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Chairman’s  
Message
D E A N  T H O M A S

Have your say
If you would like to respond to an article, recommend a contributor or even 
share information please contact the editor of ‘Focus’.

  EMAIL THE EDITOR bradsmith@rslservicesclubs.com.au

We invite any information from outside our sector and our industry, to contribute 
new ideas and approaches to the challenges we face. Please make sure you 
provide your name, email address and contact phone number so we can get in 
touch with you!

FOCUS IS ALSO AVAILABLE TO VIEW ON YOUR PHONE, TABLET OR 
COMPUTER! VISIT RSLSERVICESCLUBS.COM.AU FOR MORE INFORMATION

I t is worth reflecting on the last two years given the most recent ‘shadow’ 
lockdown coupled with the ongoing staff shortages have re-enforced the 
many challenges that come with operating during a pandemic, in particular 
in recent weeks there seems a sense that we are affectively treading water.  
For leaders within our Clubs it is difficult to get a sense of when and how to 

revert to our fundamental obligation – to develop strategy.

What we’ve been talking about at the RSL & Services Clubs Association is the 
importance of your strategic plan, now more than ever – a back to basics approach 
has a lot of merit, but for some, you may be using this time to scale up in anticipation of 
brighter days to come.

Whichever approach you take, remember that support is available via the RSL & 
Services Clubs Association and via your fellow clubs. Let’s use 2022 as an opportunity 
to reboot and rework what success looks like. Review your strategic plans and confirm 
that you’re focusing on the areas that are important, not ‘just’ fighting fires.

Once you are comfortable that you’re on track from a strategic perspective, then start 
from the ground up and consider what are the foundational things you must be getting 
right to keep your staff, members and customers happy.

Consider your most popular and profitable products and services (hopefully there 
are many that overlap) – promote these heavily and think whether there are any ways 
to make these even more efficient. Review your money laundering and responsible 
gaming programs – check these are still live documents and do a pulse check in the 
club that your teams are walking the talk. And the most important of all check in with 
your staff, ensure they are engaged and use them as advocates for future staff.

 Be sure to review your ClubGrant programs this year and share these in your 
marketing channels as an engagement tool with your community, members, and your 
staff. Did you know that the RSL&SCA Veterans Benevolent Fund can receive Category 
1 ClubGrant donations and distributes these funds to veterans services – so ask us for 
details if you would like to find out more.

The saying, ‘the only way out is through’ is so true. Navigating this landscape is tricky, 
but I’m confident that we can all do it together. By sharing our challenges and the 
opportunities which are unique to RSL & Services Clubs, we are poised to capitalise  
on a difficult environment and come out stronger together.

DEAN THOMAS 
Chairman
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W ith a new year, comes fresh perspectives. 
Although 2022 isn’t the fresh start we 
were hoping for, we work in an industry 
that, at its core, is unique in its ability to 
make a difference in the lives of our staff 

and communities. 

If the last two years has taught us anything, it’s the importance 
of the simple things. When we pare back life to what’s important, 
we know in our hearts it’s areas like family, friends, community, a 
sense of purpose and the like. 

I firmly believe that RSL & Services Clubs are the hub of our 
communities and we are in a prime position to be a ‘destination’ 
for our community. Ensuring that we promote all of the facilities, 
experiences, activities and connections is 
key to our relevance and sustainability. 

Let’s encourage our members to visit 
us more and for varied reasons, and 
let’s attract new customers for our core 
facilities and activities. We’re open for 
business and we’re the simplicity and 
connection they need in their days. 
Whether they are people working from 
home looking for a change of scenery, 
mothers’ groups needing somewhere 
with air conditioning and shelter, seniors 
enjoying bingo or a long lunch, or young 
people wanting to enjoy happy hour – 
since people aren’t travelling far for now, let’s be their place  
to go. 

‘Destination’ RSL & Services Clubs is a concept I want to 
develop. Members and customers are increasingly looking 
for experiences not ‘things’ and a natural destination for these 
experiences is their local RSL & Services Club. RSL & Services 
Clubs are brilliant in their simplicity, consistency, reliability and 
sense of belonging. 

The theme of this issue of FOCUS is sustainability and 
innovation. They (and reducing vulnerability) are also the  
themes of our Annual Conference coming up in April. In times  
of change, what does sustainability and innovation mean to 
you and your club?

For many it might be getting back to basics, looking at your 
data as a club whether it’s food and beverage, bar or gaming, 

and critically evaluate what are your cash cows and your staple 
offerings that deliver returns to the business. Double down on 
these initiatives – play to your strengths and welcome members 
and the community for those things you do best, above all else. 

Some clubs are scaling down their menus, others are closing 
some restaurants and not others. Let your members know 
that you’re open for business, but business might look a little 
different for a while to ensure you can deliver the same service. I 
mentioned in a recent newsletter, I am seeing so many new and 
interesting ways of engaging with members and customers in our 
clubs and I think the more we can share these innovative ideas, 
the more we can all benefit.

At the same time, keep an eye on the horizon and think about 
what 2023 looks like. Do a member survey, 
but also think about engaging with non-
members – ask them why they don’t come 
to or join the club. If there are ways to 
attract new customers to your club, keep an 
eye on the horizon to start planning for the 
future. 

RSL & Services Clubs hold a special place 
in the hearts and minds of our communities. 
We need to be constantly sharing the 
veterans and community services that we 
support so we can attract more customers 
into our clubs. The more we highlight and 
celebrate the significant and numerous 

ways that we support veterans and communities – the more 
engagement and loyalty we will see from our communities (and 
our staff). So set your promotional calendar for the year now, and 
put clubs top of mind in 2022. 

So as we navigate the start of 2022, I encourage you to drop 
me a line and share some of the interesting and unique ways 
that you are engaging with your members and communities. We 
are here to help elevate and highlight the amazing work that our 
members do and to help foster an environment where we are all 
succeeding together. I look forward to what the year holds for us 
and I know that collectively we have what it takes to thrive. 

MARGOT SMITH 
CEO

Welcome to

M A R G O T  S M I T H
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A HG will provide the perfect platform 
for our industry to come together, 
not only to catch-up with colleagues 
and enjoy the buzz and networking/
sales opportunities of a trade show 

but to also see, firsthand, 
the latest offerings from 
industry suppliers, like IGT.

The momentum of IGT’s 
locally focused strategy 
is continuing to grow with 
its newest innovations 
on show at this year’s 
AHG. IGT’s portfolio of 
new games teamed with 
the latest in systems and 
services solutions are 
designed to grow player 
entertainment, customer loyalty and revenues.

Launching at AHG, and a first from IGT’s GLO 
Studio, is new game series Outgrow™.  Providing a 
unique gameplay experience, Outgrow offers re-
spin features, a new second chance feature and an 
exciting growing, locking and sticky Wild mechanic.  
Launching as a link with two games – Blue Moon 
and Spooky Moon, followed by a third title, Western 
Moon - Outgrow has been designed to provide 
players with more value through entertainment and 
venues with added variety across the game floor.

A new addition to IGT’s strong performing Power Guardians™ 
family will also be unveiled – Noble Strength™.  Offering a  
new math model, more volatility and new free games feature 
with nudging WILDs for more chances to win, Noble Strength 
is the perfect partner to grow the Power Guardians presence  
on your floor.

Other games on display at AHG include:

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

•  The latest games additions for IGT’s proven performer – 
GO! For Grand™ - Outback Gold™ and Aztec Wonders™

•  Plus the preview of IGT’s next new multi-level progressive 
link – Lucky Gong™

IGT’s Systems team will 
be showcasing the latest 
innovations for ADVANTAGE 
CLUB® – including market-
leading player interface, 
Service Window. Recent 
additions to tools and apps 
will be on display, all of which 
are designed to provide a 
frictionless customer experience and grow 
remarkable loyalty, efficiency and performance 
across a venue’s gaming room. There’ll also be 
updates on key new developments in digital wallet 
and cashless solutions – topical for NSW venues at 
the moment – but with further reaching potential in 
the future.

IGT’s head of marketing for APAC, 
Lisa Colella, commented: “The past 
two years have definitely been a 
rollercoaster, and our customers and 
industry have adapted and reshaped 
to meet an ever-changing landscape.

IGT is now moving forward and 
growing with new solutions for 
games, systems and services 

designed to provide our customers with the growth, 
support and flexibility needed for today’s business 
environment.  We look forward to seeing everyone 
at the first-industry-wide event since 2019!”.

Grow Your Gaming  
with IGT

With the last industry wide trade show event taking place in August 2019 at the 
Australasian Gaming Expo (AGE) – exhibitors and visitors alike are looking forward 

to the upcoming Australasian Hospitality & Gaming Expo (AHG) to be held at the 
Brisbane Exhibition and Convention Centre on March 23 & 24, 2022.

Interested  
in finding  
out more  

about  
Service  

Window?

For more on IGT’s games, systems 
and service visit www.igt.com.au
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Interested  
in finding  
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COVID has 
created the most 
volatile business 
environment in 
the history of our 
industry.

Rapid change 
in legislation, in 
particular from public health orders 
and massive investment encouraging 
people to avoid human contact 
has resulted in a monumental 
shift in consumer behaviour and 
organisational dynamics.

In previous business planning, we 
would look at historical data and 
trends. Historical data into what works 
and doesn’t work for your business 
and customer is now questionable 
because we have not experienced 
this environment before. Not knowing 
if this shift is permanent or temporary, 
we are forced to operate in it to the 
best of our ability.

Mounties Group have taken 
the approach to ‘Get back to 
basics’. Our first steps need to be 
addressing perceived safety and 
providing a sense of belonging/
social inclusion to our members 
before we can make a difference 
through higher order goods and 

services.

For each of our ten club venues, 
medical and health businesses, 
leisure and property units, this means 
something different. Getting back to 
basics requires us to have a single 
purpose, for us that is to ‘improve 
the lives of our members’. Then tailor 
that purpose to each of the unique 
demographics that choose to utilise 
our venues. The important part is 
understanding what makes our 
members feel safe, what makes our 
members feel like they belong, and 
what are the unique needs that make 
our venue their venue of choice. We 
had years of research telling us this, 

the hard part is understanding what 
they are now and predicting if they are 
likely to shift again.

Our view is that these behaviours are 
here to stay for the foreseeable future 
and will shape what is important to our 
customers. We will rethink our events 
and activities that drove large volumes 
of people to create a massive spike 
and instead drive small increments 
across the course of a day, week or 
even month. We will need to ensure 
our safety standards are second to 
none and that we take full advantage 
of areas available to us that have a 
lower risk of transmission, such as 
outdoor areas. 

Most importantly we will need to throw 
out the rulebook and evaluate the 
success or failure of our tactics again 
based on a changed environment and 
consumer expectations.

Dale Hunt, Chief Executive Officer, 
Mounties Group 

In times of uncertainty, leaders need to forge a path that guides 
decision making as best they can. Hear from two CEOs on  

how they approached this turbulent time. 

South of the border, they’ve been hit harder than most in 
Australia. Chief Executive Officer, Michael Lewis of Hoppers 
Crossing Club Ltd. provides a perspective from down south. 

Since the COVID-19 took hold my team had to quickly adapt 
our operations across both of our Clubs.  

What became abundantly clear to us was 
we were heading into an incredibly turbulent 
period. We needed to make conscious 
decisions and make them quickly. So far, 
there’s been six lockdowns totalling 262 
days and ongoing COVID Restrictions to 
varying levels of severity in Victoria.  

Two such decisions were to “Stick to our 
knitting” and to “Focus on those things that 
makes us who we are” – our DNA if you like. 

‘Stick to our knitting’: Most CEO’s of my ilk would probably 
still own Tom Peter’s book ‘In Search of Excellence?’ My 
copy still sits proudly on the bookshelf in my office and is 
regularly referenced particularly when mentoring members 
of my team. Tom refers to “Stick to your knitting” as “staying 
with the business you know” and “sticking to your core 
business”. That is exactly what we did and continue to do 
through this ‘pandemic’.

One example of ‘Sticking to our Knitting’: food is a significant 
and important part of our business. Our kitchens are the 
hearts of our Clubs, they pump the blood through the veins 
and the veins touch almost every part of our operations. So, 
we adjusted our menus, placed a greater focus on takeaway 

and home delivery, slightly increased our margins and 
were creative with our social marketing e.g. videoing meal 
preparation and staff dressing up as well-known characters 
to push our specials. We also provided significant numbers 
of meals to those most in need in our community including 
individuals, families and charitable organisations. 

With regard to our DNA, ‘it’ is: 

-  Every member of the team ‘knowing their job – 
doing their job – respecting their team’;

-  Never deviating from our 5 ‘not negotiable’ 
Core Values of Honesty & Integrity, Teamwork, 
Customer Focussed, Striving to Always do Better 
and Excellence in Communication; 

-  Doing the simple things right 100% of the time without fail 
and without exception;

-  Putting the Customer in the centre of everything we do  
(a core value identified above);

-  One day at a time – we don’t have a crystal ball (how true 
has COVID proven that to be?); and

- Focus on our costs and the revenue will take care of itself. 

These two tenets enabled us to pivot to a business model 
that was conducive to our short-term survival, however still, 
enabled longer-term resilience and growth.

Michael Lewis, Hoppers Crossing (Club)

Club case studies  
for sustainability Back to 

Basics
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R enowned for delivering exceptional 
buildings, Paynter Dixon is working 
closely with RSL Clubs across NSW to 
create future-fit facilities in a post-COVID 
landscape. The evolving trend is seeing 

venues preserve trust with traditional patrons, market to a 
new generation, and harness operational efficiencies.

“As community-minded organisations, RSL Clubs appreciate 
the importance of hygiene visibility and routinely 
demonstrating the safety of their venues,” says Andrew 
Neagle, Paynter Dixon’s Strategic Development Lead in 
Hospitality. 

“This is creating a marketable point of difference for Clubs 
eager to minimise physical contact. Digital apps are being 
used to order food and beverages, facilitate membership 
and conduct gaming. “

“Clubs are also on the front foot of 
refurbishing facilities, embedding 
new hygiene standards in processes 
and training staff to lead by example. 
The challenge in 2022 is how to 
create that end-to-end experience 
for patrons.”

Heightened scrutiny of hygiene 
is most evident in bathrooms and 
toilets where touchless functionality 
is becoming the new norm. Alongside doorless entry, motion 
detector sensors are increasingly commonplace for soap 
dispensers, running water and hand dryers. 

Air quality is also a game changer, with Clubs exploring 
ventilation solutions to increase the volume of indoor 
fresh air. While this may involve a substantial investment 
in technology, many venues are finding cost-effective 
measures, including the adaption of existing systems. 

For instance, Paynter Dixon is working with a client to 
reconnect a heat recovery wheel that sat dormant in the 

recycled air system. The wheel salvages heat from used 
building air and transfers to incoming, fresh air. Once 
reinstated, the venue will circulate 100 per cent fresh air 
through the system.

Moving away from sealed and rigid indoor environments, 
more venues are creating hybrid spaces with greater 
flexibility for harnessing natural ventilation and sunlight. For 
Club Parramatta, formerly Parramatta RSL, Paynter Dixon 
oversaw design and construction of a multi-purpose three-
storey building.

In addition to outdoor dining and recreational areas, the 
facade discretely locates glass louvre windows above eye 
level. Fresh air is circulated internally, supplementing air 
conditioning – and saving dollars in the process. 

In recent years Paynter Dixon has worked with Cowra 
Services Club to evolve facilities for a new generation, 

refurbishing lounges and creating an 
outdoor terrace. The latest phase will see a 
function area converted to a bar and servery 
with a retractable roof. This offers numerous 
configurations of open and enclosed spaces 
within the existing building floorspace – 
versatile yet efficient.

In 2021, NSW Department of Planning 
streamlined the approval process, 
encouraging Clubs to convert outdoor areas 

and carparks into hospitality areas. While an outdoor open 
floorplan teases a fast conversion, venues are advised to 
factor all aspects – including the additional servicing and 
maintenance requirements – into the planning process.

Andrew stresses the importance of enlisting the right 
expertise from the outset. “Our partnership approach to 
project delivery is built on high levels of trust and a track 
record of solving challenges that inevitably arise.”

Contact Andrew Neagle today on  
Andrew.Neagle@paynterdixon.com.au. 

There are strong signs the club industry is leading 
the move towards ‘touchless’ environments as 

consumer priorities for hygiene and safety  
shape new industry standards.

Hygiene awareness      
fuels move towards  

‘touchless’  
Club facilities 
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Published February 2022.  All information herein is subject to change without notice. © IGT (Australia) Pty. Limited.  All trademarks and 
registered trademarks are owned by IGT (Australia) Pty. Limited or its related entities. Game/cabinet type availability is subject to 
jurisdictional approval. * To confirm release dates for Power Guardians SAP or Link versions, please contact your IGT representative.

Power Guardians™ brings a power boost to the Hold N’ Spin mechanic with 
the chance to increase prize values up to 100x in the feature.
• Unique feature where prizes can be increased by up to 100x
• Each game has a di�erent free game feature and volatility
• Look out for the ‘Power Orbs’ which increase prize values across the reels
Available as a SAP or Link with three games* – Heroes Honour™, Emperors 
Tale™ and NEW Noble Strength™ – power-up today!

Call IGT to find out more on (02) 9812 2300 or visit www.igt.com.au

Power Up!  
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Tell us about what transition looked like for you and why Veteran 
Brewing Co is so important to you.

Transition was difficult for me.  Joining the RAAF straight from school, 
the military taught me how to be a good serviceman, but not how to be 
a civilian.  Finding meaningful work was the greatest challenge, made 
harder by complete ignorance about how to write a CV, applying for 
jobs, even performing in an interview.  I was lucky, with my first boss 
being ex RAAF.

I may have discharged many years ago, but I’ve always felt connected 
to my military family.  I’m sensitive to the growing challenges that 
Veterans – and their families – face.  Having spent the past 15 years in 
the global liquor industry, Veteran Brewing Co. is my way of using this 
experience to fund projects that help those who have served, whilst 
broadening community awareness.

What is unique about Veteran Brewing Co?

Although social-cause beer brands are relatively new, our greatest 
point of difference is in our understanding of consumer insights.  We 
have clarity around who our brand will best appeal to and have crafted 
every aspect of engagement in line with this awareness.  For instance, 

our ideal customer doesn’t just want 
a beer, they seek an experience.  So, 
expect to see some promotional 
activity this country has never seen 
before!

What do you think consumers 
are looking for in this current 
environment?

Values alignment: If we can 
demonstrate that our beers not only 
taste great but can make a difference 
to everyday Aussies who need our 

help, we think our brand will resonate.

If you could give advice to your younger self, what would it be?

I’m disappointed it’s taken me so long to realise the pleasure to 
be had by using utilising my professional skills to achieve positive 
outcomes for others. My advice to my younger self therefore 
would be to replace the default ideal of working hard to earn more 
money to afford ‘things’, with a commitment to doing a job that 

makes me feel good, and potentially, others as well.

You’ve expressed an interest in working with RSL & Services Clubs, 
how can clubs get involved with the Veteran Brewing Co? Are there 
some upcoming initiatives?

We understand the Club environment better than most (through other 
business ventures), as well as the current financial challenges resulting 
from COVID. We also understand the impact of beer contracts, so have 
developed some offerings that will generate new revenue opportunities 
for partner Clubs.

For this reason, we have a major annual fundraiser in the lead up to 
Anzac Day. We’re creating a limited release, limited availability mixed  
16 can beer pack, produced in collaboration with other iconic breweries, 
but under a unique Veteran Brewing Co. label.  Although we’ve just 
secured national ranging for our core range beers with Coles Liquor, 
our Anzac Day case will only be available via Club partners.

Tim Lewis | Commander-In-Beer, Veteran Brewing Co 
veteranbrewing.com.au | 0447 644 574

Veteran 
Brewing 

Co

Veterans Engagement_ Focussed on Success
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Tell us about the veterans you’ve worked with such as 
Veteran Brewing Co and why entrepreneurship and 
working with InnoClub has been so important to them  
(in general terms).

InnoClub started because we saw a disconnect between the 
purpose of clubs to the modern veteran. We have worked 
with, mentored and seed funded nearly a dozen businesses 
and start-ups from hobby building, health and wellness, IT, 
communications, and support networks for veteran families. 

It was through our Wagga Wagga Entrepreneurship 
programme that we helped develop the business case and 
market strategy for Veteran Brewing Co. Tim’s pitch was 
exceptional, and in front of the local MP and Deputy PM, he 
was awarded a seed funding support grant. What made the 
event even more unique was these veterans 
came together and developed a strong cohort. 
So much so that one of them literally walked out 
the door and signed up four of the local pubs 
who now sell Tim’s beer!

What do veterans and their families need the 
most support with in shaping their business 
ideas? 

The short answer is to ask this question: what 
problem is my idea solving? Everyone has an 
idea, and everyone thinks they have the next 
big million-dollar project. Whereas those who are already in 
business, they are too scared to challenge the market and try 
something new. In both cases, these ideas seem to take over 
the logic in our brain, and we convince ourselves that the 
solution in our head is not a bad idea. 

This is a big mistake and the very reason why start-ups fail, 
and businesses fold. We want to talk to people before they 
spend all their money developing a product that no-one 
wants. So we support these idea creators to challenge 
their solutions and explore if they are viable. We support 
business operators to look at opportunities to diversify and 
be sustainable. 

You also have a ‘matching’ concept – you have a business 
problem and bring that to the entrepreneurs, and they 
solve it on behalf of businesses – could clubs tap into 
that opportunity by providing you with business problems  
to solve? 

Our solution is to foster veterans’ transition to civilian life 
by adapting their military knowledge and developing 
innovation & entrepreneurial skills. In turn, these create 
viable businesses, and solve social and community problems 
through these solutions.

We partner with local councils, schools, clubs or 
organisations to provide us with a list of problems they need 
solving. What this means is that our cohorts are working on 
and developing solutions around real problems. 

This provides a new connection between 
the club, the council/school/organisation, 
and the participant. For clubs, this 
creates a new, tangible opportunity to do 
something in the community. We trialled 
this during Covid-19 with the Campsie 
RSL Group, offering online classes to club 
staff to test new business ideas. 

What’s on the horizon at InnoClub? 

Our vision is focussed around creating 
shared value. In February, we are trialling our new veteran 
transition programme, Redploy, with twenty veterans at 
our Chester Hill hub. Their feedback will then develop and 
launch a new way to transition through clubs and sub-
branches. 

We have two more entrepreneurship courses in Currumbin 
Qld and Nowra NSW. 

The platform will launch with music resources for primary 
schools, and we will be encouraging all clubs to support 
InnoClub, and improving their local school’s education 
outcomes, via club grants.  

Chris North | Co-Founder, InnoClub 
innoclub.com.au | 0414 652 864

innoclub
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Tell us about what transition looked like for you and why 
Twentyfivefour is so important to you.

For me, the last 18 months of my service as a Clearance 
Diver was spent preparing and recovering from surgery. I 
was in St Vincent Hospital and had just come out of my third 
operation, when the on-duty Warrant Officer informed me, I 
was not longer in Defence as my contract had expired. 

Around 14 days later I was re-instated back into Defence to 
continue my rehabilitation in an effort to re-join my unit only 
for it to happen again four months later. 

This time it was for good without any transition process. Any 
experience within Defence positive or negative will go a long 
way to helping you navigate the challenges 
(and there are many) in business. 

It’s been fantastic to be part of the team of 
veterans involved in TWENTYFIVEFOUR 
who have dug deep, leaned forward, and 
found a way to push through the last few 
years of the start-up phase.

TWENTYFIVEFOUR was founded and 
owned by a group of veterans. As we 
developed the brand and beverage 
product range over 18 months, it quickly 
become apparent by the impact it created within our  
network that the company had enormous potential. 

What is unique about Twentyfivefour? 

TWENTYFIVEFOUR is a veteran-founded brand and business 
that scours the globe looking for the next big thing in healthy 
beverage innovations.

As a brand with strong and proud military roots we utilise 
our experience to lead product innovation and start 
conversations about what matters to us, over a coffee. By 
using a unique combination of product, partners, and our 
platforms, we’re determined to integrate our meaningful 
veteran narrative into a wider consumer culture.

We’ve begun OUR STORY with the creation of a healthy, 
innovative take on a daily Aussie staple: COFFEE.

The Gunfire Range fuses together a widely loved national 
custom with a little-known Defence tradition and integrates 
it into our daily social culture. Our mission was to revive the 
connection between our Troopers and citizens. The Gunfire 
Range marks our first step in doing just that.

What do you think consumers are looking for in this current 
environment?

Quality and convenience. When it comes to coffee for 
many of us, hot coffee plays a key role in our daily routine 
(and that’s not something we’re willing to compromise on). 
Yet more and more, our love of coffee means we’re more 
open than ever to finding a delicious, easy drinking, clean, 
specialty coffee solution to complement our everyday.

Our Gunfire beverages are a refreshing, smooth, cold 
pressed and nitro-infused pick-me-up perfect for any 
occasion.

If you could give advice to your younger self, what would 
it be?

There is that old saying, ‘work hard and play 
even harder but always put you first. Grab every 
opportunity with both hands and fight for every 
inch, even when the institution says no. Regret 
stays with you forever’.

You’ve expressed an interest in working with 
RSL & Services Clubs, how can clubs get 
involved with the Twentyfivefour? Are there 
some upcoming initiatives?

TwentyFiveFour, is embarking on a tour around 
the State to promote the camaraderie, mateship, and support 
that is available to current serving and ex- serving members 
of the Australian Defence Force in their local community.  
RSL Clubs are invited to host an event.

Events for consideration include: 

•  Coffee catch-up in a club/sub-Branch or recreational 
setting 

• Gunfire breakfast 

•  Commemorative function such as a lunch or dinner that 
can incorporate coffee-based, alcohol-free cocktails 

Prominent personalities will be touring with TwentyFiveFour 
who can be used as a drawcard to your event and to entice 
local media promotion. 

Drew Dylan | Sales Consultant, TwentyFiveFour 
twentyfivefour.com.au | 0428 476 155

Twenty Five Four

Veterans Engagement_ Focussed on Success
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PRINCIPAL CONFERENCE PARTNER

Save the Date 9 & 10 
JUNE

GAMING &  
LEADERSHIP  
CONFERENCE 

2022

HYATT REGENCY, SYDNEY

The VBF relies on the 
support of our member 

clubs to fund these services 
and organisations through  
Category 1 ClubGRANTS 

and other donations.

For more information or assistance on how you can support the VBF in 2022 through your ClubGRANTS,  
contact Margot Smith on 0411 280 514 or via email margotsmith@rslservicesclubs.com.au
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Be the shining light  
for your team!

B eyond the huge 
challenges that 
COVID has 
presented to 
all businesses, 

it seems that clubs have been 
hit that little bit harder. Why? 
Because clubs are so active 
within the sporting and aging 
communities. For so many people, 
their local club isn’t just a place 
to have a beer or eat a meal; it’s 
their primary source of social 
connection.

RSLs have had to close their doors to veterans - many of 
whom are vulnerable because they are either elderly or 
recently returned and at risk of PTSI - knowing that the 
mandatory closures will have an impact on the mental health 
of their patrons.

For staff, it’s meant adjusting to constant changes to Public 
Health Orders, working in masks, performing increased 
cleaning work and, for casuals, it’s been about rolling with 
the punches when it comes to mandatory closures. 

Many people are exhausted, especially senior managers and 
CEOs who have been overseeing business operations while 
dealing with the personal impacts of COVID. Then there’s the 
constant pressure of retaining and attracting 
members which has been harder than ever 
when doors have been closed for such long 
periods.

It’s been a hard time, and it’s not over yet, so 
how can we push ahead?

At Gotcha4Life our goal is building mental 
fitness, just the same as physical fitness, 
and creating meaningful mateship so no 
one worries alone. This involves identifying 
a Gotcha4Life Mate – a close friend in 
your life and being someone they know they can talk to, 
openly and honestly, about anything, without judgement. 
It’s also about building emotional muscle and strengthening 
social connections between individuals, families and local 
communities.

How do you do that within the context of a club 
environment?

Community is key. How do we re-connect with staff, 
patrons and each other to create a connected and resilient 
community? How do we ensure that we are doing everything 
we can to check in with people?

Gotcha4Life has a number of programs that can assist with 
this process. The first is a Kickstarter talk. We have run 
thousands of these for all sorts of organisations - sporting 
clubs, schools and, most recently, pubs and clubs in 
partnership with Lion. 

The Kickstarter talk is a one hour presentation that ‘kick 
starts’ the conversation around mental fitness in communities 
with an immersive, interactive presentation that engages, 
educates, and empowers individuals and communities to 
build mental fitness and meaningful mateship to prevent 
suicide.

We know that they get an amazing response. They seem to 
open up conversations that are not being had by any other 

method. The presentation creates a safe space and the 
facilitator leads the conversation with vulnerability.

We recently ran one of these in a pub in rural NSW and it was 
a huge success. How can we tell? Because they’ve asked us 
to come back and run our other programs, Tomorrow Man 
and Tomorrow Woman, for the local community. 

These longer workshops are designed to break down 
stereotypes and give people the tools to build emotional 
muscle and resilience for a mentally healthier life.

Research has proven time and time again that a person’s 
ability to enjoy healthy sociability and high standards of 
wellbeing is dependent on solid mental and physical health, 
good social skills, quality relationships, positive parenting 
and strong communities.

We know that the role clubs play in the mental health of 
communities is an important one.

It’s an opportunity but it’s also a huge responsibility. That’s 
what sets clubs apart from other businesses. The intangible 
benefits they provide in terms of fellowship and friendship 
are hard to quantify and yet are the beating heart of these 
organisations.

The first step begins with each individual within the club. 
Does everyone have someone they can talk to - openly, 
honestly and without judgement - within the organisation? 

Have people within the club been trained in 
Mental Health First Aid? 

From a management perspective, it makes 
sense to have this leadership skill thrown into 
the mix, alongside resilience, sustainability, 
and vulnerability. Gotcha4Life offers this 
training through its qualified partners at Man 
Anchor and Rural Outreach Counselling. 
Mental Health First Aid training empowers 
members of the community to help others 
confidently and safely with mental health 
support. 

Once your house is in order as far as mental health support 
goes, it’s a lot easier to positively engage in community 
outreach. 

With COVID numbers still high, many people - especially 
vulnerable people -  are scared of going out. So how can 
you stay in touch without actual facetime?

Many service-based clubs have taken on the role of a social 
service, delivering meals and hampers to vulnerable patrons, 
running out-of-home activities that use the courtesy bus 
to pick up and drop off elderly customers, and providing 
a central hub for volunteers to organise fundraising and 
outreach initiatives. 

The question so many of us have been asking ourselves is 
‘How am I going to get through this?’

I want to propose an amendment. It’s time to ask ‘What are 
we going to do to get through this?’

No one is in this alone and there’s plenty of free expert 
support available. Let’s work together to start conversations 
that save lives.

That’s what Gotcha4Life can offer  
you - a range of programs that uplift, 
connect and educate. Get in touch  
today to find out how we can help you. 

Gus Worland_ Gotcha 4 Life
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Be the shining light  
for your team!

Let’s Shift  
Gears

T o say this isn’t the start 
we had dreamed and 
planned for 2022 would 
be an understatement!  
Over the past 3 decades 

working with the industry my most recent 
conversations with Club and hospitality 
leaders and owners have honestly been 
hard. The weariness in their voices 
and the feeling of significant effort for 
negligible progress is taxing on everyone.

As leaders not only have you your 
own life, family and friends to focus 
on, you also have those of your team 
and administration, who look to you 
for leadership, advice and guidance.  
Modelling the right behaviour, displaying 
the actions you want to see in your team 
and Club is key.  With so much going on 
it’s easy to arrive at your desk and when 
you look up to see the sun is setting.  
Of course, you have responsibilities  
but it’s also important to be out there  
on the floor checking in with the team  
(I know even a few of you are doing 
reception and bar duties!)

“Short conversations create stronger 
connections”

How you connect with your team 
reflects on how your team connects 
with your members and guests.  A key 
to creating emotional connections with 
customers (in this instance your team) 
is being spontaneous with exceptional 
service.  Internal customer service is 
interdependent with external customer 
service.  What exceptional service could 
you provide your team?

1. A genuine smile

2.  Use their name and thank them  
for coming to work today

3.  Ask them if they have any ideas  
or suggestions that will add to  
the positive ambience that the  
Club is projecting.

4.  Be upbeat when 
delivering information.  
Don’t let it just be about 
the cancelations of raffles, events,  
let it be about “change” new dates, 
new prizes. Remember they are the 
ones who are telling your patrons on 
the phone or on the floor when they 
are asked.

5.  Be seen on the floor chatting to 
members and guests

Over the years I have met some 
amazing leaders who always took it upon 
themselves to meet their patrons each 
morning at the entrance points, then 
wander (with purpose) through the café 
or lounge area at different times of the 
day to listen to a story, look at a photo or 
share a laugh. The impact on the patrons 
was immediate, they felt good, they felt 
recognised, they felt their decision to 
come to the Club was the best one.  

Let’s change it up!  As a leader be at the 
door to welcome your team when they 
enter, pop into the staff room to say hi,  
go to each different area for a cheery 
chat. Now I know some of you will say  
“I don’t have the time”, believe me you  
will gain so much from this simple 
exercise, acknowledgement and care 
make a great leader.

Your team will see you as a “real person” 
and perhaps even begin to ask how you 
are! That indeed is probably one of the 
biggest issues I have encountered over 
the past two years with clients is no one 
has been asking how you are “the boss”!

Your managers are finding it hard as well.  
I don’t envy any one in Human Resources 
trying to recruit, the poor person in 
rostering must be having nightmares 
and of course the Duty Manager who is 
taking the endless calls of “I have it or I’m 
a close contact”. Take the time to thank 
them individually for their support.

Now I know you 
may be thinking 
this whole article 

is what I am doing for my team, what 
about me. To be a great leader you have 
to recognise your own exhaustion.  It’s 
that old analogy of the flight attendant 
telling us to put our own mask on first 
before we help others.  In this case it 
is very true, you have carried the Club 
through extraordinary times never seen 
before, there was no manual, you have 
had to learn every step of the way, 
leading your team and working with your 
Board members, making sure the doors 
would open because you know your 
community depends on you.

Always remember 
you are truly 
amazing. Yes YOU.

Here are 5 thing you can do for 
yourself (and it’s not self indulgent):

1. Take a walk each lunch time away 
from your desk and the club.   

Deep breaths, take a look around 
perhaps if you are near a park take 

your shoes off.

2. Book in a Remedial Massage.  
I’m sure you have more knots than  

a sailing boat.

3. When you are at home, truly relax 
with your loved ones. Work will be 

there tomorrow.

4. Take a 3 day weekend short  
break (the Club will be there  

when you get back)

5. Pick up the phone, pop into 
see someone or connect on Zoom 
with someone, just to have a chat, it 
doesn’t all have to be about work.
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T he adoption of technical 
systems and computers in 
almost all our personal and 
professional lives  
has enabled organisations 

and service providers to collect more data than 
ever before. Facebook reached a valuation 
of more than $650 billion not by just letting 
people share pictures of their cats and their 
food, but by becoming arguably the most 
valuable user data repository on the planet. 
The power of marketing with the help of such a 
database is unlimited and impactful. The trends 
in marketing are very clear. The traditional 
methods of print, post, radio and internal 
advertising are being replaced with data 
driven targeted and cost-effective campaigns 
that can be tracked, with their success and 
failures clearly defined. There is still a place 
for traditional marketing activities in many 
circumstances, but only as a component of an 
overall digital data driven marketing plan. 
Data-driven marketing was never about 

gathering as much data as possible, rather, 
it’s more about understanding the marketing 
needs to transform and structure data in a 
way that it becomes easy-to-use, efficient, and 
provides effective results. With the increasing 
number of marketing tools and platforms being 
released in the market, deciding the best 
tools for your marketing technology stack is 
now more important than ever. Almost every 
marketing platform that a typical organisation 
uses gets direct or indirect access to the 
customer/member’s data in one way or the 
other, therefore it’s crucial to maintain a layer 
of security and control between your data 
sources and your marketing tools as well. 
Customer Data Platforms – Over time, clubs 
have expanded the range of services they 
provide to their customers such as resorts, 
restaurants, health services, ticketing, etc. 
and being able to track all this data to each 
member is the first and foremost requirement 
of management so that they can provide the 
best available level and variety of services to 
their customers expectations.
Marketing Automation – It’s hard for any 
organisation to manage the mayhem caused 
by sending out all the newsletters, offers, and 
promotions to their customers. In today’s digital 

environment, marketing professionals have 
an ample number of technological products 
available to be able to divert all their time and 
focus on planning 
and formulating 
marketing 
strategies for the 
campaign rather 
than worrying 
about ways to 
operationalise 
the marketing 
campaign. 
More clubs 
are integrating 
marketing 
automation tools within their marketing 
operations each day. It not only helps them to 
prepare the communications and send them 
out but also helps with tracking and reporting 
back on those campaigns. 
Customer Personas – With the help of the data 
gathered through all the business touchpoints 
and by utilising secure and advanced machine 
learning algorithms, the entire customer base 
can be broken down to a few actionable 
personas which then can empower the 
marketing and growth strategies within the 
business. The most important reason for 
developing personas is that marketing/loyalty 
strategies shouldn’t be generic according to 
the industry standards and should be more 
focused on the customers of the particular 
business, which boosts customer loyalty and 
satisfaction.
Clubs of all sizes can benefit from the use 

of their data. It can be a daunting task to take 
the plunge into the world of data analytics but 
there is no downside and is something that will 
form the part of all marketing strategies now 
and in the future. The best and most cost-
effective way to do this is through partnering 
with an industry specific agency whose sole 
purpose is to do exactly what you as a club 
manager need to put undeniable facts behind 
all your future marketing needs. 
This is where the INDY Agency fits in. INDY is 

the marketing agency of the future, where data 
science and creativity meet. We blend data, 
tech, strategy, and creativity to support clients 
in embracing a genuinely customer-centric 

marketing approach. The combination delivers 
outstanding customer interactions, grounded in 
a deep understanding of  

the customer journey. 
INDY can take care of all 

of this to then allow you to 
focus of the business of 
running your club. Indy is 
the perfect mix between big 
and small. We are a group 
of creative thinkers who 
take a fresh and impetuous 
view of everything. Indy 
encourages and promotes 
a more modern and 
freethinking approach, 

combined with a great sense of humour to 
deliver beautiful, creative mayhem.  
We are proud of being able to empower our 
clients in the following aspects:
Data Science: 
We build marketing frameworks and robust 
architecture that humanise data. Making it more 
actionable, more collaborative, and more useful 
for marketers to drive business success.
Technology:
We partner with leading technology companies 
to help brands leverage and craft superior 
experiences and a return  
on investment through a connected use of 
technology.
Creative:
At Indy, we harness customer insights to create 
seamless creative customer interactions and 
experiences. We believe that only the most 
culturally relevant idea cuts through.
Strategy:
We plan for a future that puts digital at the heart 
of your brand. By delivering culture-tracking 
trends, action plans, and marketing roadmaps 
for faster growth.
At Indy, we not only guide and empower 

our clients to utilise their captured data 
most effectively, but also provide them with 
knowledge regarding maintaining their data 
environment’s security and help them in 
selecting the best marketing stack for their 
business which helps them become leaders in 
marketing without compromising their data’s 
security and integrity.

Daily Press 
Acquires Indy 
Agency and 
adds data 
science to its 
portfolio!

Indy.com.au

Indy.com.au | dailypress.com.au 
info@dailypress.com.au | 02 9007 7500

Data Science Technology Creative Strategy Indy

The Data 
Revolution has arrived,
Get on board!
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Important update regarding the Association contact information for members, 
corporate and community partners, and our broader network.

We have changed 
address but we’re 
still ‘here’ for you

Our contact information has changed
Mail us: PO Box 660,  
Freshwater NSW 2096             

Contact us: 0407 678 783

Our team are:

Margot Smith, CEO  
E: margotsmith@rslservicesclubs.com.au 
M: 0411 280 514

Brad Smith, Marketing & Communications Manager 
E: bradsmith@rslservicesclubs.com.au 
M: 0413 104 084

Kylie Gordon, Membership and Administration Coordinator for  
all your membership and general enquiries: 

E: kyliegordon@rslservicesclubs.com.au 
M: 0407 678 783

Sara George Harrison, Accounts Manager for any accounts enquiries:

E: accounts@rslservicesclubs.com.au 
M: 0412 444 361

2 5 T H  
A P R I L

C E L E B R A T E  O U R  F R E E D O M S  |  R E M E M B E R  T H E I R  S A C R I F I C E  |  H O N O U R  O U R  T R A D I T I O N S  |  L O O K  A F T E R  Y O U R  M A T E S

# R E S P E C T T H E D AY

Register your club to participate  
in respect the day campaign.  
For more information contact 

membership@rslservicesclubs.com.au

The Data 
Revolution has arrived,
Get on board!



PRINCIPAL CONFERENCE PARTNER

Enhancing  
Sustainability

REDUCING VULNERABILITY  
AND ENHANCING RESILIENCE!

CONFERENCE
20TH ANNUAL 

R S L  &  S E R V I C E S  C L U B S

1 0  –  1 3  A P R I L
CROWNE PLAZA HUNTER VALLEY

FEATURING

GUS BALBONTIN TONI CLARKE SALLIANNE FAULKNER GUS WORLAND

REGISTER AT RSLSERVICESCLUBS.COM.AU 
BY SUNDAY 13 MARCH 2022


