their lives, and our
sponsors who have seen their supply
chain destroyed and had to deal with their
own circumstances.

This is a national and global upheaval
that suddenly our members — from large
city operators though to the mum and
dad country pubs - find themselves in the
middle of.

Hotels have always been the custodians
a Ha | S a of people’s good times. People’'s happy
Australian Hotels Association (SA) memories. People’s social circle. This will

continue when the time allows.
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The AHA has lobbied extensively on
behalf of our membership. With so
many competing calls for government
assistance, we have ensured the AHA
voice continues to be heard loudest.

Important meetings have been held on
multiple occasions with the Premier
Steven Marshall, along with the Attorney
General Vickie Chapman and Treasurer
Rob Lucas.

The Leader of the Opposition Peter
Malinauskas and Shadow Treasurer
Stephen Mullighan have been widely
engaged to ensure there is a bi-partisan
approach to our needs.

Several meetings have also taken place
with key Government officials and
agencies ranging from the SA Health Chief
Medical Officer Dr Nicola Spurrier, SAPOL,
the local Government Association and the
Small Business Commissioner

There has been a high degree of
collaboration with our national office and
all state branches as we share experiences
and opportunities.

For example:

The ability to use our nationwide strength
with the Federal Treasurer and the
Australian Bankers Association when
many of our members were excluded
from the original bank guarantees has
meant many of our members have the
best possible chance to survive this crisis.

Our negotiations with the Fair Work
Commission to change the HIGA in

an extremely short time frame saved
members’ both wage expense and jobs.

At a State and Federal level, we were able
to negotiate agreeable payment terms
with many sponsors, including Foxtel, Sky
Channel and One Music.

FUTURE ACTIONS

Now the focus is two-fold. Firstly, to
extract the maximum benefit from the
State government’s $300m industry
rescue package. This is required for
survival during this current difficult period
but also for critical financial assistance
during the recovery mode.

Secondly, what does a partial reopening
look like? Enormous work has gone into
this to give government the confidence
that we have the model for our venues

to be safe. Being able to successfully
demonstrate this point means that we can

accelerate what we all desperately need;
normal trading to return.

What has become obvious though this
crisis is the strength of the AHAISA office.

Our team has done a remarkable job
fielding an unprecedented level of calls
and emails from virtually every member.
They have done this calmly, patiently and
provided the most accurate, up-to-date
information available in what has been a
rapidly moving environment.

In the period around the closure of our
venues, it was the IR team that bore
the brunt. Owen Webb has illustrated
why he is considered a leader in his
field. Gary Coppola and Didier Vollerin
provided invaluable support, along with
Katherine Taylor who spearheads our
accommodation division.

The ability to use
our nationwide
strength with

the Federal
Treasurer and the
Australian Bankers
Association when
many of our
members were
excluded from
the original bank
guarantees.

Anna Moeller has supported lan Horne
brilliantly in crafting a document to
government that sets out our members’
immediate and long-term requirements
from the $300m industry package.

Others in our office have all stepped up -
often working in areas outside their normal
environments to support where possible.

As always, in a time of crisis we look
for leadership, and lan Horne has been
simply outstanding. Co-ordinating our
entire response, he has lobbied, advised
and worked with a range of government

WWW.AHASA.ASN

personnel in a dynamic and highly
challenging environment. Alongside that,
lan has had to ensure our office response
to members has been elevated.

All of our membership is very grateful for
the combined efforts and we say thank
you on a job well done.

It is our membership that has copped it
hardest. Hard-working individuals and
families that have had their efforts and
plans scuttled.

This whole episode is hurting us all now
but for some it will leave lifelong scars.

| urge you to reach out to organisations
such as BeyondBlue (1800 512 348) for
help if the emotional and mental stress is
getting too great.

Looking forward, as we have done
throughout every challenge placed before
us over our time together ... we will prevail.
We shall remain. We will rebuild.

RICK LOVELL RETIREMENT

| don't want to let this opportunity go

by without acknowledging Rick Lovell.
Rick will retire from AHA|SA duties at the
upcoming election.

He has served on the AHAISA Council for
almost 40 years. In that time, we have
had one secretary/ treasurer, providing
us with stability and incredible depth of
knowledge.

Rick is a Life Member for good reason. His
wise counsel has been exemplary and he
has transformed our financial position so
that we are now in a very solid position.

His stewardship has meant we have
always had funds available to fight
major campaigns, including the wine-in-
supermarket battle and Xenophon threat.

Even though we have been forced to
spend aggressively recently, he has
ensured AHA|SA coffers remain well-
resourced for the next challenge, which
seems to materialise quicker and quicker.

And Rick’s final legacy is the solid state
of the AHAJ|SA finances which allows us
to approach times of uncertainty with
confidence. On behalf of all Members, |
wish Rick and Cynthia best wishes for
next chapter of their lives.

Lok e

David Basheer, AHA|SA President

AU | HotelSA| 5



Forward Focus

At the time of writing there is great
speculation as to the likelihood of some

I: rO m 't h e G e n e ra | level of relaxation of the industry shut

down. To some extent, this optimism is
M a n a e r driven by the fantastic results in South
g Australia in terms of low levels of new
IAN HORNE - AHA|SA GENERAL MANAGER infections, highly successful ‘tracking’
of those infected, a lower death rate than
experienced in most other parts of the

world and the harsh economic impact
that the shutdown has wrought!

Furthermore, the bold posturing of major
national sporting codes setting dates for a
return to playing indicates some sense of
things returning to normal. Only time will
tell if their optimism is rewarded!

To balance that optimism is the more
harsh assessment of many health experts
and medicos, and the consensus amongst
them that if a return happens too soon

it could trigger a deadly second wave

of infections as now seen in Singapore.
Many in the health profession continue to
warn that we may still be months away
from significant loosening up.

However, it will happen! Clearly no one

a Ha | S a knows what or when it will happen but we

can make some ‘best guess’ predictions
based on the expert advice as well as

Australian Hotels Association (SA)
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examples of other countries that are
further along the curve and already
loosening up.

It is fair to say that based on the political
and medical commentary returning to
‘normal’ will more likely be a gradual
easing of restrictions. It is argued this

is because allowing people to mix freely
would cause infection numbers to spike
dramatically and undo all the good work
that has been achieved particularly
through social distancing.

Peter Collignon, a Professor of
Microbiology at ANU is quoted as saying:

“Social distancing could not be switched
off like a light switch but would need to be
more like a light switch with a dimmer!!”

Many experts identify the hospitality
industry as particularly problematic. The
very nature of hotels, bars, pubs, clubs,
restaurants, cafes etc is their social
nature, that is you go to a hospitality
venue to engage with others to share the
fellowship and general camaraderie of
being together. Hotels in particular are
so often a first choice for celebration and
commiseration.

And that is our challenge. As Federal
Health Minister Greg Hunt has said many

Kentish Hotel

EMERGENCY
FRONT LINE
PERSONNEL

GET 30%

OFF FOOD

TAKEAWAY
The pickled buck N @ W

“.the AHA

both in SA and
nationally have
been developing

a set of protocols
to make such a
transition easier..

times, the re-opening of business will be
‘targeted and gradual’.

Further indications from the Prime
Minister suggest that it will be mid-May
before any loosening of restrictions would
be considered.

That said, it is not unreasonable to
consider that hotels and hospitality will
have a capacity to open in at least a
limited form sooner rather than later and
in anticipation, the AHA both in SA and
nationally have been developing a set

of protocols to make such a transition
easier for health experts and governments
to support.

WWW. AHASA. . ASN.AU

The Greenock

Arab Steed

Maintaining public space and the work
environment with enhanced hygiene
practices will be an absolute expectation.
Staff training in understanding what
COVID-19 hospitality hygiene practices
mean will be essential as will the provision
of appropriate Personal Protection
Equipment (PPE) for staff and patrons.

Of course the most important one will be
the ability to maintain social distancing.

The AHA protocols are much more
extensive but this give you a taste of what
we can expect. The effort we put in now
will go a long way to ensuring when we
open, we stay open!!

| wish every member well and encourage
you to use every level of financial

support offered by the Federal and State
Governments. | also encourage you to
approach your local government for
“hardship relief” and importantly use the
AHA|SA as your key resource to ensure
that when re-opening comes you have the
best chance to succeed and prosper.

S oo

lan Horne
AHA|SA General Manager

| HotelSA | 7



2020 AHA|SA CORPORATE PARTNERS FUNCTION

The AHAISA hosted the annual new year celebration for major these companies provide to the association and the SA hotel
corporate partners at the Robin Hood Hotel on Tuesday 3 industry. New Silver partners, including Agile Group, Bunnings
March 2020. Diamond, Platinum, Gold and Silver partners were Group and Lima One Protection Group, were presented with
joined by the AHA|SA Council, group hoteliers and staff. The commemorative plaques by AHA|SA President, David Basheer.
informal network recognises the ongoing and generous support

- —
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AHA|SA Staff Spotlight

BRONTE McCARTHY, MANAGER - FINANCE & ADMINISTRATION

WHEN DID YOU JOIN THE AHA|SA? WHERE IS YOUR FAVOURITE

?
January 2011. | also spent six years at the AL P = i Lot

AHA|SA from 2000 to 2006. Over the past four years or so | have
WHAT ARE YOUR KEY tf;orougljilyinlioyedlV|s|_|t|‘ngh%utbe|1<cI;ASA in
RESPONSIBILITIES AT THE places fIke ATkaroa'a, eigh Lreek, Marree,
William Creek and Lake Eyre. You can
AHA|SA? . .
definitely feel the serenity!

IF YOU COULD ASK ANY THREE
PEOPLE IN THE WORLD AROUND
FOR DINNER, WHO WOULD YOU
ASK AND WHY?

| do all of the financial reporting for both
AHA|SA and Gaming Care, along with all
financial returns such as BAS/GST, payroll
tax, FBT, WorkCover and superannuation.

WHAT IS YOUR PREVIOUS WORK

EXPERIENCE? Dr Charlie Teo — a very talented

Neurosurgeon who has done some
| was previously employed in financial wonderful work with people.
roles in shipping, local government, hotel

; Barrack Obama — | think he would be a
and horticulture.

very interesting person.
HOW DO YOU OCCUPY YOUR TIME

OUTSIDE OF WORK? Danny Bhoy — Scottish comedian

— I love his humour.
My wife and | are carers for a disabled
child and this occupies a fair bit of my
time as | work a lot with him.

Beer Dispensing Equipment
- Sales - Service -Installation

Andale is Australia’s largest manufacturer, supplier
and installer of beer dispensing equipment. Proudly
Austalian made and owned since 1946,

- Glycol Beer Systems

- lce Bank Beer systems

- Mobile Bars

- Portable Beer Systems

- 002 Monitors

- A55034 Gas Systems

- Preventative Maintenance
- 24/7 Breakdown Service Lot Baanh
- Spare Parts AND OWNED

Andale's service and installation team cover the entire
state of South Australia and the Northern Territory. Call
for a free quote on your next Beer Dispensing System.
Mo installation is too large, too small or too far.

Visit our showroom at 379 South Road, Mile End South
Phone: (08) 8234 0388 Email: andalesa@andale.com.au

www.andale.com.au
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CITY ICON LAUNCHES INTO STRATOSPHERE

WORDS: TIM BOYLEN PHOTOS: SERPENTINE STUDIO

“ OPTIONS
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In the midst of the COVID-19 lockdown, The Strathmore Hotel
has emerged as a stunning success story, blending the original
heritage of colonial Adelaide with contemporary pub design.

At a deeper level, it has become a beacon of hope during a time
of unprecedented adversity — and a poignant reminder to the
community and political leaders that pubs are family affairs, with
personal livelihoods on the line.

Nothing has been left untouched during The Strathmore’s multi-
year, multi-million-dollar renovation.

One of the first features you see upon entering is the soaring
western wall; a design statement that oozes history.

This is no ordinary wall. The Strathmore is one of Adelaide’s
oldest pubs and the bricks were probably laid by SA’s first
settlers. (The Strathmore is located about a kilometre from the
spot where these entrepreneurial souls first pitched their tents on
the banks of the River Torrens.)

The wall runs two-storeys high, rising 7.5 metres through a
recently opened void in the first floor.

COCA-COLA AMATIL CONGRATULATES

DAVID BASHEER sy

ON THE REOPENING OF THE STRATHMORE HOTEL

WWW.AHASA.ASN.AU | HotelSA| 11



Yet the crowning glory is upstairs, where the previously enclosed
balcony has been transformed into an open-air Verandah Bar
and Dining. Patrons are treated to treetop views over North
Terrace; through maple leaves to the historic Railway Station and
Parliament House. Thanks to a retractable overhead roof, floor-
to-ceiling glass and windows that swing open, you can hear the
tram bells in summer and spring, yet close up the space and still
enjoy the views in winter and autumn.

“One of the catalysts for the renovation was the decline in
upstairs trade,” said owner David Basheer.

“The ground floor had been growing rapidly with the traditional
market but the balcony restaurant, which was popular through
the 1990s, was in decline,” said David.

To retain the pub ambience, four key goals were “set in stone”.

“The ground level needed to be an evolution so that it was
more on trend - but the first floor needed to be a revolution, a
completely new business model,” he said.

“The second core goal was to bring the pub to the street, upstairs
and down, so that we got the benefit of passing traffic.

“Number three was to give us a connection between upstairs
and down. Before the development there was zero interaction
between the two. It was almost two separate businesses.

“Finally, and most importantly, the redevelopment had to be true
to the fact that The Strathmore is a pub, a pub, a pub.

“Our competitors in the local area are multinationals and
government or semi-government enterprises.

“We are a pub and we need to stay authentic.”

To reinforce the concept of an authentic South Australian pub
located in the heart of the city, a new sign at the front of the
premises displays a digital readout of the number of days it
has been family owned. At the time of writing, that number was
17,488 continuous days.

A PUB, APUB, APUB

Taking an aerial view of that section of North Terrace, The
Strathmore is the lowest building in a high-rise precinct. The
potential was not lost on the husband-and-wife team of David
and Trina.

“We did consider developing upwards,” said David.

“Football coming to Adelaide Oval was the catalyst for the
development. We sat back for three years to see how it would
play out.

“The hotel is not a designated historic site so we could have built
up, we could have opted for a high-rise mix of residential and
hospitality, even retail and commercial.

“Trina, myself, my brother Rick and sister Sonia, looked at this
option for about 12 months and spoke to several potential
partners. But at the end of the day, we're publicans and we chose
to develop the site as a pub.

“We're a family business and we want that authenticity to

come through. We're a family pub that just happens to be in an
international area of Adelaide — and frankly, it's a great point of
difference. We are going to be us — The Strathmore - and behave
like us —a pub”

STRATHMORE HOTEL
1K ARE PROUD SUPPLIERS OF THE STRATHMORE HOTEL
IMAGE FEATURES THE BEETLE CHAIR

1000 CHAIRS

NEW SHOWROOM

152 MAGILL ROAD
NORWOOD SA 5067

08 8132 0984
WWW.1000CHAIRS.COM.AU

L]}
1000 CHAIRS
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For joinery of an
exceptional standard,
professional
workmanship and
outstanding customer
service, choose

Gap Joinery!

DECADES OF INDUSTRY
EXPERIENCE

Gap Joinery is a locally owned and
operated provider of expert joinery
services to clients across Adelaide. We
were established in 2013, but have over 40
years of industry experience, which gives
us real expertise in all areas of joinery, and
the ability to achieve the perfect finish that _
only comes from experience. ) 1 I

www.gapjoinery.com.au | 8250 6552 ‘JO|NERY

Commercial Interior Joinery | Residential Interior Joinery | Shop Fit-Outs | Office Fit-Outs | Custom Made Joinery
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CONGRATULATIONS TO DAVID BASHEER FROM
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FOOTPATH

Thanks to the glass ‘wall’ on three sides, pedestrians can see into
the verandah area from any approach.

That's the first clue that The Strathmore has changed
substantially; the second sign will be the revitalised footpath
dining and drinking area. When COVID-19 restrictions are lifted,
the final touch will be to remove the ‘old-school’ street furniture
and replace it with modern, flexible seating, to give it more of an
open café-style feel.

However, true to the “it's a pub, a pub, a pub” ethos, the beautiful
Tasmanian Oak timber underpinning the first-floor verandah has
been kept to retain history and character.

“We modernised our street presence because it was critical that
it reflected what was happening inside the venue,” said David.

And there's a lot happening inside!

Entering the ground floor area, patrons walk through a short deck
area that has casual furniture and indoor plants. This section
acts as a transitional drinking space which leads into the ground
floor dining area (Café One Two Nine) and the ‘outdoors’ Garden
Bar and deck at the rear, with its eye-catching Madagascar
Ponytail Tree. To the left, the ground floor bar has tripled in size
and reaches almost to the street.

To the right is that magnificent exposed brick wall mentioned
earlier. The brick is a feature that is carried throughout the entire
hotel, often interspersed with bluestone. The décor is eclectic;
sometimes vaguely rustic but always contemporary. This is also
true of the upstairs furnishings, although on the upper floor the
presentation is more refined. It is yet another link that brings
together the two levels.

“The bar on the ground floor has been extended to be much
closer to North Terrace. This area is aimed at existing clientele
that have been very loyal during the renovations,” said David.

“It will retain its Stonegrill flavour, but we have also added the
open kitchen with its statement white pizza oven.” (Stonegrill is
where granite stones, mined in Mintaro, are heated to 400° and
placed in front of diners to enjoy their meat of choice.)

A light well and several sky lights have been installed to draw
natural light into the centre of the ground floor.

UPSTAIRS

The upstairs space is much larger than before. Facing North
Terrace from the top of the new staircase, a modernised hotel

[00pservictS 4

Delivering everything you
need to help make your
business a success.

131 733 | PFDfoods.com.au

dining sits to the left (west), while the Verandah Bar area sits to
the right. These areas are separated by the upstairs bar, which
has been relocated to be the hero of the area in the middle of
the space.

Both areas push much deeper into the hotel than before because
a significant amount of extra space has been recovered by adding
the long-shuttered accommodation rooms to the open plan. A
range of other features add to the flexibility of the balcony area,
including:

+ asmall boardroom-cum-lounge leading off the Verandah Bar,
which has been named Verandah Private, and is equipped with
the latest business presentation technology.

+ glass partitions to zone sections for functions

furniture on wheels that can be divided to create informal
barriers

“We are blessed by the location and the challenge for the first
floor is to become known as a destination venue in the CBD,’
said David.

“The first floor is premium - but it is premium with a small p/,

not a capital ‘P". We're still an authentic Australian pub in the
heart of the city and we'll always be true to our roots as a family-
owned operation.”

MENU

While downstairs offers traditional pub meals, upstairs provides a
sophisticated, hotel restaurant experience.

Simon Bryant, formerly of the Hilton Hotel and The Cook and
The Chef TV program, acted as a consultant in the development
of the menu. This has gone multiple incarnations, especially as
COVID-19 has pushed out the opening season.

“Simon helped us to think outside the box,” said David.

“Our food offering will have a strong SA theme in the restaurant,
with a theme of ‘What grows together, goes together’.

“The menu will showcase South Australia’s regions. Simon has
opened the door to boutique SA suppliers and his own network.
His knowledge is amazing.

“He has also helped mentor the team through the process and
we are very excited by the result.

“Our executive Chef, Matthew Sherriff, did his apprenticeship with
the Basheer Group and then went away to develop his skills. It's a
wonderful sense of symmetry to have him back and working with
Simon to create something new for South Australia.”

WWW.AHASA.ASN.AU | HotelSA| 15



...Ir_a_.p L v ..

: .a #ﬁ?ﬁ%&ﬁ g ol

AU

CRAFTED ALES NOW IN CANS

DrinkWise
org.au
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The upstairs area has its own purpose-built open kitchen with
new equipment throughout.

“There is a great deal of flexibility on the first floor; patrons can
have a seated restaurant experience, or a snack meal in the bar.

“Everyone asks about the future of our Stonegrill and I'm pleased
to say the downstairs area retains a Stonegrill focus. It's also
available upstairs but it is ancillary to the main menu items.”

Pre-pandemic, those items included venison tartare, Goolwa pipi
pappardelle and pepper berry and coffee crusted Paroo kangaroo
fillet and a unique take on an old North Terrace icon - the famed
Pie Floater. The menu may change depending on when SA hotels
are allowed to reopen.

EMPLOYMENT

While existing ground floor staff remain in place, the freshly
minted upstairs kitchen is made up of staff that have been
handpicked from the Basheer’s other hotels, as well as the
appointment of new staff. Once fully operational post-coronvirus,
271 new jobs will have been created.

MAIN ENTRANCE AND STAIRCASE

The accommodation closed in 1999 but the accompanying foyer
and staircase were retained at that time, which ultimately acted
as a barrier for people entering from North Terrace.

The hotel now has a much more open feel. A new staircase has
been handcrafted and pushes deeper - without the old ‘dog leg’ -
into the pub, and a lift has been installed.

At the top of the stairs is a floor to ceiling mural (see inset image).

YALUMBA

CHALLENGES

Redeveloping a city hotel on a major thoroughfare was never
going to be easy. As one tradie remarked, it was a “rip-the-guts-
out renovation” and the hotel's age — dating back to 1855 —
further complicated matters.

“I've done a number of renovations,” said David, who is President
of the AHA|SA, "but this was by far the most challenging.

“It is a very old building, it is city based and access was a
major problem. We had to undertake traffic management
almost every day.

“The layers of complexity that were involved in the renovation
were also new to us.

“While the ground floor had seen many renovations, the first
floor was quite untouched and we encountered a range of
structural issues.

“For example, we discovered structural beams that no one knew
existed. This caused costly overruns. We were thankful that
Studio Nine assisted with design changes to mitigate the cost.”

Surveying the hotel as the furniture was put in place in early
May, David said the Basheer family “went in with our eyes open
that it was not going to be simple and it wasn't, but we have an
outcome that we are very proud of.

“Group General Manager, Rebecca Barnes, spearheaded the
design, spending countless hours as the project manager.

“Our Hotel Manager, Tim Riemann, his management team and
staff did a great job, often under duress. They went above and
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beyond the call of duty. | am so appreciative and proud of their
efforts. Rebecca, Tim and Assistant Manager Zoe, were the
creative force behind the interiors. While David had no say in the
selection process, he insists he retained “the power of veto’!

He also said he was thankful that the builder, Schiavello, “worked
in such a way that we could trade continuously”.

“And the support we have received from our bankers Westpac
has been outstanding. They gave us great confidence with the
project. We have been Westpac customers since 1929 and the
Kalangadoo days, and they have been on this journey with us.”

The gaming lounge on the ground level was the first area to
reopen. It was modernised, the furniture updated and a circular
TV screen from AHAISA sponsor, Big Screen, installed as an eye-
catching feature.

Standing by the boarded-up front entrance and musing about the
date hotel lockdowns might be lifted, David said the hotel has
been designed to be a city hub, seven days a week, 365 days of
the year, not just on peak event days at Adelaide Oval.

“I think it is a vote of confidence in South Australia, that a family
will invest $8 million in an area where developments worth tens
and hundreds of millions are taking place.

“This is a long-term investment.”
RICH HISTORY

South Australia was proclaimed in 1836 and the first pub opened
in 1845. Ten years later, the Terminus Hotel opened its doors and
was renamed The Strathmore Hotel in 1944. It is a site rich

in history.

Proud suppliers to Strathmore Hotel

PETALUMA A —

S =

NEW SHOWROOM

48 Birralee Rd
Regency Park SA 5010
08 8232 4262

conceptcollections.com.au

The staff at Accolade Wines would like to send

our congratulations to David Basheer and his

team for their ongoing excellence in the South
Australian hotel industry and a heartfelt thanks
onlierfions

for their continued support and partnership.
Petaluma White Label wines are crafted with the same
Petaluma philosophy as the highly regarded Yellow Hospitality & Commercial
Label range. Furniture
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“Soon after settlers began arriving on the mainland in 1836,
they moved from Holdfast Bay (Glenelg) to the proposed site of
Adelaide. They camped near the River Torrens, not far from the
current northeast corner of North Terrace and West Terrace,”
says Jude Elton in the History Trust of South Australia’s SA
History Hub. Clearly it was a short walk to The Terminus/
Strathmore for those hard-working, non-convict colonists.

The choice of the name Strathmore came from the P&O liner,

RMS Strathmore, which in turn was named after the Scottish Earl,

the Earl of Strathmore.

The Basheer family bought the hotel in 1974. As the newspaper
of the day reported: “One of the major architects of the big deal
was 79-year-old grandmother Mrs L. Basheer!”

“Director and secretary of the group, Mr A. D. (Fred) Basheer, said
today: ‘We've always been guided by her decisions. She's our
guiding light!

‘And Mrs Basheer, with 16 grandchildren, said: ‘We bought The
Strathmore to give strength to the future of my children and their
children.”

David recalled: “My grandmother was walking with my dad and
uncle Max in early 1972 and as they passed The Strathmore, she
said 'l think we should buy this hotel. Real estate next to a railway
station is always a sound investment’. They explained to her that
things in the city aren't quite that simple and you can't just make
decisions like that. About two or three weeks later, we owned the
hotel. They were just country people who had a crack in the city.

In those days, the western end of the balcony was a breakfast
room for house guests. These included many country people and

&R 19 Crimes.

WINE WITH REAL
CHARACTER(S).

Download the Living Wine Labels app and
watch the convicts come to life to tell their stories

DOWNLOAD
the Living Wine
Labels app

SCAN
the bottle with
your phone camera

EXPERIENCE
the story behind
the wine

conductors from The Overland, who finished their shift at what
was once Adelaide’s main railway station and simply walked
across North Terrace to their lodgings. The height of buildings on
North Terrace was still so low that people on the balcony could
see the scoreboard at Adelaide Oval.

RUPERT MURDOCH AND PREMIERS PULLING BEERS

Next door to The Strathmore Hotel are the buildings that once
housed The News and Sunday Mail, the start of Rupert Murdoch's
media empire.

Journalists in those times were not shy of a drink, so much so
that a direct telephone line was installed between the pub and the
newsroom. Compositors drank in the front bar, journalists in the
saloon bar and the sales staff, drank in the lounge bar.

“The quietest day of the year was News Corp’s annual general
meeting,” said David. “When Rupert Murdoch was in town, there
wasn't a single employee in the pub. The next time he's in town |
should probably shout him a beer. I'm sure we owe him a few!”

Each Christmas, journalists held their Wood Duck Awards at The
Strathmore, to celebrate the greatest media clangers of the year.
The State Premiers would always attend, as would the Leader
of the Opposition. Both would roll up their sleeves and pull beers
behind the bar, much to the delight of the media throng.

The Strathmore is also famous for putting on free beer (supplied
by the three main brewers) for guests after the AHA|SA
President’s Christmas Lunch. Now that David is the President, as
his father was in earlier times, that tradition looks set to continue
for along time to come.

Empower Results®

We congratulate the Basheer
Group for the completion of
the fantastic upgrade to the
Strathmore Hotel. Aon is proud
to have been the risk partner to
David, Trina and the team at the
Basheer Group for generations and
we wish them all the best
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Staying Strong During the Fight of Our Lives

Let's not sugar-coat our current circumstances - it's bloody
tough owning a pub in 2020.

Yet having said that, I'm in the fortunate position to speak with
dozens of publicans each week and the overwhelming theme
that shines through is your individual and collective resilience. It
is remarkable — and quite frankly, it is humbling.

As | write this in early May, members are being incredibly
innovative in generating new flows of revenue and keeping up
their profile in the community. For example, next week is Mother’s
Day and many are putting together gift hampers and special meal
packages to sell through their bottle shops.

What | see is a true fighting spirit. Yet what | sense is the
frustration. Like many businesses, there is great uncertainty and
a common desire for a roadmap and dates to work toward.

Another thing that has impressed me has been the respect that
members have shown to AHAISA staff when they have called us,
often under extreme duress. In the early days when governments
were forced to make decisions on the run, there was a lot of
confusion. We didn't always have the answers.

Members had nobody to blame for COVID-19 and it would be
understandable for their frustration to come pouring out as anger
when they rang us for advice.

But this wasn't — and still isn't - the case.

It's testament to the nature of people who are attracted to

hospitality. Terms | can think of are “people’s people’, “optimists”
and “resilient”.

My advice is to gather as much information as you can and apply
for every grant or assistance package you can. If | haven't spoken
to you yet, | promise that | will soon. In the meantime, here are
two stories from happier times when pubs were filled with people
and | could talk to you all face to face.Let's hope we return to
those times soon.

It seems a long time ago but the year started with regional
meetings at lan's Western in Port Augusta and the Bridgeway
Hotel. A massive thanks to both venues.
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We had in excess of 60 attendees in Port Augusta and I'd like to
extend a thank you to our members and corporate partners for
this impressive turnout.

The metro meeting at the Bridgeway was also a huge success
with more than 110 members and corporate partners and
approximately 70 hoteliers attending the meeting. We trialled, for
the first time, an afternoon meeting with our partners enjoying
the renovated sports bar/beer garden. Based on this fabulous
turnout, we will retain the 2pm timeslot and cocktail food style
function moving forward for the metropolitan meetings.

After the meeting in Port Augusta, | had the pleasure to travel

up through the beautiful Finders Ranges and spend a night at
the Marree Hotel. | had a wonderful evening hosted by Joe
along with Jess and Kayleigh. We had a great night chatting and
drinking with a Victorian couple travelling around Australia for 12
months. | finished off with a visit to the MCG the next morning.
Here are a few snaps.




M;ryanne, Angela and
Michellé the Bellum Hotel:

Thank you to those who are sharing their good news stories with
me. One | would like to share in this article is another positive
story that was sent from the Bellum Hotel. A reflection of the
women that work in this industry with an abundance of resilience
and can-do attitude. This hotel is owned by the Brian Morris Hotel
Group. Thanks to Director Michelle Morris for the content.

In August 2016, the owner had to take over the hotel because the
customer base was dwindling and business was going under.
Inheriting debt, a venue requiring extensive maintenance and a
hotel with no customers presented a challenge.

Since August 2016, the hotel has been managed by three women
— Maryanne Aikenhead (Hotel Manager), Angela Wheaton
(Accountant) and Michelle. Maryanne is on-site, and Angela and
Michelle work remotely from Adelaide.

Maryanne has the responsibility for the day-to-day running of the
hotel. Michelle has the overall responsibility for legal requirements,
including WHS, food safety, liquor and gaming licensing, HR and

macmont gaming

New year, new us!

As a loyal customer, we waould like to inform you that Macmont Gaming is
making a few changes. We are no longer working from our office at Hindmarsh,
however we will continue to supply gaming consumables and cash handling
equipment 1o the South Australian market. As always, we are didicated o
providing professional and prompt service to our customers,

Our full product range is detailed below -

CONSUMABLES
= Coin cups

+ 5500 & 51000 coin jugs/cassettes
*  Security seals

= Resendse :.igrn.

*  Printer rolls and ribbons
= Coin cup holders

*  Drop boxes

= Trolleys

CASH HANDLING EQUIPMENT
*  MNote Handling Products

o Mixed nole counters & sorlens
* Coin Handling Products

o Coin Dispensers

@ 30kg Coin Scales
*  Note & Coin Products

o CountEasy

RESERVED RESER),

Fl

To place an order please phone 0400 002 229
or email sales@macmontgaming.com.au

marketing. Angela is responsible for all financial aspects, including
the payment of invoices and staff wages, POS and accounting for
the gaming machines.

Angela and Michelle travel to the hotel every three months to work
on site. Itis a unique set up that works well because they are a
dynamic team; strong and enthusiastic women who enjoy their
work and have fun together. The locals are always happy to see
them, and they really enjoy their company.

It has been a real challenge bringing the hotel back onto the
Limestone Coast map, and encouraging the locals to return to
the pub. When they first took over there were very few to no
customers, and the days were long and very quiet. Three years
later, the locals have returned and they are slowly re-building the
pub’s relationship with the people in Mount Gambier.

Over the last year they have worked hard to provide new events
to their patrons. They have implemented and will continue to
implement multiple events involving partnerships with the local
community, including festival participation, kids disco, old timers
cabaret lunch, quiz night and participating in SALA. Fundraising
efforts have been rewarding, resulting in the money they raised
going to a program that pays for underprivileged children in the
community to participate in extra-curricular sport.

Finally, congratulations to the Earl of Aberdeen who won the
membership prize draw. They will receive $3,000 worth of goods
from our corporate partners.

Until next time, cheers.

Bronte Turner
Mob: 0434 621 222

Ideas Made Visible
-
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AFTER COVID-19:
LESSONS FROM
THE GFC

When the lockdowns are lifted, few

hotels expect that the economy will
quickly “snap back to normal”. It
makes good business sense to be
using this time to prepare strategies
for 'life after COVID-19" and how you
will maximise revenue and profit
margins as you start trading again.

“What should we do?” is a common question that business
owners and managers ask in the face of a downturn, such as
the coronavirus-induced downturn that is rapidly developing.

History provides a great guide and an excellent research
piece was written during the global financial crisis by Sheryl
E. Kimes Ph.D. of Cornell University Hotel. Entitled Revenue
Management in an Economic Downturn, it provides a wealth
of advice, as follows:

WHAT SHOULD HOTELS DO?

Given revenue managers’' concern about pricing-related issues,
let's examine how hotels can manage rates during an economic
downturn. Even before the current recession, this topic provoked
a variety of articles and books. | have synthesised the findings
of these studies with the goal of developing a concrete set of
guidelines that can help hotel managers navigate through a
price war.

AN EYE ON THE COMPETITION
One key approach is to maintain your price positioning relative
to your competitive set. A series of studies recommend that you

keep your ADR near or above the average of your competitive set.

These studies have found that hotels with an ADR substantially
lower than that of their competitive set, have a comparatively
inferior RevPAR performance. This relationship has been shown
to hold true across all hotel market levels. For example, in the
luxury market, hotels that have an ADR that is higher than their
competitive set have the same or slightly lower occupancies, but
have a 8-to-14-percent higher RevPAR than their competitive set.

Conversely, hotels that have a lower ADR than their competitive
set have about the same or slightly higher occupancy levels,

but report RevPARs that are 3-to-9-percent lower than their
competitive set. With the idea of an average rate in mind, one
approach in a down market is to avoid offering across-the-board
price cuts, but to instead focus rate adjustments on particular
market segments and distribution channels. Faced with a price
war, you should assess three factors: (1) your current and
potential guests, (2) your hotel and your competitors, and (3)
your distribution channels.

YOUR CUSTOMERS

Customer issues that need to be assessed are the price
sensitivity of certain market segments and the possibility of
attracting different consumer segments if new rates are offered.
In that context, targeted rate reductions should be protected by
rate fences to aim at specific, price-sensitive market segments,
but to prevent customers who are willing to pay more from
availing themselves of reduced rates. In addition, the hotel
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should identify other potential market segments which might be
attracted by a specific rate category and determine whether it is a
market segment that fits in with the hotel image.

YOUR HOTEL AND YOUR COMPETITION

Discounts are affected by the hotel’s cost structure,

capabilities, and strategic positioning. Hotels with a lower

cost structure than their competition can more profitably offer
discounts since they may be able to withstand the reduced
margins. In addition, the type of hotel matters when one is
setting rates. Luxury or upscale properties should exercise great
care with rate manipulations because of the potential for damage
to the hotel's long-term image. Conversely, budget or economy
hotels may not be as affected by a price war because they may
benefit from customers trading down from more upscale hotels.
In that case, the economy hotels’ reduced prices could reinforce
their image of offering better value.

The same analysis should be conducted for your competition
S0 as to gauge their potential response to a price war and to
determine their strengths and vulnerabilities.

YOUR DISTRIBUTION CHANNELS

In addition, the hotel’s distribution channels should be assessed
to determine which ones are most effective at delivering
business. Hoteliers should determine whether the volume sold
would increase if the commission percentage were increased.
Actual room rates can be obscured by using opaque distribution
channels and those that offer packages in which rooms are
bundled with other services such as airfare and rental car.

SOME POSSIBLE APPROACHES

Because many hotels find themselves in a price war, | want to
examine ways to compete on price without suffering long-term
damage. While direct rate manipulation is almost unavoidable,
you also can employ non-price competitive approaches.

NON-PRICE METHODS

The following are six non-price competitive methods: (1) reveal
your strategic intentions, (2) compete on the basis of quality, (3)
create strategic partnerships, (4) take advantage of your loyalty
program, (5) develop additional revenue sources, and (6) develop
additional market segments. Each will be discussed in more
detail below.

REVEAL YOUR STRATEGIC INTENTIONS

Let your competitors know what you're planning on doing and
operate from a position of strength. If you have lower operating
costs or if you have deeper reserves that will allow you to
withstand a prolonged price war, let them know it.



COMPETE ON QUALITY

If you are operating in the luxury or upscale segment, you may
want to emphasise the quality that your hotel delivers and
perhaps even add features that add additional value to your
offerings (such as personalised stationery, free airport pickup or
fresh flowers).

Another tactic may be to highlight the performance risks
associated with lower-priced hotels. For example, you could
mention the lower service levels and reduced amenities that are
provided by your less expensive competitors and contrast that to
the superior service offering of your hotel.

CREATE STRATEGIC PARTNERSHIPS

Another approach is to create strategic relationships with
particular distribution channels. If you give certain distribution
channels a higher commission (whether travel agents or third-
party intermediaries), they may be willing to deflect a higher
proportion of their business to you. Your costs would go up, but
you would not need to cut rates.

FOCUS YOUR LOYALTY PROGRAM

Reduced demand can also provide hotels with the capacity
needed to reward members of their loyalty programs. The
number of points needed to redeem a free night's stay can

be reduced for a limited time or availability of more desirable
rewards can be increased. Doing this has the following two
benefits. First, it brings people into the hotel and opens the
likelihood that they will spend money in other outlets. Second,
it keeps loyal guests connected with the hotel.

DEVELOP ADDITIONAL REVENUE SOURCES
Full-service hotels have a variety of facilities that can be used to
generate much-needed revenue. While some of these facilities
(most notably, food and beverage) have lower profit margins
than rooms, they can still provide additional cash which can
help sustain the hotel during low demand periods. Creative
promotions and discounts may bring more local customers into
the restaurants and recreation facilities.

DEVELOP ADDITIONAL MARKET SEGMENTS

An economic downturn is a good time to carefully examine your
marketing plan and determine whether there are other small

or price-sensitive market segments which can be developed

for your hotel. While this can bring in additional revenue and
customers for your hotel, care must be taken to ensure that the
new market segments fit in well with your brand image.

PRICE-BASED METHODS

If you must enter a price war, at least do it strategically. The
key is not to initiate across-the-board rate cuts but instead to
either camouflage your discounted rates or target those rates
at selected market segments or through certain distribution
channels. There are several approaches you can take.

BUNDLE SERVICES

If you can create a package that bundles a multiple-night stay
(e.g. stay two nights, get another one free) or bundle the room
with other services at the hotel (e.g. spa treatment, WiFi), it will
help disguise your room rates. Restaurants and cruise lines have
successfully used this approach for years. Restaurants offer fixed
price meals or “value meals” in which several courses are offered
for one price. Cruise lines have also used bundling effectively
when they package the cruise with airfare and a hotel stay before
or after the cruise. Bundling makes it difficult for customers to
determine the prices of the individual components.

The key to developing an effective bundle is to determine what

customers want and then deliver it in a profitable manner. Most
full-service hotels’ facilities are not fully used (e.g. a spa, a golf
course, restaurants). By including some of the facilities with
availability capacity with the room rate, the hotel does not incur
a great deal of incremental cost, is able to more fully use other
parts of the hotel, and has the potential to increase business in
these other outlets in the future if guests decide to come back.

UNBUNDLE ROOMS

Another approach is to base your rate on only your core room
product and charge additional amounts for any other services
that guests might wish to use. Low-cost airlines have used this
approach successfully, and many hotels use this approach for
some or all of their services. By unbundling, you can offer modest
base rates and allow guests to choose which additional services
they would like. Although care must be taken when using this
approach because of the potential for diminished customer
satisfaction, unbundling is a good option for hotels that appeal to
some market segments.

OFFER TARGETED RATE CUTS

Discounted rates should be offered to selected market segments.
Building effective rate fences that limit the discounts to specific
customer segments is key to an effective discounting strategy.
By setting appropriate “rules” to qualify for a particular rate, you
can encourage purchases by some market segments, while

you prevent other, less price-sensitive customers from taking
advantage of the lower rate (and also protect the hotel against
potential cannibalisation).

The four types of rate fences are room related, transaction
related, consumption related, and guest related. To be able to
develop good rate fences, a hotel must know its customers well
and understand what types of rate fences will be effective in
attracting particular market segments. In addition, fairness and
rate-parity issues must be considered.

PRICING CONCERNS

Pricing issues came to the fore in this 2009 survey of nearly

300 revenue managers from around the world. The findings
reflect the pressure on rates and market share from the current
economic downturn. Many hotels are reducing rates in an
attempt to retain market share and attract additional customers.
The results of this study are different than those of a similar
study that | conducted just a year earlier, which showed that HR
issues were considered to be the most important concern facing
revenue managers.

While the pressure to reduce rates is understandable, hotels
should exercise caution in manipulating rates because of the
potential negative long-term effects on profitability and the hotel's
image. This report has outlined several methods, some involving
prices and some not, which hotel revenue managers can use

to successfully survive the economic downturn. Summarising
this issue, IHG's Jos Weejes said, “It's an amazing time to be
observers. True leaders will survive. To optimise revenues in a
downturn and make the decisions that have to be made, that is
where the leaders will stand out.”

The goal of revenue management is still the same, to maximise
revenue. In the current environment, the drop in demand has
made RM into a challenging proposition. Revenue managers
should concentrate on the fundamentals and remember that RM
is about selling the right room at the right price at the right time.
(Source: Kimes, S. E. (2009). Hotel revenue management in an economic

downturn: Results from an international study [Electronic article]. Cornell
Hospitality Report, 9(12), 6-17.)
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What Does Regular and Systematic
Mean for Casuals?

A recent decision from a Full Bench of the Fair Work Commission
('FWC') has provided further clarity around defining regular and
systematic employment for casual employees for the purposes
of their eligibility to access the unfair dismissal provision of the
Fair Work Act 2009 (‘'Fair Work Act’). In this article we examine the
Full Bench decision of Angele Chandler v Bed Bath N’ Table Pty
Ltd [2020] FWCFB 306 in which the Full Bench upheld Ms Angele
Chandler's appeal of an earlier decision of the FWC.

BACKGROUND

Ms Angele Chandler (Ms Chandler’) was employed by Bed Bath
N’ Table Pty Ltd (“Bed Bath n’ Table”) in their Essendon store as a
casual sales assistant. Her first shift at work was on the 25 June
2018 and her last shift was on 28 February 2019 (a period of 8
months and 3 days). She was dismissed from her employment
on T March 2019". Three days after her dismissal Ms Chandler
lodged an unfair dismissal application with the FWC.

Bed Bath n’ Table objected to Ms Chandler's application on
jurisdictional grounds arguing that Ms Chandler was not
protected from unfair dismissal because she had not served the
required minimum employment period under the Fair Work Act?.
The matter was determined by a hearing before Deputy President
Mansini of the FWC.

MINIMUM EMPLOYMENT PERIOD

To understand the basis of the jurisdictional argument in this
matter, it's firstly important to understand that for an employee
to be protected from unfair dismissal, the employee must have
completed at least the minimum employment period under
the Fair Work Act. Section 383 of the Fair Work Act defines the
minimum employment period as follows:

“The minimum employment period is:

(a) if the employer is not a small business employer — 6 months
ending at the earlier of the following times:

(i) the time when the person is given notice of the dismissal.
(i) immediately before the dismissal; or

(b) if the employer is a small business employer — one year
ending at that time.”

In relation to casual employees under section 384(2)(a) of the
Fair Work Act, a period of service as a casual employee does
not count towards the employee’s period of employment unless
the employment as a casual was on a regular and systematic
basis and during the period of service as a casual employee,
the employee had a reasonable expectation of continuing
employment by the employer on a regular and systematic
basis®. Bed Bath n’ Table was not a small business employer for
the purposes of the Fair Work Act and therefore the minimum
employment period was 6 months*.

ORIGINAL DECISION

In determining whether Ms Chandler had served a minimum
employment period, Deputy President Mansini had to take into
consideration evidence provided by both parties. Bed Bath n’
Table put forward evidence including Ms Chandler’s fortnightly
pay history, her contract of employment, position description,
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Ms Chandler’s signed acknowledgement of the employee
handbook, and other evidence referring to the circumstances
leading up to the employee’s dismissal®. Bed Bath n’' Table
also submitted evidence of the days and hours worked by Ms
Chandler during her period of employment®. Ms Chandler put
forward evidence including handwritten notes of discrepancies
in the work records provided by Bed Bath n’ Table, as well as
copies of rosters for portion of her period of employment

and a summary of her wage history’. There were also two
witnesses that gave evidence for Ms Chandler®. There was no
dispute between the parties about the length of Ms Chandler’s
employment and that she was engaged as a casual employee.

Deputy President Mansini in determining her decision in the
jurisdictional argument, looked at the question of whether Ms
Chandler's employment was regular and systematic and whether
she had a reasonable expectation of ongoing employment. The
Deputy President found that Ms Chandler's employment was not
regular and systematic, stating that, “Whilst Ms Chandler worked
at least 3 days each week, Annexure A shows the number of days
worked each week, the days of the week worked and the duration
of the shift on each occasion varied significantly such that no
pattern is able to be identified.”

The Deputy President also found that the wage information
“... does not assist in identifying regularity or a system of
engagements.."°.

Having found that Ms Chandler's employment was not regular
and systematic the Deputy President concluded that, “..there is
no need to make a conclusion about any expectation of ongoing
employment that Ms Chandler may have reasonably held during
the period of her service as a casual employee.”"

The Deputy President dismissed Ms Chandler’s unfair dismissal
application, finding that Ms Chandler was not protected from
unfair dismissal because she had not served the minimum
employment period.

APPEAL

Ms Chandler appealed Deputy President Mansini's decision.
The appeal was heard before a Full Bench of the FWC. Ms
Chandler submitted to the Full Bench that the Deputy President
erred in reaching the conclusion that she was not a person
protected from unfair dismissal. Ms Chandler’s submissions
included the fact that:

She worked shifts according to a monthly roster in which
she was required to provide indications of her availability for
the month

The roster was planned in advance for each month and hence
employment was regular and systematic

The rostering system was such that she had an expectation of
ongoing employment

The Deputy President didn't take into account her ongoing
contract of employment with Bed Bath n’ Table

The records she provided demonstrated that she worked 3-4
shifts each week for 32 weeks without a break.



Ms Chandler submitted that “..the grant of permission to appeal
would be in the public interest because the decision affected the
rights of over 1700 casual employees engaged by Bed Bath n’
Table and the decision was contrary to many previous decisions
of the Commission concerning the circumstances in which casual
employees could be characterised as working on a regular and
systematic basis.”®

Bed Bath n’ Table submissions included the fact that:

+  Ms Chandler had not demonstrated that it would be in the
public interest to grant permission to appeal

+ The Deputy President considered Ms Chandler’s evidence
before making her decision

Ms Chandler had not demonstrated any significant error of fact

In finding that Ms Chandler's employment was not regular
or systematic, there was no need for the Deputy President
to conclude whether Ms Chandler had an expectation of
ongoing employment.™

The Full Bench determined that there was appealable error in
Deputy President Mansini's decision and therefore determined that
the appeal should be upheld and the original decision quashed.

The Full Bench determined that one of the areas of appealable
error was on account of the fact that the Deputy President had
applied the incorrect approach to the application of section
384(2)(a) of the Fair Work Act to the facts of the case. The Bench
stated that:

“.. the Deputy President proceeded on the basis that it was
necessary to identify a consistent pattern of engagement in the
number of days worked each week, the days of the week worked
and the duration of each shift in order to be able to conclude that
the employment was regular and systematic. We do not consider
this to be the correct approach.”®

The Bench determined that the degree of regularity in the pattern
of hours worked by Ms Chandler was only one of a number of
considerations that the Deputy President should have made in
her analysis of the facts.’®

The Bench in their decision then sought to re-determine the
question of “..whether Ms Chandler is a person protected from
unfair dismissal based on the evidence that was before the Deputy
President.”"”

The Bench determined that based on the evidence, Ms Chandler's
employment was in fact regular and systematic and there was a
reasonable expectation of continuing employment.

Their finding that Ms Chandler was regular and systematic was
on the basis of the data provided in relation to her hours of work.
Ms Chandler had worked every week and in each of those 30
weeks she worked for at least 3 to 4 shifts per week.'®

The Bench also found that Ms Chandler had a reasonable
expectation of work because she worked pursuant to an ongoing
contract of employment, she appeared on a regular monthly
roster that was posted in advance, and she worked a number of
shifts each week on a regular basis.™

KEY TAKE OUTS

One of the important take outs for employers from this decision
is that even though a casual employee’s hours and days of work
may vary each week, a casual can still be determined as “regular
and systematic” by virtue of the fact that they are simply engaged
to work each week.

For employer’s that are not small businesses under the Fair
Work Act, they need to give significant consideration to the
performance of an employee (including casuals) within the
minimum employment period (first 6 months of employment).
The termination of employment of a regular and systematic
casual employee outside the first 6 months of employment
needs to be carefully considered as the employee will have the
potential of being able to access the unfair dismissal provisions
under the Fair Work Act.

'[2019] FWC 6448 at [3], 2See sections 382, 383 & 384 of the Fair Work Act,
3See s 384(2)(a) of Fair Work Act 2009, 4[2019] FWC 6448 at [10], ®Ibid at [15]-
[16], éIbid at [13], 7Ibid at [13]-[15], élbid at [17], °Ibid at [19], "Ibid at [20], ""Ibid

at [22], '2[2020] FWCFB 306 at [8], "*Ibid at [9], "Ibid at [10], "*Ibid at [11], "Ibid
at [14], Ibid at [17], "8Ibid at [18], "°Ibid at [20]
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HOTEL MANAGER Q&A

Mary-Lou Corcoran

AURORA OZONE HOTEL, KANGAROO ISLAND

WHAT IS THE TITLE OF
YOUR POSITION?
General Manager — Aurora
0Ozone Hotel.

WHAT HOTEL/S DO
YOU MANAGE? | have
been at the Aurora Ozone
Hotel on Kangaroo Island
for two years and, prior to
that, | was managing the
Aurora Alice Springs Hotel
for two years.

HOW DID YOU ENTER THE HOTEL INDUSTRY AND
WHAT HAS BEEN YOUR CAREER PATH? At the age of 18
| entered the fast paced world of casinos - | had spent 15 years in
the casino industry travelling Australia and beyond (Alice Springs,
Darwin, Adelaide, Singapore and Jakarta — cruise ships, Vanuatu,
Townsville, Perth, Melbourne, New Zealand — Auckland Casino,
Sydney). This was at a stage when casinos were opening across
all of the states, and | advanced in to management roles very
early in my career. In 2001, | moved back to SA and based myself
in beautiful Victor Harbor. During this time | had three years in
small business, raised my young family (three children) and was
then elected Mayor of the City of Victor Harbor on a four-year
term. On completion of this term, | was encouraged to move to
Adelaide and work as a Chief of Staff for the then Premier, Mike
Rann. After 3.5 years | returned to Victor Harbor and commenced
work at McCracken Country Club as Assistant Manager, working
with 1834 Hotels. | missed the high energy environment of
hospitality and, after being involved in government for so many
years, | found it to be very rewarding in ensuring guests were
catered for. | was then offered the role in Alice Springs as

General Manager of Aurora Alice Springs, followed by the role in
Kangaroo Island for the same company, Aurora Ozone Hotel.

DO YOU HAVE ANY FAMILY CONNECTIONS IN THE
HOTEL TRADE? All of my family drink in hotels, if that is a
connection! We have always had a strong tie to the hotel industry
— my father being the former Premier of SA was instrumental in
ridding the state of the 6pm swill with Don Dunstan. Some of my
father's family also worked in hotels — my uncle Gerald had the
Tantanoola Hotel in the 50's, John Corcoran had the Aberdeen
Hotel in the 60's, followed by the Tantanoola Hotel in the early
70's. My godparents, Phil and Joan Ryan, had the Sussex Hotel in
Walkerville for 20-odd years and my uncle Mike had the Geraldton
Hotel in WA for the same amount of time.

WHAT DOES YOUR POSITION ENTAIL? Everything

— accommodation / gaming / food and beverage / cellars /
accounting / promotions / marketing / events and conferencing
/ staff management / recruitment / training and development /
reporting / forecasting / guest service.
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WHAT ASPECT OF THIS POSITION IS YOUR FAVOURITE?
The location and product is amazing and definitely the people |
meet from interstate and overseas.

WHAT IS YOUR LEAST FAVOURITE PART OF THIS ROLE?
Nothing to note.

APPROXIMATELY HOW MANY STAFF DO YOU MANAGE?
High season is up to 70 staff, low season is approximately 55
staff, 15 of those are on salary/full time, five are part time and the
remainder are casual employees.

WHO HAVE YOUR MENTORS BEEN OVER THE YEARS?
My father and mother, and Andrew Bullock from 1834 Hotels.

WHAT ADVICE WOULD YOU GIVE TO THOSE
LOOKING TO WORK THEIR WAY UP THE HOTEL
BUSINESS LADDER? Excellent career options with
opportunities to advance in many different departments within
the industry. There are so many opportunities to travel and work
in a career that can be so rewarding when it comes to ensuring
people are enjoying their valuable holiday time and leisure.

WHAT DOES YOUR FUTURE LOOK LIKE? WHERE DO
YOU SEE YOURSELF IN FIVE YEARS? | would like to think
that my future looks bright. | have a big job ahead of me in the
next couple of years in assisting with the rebuild of the Kangaroo
Island tourism market and of the Island itself after the recent
devasting fires. We have now also been challenged with the
coronavirus, an unprecedented situation experienced by hotels
and all businesses across the country and the world. There is
uncertainty in the near future regarding when we will be able

to trade again, however, | believe the biggest challenge will be
re-establishing the workforce, skill levels and motivation of the
staff to re-engage with the hotel and the community. As long as |
am kept busy and challenged in my role, my future, along with my
team'’s future, is promising.

WHAT MAKES YOUR HOSPITALITY OFFERING
DIFFERENT FROM OTHER VENUES? Everyday we get to
share the most amazing location with so many different people
from around Australia and the world, and then they venture

out of the hotel and get to experience the natural beauty and
iconic structure of Kangaroo Island. One of the most important
offerings we have is “Island Time" - nice and relaxed.

DO YOU HAVE RENOVATION PLANS FOR THE
HOTEL/S IN YOUR GROUP? Yes, we always have something
we are renovating or updating, however many of our plans for
2020 have been placed on hold due to the uncertainty of the
current market after the bushfires and the coronavirus. Over 75%
of our international tours have been cancelled and we are just
working on rebuilding the market by targeting the conference
market with Adelaide Convention Bureau.



Hotels Respond to Lockdowns with Ingenuity

South Australian hotels have responded ingeniously to the
shutdown in a bid to retain links with customers and add new
revenue streams.

Many have leveraged their ability to maintain their drive-through
bottle shops, while others have opened “hole in the wall” outlets
to serve patrons.

Here are some of the ways pubs and bars are keeping customers

happy in SA and around Australia:

Amazing takeaway food —everything from schnitzels and fish
and chips to classic French casseroles.

Fast food, bakery products and “pizza in four minutes” for
people using the drive-through.

Opening an exterior window to sell coffee, snacks and
lunches.

Moving signage to prominent positions and updating the
messages. For example, chalk boards moved from inside to
outside walls so it can be seen by passing traffic and new
messages on A-frame and balcony signs.

Recognising that people in lockdown are seeking variety,
uploading menu changes and specials to their website
each day.

For the health conscious, tap 'n" go food means no cash
changes hands, which helps reduce the spread of germs.

Further to this, prepaid meals so that
all that is required is picking up the meal itself.

Providing accommodation to suit the specific needs of health
workers who are worried about taking infections into their
homes. This includes best practice sanitation and around the
clock room service to cater for shift-workers.

Selling products such as steak for customers to cook at home.

Free coffee and meals for health workers; makes a loss, but
shows the true "heart and soul” of the hotel community.

Offering growlers of beer.

Selling hampers and groceries.

Selling bags of coffee from unused stock.
Selling hand sanitiser.

Selling frozen meals.

HOUSE MADE COO®ED FRESH MEALS

SIMPLY HEAT &

Combining takeaway meals and drinks into a special package.
Pre-order online for the pickup of meals.

Drinks delivered to your door. One bar has taken this a step
further, with freshly shaken cocktails, home delivered within
an hour.

Selling kegs of beer and espresso martinis to nearby residents
to “help through the home isolation”.

Online mixology and cooking classes.

The launch of a virtual bar, with news, quizzes, music and
community. This has been successful in the UK.

Adding UberEATS for food delivery. While some operators
have been unhappy with the margins in the past, it allows
them to keep trading — and UberEATS is a very popular
platform. Alternative platforms are Bopple, Your Local and
Deliveroo.

SEND YOUR STORY TO THE AHA|SA

The AHAISA would like to hear from members that are continuing
to trade — to capture the resilience, innovation, positivity and
community spirit of the industry!

It's also an opportunity to show the community that many SA
hotels are still open for business and still need the community’s
support — and thank those that are already doing so.

Please send a short video and/or an image of you or your staff
with a short message:

Name of venue and name of person — very important!
How has your business adapted? How have you been trading?
How are you feeling at this time?

How have you, your staff, your customers shown their
support?

A message of thanks to the community for their support
during this time.

A simple thank you message or photo is good too! Give the
community a thumbs up for their support!

Please email this information to Lucy or Katherine at the AHA|SA:

Lucy Randall Irandall@ahasa.asn.au
Katherine Taylor ktaylor@ahasa.asn.au
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RAVO'S BUSH TELEGRAPH

Ravo's Bush Telegraph ventured
down to the south-east of South |
Australia and called in on an old
mate, Jack Jennings, my host
of the Bushman's Arms Hotel at
Naracoorte. Of course, this was
the original name of the pub
when it first opened in 1861, but
for some reason was changed
after only one year to the
Commercial Hotel. The name,
having been changed back

now, does seem appropriate
though, as many pubs in Australia have been, and are, called the
Commercial. Only one other, | understand in Queensland, is called
the Bushman's Arms. | guess it stands to reason that a lot of
locals still call it the Commercial.

Jack Jennings'’
hotel story goes
back to around
1984, when he
managed the
Caledonian
Hotel (Cally) on
the corner of
O'Connell Street,
North Adelaide
for 15 years.

It was in 1984, when he attended a Sip'n Save conference in
Auckland, New Zealand, that he met up with Peter Brien (Alberton
Hotel) and struck up a long-term friendship and ultimately
partnership in hotel ownership. They have both been staunch and
loyal one-eyed barrackers of the Port Magpies and Port Power, to
the extent that Peter would say the Cally Hotel was not in fact in
North Adelaide, but in Port Adelaide East! You've got to love them,
don't you - the Port barrackers! Jack was also the North Adelaide
AHAISA Councillor, representing hoteliers in that jurisdiction for a
few years. He has always been fully supported by his partner in
life, Rhonda Brown. The Bush Telegraph understands Jack asked
her to marry him some 39 years ago, when she said no, and Jack
has been so busy since that he hasn't got back to asking her
again! Careful Jack, it's a leap year.

After leaving the Cally, Jack was asked to run his current pub

in Naracoorte for a short three-month period, which turned into
a three-year stint. In 2004, the owners sold the lease to Jack
and Peter and the pair took up the opportunity to purchase the
freehold in 2074. This equates to a 16-year involvement to date
and ongoing for the pair as lessees and owners.
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The Bushman's Arms has been wholly renovated in this time.
Jack said the gaming was placed in the old dining room, but this
reduced the dining capacity to only 30 people, so they chose to
tastefully renovate the old, adjacent stables to house the gaming
with a bar. This returned the old dining room area to cater for
larger numbers of customers. The renovated, self-contained
accommodation is also a great asset and enables shearing
groups who annually come over from New Zealand for work

to stay, along with golfing parties and Naracoorte Racing Club
patrons, when the local races and cup events take place. | must
say, the uniquely-renovated front bar is a classic and one of the
best, old-style atmosphere bars in the whole south-east area -
great to seel

Jack remains, similar to many publicans in country towns, a local
ambassador for visitors: highlighting the World Heritage tourist
caves, other tourist features like the MiniJumbuk woollen goods
and regular, local and major sporting events. Jack assures me he
is a local golf club regular, but a long-suffering battling golfer at
that, currently attempting to improve his driving off the tee box.
Great game, golf. To anyone venturing down to the Limestone
Coast in the south-east, drop in and have a beer with the
Naracoorte Caveman at the Bushman's Arms - a terrific bloke.

CONGRATULATIONS JENNY HURLEY, AM

Jenny Hurley has been involved in numerous charitable,
community and hospital fundraising events for many years,
and it was truly appropriate that she was honoured on Australia
Day as a recipient of a member of the Order of Australia (AM)
award in recognition of her contribution to the community. To
acknowledge this fantastic achievement, a gathering of family
and friends took place at the very impressively-renovated Marion
Hotel. Congratulatory speeches were made to a beaming
Jenny who responded in front of her growing family contingent
and proud husband, Peter. Peter, of course, received a similar
award - an AO some years ago now. It is pretty unique, | think,
that a husband and wife have both now been recognised for
outstanding contributions to the Australian community. Well
done Jenny Hurley!

KANGAROO ISLAND VISIT

| recently attended the Kangaroo Island Racing Cup and spent a
few days on the Island with family and friends. The fire cost to
the community has been well-documented in many ways and will
truly take years to recover. Well done to all hotel people who have
been raising money to assist those impacted. | was saddened

to see the destruction firsthand, but was pleased to visit the
Parndana Hotel and enjoy a beer in Blockers Bar with a few of the
locals. The community, | am sure, will bounce back in time with
everyone's support.






A Foothold Amidst COVID-19 Uncertainty

The hotel industry is facing its greatest
challenge in living memory, due to the
effects of coronavirus (COVID-19). With

the resultant widespread shutdown of
hospitality establishments, many venue
operators have been left counting the costs
and wondering what the future holds.

While some businesses have already
pivoted their operating model to offer
takeaway or online ordering as a
temporary solution, the key driver behind
this model is more likely to revolve around
keeping your people in jobs as opposed to
a profit centre for the business. Whilst it is
likely to help generate some revenue in an
otherwise bleak operating landscape, it is
unlikely to provide enough cash to tie you
over for any great length of time.

Fortunately, we are in many ways lucky

to live in Australia, where we have a
government willing and able to step in and
lend a hand through these most trying of
times. There are several options available
to venue operators that you should
consider jumping on as soon as possible,
to help you get back on both feet once the
worst of the virus impacts has passed by.

To help, we've set up a Perks COVID-19
Resource Hub, which is being updated
throughout the day. You don't need to
be a client of ours or pay to access —
the information has been made readily
available to support the communities
around us. You can visit the Hub at
www.perks.com.au/covid19

GET ON THE FRONT FOOT WITH
YOUR LANDLORD

One of the first points of call for publicans
struggling as a result of COVID-19 should
be to open up a dialogue with your
landlord about rent relief for the period of
the shutdown.

In March, the Prime Minister announced
a moratorium on evictions for six months
for commercial and residential tenants.
In making the announcement, he also

noted that both tenants and landlords
should sit down and work together to
come up with an arrangement to get
through this period.

Ultimately, your interests and those

of your landlord are intertwined, and
negotiating a deal for the interim may
assist you in getting back on your feet
sooner, while also ensuring that your
landlord is not faced with an empty venue
and a longer term loss of income once the
worst of the virus has passed.

Ideally, you will want to push for a rent
holiday so that you are not faced with

a backlog of bills once things return to
normal. A rent holiday basically excuses
the tenant from paying rent for a specified
period, with no increase in payment or late
fees incurred. However, in some cases,
rent deferment may be the next viable
option — this is where the unpaid rent
amassed over the agreed period is split
up into the remaining term payments for a
higher rent bill after the grace period.

For those operating a bottle shop that

is still generating revenue, you may
encounter some pushback from your
landlord. In these circumstances, it is
worth noting that in valuations, a hotel
valuer applies a benchmark 3% to 5%
against the bottle shop turnover to
calculate the applicable rent for that
section of the hotel. Therefore, a hotel with
a bottle shop turnover of say $140,000 per
month should be looking at paying $4,200
(3%) in rent per month for that section of
the hotel that is continuing to operate.

For those hotels that are also operating

a takeaway food operation the base
percentage once again is 3%. If the hotel
therefore has a takeaway food offering with
a monthly turnover of say $50,000 then

the rent on this would equate to $1,500 per
month for this section of the hotel.

So combined, if you operated both the
bottle shop and takeaway food in this

example you would look to negotiate rent
of $5,700 per month during the Hotel shut
down. Ultimately, it will come down to
what you can reasonably negotiate with
your landlord.

“You don’t need to
be a client of ours
or pay to access
our COVID-19 Hub -
the information has
been made readily
available to support
our communities...”

We are still awaiting the Federal and
State Governments to announce further
guidance on a landlord-tenant stimulus
package, but they have already advised
that there will be state tax concessions
and the ability for landlords to defer bank
debt repayments for loans up to $10m
for a period of 6 months. Landlords
should therefore have the flexibility to
share the pain with their tenants during
these tough times.

GET ON THE FRONT FOOT

WITH YOUR BANK

With the backing of the Federal
Government, Australia’s banks have

also come to the table to aid small and
medium-sized businesses feeling the
pinch from COVID-19 by offering eligible
applicants access to an unsecured three-
year loan of up to $250,000.

The loans operate like a line of credit
facility, with money available on an as
needed basis and repayments are interest-
free for the first six months, interest-only
in the following six months, with principal

Pat Hodby and Tom Paine are Directors at Perks, South Australia’s leading privately-
owned accounting and private wealth firm. They are the driving force behind the Perks
Hospitality specialisation team and have both provided key advisory and operational

support to a number of owner-operators in the sector, ranging from the structuring of
their business, to back-of-house bookkeeping, to the streamlining and digitization of
their support systems. Pat is also an active industry advocate for publicans and the
hospitality industry and owns a successful pub in the Adelaide Hills.

Pat Hodby
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and interest payments over the final
two years of the loan.

For those businesses with outstanding
loans, the majority of lenders are
allowing eligible business to either
convert principal and interest (P&l)
facilities to interest-only for up to

six months or defer P&I repayments
on your business, asset finance or
equipment loans for up to

six months.

Many hospitality venues that would
have been considered strong
operators prior to the COVID-19
pandemic, are likely to fall within

the eligibility criteria for financial
assistance. You should speak with
your banks or Broker as a matter or
priority to understand what is on offer
and work through the details.

At the time of writing this article,
hospitality industry-specific measures
by the banks are as yet to be put in
place, but we have reason to believe
these may be coming down the pipeline.

UTILISE OTHER GOVERNMENT
SUPPORT MEASURES

Among the raft of stimulus measures
introduced by the Federal Government
to alleviate the COVID-19 impacts are
the Job Keeper payments, which are
designed to support businesses to
maintain employment of their staff.

For hotels that have seen their
turnover reduced by more than 30%
relative to a comparable period (of at
least one month) in 2019, you may
be eligible for a $1500 per-fortnight
payment for each eligible employee.
Full details and eligibility criteria are
available on the Australian Taxation
Office website: https://www.ato.gov.

au/general/gen/JobKeeper-payment/

No doubt, there are still many
challenges ahead for South Australia’s
hotel industry and the impacts of the
virus will be felt for some time yet.
However, as we work through this
unprecedented situation, publicans
should be buoyed by the fact they
aren’t alone. If there is one thing we
know about our industry - we're all in
this together and we certainly won't go
down without a fight.

Charity Golf Day Scores $2.7
Million for SA Kids in Need

The Liquor Industry Golf Club holds an
annual golf day in February each year
to support children’s charities here in
South Australia.

This year it was held on Monday 3
February at Grange Golf Club across both
East and West courses. There were 72
teams who participated and enjoyed an
exceptional round of Ambrose golf. The
day raised in excess of $70,000 again for
children’s charities.

The funds kept in trust at BankSA from
2019's event, were distributed to assist
their vital services from providing money
for running costs at children’s camps for
Canteen, United for Kids via Advertiser
Foundation for Childhood Cancer SA
upgrades to their holiday home Bradley’s
Place, or even Life Education SA programs
such as drug, alcohol and cyber-safety
providing learning devices to educate
children to ensure their choices in life are
the right ones.

Other recipients this year were Variety
SA, Starlight Foundation, Autism SA,
Blind Sporting Council-EyePlaySport and
Juvenile Diabetes Research Foundation.

The charity day is a key event on the
hospitality golf calendar. It is attended

by many hospitality industry businesses,
providers and a gang of hoteliers who also
volunteer their help on the day.

We would like to acknowledge the many
sponsors — from BankSA and Grange Golf
Club to Holco Food Services, West End,
Coopers, Coca-Cola, CUB, Asahi and many
other allied liquor industry providers.

Rob Gillies, Chair of the LIGC Charity Day
committee, knows that the day certainly
has a lot of planning behind it, but more so
the outcome for the children who receive
many vital services to enhance their
quality of life.

“We work hard as a volunteer committee
with one main aim and that is that

we want to help every child to have

the opportunity to receive the best
services, especially if these children are
disadvantaged by both physical and
emotional adversity,” Rob said.

Another great day is planned for 2021
when we return to Grange Golf Club on
Monday 8 February.

Ainsworth Launches New
A-Star Cabinet!

Ainsworth Game Technology has released the impressive new A-STAR cabinet with
the all new Pan Chang brand which includes two exciting titles. The A-STAR flaunts an
elegant design that has been meticulously crafted into a dual screen format including
dynamic LED lighting, and a state-of-the-art LCD touchscreen button deck.

Ainsworth has a line-up of a range of core and standalone progressive titles as well as
link progressives. Pan Chang, a Chinese traditional decorative knot, is also the Buddhist
conception of continuity and the original of all things, 'Endless Fortune' and 'Long &
Happy Life" are two exhilarating titles bound to keep players on the edge of their seats

with the Pan Chang 'Lantern Feature'.

If you haven't had the chance to check out the all new
A-STAR give your local Sales Representative a call!

ANEWBFITH

Vale John Schneebichler

The AHA|SA is deeply saddened by the news of the passing of
friend and fellow John Schneebichler. John was with Macmont
Gaming for many years, and was a well respected and endeared
figure of the SA hotel industry who will be greatly missed. Our
deepest condolences to his family.
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ACCOUNTANCY SERVICES
Bentleys SA 8372 7900

LK Accounting Services 08 8395 4870
Perks Accountants & Wealth Advisors
08 82739300

Winnall & Co. 8379 3159

ATMS
Cardtronics 03 9574 4878

ARCHITECTS & INTERIOR DESIGNERS

Studio Nine Architects 8132 3999

AUDIO VISUAL

Big Screen Video 1300 244 727
Nightlife Music Video 1800 679 748
Novatech Creative Event Technology
8352 0300

BACKGROUND MUSIC

Foxtel Music 1300 148 729

Moov Music 1300 139 913

Nightlife Music Video 1800 679 748
Z00 Business Media 07 5587 7222
BANKING & FINANCE

Bank SA 8424 5536

Perks Accountants & Wealth Advisors
08 8273 9300

BEDDING
Elite Bedding 8243 1911

BEER DISPENSE EQUIPMENT
Andale Hotel Services 8234 0388
Lancer Beverage Systems 8268 1388
BEVERAGE GASES

BOC Limited 0424 647 568

Supagas 8252 7472

BEVERAGES

Accolade Wines 8392 2238

Asahi Premium Beverages 8276 4888
Australian Liquor Marketers 8405 7744
Carlton & United Breweries 8416 7819
Coca-Cola Amatil 8416 9547

Coopers Brewery 8440 1800

Diageo Australia 8245 9300

Empire Liquor 8371 0088

Lion 8354 8888

Liquor Marketing Group 8416 7575
Options Craft Liquor Merchants 8346 9111
Pernod Ricard Australia 8208 2400
Samuel Smith & Son 8112 4200
Treasury Wine Estates 8301 5400
BOOKKEEPING

Liquor Legends 0429 825 072

Perks Accountants & Wealth Advisors
08 8273 9300

Winnall & Co. 8379 3159

BUILDING EQUIPMENT/SUPPLIES/
HARDWARE

Bunnings Group 0435 630 660
CLEANING SERVICES

Agile Group 1300 964 007

Smart Cleaning Services 1300664647

CLEANING SUPPLIES
Bunzl Hospitality Supplies 8245 6200
Frontline Hygiene 8121 9315

ENERGY

Choice Energy 1300 304 448

Class A Energy Solutions 8391 4853
Power Maintenance 1300 700 500

Trans Tasman Energy Group 1300118 834

FINANCIAL PLANNING

Perks Accountants & Wealth Advisors
08 8273 9300

Winnall & Co. 8379 3159

FIRST-AID
St John 1300 360 455

FOOD SERVICES

Galipo Foods 8168 2000

Holco Fine Meat Suppliers 8162 8400
PFD Foodservice 8114 2300

Wills and Daniel 8260 7776
FURNISHINGS

Concept Collections 1300 269 800
GAMING ANALYSIS

Independant Gaming Analysis 8376 6966
Winnall & Co 8379 3159

GAMING LOYALTY

Bluize 1300 557 587

GAMING MACHINE SERVICES
Ainsworth Game Technology 0409 171 616

Aristocrat Technologies Australia 8273 9900

Global Gaming / Maxetag 0408 462 321
IGT 8231 8430

Independant Gaming Analysis 8376 6966
Konami Australia Pty Ltd 0409 047 899
Macmont Gaming Supplies 8340 1322
MAX 82759700

GAMBLING SERVICES

The Lott 132 315

UBET 8354 7300

HOTEL BROKERS

McGees Property Hotel Brokers 8414 7800
HOTEL MANAGEMENT

Liquor Legends 0429 825 072

HR&L Australia Pty Ltd 8291 9555
HOTEL MARKETING

Social Media AOK 0413 469 938
HYGIENE SERVICES

Frontline Hygiene 8121 9315

ICE MAKERS

Bunzl Hospitality Supplies 8245 6200
Lancer Beverage Systems 8268 1388

INFORMATION SYSTEMS/SITE PREP

Max Systems 8275 9700
INSURANCE

Aon Risk Solutions 8301 1111

I.T. PRODUCTS & SERVICES
Boylen 8233 9433

Vintek 1300 001 337

KITCHEN & BAR EQUIPMENT
Andale Hotel Services 8234 0388
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Bunnings Group 0435 630 660

Bunzl Hospitality Supplies 8245 6200
Lancer Beverage Systems 8268 1388
Stoddart Manufacturing & Food Service
Equipment 0427 106 103

LEGAL SERVICES

Clelands Lawyers 8177 5888

Duncan Basheer Hannon 8216 3389
Ryan & Durey Solicitors 6166 9000
Wallmans Lawyers 8235 3000
LOYALTY & REWARD SYSTEMS
Liquor Legends 0429 825 072

MARKETING & COMMUNICATIONS
Social Media AOK 0413 469 938

MEDIA

Boylen 8233 9433
FIVEaa 8419 1395
Foxtel 1300 138 898
InDaily 8224 1600

MUSIC LICENSING
OneMusic 8331 5800

ONHOLD/MESSAGING
Adelaide’'s 1800 ON HOLD 8125 9370

PAYROLL & HR RESOURCES
Liquor Legends 0429 825072
Winnall & Co. 8379 3159

POS SYSTEMS

Bluize 1300 557 587

Liquor Legends 0429 825 072
H&L Australia 1800 778 340

PROMOTIONAL PRODUCTS
The Banner Crew 8240 0242

PROPERTY VALUATIONS
Knight Frank Valuations 8233 5222

REFRIGERATION
Lancer Beverage Systems 8268 1388

RETAIL LIQUOR MARKETING

Liquor Legends 0429 825 072

Liquor Marketing Group 8416 7575

Urban Cellars 0429 825072

SECURITY SERVICES & PRODUCTS
Agile Group 1300 964 007

DNA Security Solutions 1300 667 688
Lima One Protection Group 0415 405 764
SPORTS & ENTERTAINMENT MEDIA
Foxtel 1300 138 898

STAFF TRAINING & RECRUITMENT
Maxima 8340 7766

Migration Solutions 8210 9800

Perks Accountants & Wealth Advisors

08 82739300

St John 1300 360 455

STAGING

Nexstage 7070 8191
SUPERANNUATION

HostPlus 8205 4965

WEBSITES

Boylen 8233 9433
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TALKING ADELAIDE

food company

@ TREASURY WINE ESTATES

Accolade Wines

Agile Group

Ainsworth Game Technology
Aristocrat Technologies Australia

Australian Liquor Marketers
BankSA

Big Screen Video
Bluize

Boylen

Bunnings Group
Bunzl

Foxtel

BRONZE

IGT
InDaily

Independant Gaming Analysis
Konami Australia Pty Ltd
Liquor Marketing Group

Macmont Gaming Supplies

Novatech Creative Event
Technology

OneMusic

Options Wine Merchants
Samuel Smith & Son
Social Media AOK
Stoddart Food Equipment

Adelaide's 1800 ON HOLD
Andale Hotel Services
Bentleys Accountants
BOC Limited

Cardtronics

Choice Energy

Class A Energy Solutions
Concept Collections

DNA Security Solutions

Duncan Basheer Hannon
Elite Bedding

Empire Liquor

Frontline Hygiene

Knight Frank

Lancer Beverage Systems
Liquor Legends

LK Accounting Services
Maxima Training Group

HOTEL

INDUSTRY SUPPORTER

McGees Property Hotel Brokers
Migration Solutions

Nexstage

Nightlife Music Video

Perks Accountants & Wealth
Advisers

PowerMaintenance
Ryan & Durey Solicitors

Smart Cleaning Solutions

Studio Nine Architects

St John

Supagas

The Banner Crew

Trans Tasman Energy Group
Wallmans Lawyers

Wills and Daniel Produce
Merchants

Winnall & Co.

Clelands Lawyers
Vintek

WWW.AHASA.ASN
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JANUARY-FEBRUARY 2020

LICENSEE TRANSFERS

HOTEL LOCATION DATE GRANTED NEW LICENSEE

Thevenard Hotel Thevenard 28.01.20 Jeff Denton Nominees Pty Ltd
Georgetown Hotel Georgetown 05.02.20 Woolshed Flat Pty Ltd
Marrryatville Hotel Marryatville 25.02.20 Marryatville Hotel (SA) Pty Ltd

OFFICE HOLDERS

WELCOME TO OUR NEW MEMBERS
Jarmers Kitchen

Kincraig Hotel

Koolunga Hotel

Stockwell Hotel

Thevenard Hotel

Victory Hotel

— p fe
"3-"'.]5. i,
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CONTACT ADMINISTRATION EXECUTIVE COUNCIL
Level 4, 60 Hindmarsh Square, Adelaide SA 5000 |IAN HORNE General Manager DAVID BASHEER AHA|SA President
POSTAL PO Box 3092, Rundle Mall SA 5000 WENDY BEVAN Government Relations & Policy MATTHEW BINNS AHA|SA Vice President
PHONE (08) 8232 4525 OWEN WEBB Warkplace Relations ANDREW BULLOCK  AHA|SA Deputy Vice President
TOLL FREE 1800814 525 GARY COPPOLA Legal and Advocacy RICHARD LOVELL  AHAISA Secretary/Treasurer
FAX (08) 8232 4979 SCOTT VAUGHAN Membership & Business Services ~ Matthew Brien, Matt Rogers, Sam Mclnnes
EMAIL information@ahasa.asn.au KATHERINE TAYLOR Communications and TAA (SA)
WEB www.ahasa.asn.au LUCY RANDALL Events & Sponsorship COUNCIL
Views expressed in Hotel SA are not necessarily those of the BRONTE MCCARTHY Finance & Administration Andrew Gunn Jason Fahey Mark Davies
AHAISA or the publisher and neither can accept, and therefore DIDIER VOLLERIN  Liguor & Gaming Andrew Plush Jason Kelly Tim Gregg
disclaims any liability, to any party for loss or damage caused by Brad Barreau Jeff Ellis Tony Franzon
errors or omissions resulting from negligence, accident or any LIZ TURLEY Training Coordinator Darren Steele John Giannitto Trent Fahey
Oiterec it advetsements o pogcs, specil ofers o goods  ANNAMOELLER  Executive Director Gaming Care  Guy Matthews ~ Karen Miesi Trevor Evans
promoted therein. James Franzon Luke Donaldson
PUBLISHER Boylen

Level 3, 47 South Terrace, Adelaide SA 5000 P (08) 8233 9433 W www.boylen.com.au
TIM BOYLEN JAMIE RICHARDSON MADELAINE RASCHELLA HENRY RIVERA
Managing Director Advertising Studio Manager Graphic Designer
tboylen@boylen.com.au sales@boylen.com.au Graphic Designer

AUSTRALIAN LIQUOR MARKETERS p PTY. LTD.

We are thinking of our SA hospitality family through these
challenging times and look forward to when our thriving
industry is back connecting our communities.

Contact ALM Warehouse Services 8152 8738.
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RETRACTABLE WATERPROOF
FABRIC ROOF SYSTEMS

" Reftractable waterproof & UV protection
.
Year round protection from the elements
=

Integrated gutters, downpipes & lights

n— -

Somfy motorised with remote control

e -
Wide rangelof stylish fabric colours
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212 Grange Road, Flinders Park SA



f

Our industry faces an unprecedented challenge
in COVID-19. We've developed a central Resource
Hub to help our communities navigate the sea of
information and find the critical resources that can
help them to weather this storm. The Hub is for
everyone - it’s free and you don’t need to sign up
for anything to access it.

E e r kS ‘ . AUSTRALIAN ACCOUNTING perks.com.au/covid19
- PARTNER OF THE YEAR 2019 (08) 8273 9300



