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Abstract 

 

This thesis explores the logics that have driven the production, transmission and 

proliferation of the memory of the Gallipoli Campaign and Anzac veterans through 

consumer culture since 1915. It asks how and why Anzac came to represent a lucrative 

commodity in Australia, identifies groups and individuals who have acted as guardians 

of the cultural and economic capital it represents, and probes how market dynamics 

have informed the predominant ways in which the Gallipoli Campaign and Anzac 

veterans have been represented in consumer culture. In doing so, this thesis offers new 

insights into the politics of war memory. While several historians have conceded that 

war memory has come to represent a commodity, the vast majority of scholarship has 

remained preoccupied with the ways in which remembrance has been shaped ‘from 

above’ by the state and ‘from below’ by individuals and communities. The Anzac 

industry navigates these realms but operates according to logics of its own. This thesis 

departs from previous scholarship by applying an interdisciplinary methodology across a 

series of industry case studies to better understand the dynamic commercial world that 

underpins the commemoration of war in the twenty-first century.  

One hundred years after the Gallipoli landing, the commercial appropriation of 

the Anzac tradition, described as ‘Brandzac’, became headline news in Australia. This 

thesis argues that consuming Anzac was not a new phenomenon. The commercial use of 

the word Anzac, and commercial activity on Anzac Day, has been tightly regulated by 

federal and state authorities from the outset in an attempt to preserve the sacred 

national meanings associated with the mythology. During the Great War and interwar 

period, many Australians believed that commemoration and commerce were mutually 

exclusive, and feared that profit-making activity would desecrate the sacred memory of 

the war dead and detract from commemoration. Nevertheless, if Anzac has represented 

a commodity since its invention, then it is not one that has always embodied the same 

value. After the Second World War, attendances at Anzac Day services began to decline 

and the mythology came under increasing criticism. However, from the 1980s, interest 

in the Gallipoli Campaign and Anzac veterans underwent an astonishing resurgence. 

This thesis contends that consumer culture did not desecrate the Anzac tradition as 

feared but facilitated its cultural reinvention and transmission to a new generation of 

Australians. In the absence of first-hand memory of the Great War, the marketplace 
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manufactured a replacement, producing cultural products that sustained public 

memory. Rather than prohibiting commercial activity, federal authorities and veterans’ 

organisations harnessed a pre-existing legislative framework to selectively sanction and 

endorse certain kinds of activity in order to proliferate a preferred narrative that 

affirmed the centrality of the Gallipoli Campaign to Australian national identity. As a 

result, commemoration and commerce have become increasingly intertwined. However, 

as the case studies in this thesis demonstrate, the Anzac industry is often more 

concerned with appealing to a mass-market of consumers in their leisure hours, than 

with historical understanding.   
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Introduction 

 

During the lead up to the one hundredth anniversary of the Gallipoli landing in 2015, 

Australian traders clamoured for a share of the Anzac dollar. Tour operators promoted 

luxury cruises to the Turkish battleground that included cocktail events and popular 

Australian entertainers such as Bert Newton and John Williamson. The Australian 

Football League (AFL) scheduled an entire round of commemorative football fixtures 

and popular men’s magazine, Zoo Weekly, published an ‘Anzac Centenary Issue’ that 

featured a bikini-clad cover girl solemnly holding a poppy.1 Target stores stocked a range 

of merchandise associated with ‘Camp Gallipoli’, a twenty million dollar 

commemorative camping event, including Anzac branded sweatshirts, rosemary-scented 

candles and picnic blankets.2 Yet, it was the quiet launch of a small website by one of 

Australia’s biggest brands that served as the catalyst for a public uproar.3  

Two weeks before the Anzac Centenary the supermarket giant, Woolworths, 

launched a campaign that invited Australians to share their family connections to the 

Anzac tradition and upload a commemorative profile picture to social media. Their 

website included a profile picture generator which branded images of the war dead with 

a Woolworths logo and campaign tagline ‘Fresh in Our Memories’, evoking their 

corporate slogan ‘The Fresh Food People’.4 While Woolworths was by no means the first 

company to appropriate war memory in pursuit of profits, the clumsy and unauthorised 

attempt to cash in on the Anzac tradition failed to sufficiently obscure this motive and 

attracted widespread public outrage.5 The rampant commercial exploitation of 

!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!
1 ‘Anzac Centenary Cruise’, https://www.gallipolicruise2015.com.au, (accessed 1 January 2015). Zoo 
Weekly, April 2015. 
2 Target Australia partners with Camp Gallipoli to become the Official Camp Gallipoli Store [media release],10 
February 2015, Target Australia, http://www.target.com.au/medias/marketing/corporate/PDF/media-
release/Target_Camp_Gallipoli_Press_Release_final.pdf?v1, (accessed 20 April 2015). 
3 Xavier La Canna, ‘Woolworths takes down Anzac “Fresh in our Memories” website after social media 
backlash’, ABC News, 14 April 2015, http://www.abc.net.au/news/2015-04-14/woolworths-under-fire-for-
anzac-promotion/6392848, (accessed 14 April 2015). Eryk Bagshaw, ‘Woolworths agency in hiding after 
disastrous Anzac advertising campaign’, Sydney Morning Herald, 16 April 2015, 
http://www.smh.com.au/business/media-and-marketing/woolworths-agency-in-hiding-after-disastrous-
anzac-advertising-campaign-20150414-1ml8md.html, (accessed 16 April 2015). 
4 Woolworths Fresh in Our Memories website, http://www.freshinourmemories.com.au, (accessed 14 
April 2015). 
5 Official commercial partnerships sanctioned by the federal Department of Veterans’ Affairs (DVA) and 
Returned and Services League (RSL) include the annual Australian Football League (AFL) Anzac Day 
Clash, which was established in 1995, and the Victoria Bitter ‘Raise A Glass’ Appeal, established in 2009. 
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Australian war memory, described as ‘Brandzac’, became headline news — on the eve of 

the largest commemorative event in Australian history.6 

The realisation that Anzac had the potential to be commodified was not new. 

During the Great War, the Gallipoli Campaign had provided the first opportunity for 

Australia to perform on the international stage as an independent nation and the heroic 

exploits of the Australian and New Zealand Army Corps (ANZAC), who became known 

as Anzacs, were acclaimed at home and abroad. 7 While the campaign was a military 

defeat, the date that the Anzacs first went into battle, 25 April 1915, was celebrated as 

the moment of Australian nationhood and an affirmation of imperial acceptance and 

belonging.8 The word Anzac came to represent powerful social currency throughout 

Australia and it did not take long for traders to recognise its commercial appeal. From 

mid-1915, the word Anzac was used with increasing frequency to brand a range of 

consumer products including tea, soap, toys, beer and other goods.9 Many traders 

changed the name of their businesses to incorporate the word and some companies even 

enlisted soldiers to endorse their products.10 Recognising the ability of the bourgeoning 

national mythology to serve as a cohesive force during the Great War and beyond, state 

authorities acted quickly to introduce regulations prohibiting the use of the word Anzac 

‘in any trade, business, calling or profession’ in May 1916 and enacted permanent 

legislation in 1921.11 

However, if Anzac has represented a commodity since its invention, then it is 

not one that has always embodied the same value. Over the last century, Anzac has 

failed to sustain a consistent commercial appeal. During the difficult interwar years, 

!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!
Robert Pascoe, ‘Contesting the AFL ANZAC Day match’ in Anne-Marie Hede and Ruth Rentschler (ed.), 
Reflections on ANZAC Day, From One Millennium to the Next, Heidelberg, Heildelberg Press, 2010, pp. 165–
174. James Brown, Anzac’s Long Shadow: The Cost of Our National Obsession, Victoria, Redback Books, 
2014, pp. 110–116. 
6 Lane Sainty, ‘People Are Angry About Woolworths’ Anzac Day Website’, BuzzFeed, 14 April 2015, 
http://www.buzzfeed.com/lanesainty/people-are-mad-about-woolworths-anzac-day-website#.umbKY3Jkg, 
(accessed 5 October 2015). Conor Duffy, ‘Brandzac Day': Historian criticises 'new low in the 
commercialisation of Anzac’, ABC News, 16 April 2015, http://www.abc.net.au/news/2015-04-15/critics-
disgusted-by-'vulgar'-commercialisation-of-anzac-day/6395756, (accessed 16 December 2015). 
7 Ellis Ashmead-Barlett, ‘Mr Ashmead Bartlett’s Story’, The Sydney Morning Herald, 8 May 1915, p. 13, 
http://nla.gov.au/nla.news-article15587076, (accessed 31 August 2015). 
8 Henry Reynolds, ‘Are nations really made in war?’, in Marilyn Lake et al. (ed.), What’s Wrong With Anzac? 
The Militarisation of Australian History, Sydney, New South Wales Press, 2010, pp. 24–44. 
9 Jo Hawkins, ‘Anzac for Sale: Consumer Culture, Regulation and the Shaping of a Legend 1915–21’, 
Australian Historical Studies, vol. 46, no. 1, 2015, pp. 7–26. 
10 See Chapter One. ‘a national heirloom… more precious than gold’: Anzac in consumer culture during 
the Great War. 
11 Sub Regulation (1) of Regulation 2 of the War Precautions (Supplementary) Regulations, 25 May 1916, NAA 
A432, 1929/3484 (Part 15). War Precautions Act Repeal Act 1920 (Cth), Section 22. 
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demand for cultural products associated with the memory of the Gallipoli Campaign 

and Anzac veterans fell as Australians worked to rebuild their world.12 After the Second 

World War, the mythology came to symbolise division rather than cohesion. Buoyed by 

a growing sense of national identity, distinct from Britain, a new generation of 

Australians felt the Anzac tradition represented a conservative vision of the past rather 

than a progressive vision for the future.13 During the Vietnam War, Anzac was attacked 

by the anti-war movement and radical feminists, and denounced as militaristic, 

imperialist and exclusionary.14 Attendances at Anzac Day services began to decline, and 

many assumed that the mythology would fade into obscurity with the deaths of the last 

diggers.15 However, against all expectations, the Anzac tradition underwent an 

astonishing cultural  ‘detoxification’ and resurgence.16 Since the 1980s, military history 

has become increasingly central to Australian national identity. As Shanti Sumartojo 

and Ben Wellings have argued, the word Anzac has evolved to more broadly evoke a set 

of ‘national values derived from the social and political significance of military service in 

Australia’s past and present’.17   

This thesis examines the logics that have driven the production, transmission 

and proliferation of the memory of the Gallipoli Campaign and Anzac veterans through 

consumer culture since 1915. It asks why Anzac came to represent a lucrative 

commodity in Australia, identifies groups and individuals who have acted as guardians 

of the cultural and economic capital it represents, and explores actions taken to permit 

or prohibit commercial bodies from exploiting this capital. Like Christina Twomey, this 

thesis uses the term Anzac to refer to ‘intense interest in Australia's war heritage and the 

!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!
12 Joy Damousi, Living with the Aftermath: Trauma, Nostalgia and Grief in Post-War Australia, Cambridge, 
Cambridge University Press, 2001. Joan Beaumont, Broken Nation: Australians in the Great War, Crows 
Nest, Allen & Unwin, 2013. 
13 James Curran and Stuart Ward, The Unknown Nation: Australia after Empire, Melbourne, Melbourne 
University Press, 2010, p. 3. 
14 Carmel Shute, ‘Heroines and Heroes: Sexual Mythology in Australia 1914–1918’, Hecate, vol. 1, no. 1, 
1975, pp. 6–22. Carina Donaldson and Marilyn Lake, ‘Whatever happened to the anti-war movement’, in 
Marilyn Lake et al. (ed.), What’s Wrong With Anzac? The Militarisation of Australian History, Sydney, New 
South Wales Press, 2010, pp. 24–44. Jenny Macleod, ‘The Fall and Rise of Anzac Day: 1965 and 1990 
Compared’, War & Society, vol. 20, no. 1, 2002, pp. 149–168. 
15 Ken Inglis, ‘Anzac Day: The One Day Will Endure’, in John Lack (ed.) ANZAC Remembered: Selected 
Writings by K. S. Inglis, Melbourne, University of Melbourne, 1998, pp. 11–13. 
16 Jenny Macleod, Gallipoli, Oxford, Oxford University Press, 2015, p. 95. See also Carolyn Holbrook, 
‘“Remembering with advantages”: The memory of the Great War in Australia’, Comillas Journal of 
International Relations, vol. 2, 2015, pp. 17–30. 
17 Shanti Sumartojo and Ben Wellings (ed.), Nation, Memory and Great War Commemoration: Mobilizing the 
Past in Europe, Australia and New Zealand, Oxford, Peter Lang, 2014, p. 2. 
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public expression and commemoration of it’.18 Markets for consumer goods and services 

operate within historically situated constraints, structures and distribution networks. 

This thesis draws from a series of industry case studies to explore how market dynamics 

have shaped the production of war memory, and traces the predominant ways in which 

the Gallipoli Campaign and Anzac veterans have been represented in consumer culture 

over one hundred years. It does not represent the first attempt to trace cultural 

representations of the Great War and the Anzac tradition over time.19 However it 

departs from earlier studies by extending the focus from the representations themselves 

to the logics that have driven their production within a consumer society. In doing so, 

this thesis aims to make a contribution to the cultural history of the Great War by 

offering new insights into the politics of war memory. 

Growing interest in commemorating war in Australia since the 1980s must be 

viewed in the context of a memory boom in western liberal democracies. Since this time, 

consuming history has become one of the world’s most popular leisure pursuits, 

underpinned by the growth of an increasingly educated and affluent middle-class since 

the Second World War. As Jay Winter has argued, ‘[d]welling on memory is a matter of 

both disposable income and leisure time’.20 Historians have suggested that a growing 

interest in remembering the past was symptomatic of a longing for identity and 

community in an increasingly secular, multicultural and globalised world.21 Others posit 

that disillusionment with modernity and a loss of future orientation has resulted in the 

search for meaning becoming increasingly fixated on the past.22 Representations of war 

in popular culture, and the Holocaust in particular, have been informed by a growing 

!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!
18 Christina Twomey, ‘Trauma and the reinvigoration of Anzac: An argument’, History Australia, vol. 10, 
no. 3, 2013, p. 87. 
19 George Mosse, Fallen Soldiers: Reshaping The Memory of the World Wars, Oxford, Oxford University Press, 
1990. Samuel Hynes, A War Imagined: The First World War and English Culture, London, Pimlico, 1992. 
Graham Dawson, Soldier Heroes: British Adventure, Empire and the Imagining of Masculinity, London, 
Routledge, 1994. Michael Paris, Warrior Nation: Images of War in British Popular Culture, 1850–2000, 
London, Reaktion Books, 2000. Mark David Sheftall, Altered Memories of the Great War: Divergent 
Narratives of Britain, Australia, New Zealand and Canada, London, Palgrave Macmillan, 2009. Carolyn 
Holbrook, Anzac: The Unauthorised Biography, Sydney, New South Press, 2014. 
20 Jay Winter, ‘The Generation of Memory: Reflections on the “Memory Boom” in Contemporary 
Historical Studies’, Bulletin of the German Historical Institute, vol. 27, no. 3, 2000, p. 62. 
21 Charles S. Maier, ‘A Surfeit of Memory? Reflections on History, Melancholy and Denial’, History and 
Memory, vol. 5, no. 2, 1993, pp. 136–152. Michael Kammen, ‘Frames of Remembrance: The Dynamics of 
Collective Memory’, History & Theory, vol. 34, no. 3, 1995, p. 245. Jay Winter, German Historical Institute, 
pp. 69–92. Inglis, Sacred Places, p. 452. Bill Niven and Stefan Berger (ed.), Writing the History of Memory, 
London, Bloomsbury, 2014, p. 4. 
22 Paul Connerton, How Modernity Forgets, Cambridge, Cambridge University Press, 2009. 
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cultural preoccupation with trauma and suffering, a focus on individual testimony, and 

new understandings of the psychological impact of war.23  

In addition to wider global factors, the resurgence of the Anzac tradition in 

Australian politics and culture was stimulated by a range of domestic factors, including 

the cultural production of popular books, documentaries and films from the 1980s, 

such as Peter Weir’s Gallipoli (1981) and high profile commemorative anniversaries from 

the 1990s. The political currency associated with Australian nationalism continued to 

rise during an era of neoliberal globalisation and conservative politics, resulting in a 

bipartisan commitment to promoting the mythology.24 A renewed focus on 

commemorative practices associated with the Anzac tradition was also buoyed by the rise 

of global terrorism after 2001, the deployment of Australian soldiers to wars in Iraq and 

Afghanistan, the death of the last Anzac digger in 2002, and the fortification of family 

connections to the national mythology through genealogy, which was aided by the mass 

digitisation of Australian war records by the Australian War Memorial and the National 

Archives of Australia. 

In 2015, Australia’s Anzac obsession culminated in the launch of 

commemorations to mark one hundred years of military service since the Gallipoli 

landing, branded the ‘Anzac Centenary’. The lavish spectacular was denounced by 

former soldier, James Brown, who described it as an ‘exorbitant four-year festival for the 

dead’.25 With a staggering budget, estimated at half a billion dollars, that far outweighed 

that of combatant nations with much larger populations such as Great Britain, Germany 

and France, the commemorative programme was criticised by several Australian 

historians who decried the state-sanctioned promotion of war memory.26 Historian 

David Stephens and journalist Paul Daley popularised the term ‘Anzackery’, which was 

!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!
23 Jeffrey K. Olick, Vered Vinitzky-Seroussi and Daniel Levy (ed.), The Collective Memory Reader, New York, 
Oxford University Press, 2011, p. 29. 
24 Ben Wellings, ‘Lest You Forget: Memory and Australian Nationalism in a Global Era’, in Shanti 
Sumartojo and Ben Wellings (ed.), Nation, Memory and Great War Commemoration: Mobilizing the Past in 
Europe, Australia and New Zealand, Oxford, Peter Lang, 2014, pp. 61–78. 
25 Brown, Anzac’s Long Shadow, p. 28. 
26 David Stephens and Ben Eltham, ‘Bottom line at the top: Anzac centenary spend estimate of $551.8 
million and rising’, Honest History, 1 May 2015, http://honesthistory.net.au/wp/budget-2015-honest-
history-factsheet-centenary-spending-551-8-million, (accessed 10 May 2015). David Stephens, ‘Why is 
Australia spending so much more on the Great War centenary than any other country?’, Honest History, 20 
June 2015,  http://honesthistory.net.au/wp/stephens-david-australia-spending-so-much-more-on-wwi-
centenary, (accessed 20 September 2015).    
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conceived by Geoffrey Serle in 1967, to describe the promotion and exploitation of 

Australian war memory for commercial or political gain.27 

One of the central questions in the historiography of the Great War concerns 

how and why certain accounts of the past have become dominant, and the extent to 

which specific groups and individuals have exerted agency to shape practices of 

remembrance. Memory is not just an individual, biological function but culturally and 

historically contingent. The private memories of individuals are negotiated within 

dominant public narratives, described by Maurice Halbwachs as collective memory.28 

These narratives are not fixed, but inherently selective and fluid, sustained by continual 

selection and articulation of the past in the context of the present.29 The ability of a 

shared vision of the past to promote social cohesion and belonging by uniting diverse 

communities through a common past and future has made collective memory central to 

the construction of national identity. Consequently, remembering the Great War in 

Australia is at once deeply personal and unavoidably political. In addition to official 

rituals and traditions foisted by state authorities and special interest groups, practices of 

remembrance are deeply informed by personal and family connections to the conflict 

across generations. 30 

Cultural historians who take a ‘state-sanctioned’ approach to war memory 

maintain that the rise of nationalism from the mid-nineteenth century resulted in states 

exerting an unprecedented influence over historical remembrance, and war memory in 

particular. Benedict Anderson influentially described modern nations as ‘imagined 

communities’ in which individuals and groups are linked through commonalities in the 

ways in which they remember and forget the past.31 Anderson highlighted the centrality 

!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!
27 Geoffrey Serle, ‘Austerica Unlimited’, Meanjin, vol. 26, no. 3, 1967, p. 244. Amanda Laugesen, ‘Word 
Watch: Anzackery’, Australian National University News, http://www.anu.edu.au/news/all-news/word-
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28 Maurice Halbwachs, The Collective Memory, New York, Harper & Row, 1980. Jan Assmann, ‘Collective 
Memory and Cultural Identity’, New German Critique, vol. 65, 1995, pp.125–133. 
29  The study of memory is interdisciplinary, extending from history to psychology, anthropology, 
sociology, cultural studies and literary studies. See Astrid Erll and Ansgar Nünning (ed.), A Companion to 
Cultural Memory Studies, New York, Walter de Gruyter, 2008. Bill Niven and Stefan Berger, Writing the 
History of Memory, Bloomsbury, 2014.  
30 For a broader overview of the politics of memory and history in an Australian context see Kate Darian-
Smith and Paula Hamilton (ed.), Memory and History in Twentieth-Century Australia, Oxford University 
Press, Melbourne, 1994. Kate Darian-Smith and Paula Hamilton, ‘Memory and History in Twenty-First 
Century Australia: A Survey of the Field’, Memory Studies, 2013, vol. 6, pp. 370–383. 
31 Benedict Anderson, Imagined Communities: Reflections on the Origin and Spread of Nationalism, London, 
Verso, 1991 (first published in1983). 
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of industrial capitalism to construction of modern nation states, arguing that 

technological developments, such as the printing press, facilitated cultural production 

and transmission on a mass scale.32 Eric Hobsbawm also examined nations as socially 

constructed phenomena, arguing that national identity was reinforced by ‘invented 

traditions’ manufactured by elites in order to justify sovereignty and unite citizens.33 

Building on the work of Hobsbawm, Pierre Nora argued that the personal memories of 

citizens in western capitalist societies during the twentieth century were appropriated 

and reshaped by political elites to form a public memory of war, particularly through 

state-sanctioned commemoration.34 In an Australian context, historians including Bruce 

Scates, Bart Ziino and Joan Beaumont have demonstrated how state authorities exerted 

agency to shape meanings and rituals associated with Anzac commemoration during and 

after the Great War.35 Several historians have also explored how politicians have 

employed the symbolism of Anzac since the 1980s to gain popular support and promote 

policy objectives.36 Others have examined ways in which the mythology has been actively 

promoted by federal and state governments in school curriculums, museums, 

documentaries and spectacular commemorative events.37  

In contrast, cultural historians who take a ‘social agency’ approach to war 

memory argue that an overemphasis on the ways in which the state has shaped the 

memory of the Great War underestimates individual subjectivity. They contend that this 
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32 Anderson, pp. 33–36. 
33 Eric Hobsbawm, ‘Introduction: Inventing Traditions’ in Eric Hobsbawm and Terence Ranger (ed.), The 
Invention of Tradition, Cambridge, Cambridge University Press, 1983, pp.1–2. 
34 Pierre Nora, ‘Between Memory and History’, Representations, no. 26, 1989, p. 11–12. See also,  
Pierre Nora (ed.), Rethinking France: Les Lieux de mémoire (Volume1: The State), Chicago, University of 
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University Press, 2006. Bart Ziino, A Distant Grief: Australians, War Graves and the Great War, Perth, UWA 
Press, 2007. Beaumont, Broken Nation. 
36 Stuart Macintyre and Anna Clark, The History Wars, Melbourne, Melbourne University Press, 2003. 
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Melbourne University Press, 2004. Martin Crotty and Andrew Bonnell, ‘Australia’s History under 
Howard, 1996–2007’, The ANNALS of the American Academy of Political and Social Science, vol. 617, 2008, 
pp. 149–165. Marilyn Lake et al. (ed.), What’s Wrong with Anzac? The Militarisation of Australian History, 
Sydney, New South Press, 2010. 
37 Anna Clark, History’s Children: History Wars in the Classroom, New South Press, Sydney, 2008. Anna 
Clark, ‘Politicians Using History’, Australian Journal of Politics and History, vol. 56, no. 1, 2010, pp. 120–31. 
Michelle Arrow, 'The Making History initiative and Australian popular history', Rethinking History: The 
Journal of Theory and Practice, vol. 15, no. 2, 2011, pp. 153–74. Mark McKenna, 'Anzac Day: How did it 
become Australia's national day?' in Marilyn Lake et al. (ed.),What's Wrong with Anzac? The Militarisation of 
Australian History, Sydney, New South Press, 2010, pp. 110–134. Carolyn Holbrook, ‘Since 1990: 
Politicians and commemoration of the Great War’, in Anzac: The Unauthorised Biography, Sydney, New 
South Books, 2014, pp. 166–206.  
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approach obscures the multitude of ways in which individuals and communities have 

been active participants in shaping collective memory and commemorative practices. In 

a series of innovative works from the mid-1990s, Jay Winter probed the psychological 

and cultural conditions that informed responses to mass death and suffering in Europe 

during the interwar period, culminating in an edited collection with Emmanuel Sivan 

which sought to liberate the collective memory of the Great War from those who 

deemed it ‘the property of dominant forces in the state’.38 In an Australian context, 

historians such as Joy Damousi and Tanja Luckins have explored how groups and 

individuals negotiated private grief and bereavement alongside the public memory of 

war.39 In the present day, the remembrance of war can also be participatory and 

democratic. As Jay Winter has argued, ‘one reason that it is such a popular and 

moneymaking trade is because it locates family stories in bigger, more universal, 

narratives’. 40 Indeed, some scholars have suggested that private and familial myths have 

become increasingly subsumed by cultural representations of war. As Dan Todman has 

argued, 

 

 [t]he leisure culture which grew up around the First World War in the 1990s offered the chance 

not just to locate family stories but to construct and re-enact myths of individual experience that 

had all but disappeared.41  

 

Todman contends that many individuals were inspired to re-establish personal 

connections with the wartime past in response to rising social currency associated with 

war memory in the present, a process he describes as ‘appropriating’ and ‘reimagining’ 

war memory.42 Nevertheless, several Australian historians have outlined ways in which 

contemporary commemoration of the Gallipoli Campaign and Anzac veterans has been 
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38 Jay Winter, Sites of Memory, Sites of Mourning: The Great War in European Cultural History, Cambridge, 
Cambridge University Press, 1995. Jay Winter and Emmanuel Sivan, War and Remembrance in the 
Twentieth Century, Cambridge, Cambridge University Press, 1999, p. 9. 
39 Joy Damousi, The Labour of Loss: Mourning, Memory and Wartime Bereavement in Australia, Cambridge, 
Cambridge University Press, 1999. Joy Damousi, ‘Private loss, public mourning: motherhood, memory 
and grief in Australia during the inter-war years’, Women's History Review, vol. 8, no. 2, 1999, pp. 365–378.  
Joy Damousi, Living with the Aftermath: Trauma, Nostalgia and Grief in Post-War Australia, Cambridge, 
Cambridge University Press, 2001. Tanja Luckins, The Gates of Memory: Australian People’s Experience and 
Memories of Loss and the Great War, Fremantle, Curtin University Books, 2004.   
40 Winter, Bulletin of the German Historical Institute, p. 62. 
41 Dan Todman, The Great War: Myth and Memory, London, Hambledon and London, 2005, p. 218. 
42 Todman, The Great War, pp. 214–215. 
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driven by personal connections to Australian military history, and a profound psychic 

and spiritual investment in the resurgent national mythology.43 

In 2000, Ashplant, Dawson and Roper noted the tendency of scholars to 

construe ‘state-sanctioned’ and  ‘social agency’ approaches to war memory ‘as if they 

were unrelated alternatives, and to focus analysis in terms of one or the other’.44 They 

called for ‘a more complex, integrated account of the interacting processes that link the 

individual, civil society and the state’.45 The centenary of the Great War saw renewed 

appeals for a more nuanced understanding of the politics of war memory within a 

globalised consumer society by Australian historians including Bart Ziino, Shanti 

Sumartojo and Ben Wellings.46 However, while several historians have conceded that 

the memory of the Gallipoli campaign and Anzac veterans has been increasingly 

commodified, the vast majority of scholarship has remained preoccupied with the ways 

in which remembrance has been shaped ‘from above’ by the state and ‘from below’ by 

individuals and communities, ignoring the buoyant marketplace that operates 

independently from these two realms.47 As Mark McKenna recently noted:  

 

There exists today, particularly in western nations, a global industry concerned with the 

commemoration of war. This industry is found in both the public and private sphere, it is 

funded by states and private corporations and it has been greatly encouraged by global media 

corporations and the tourist industry. Commercial and market-driven factors (local, national and 

international) are therefore crucial to understand the resurgence of Anzac Day as a source of 

national communion, particularly because they are closely entwined with political and cultural 

drivers.48 
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Memory, London, Routledge, 2000, p. 7. 
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47 Ken Inglis, ‘Epilogue: Towards the Centenary of Anzac’, Sacred Places, Melbourne, Miegunyah Press, 
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48 Mark McKenna, ‘Keeping in Step: The Anzac “Resurgence” and “Military Heritage” in Australia and 
New Zealand’, in Shanti Sumartojo and Ben Wellings (ed.), Nation, Memory and Great War Commemoration: 
Mobilizing the Past in Europe, Australia and New Zealand, Oxford, Peter Lang, 2014, p. 151. 
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Military history has come to hold an enormous popular appeal and the Anzac Industry, 

which is comprised of groups and individuals that benefit directly or indirectly from the 

cultural appropriation of war memory, is driven by logics of its own. This thesis aims to 

uncover these logics to offer a more nuanced understanding of the ways in which 

various agents have facilitated, sanctioned or contested the production of 

representations of the Great War in consumer culture since 1915. 

While historians have made increasingly urgent calls for a deeper engagement 

with history as a commodity it remains an underdeveloped area of investigation. In 

2008, Marita Sturken insisted that ‘an analysis of the relationship of memory to 

consumerism… seems to me to be a crucial aspect of the work of memory studies, 

precisely because of the integral relationship between memory culture and global 

consumer networks’.49 Jerome DeGroot’s Consuming History: Historians and Heritage in 

Contemporary Popular Culture, published in 2009, sought to interrogate this fundamental 

‘shift in historical access’ through examination of a vast range of commercial forms 

including computer games, reality television, tourism and genealogy. However 

DeGroot’s ground-breaking study was more concerned with highlighting the sheer range 

and diversity of historical representations produced within a consumer society, from the 

1990s in particular, rather than how the histories of particular people or events have 

represented and operated as commodities over time.50 

Despite the fact that our contemporary relationship with Anzac is almost entirely 

facilitated by mass culture, historians tend to overlook the impact of the marketplace on 

the collective memory of the Great War, even while engaging directly with memory 

industries such as tourism, publishing or genealogy.51 Furthermore, attention tends to 

focus on commercial appropriation of war memory since the Anzac resurgence, 

obscuring the ways in which Anzac has represented a commodity since 1915. There have 

!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!
49 Marita Sturken, ‘Memory, Consumerism and Media: Reflections on the Emergence of the Field’, 
Memory Studies, vol. 1, 2008, p. 73. 
50 Jerome DeGroot, Consuming History: Historians and Heritage on Contemporary Popular Culture, New York, 
Routledge, 2009. 
51 Several Australian historians have explored the logics driving the commercial production of history in a 
more general sense. Margaret Anderson, ‘Selling the past: History in museums in the 1990s’, Australian 
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been remarkably few attempts to synthesise a range of cultural representations across 

time. Carolyn Holbrook’s wide-reaching examination of representations of the Great 

War in Australia between 1915–2012 is a notable exception.52 However Holbrook’s 

analysis was limited to the forms that cultural representations took, rather than the 

logics driving their production. Moreover, it employed a historiographical approach, 

rather than one that focused on mass culture. Like Holbrook, I recognise the centrality 

of nationalism to representations of the Great War and Anzac legend in consumer 

culture. However I posit that nationalism alone cannot account for its extraordinary 

contemporary resurgence and proliferation.  

As dawn breaks on Anzac Day, thousands of Australians attending 

commemorative services make a heartfelt vow: ‘We will remember them’.53 But how do 

Australians remember historical events they did not experience themselves? Despite 

initial anxiety that the Anzac tradition would fade away with the passing of the last 

diggers, the opposite has occurred. In the absence of first-hand memory of the Great 

War and its impact on Australian society, the marketplace manufactures a replacement, 

producing cultural products that sustain the public memory of this event. Indeed, the 

subject of war has been particularly suited to modern technologies of memory that 

convey the sights, sounds and spectacle of the past — through a range of emotive and 

hyper-real forms — to a new generation of Australians. Representations of the Gallipoli 

Campaign and Anzac veterans produced by consumer culture are multiple, 

interconnected, and form part of a unique archive of imagery and information that each 

individual draws upon to make sense of the Great War in the context of the present.  

Several scholars have argued that the sheer scale and growing diversity of popular 

representations of the past expose public audiences to a conflicting range of 

interpretations and has the potential to encourage a more introspective approach to 

history-making. Rather than view an increasing interest in the past as a sign of a 

backwards-looking society or cultural and political decay, Raphael Samuel proposed that 

‘we live in an expanding historical culture’ and compelled historians to turn their 

attention to the ways in which the past operates in the public sphere.54 Vivian Sobchack 

has contended that ‘the search for a lost object has led to cheap substitutes’ but also to 
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54 Raphael Samuel, Theatres of Memory: Volume 1: Past and Present in Contemporary Culture, New York, 
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‘the quickening of a new historical sense and perhaps a more active and reflective 

historical subject’.55  

More recently, scholars have attempted to develop new frameworks to 

understand the articulation and transmission of cultural memory within the pervasive 

media and consumer culture of the twenty-first century. Marianne Hirsch developed the 

concept of ‘postmemory’ to describe the ‘inter- and trans-generational transmission of 

traumatic knowledge and experience’, examining the ‘inheritance’ of the past within 

families to argue that indirect and mediated images of the past often ‘seem to constitute 

memories in their own right’.56 Alison Landsberg has used the term ‘prosthetic memory’ 

to refer to ‘privately felt public memories that develop after an encounter with a mass 

cultural representation of the past’.57 For Landsburg ‘commodification, which is at the 

heart of mass cultural representations, makes images and narratives widely available to 

people who live in difference places and come from different backgrounds, races and 

classes’, suggesting that the affective emotional responses generated by cultural 

representations could promote empathy, historical understanding, and social change. 58 

More recently, Landsburg has conceded that the predilection for mass-mediated 

historical forms, such as film, television and museums, to evoke emotion can result in 

simplistic narratives of the past but maintained that these forms can also highlight the 

complexity and ‘messiness’ of the past.59 

In an Australian context, several historians have contested the notion that the 

proliferation of cultural representations of the Great War since the 1980s has led to 

deeper historical understanding. Scholars, including Ken Inglis, Henry Reynolds and 
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Marilyn Lake have argued that remembrance has involved a great deal of forgetting, with 

war memory romanticised and sanitised for popular audiences.60 In 2003, Grahame 

Davison observed that 

 

[n]ow we know what we should perhaps have realised from the beginning — that the myth might 

flourish even more luxuriantly when it was freed from the limitation of historical fact and the 

human frailties of its surviving representatives. Feeling connected to the past, after all, is not at 

all the same as being connected with history… [People can keep] the habit of commemoration, 

while losing touch with the historic event that brought it into being.61 

 

More recently, Mark McKenna has noted that mass-market historical representations of 

the Great War are often ‘profoundly ahistorical’, arguing that ‘[i]n the popular memory 

of the war, the distance from the past prized by professional historians takes second 

place to being present in the past, to the language of immediacy, spectacle and 

recreation’.62 Indeed, a 2010 research report commissioned by the Department of 

Veterans’ Affairs in preparation for centenary of the Gallipoli landing claimed that 

‘Knowledge of our service history is generally poor’ and noted that even older 

respondents ‘have only sketchy or incorrect knowledge’.63 In 2015, a survey of users of 

the popular genealogical website Ancestory.com revealed that just 29% knew what the 

acronym ANZAC stood for.64   

This thesis is concerned with popular representations of the Great War 

produced by consumer culture and how these have changed over time, rather than the 
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multitude of ways in which consumers interpret them. Collective memory is negotiated 

between the dominant public narrative and individual experience. The commercial 

success and wide-scale distribution of cultural products does not ensure a consistent 

meaning is being conveyed. Croteau and Hoynes have described consumers as 

‘semiological guerrillas’ who decipher messages in ‘contrary, even subversive ways’.65 

Fentress and Wickham propose that the mass appeal of popular historical imagery is 

based on the fact that these representations are simplified, allowing consumers to invest 

their own meanings.66 L. Ryan has argued that the ambiguity inherent in popular 

histories ensures that collective memory remains ‘an agent of its own resistance’, with a 

multitude of interpretations that act to ‘subvert its supposed omnipotence’.67 

To what extent then, can a study of predominant historical representations 

inform us of popular historical consciousness?  Alan Confino has argued that ‘[s]tudies 

that focus on the representation of memory, while ignoring social practice and 

transmission, implicitly make an assumption that the representation is a transparent 

expression of a historical mentality, of social and political values’.68  Wulf Kansteiner has 

also warned against placing too much weight in the analysis of representations 

themselves, arguing  ‘neither the object’s characteristics nor the authors’ objectives are 

good indicators for subsequent reception processes’.69  While I share the concerns of 

Confino and Kansteiner I believe analysis of popular representations of history can 

provide valuable insights into the national historical consciousness, provided scholars 

clearly outline the parameters of their investigation and are careful not to extend 

research applications beyond this remit. While such a study cannot tell us how 

individuals interpret cultural products, it can offer important insights into the 

commemorative landscape within which interpretation can take place.  

 

!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!
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Methodology 

This thesis examines the production of war memory through a series of case studies, 

which trace the most commercially successful historical representations of the Gallipoli 

Campaign and Anzac veterans that have been produced within Australian consumer 

culture since 1915. A study of this kind involves significant methodological challenges, 

requiring the historian to navigate a diverse range of historical sources across a time 

period that, not only saw the development of an increasingly consumer driven society, 

but profound social and generational changes.  

 Consumer societies have the ability to produce an enormous variety of historical 

products for different audiences and it is important to acknowledge the scale, diversity 

and complexity of the market for war memory. The commodification of war memory is a 

global phenomenon. For these reasons, this thesis does not attempt to present a 

comprehensive survey of Anzac in consumer culture but to highlight the dominant 

narratives associated with the Gallipoli Campaign and Anzac veterans that have been 

produced and consumed across a century. It is firmly focused on the production of war 

memory within Australia and situated within the historiography of the Great War and 

Anzac tradition, but probes the operation of the Anzac industry within an increasingly 

globalised, networked world. 

The cultural products manufactured, marketed and sold by Anzac industries 

embody diverse forms — from material culture and advertising to commodified leisure 

activities. In order to interpret a broad range of historical sources, this thesis employs 

methodologies associated with cultural and social history and extends beyond them, 

applying theoretical insights from fields including tourism, media, marketing and 

cultural geography.70 As Bill Niven and Stefan Berger have recently argued, ‘any serious 

approach to the history of memory is inherently interdisciplinary’.71  
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Australians have been consuming Anzac since 1915 and this thesis has drawn 

from a range of primary and secondary sources to shed light on the commercial 

appropriation of war memory. For the wartime and interwar period, files from the 

National Archives of Australia, particularly the Attorney General’s Office and 

Trademarks Office, and the national RSL archive, offered insights into the development 

of a strict regulatory environment controlling the use of the word Anzac, and 

commercial activity on Anzac Day. Further insights were derived from State and 

Commonwealth legislation, and transcripts of parliamentary debates pertaining to this 

legislation. The Trove database of digitised Australian newspapers proved invaluable in 

supplementing official records and mapping out changing attitudes to commercial 

activity associated with the Anzac tradition throughout this period.  

Consistent and reliable sales data for the wartime and interwar period is not 

available, so this thesis has employed alternative methods and sources to identify the 

most commercially successful historical representations of the Gallipoli Campaign and 

Anzac veterans produced during this time. Secondary sources proved a useful starting 

point, but the fact that a particular cultural product receives scholarly attention in the 

present is not necessarily indicative of its popularity in the past. Hence, information 

from secondary sources was cross-referenced with primary sources, such as newspaper 

book reviews and trade publications. The products themselves also revealed insights into 

sales and marketing. For example, while books about the Great War do not state how 

many copies were printed, they do reveal how many times a title was reprinted and 

when. With a few exceptions, a general decline in cultural production of goods and 

services associated with war memory from the 1930s reflected falling interest in the 

Anzac tradition. Here, the absence of cultural products revealed as much as their 

abundance. 

Investigating the production and proliferation of representations of the Gallipoli 

Campaign and Anzac veterans in consumer culture since the 1980s presents a different 

set of methodological challenges to that of the first half of the twentieth century. In 

order to survey changing attitudes to commercial activity exhibited by federal and state 

authorities, such as the Department of Veterans’ Affairs, this thesis draws from publicly 

available sources including official websites, media releases, tender documents, market 
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research, budget documentation, parliamentary debates, and newspaper reports. With 

regards to commercial sales and marketing data, the historian does not encounter a 

problem of supply but access. Commercial data is a commodity in its own right and 

often tightly guarded by the private sector, or prohibitively expensive to purchase. 

Likewise, the strategic rationale informing specific business decisions is often forged 

behind closed doors. Drawing from a decade of first-hand experience working in 

marketing and advertising I have worked to identify or infer commercial drivers based 

on a range of primary and secondary sources, including publically available commercial 

sales data, annual reports, promotional material, media releases, trade press and data 

from the Australian Bureau of Statistics. Since digitised newspaper archives, such as 

Factiva do not include advertising content I surveyed a range of Australian newspapers 

on microfilm to trace promotional activity during the lead up to Anzac day from 1980 

until 2015, supplementing findings with industry commentary from The Ad Age, 

Campaign Brief, and Mumbrella. In some cases it has been necessary to explore 

promotional activity aimed at specific audiences. For example, I examined issues of TNT 

Magazine published between 1983 and 2015, held at the British Library, to trace 

advertising promoting Gallipoli tours to Australian and New Zealand backpackers based 

in London.  

A notable exclusion from this thesis is the Australian film industry, which has 

already received a considerable amount of scholarly attention. Stuart Ward and Daniel 

Reynaud have explored ways in which cinematic representations of the Gallipoli 

campaign have shaped and reflected public option, and shed light on the evolution and 

revival of the Anzac Legend.72 When Peter Weir’s motion picture Gallipoli was released 

in 1981, the film brought the peninsula to life for a generation of Australians with little 

knowledge of the campaign; expressing history with vivid realism, employing evocative 

imagined sights and sounds, and playing to large audiences across Australia.73 Visitors to 

the Australian War Memorial increased by fifty per cent the year following its release 

and millions of children have since viewed the film as part of Australian school 

curricula.74 Reynaud, who traced representations of the Great War on film between 

1914–1996, has argued that cinema has been the most influential medium in 
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transmitting the mythology surrounding the Gallipoli Campaign.75 This thesis 

acknowledges the enormous impact of cinematic representations of the Gallipoli 

Campaign, but challenges their primacy by emphasising the scope, complexity and 

dynamism of the Anzac industry since 1915. 

 

Chapter outline  

The chapters in this thesis probe public debates surrounding the commercial use of the 

word Anzac and commercial activity on Anzac Day, alongside a series of industry case 

studies, and are structured chronologically to give a sense of change over time. The case 

studies examine two separate yet interrelated forms of commercial appropriation, both 

of which have existed since 1915. The first involves cultural industries that produce 

products and services directly related to the Gallipoli Campaign and Anzac veterans, 

such as publishing and tourism. The second involves commercial bodies that 

appropriate the social currency associated with the word Anzac and the Anzac legend to 

promote products or brands that are indirectly or unrelated to the history of the 

Gallipoli Campaign and Anzac veterans.  

Chapter One explores why the word Anzac became associated with aspirational 

personal and national meanings after the Gallipoli landing in 1915, and how 

individuals and groups competed for authority to benefit from the social currency it 

represented. It traces how and why federal authorities introduced regulations under The 

War Precautions Act in 1916 to prohibit widespread commercial use of the word Anzac, 

arguing they feared that commercial activity would desecrate war memory and impede 

the war effort.76 In recognition of the ongoing importance of the Anzac tradition and the 

memory of the Great War within Australian society, authorities lobbied for permanent 

legislation to prohibit the unauthorised commercial use of the word Anzac, enacting the 

Protection of Word ‘Anzac’ Regulations 1921.77 Nevertheless, the regulations provided 

little control over cultural production, except for works that contained the word Anzac 

in the title. 
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 Chapter Two explores the prevailing logics driving the Australian book trade 

between 1915–1935 to explain how these logics informed the ways in which the 

Gallipoli Campaign and Anzac veterans were represented in best-selling books. It argues 

that Australian traders were discouraged from publishing and distributing books critical 

of the war effort due to the financial risks inherent in their production. Not only was 

the fledgling domestic publishing industry dominated by powerful British publishing 

cartels and constrained by high costs of production, but it was also curtailed by strict 

federal and state government censorship regulations. Moreover, consumers had little 

appetite for books that did not affirm the dominant collective memory of Anzac 

veterans as heroic warriors, and the Gallipoli Campaign as a tragic but glorious episode 

in Australian history.  

By the end of the 1920s, each state had enacted legislation to enshrine 25 April 

as an annual public holiday to remember the Great War. Chapter Three argues that 

Anzac Day was initially a civilian tribute to the war dead, designed to keep 

commemoration and commerce separate due to fears that leisure and recreational 

activities on the public holiday would trivialise war memory and act as a distraction from 

solemn contemplation. It explores how and why branches of the Returned Sailors and 

Soldiers Imperial League of Australia (RSSILA, hereafter RSL) initially took such a hard-

line stance against commercial activity on Anzac Day, and why state governments began 

to loosen regulations after the Second World War in response to the development of a 

more secular, consumer society, and falling interest in the Anzac tradition. 78 

From the 1980s, a memory boom in western liberal democracies informed by 

new understanding of psychological trauma, fuelled a revival of interest in remembrance 

of war in Australia. Chapter Four explores how the Australian book trade responded to 

increasing public interest, and explains the rapid growth of books categorised as 

‘Australian military history’ from the 1990s. It argues that a military history book boom 

during the 2000s can be attributed to the success of Australian authors and publishers 

in responding to international trends within a globalised publishing industry, and 

exploiting emotive new literary genres. Best-selling books about the Gallipoli Campaign 

and Anzac veterans since this time have been characterised by sentimental nationalism, 
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whereby the personal suffering and trauma experienced by individuals is contextualised 

within a celebratory national narrative. 

A new generation of mobile and affluent young Australians, buoyed by growing 

cultural confidence and a deep sympathy for war veterans, sought to experience the 

battlefields, cemeteries, and memorials of Gallipoli first-hand. Chapter Five traces the 

transformation of the Anzac Day Dawn Service in Gallipoli from a simple beach 

ceremony into a state-sanctioned commemorative spectacular. When Australian 

backpackers first began to visit Gallipoli from the mid-1970s, their journeys were 

independent, informal and spontaneous. However, the first large-scale state-sanctioned 

commemorative event at the peninsula, held in 1990 to mark the seventy-fifth 

anniversary of the Gallipoli landing, provided the catalyst for the development of a mass-

market tourist industry. Since this time, the Anzac Day Dawn Service has become 

increasingly stage-managed, resulting in tightly controlled and increasingly homogenous 

encounters with history.  

In addition to recognising commercial opportunities associated with state-

sanctioned commemorative events, brands have also invented traditions of their own. 

Chapter Six explores how the Australian Football League (AFL) has appropriated war 

memory to promote their code through commemorative sporting spectacle on Anzac 

Day. While the AFL has a military history, it did not establish an ongoing 

commemorative tradition until 1995 when it launched the inaugural Anzac Day Clash 

between Collingwood and Essendon, with the backing of the RSL and Legacy, and state 

and federal governments. Since this time the AFL has worked to legitimise Anzac Day 

football by reinforcing the links between sport and war in the Australian psyche with the 

enthusiastic support of state agencies and veterans’ organisations. This chapter argues 

that the establishment of the Clash reflected a fundamental change in ways in which 

guardians of the Anzac tradition perceived commemoration and commerce as mutually 

beneficial activities rather than mutually exclusive.  

Regulations protecting the word Anzac from commercial use changed very little 

after their introduction in 1916 but their application would transform markedly towards 

the end of the twentieth century. Chapter Seven addresses the sheer scope of the 

commercial world surrounding Anzac to argue that commercial and political 

appropriation of Anzac has gone hand in hand since the 1990s, when the federal 

government usurped the role of the RSL as guardians of the Anzac tradition. Since this 
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time, federal authorities have harnessed a pre-existing legislative framework to selectively 

sanction and endorse specific kinds of activity in order to proliferate a preferred 

narrative that affirms the centrality of the Gallipoli Campaign in Australian national 

identity. Moreover, veterans’ organisations such as the RSL have forged lucrative 

commercial partnerships to raise money for veterans’ welfare and ensure the visibility 

and status of their own organisation. Failure to adequately obscure the commercial 

imperatives that lie at the heart of the Anzac industry result in widespread public 

outrage, and condemnation by the Department of Veterans’ Affairs and the RSL, which 

serves to obscure the ways in which these bodies have been complicit in profiteering 

from war memory. 

Australians have been consuming Anzac for a century. While commemoration 

and commerce have never been entirely separate they have become increasingly 

intertwined. Indeed, this thesis contends that consumer culture has proved central to 

the contemporary resurgence and proliferation of the Anzac tradition. In probing the 

ways in which war memory has been produced, marketed and sold since 1915, it offers 

new insights into the dynamic commercial world and mutually beneficial relationships 

that underpin the commemoration of war in the twenty-first century.  
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Chapter One. ‘A national heirloom… more precious than gold’: 

Anzac in consumer culture 1915–1921 

 

The realisation that the Anzac legend had the potential to be commercialised is almost 

as old as the mythology itself. From mid-1915, the word Anzac was used with increasing 

frequency to brand a range of consumer products including tea, soap, toys, beer and 

other goods. Many traders changed the name of their businesses to incorporate the word 

Anzac and some companies even enlisted soldiers to endorse their products. However, 

on 25 May 1916, the Australian federal government issued regulations under the War 

Precautions Act prohibiting the use of the word Anzac ‘in any trade, business, calling or 

profession’.1 While the potential for consumer culture to appropriate the word Anzac 

was clear to legislators in 1916, scholarship examining the ways in which the Australian 

marketplace has shaped the collective memory of the First World War remains 

underdeveloped. This chapter explores a range of applications to use the word Anzac in 

a commercial context that were submitted to the Attorney-General, and mostly rejected, 

between 1915 and 1921. What motivated early traders to use the word Anzac for 

commercial purposes and why did authorities act so quickly to prohibit its use?  

!

The value of  ‘Anzac’  

Originating as an acronym to describe the Australian and New Zealand Army Corps (A. 

& N.Z. Army Corps), the word Anzac quickly came to represent an aspirational set of 

national values and attributes.2 Australian war correspondent and official historian, 

C.E.W. Bean, admitted that ‘at the Landing at Gallipoli many men in the divisions had 

not yet heard of it' but the acronym evolved rapidly from official vernacular into the 

national lexicon.3 The heroic exploits of Australasian troops were lauded at home and 

abroad. The first report from the front by British correspondent Ellis Ashmead-Barlett 
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famously declared that ‘they had been tried for the first time, and had not been found 

wanting’.4 Confirmation of Anzac heroism on the international stage greatly fuelled the 

popular response to the Gallipoli Campaign in Australia.5  The qualities of the 

Australian warriors were said to exemplify a unique national character and the word 

Anzac became associated with masculinity, citizenship, sacrifice, belonging to Empire, 

and Australian national identity. After troops were successfully evacuated from Gallipoli 

in December 1915, Ashmead-Bartlett undertook a sold-out Australian speaking tour, 

Bean’s Anzac Book sold 100,000 copies, and a growing Anzac Day movement culminated 

in spectacular commemorations in London and Australia.6 By May 1916, the word 

Anzac was described in the Daily Telegraph as ‘a national heirloom . . . more precious 

than gold’.7 

The value attributed to the word Anzac was not confined to metaphor, but also 

manifest in a tangible commercial sense. At the dawn of the twentieth century, 

Australian traders were beginning to realise that words and symbols, in the form of 

trademarks and brands, could embody powerful emotions and meanings.8  

According to Susie Khamis, Australian consumers had few options when it came to 

consumer products during the early nineteenth century, and household goods were 

purchased in a fairly indiscriminate manner.9 However, rapid industrialisation and 

population growth — fuelled by mining booms, increased migration and the 

development of an increasingly affluent urban middle-class — created a larger market for 

goods and an increasingly cluttered marketplace.10 The mass production of goods 

necessitated ways to differentiate between them and the practice of applying trademarks 
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to goods became widespread. So, too, did the idea that companies had the right to 

protect these unique identifiers. This realisation resulted in the development of 

intellectual property laws, which provided individuals with exclusive protection of a 

number of intangible assets, including copyrights, patents and trademarks.11 Traders 

recognised that the value of a trademark did not lie in the mark itself, but in the 

reputation that it represented and the pervasiveness of that reputation. 

It was not enough for traders to mark their goods; they needed to market goods 

by constructing a set of meanings and attributes that worked alongside them at an 

associational level. In his study of the 1851 Great Exhibition at Crystal Palace in 

London, Thomas Richard argued that ‘the capitalist system had not only created a 

dominant form of exchange but was also in the process of creating a dominant form of 

representation to go along with it’.12 The ways in which traders positioned their 

products in the marketplace became just as important as the product they were selling. 

Companies such as Bushells, Pears Soap, Rexona, Aspro and Bovril were well aware of 

the semiotic power of their trademarks. Writing about imperial advertising, Anne 

McClintock suggests that Imperial Leather were not just selling soap, they were selling 

the idea of whiteness and racial superiority.13 Closer to home, Khamis argued that 

Bushells did not just sell tea in early twentieth-century Australia, but offered a short-cut 

to middle-class respectability.14  

As Australians moved from producers to consumers, the consumption of goods 

grew increasingly central to culture and national identity. Overly moralistic critiques of 

consumer societies—which equate this transformation of social relations with 

materialism, individualism and political apathy—often overlook the ways in which 

consumer culture can offer pleasure, operate as a site of political agency and resistance, 

and facilitate the construction of individual and group identities.15 While 

industrialisation disrupted established links with tradition and history, it also provided a 

means to manufacture a replacement, through a bourgeoning marketplace capable of 
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producing new cultural products and traditions.16 The use of the word Anzac on 

consumer goods offered traders an opportunity to tap into the aspirational social 

currency represented by this powerful modern mythology. In 1908, an article appearing 

the Adelaide Register declared, ‘The present is an age of advertising’, noting that ‘a 

catchword, a small jingling phrase that the public will remember, is one of the best 

possible advertisements’.17 What better catchword than Anzac? 

 

Protecting Anzac: Federal government regulation 

On 25 April 1916, Australian Prime Minister William Morris Hughes declared that the 

qualities demonstrated by Anzac volunteers represented an antidote to consumerism, 

stating: 

 

Into a world saturated by material things, which has elevated self into a deity, which has made 

wealth the standard of greatness, comes the sweet purifying breath of self-sacrifice… Soldiers, you 

have covered yourselves with the glory that does not fade; your names will be handed down in 

your own native land, and be as household words.18   

 

Hughes may have been shocked to discover that, back in Australia, Anzac branded 

household goods had already begun to flood the marketplace. The frivolous and 

widespread use of the word had drawn the attention of West Australian writer Edwin 

Greenslade Murphy. In over fifty-six lines of verse, Murphy’s poem listed an 

extraordinary variety of uses; from private homes and street names, to entertainment 

and leisure activities, and a vast range of consumer products.19  

 

Once on a time they sang a song 

Where “khaki” helped the lilt along; 

But now the warbler within the West 

Must chuck “Anzac” off his chest. 
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It’s “Anzac Cottage” and “Anzac street”, 

Anzac sox for your tender feet; 

Anzac collars and Anzac ties 

Anzac puddings and Anzac pies; 

Anzac stockings and Anzac shoes, 

Anzac buttons and Anzac booze. 

There's an Anzac hat for an Anzac head,             

And an Anzac bridegroom newly wed,  

While spoony pairs will be sighing soon   

For a sweet little Anzac honeymoon! 20 

 

The increasing commercialisation of the word Anzac was first discussed at a 

federal level on 20 April 1916 during a particularly long meeting of the Federal 

Parliamentary War Committee (FWPC), a bipartisan committee established in mid-1915 

to coordinate the national war effort.21 The issue had been brought to their attention by 

the Queensland War Council, which was worried that the word Anzac, which had ‘a 

very deep and significant meaning for thousands of Australians’, was fast becoming 

commercialised., The FWPC should take action ‘in order to prevent the name becoming 

any other than a national one of respect’.22 Within a matter of weeks, letters of support 

began to arrive from other state War Councils.23 The Acting Premier of New South 

Wales, J. H. Cann, was so concerned that he wrote a personal letter to the Attorney-

General, contending: 

 

In view of the associations attaching to the name it is conceivable that if some steps are not taken 

to restrict its use it might become other than a term of respect, and I should therefore be glad to 

learn your views upon the question of safeguarding to what every Australian must be a term of 

deep national significance.24   

 

Such correspondence indicates that the deep and significant meanings associated with 

the word were difficult to articulate and remained in a state of flux. A detailed analysis 

of the range of meanings associated with the word ‘Anzac’ is outside the scope of this 
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thesis. However, it is clear that the word evoked powerful personal and national 

connotations; and that its misappropriation had potential implications for the 

continuing war effort. 

Growing concerns over use of the word Anzac in consumer culture must be 

examined within the context of efforts to mobilise Australian society to support the 

Great War. Anzac troops had been evacuated from Gallipoli in December 1915, and by 

mid-1916 were deployed on the far more destructive Western Front. Increasingly 

concerned with the war situation, Hughes had left Australia on 21 January 1916 for 

talks with Commonwealth leaders in New Zealand, Canada and London. In his absence, 

Hughes appointed the Minister for Defence, George Pearce, as Acting Prime Minister 

and delegated most of his duties as Attorney-General to Robert Garran, whom he 

appointed to a new statutory office of Solicitor-General. Finally, Hughes appointed 

Western Australian member of parliament, Hugh Mahon, as Acting Attorney-General.25 

In a departure from convention for this role, Mahon was a former journalist and 

newspaper owner, rather than a lawyer. While he lacked legal training, Mahon possessed 

a strong understanding of the Australian media; a proficiency that would prove vital in 

communicating an increasing number of regulations made under the controversial War 

Precautions Act.  

The War Precautions Act had been enacted on 29 October 1914, and empowered 

the Federal Government to pass regulations related to the war effort outside standard 

legislative process. The Act was often controversial due to the immense power it 

conferred onto the Federal Government. In one instance, when New South Wales MP 

Thomas Bavin enquired ‘Would it be an offence under the War Precautions Act…?’, 

Garran reportedly replied ‘Yes’ before he had finished asking his question.26 This ability 

to introduce new regulations quickly under the powers of the Act proved invaluable to 

politicians and defence staff seeking to control the use of the word Anzac.  

On 16 May 1916, Garran distributed a Minute Paper to the FPWC that outlined 

how ‘the use of the word “Anzac” for purposes of trade could be prevented by a 

regulation under the War Precautions Act’.27 He noted that the Commonwealth Registrar 

of Trademarks had already received several applications for Anzac trademarks and that 
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some had already been registered. Not only would the new regulations give the Attorney-

General authority to refuse pending or future trademarks, they would also provide the 

power to retrospectively cancel trademarks that had already been granted. Garran 

realised that many firms would not consider it necessary to register their business name 

as a unique trademark. Indeed, several firms listed on the Registrar of Companies in 

Victoria had already recorded names containing the word Anzac. The proposed 

regulations would also give State Registrar-General’s the power to cancel the 

registrations of these offending companies. Garran’s recommendations were accepted 

and Mahon was tasked with setting the new regulations in motion.28  

The ‘War Precaution (Supplementary) Regulations 2 and 2A’ were published in 

the Commonwealth of Australia Gazette on Thursday 25 May 1916.   

 

No person shall, after the first day of July, one thousand, nine hundred and sixteen, without the 

authority of the Governor-General or of a Minister of State, proof whereof shall lie upon the 

person accused, assume or use in connexion with any trade, business, calling, or profession the 

word “Anzac”, or any word resembling the word “Anzac”, or any word or mark notified by the 

Governor-General, by notice in the Gazette, to be for the purposes of this Regulation a 

prohibited word or mark.29   

 

The regulations were enacted little over five months after the end of the Gallipoli 

Campaign – an indication of the growing awareness by the federal government that the 

word Anzac embodied a potent social currency that needed to be protected and 

controlled.  

Mahon ensured the regulations were widely reported in Australian newspapers, 

translating the legal text into terms the general public would understand. Several 

articles, syndicated across Australia, quote Mahon as stating 

 

[t]he Government would not recognise the right of any person to monopolise the word “Anzac”, 

a word which on account of the valiant deeds of the Australian and New Zealand Forces has 

become so dear to Australians.30  
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So important was the word that Garran even recommended prohibition beyond 

Australia. Telegrams were dispatched to authorities in Britain, New Zealand and Canada 

requesting similar regulation in their own countries ‘otherwise Australian prohibition 

will not be entirely effective’.31 A reply from Downing Street confirmed that twenty-nine 

Anzac trademarks had already been registered in Britain and that the government did 

not possess power to cancel these registrations without consent.32 Instead, the Controller 

General of Patents, Designs and Trademarks had commenced negotiations with each 

party. Rather than pass regulations under the Defence of the Realm Act 1914 the British 

Government undertook a more time consuming legislative route. The Anzac (Restriction 

on Trade Use of the Word) Act was introduced into the House of Commons on 25 

October, and published on 18 December 1916.33 Instead of a few weeks, the process 

took five months. The differences between the two legislative processes did not go 

unacknowledged in the Australian Parliament. Labor member for Dalley, William 

George Mahony, accused the government of acting in an ‘autocratic manner’ when it 

‘decided by regulation what should be done’.34 In New Zealand, the commercial use of 

the word Anzac was prohibited under the powers of the War Legislation Amendment Act, 

1916 (section 33) by early August 1916.35 By April 1917, Canadian authorities also 

confirmed an order prohibiting the registration of the word Anzac as a trademark.36 

Efforts to control the use of the word Anzac were informed by a strategy of 

cultural mobilisation, that is, the use of cultural products to justify the mobilisation of 

economic and military resources, industrial-scale violence and loss of life.37 Given that 

the First World War shattered Australian optimism, exacerbated social tensions and 

devastated communities, ‘Anzac’ began to serve an important unifying political 

purpose.38 Authorities were aware of the need to redirect any negative emotions the war 
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was generating into those that would fuel morale. In January 1916, The Manchester 

Guardian deemed Anzac the ‘most illustrious “made” name in history’, admiring its 

‘swinging syllables’ and stating that, ‘surely there never was so happy concourse of letters 

as these initials’. 39 Yet, this ‘happy concourse of letters’ hid deeply personal meanings. 

The same article asserted that ‘With a lesser people their grief might well have turned to 

anger, but in these Australians and New Zealanders is bred a new pride and a sterner 

resolve’.40 Graham Seal has noted that ‘As early as December 1915 the Melbourne Argus 

quoted an army officer referring to Gallipoli and Anzac as “sacred” and the term was 

being routinely applied by 1916’.41 By acting quickly to enshrine the word Anzac by law, 

the federal government confirmed this sacred status through decidedly secular means.42 

 

The Daily Telegraph reacted to the new Anzac Regulations with glowing praise.  

 

We do not want the Anzac hotel in every town of the Commonwealth where its signboard would 

inevitably rise but for the minister’s prohibition. The Anzac liver pill would have been a sordid 

certainty, and the Anzac brand of tea would rise up and perpetuate the referendum night with 

Anzac whisky. Fortunately we are to be spared all the vulgar bill posting on the monument “more 

durable than brass” that Australian valour has raised at such awful cost… The word Anzac is 

coined out of material more precious than gold, and it is a coinage, which no one should be 

allowed to debase.43 

 

The 1 July deadline gave traders five weeks to remove the word from goods and premises 

and the threat of revocation of their business name or prosecution spurred many into 

action. Applications to use the word Anzac began to flood into the Attorney-General’s 

Office.   
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Consuming Anzac: Applications to use the word 

Correspondence to the Attorney-General’s office indicates that many traders had 

ordered manufactured goods branded with the word Anzac well before the regulations 

were enacted. Several applications stated that product orders were still ‘on the water’ 

and others complained when their Anzac-branded goods, now unlawful, were detained 

by customs. Jeweller Joseph Levy, for example, had ordered a number of men’s watches 

with Anzac engraved on the face in February 1916 and wrote to the Attorney-General 

requesting permission to sell the stock: ‘it would mean a big loss to me if I were not 

allowed to get delivery of these’.44 Another trader had been using the word Anzac as a 

brand of matches and, prior to the regulations being enacted, had placed an order for 

one million match tops, which were being held by customs.45 The Attorney-General 

refused to make any exceptions and both applications were refused. 

Many of the earliest products branded with the word Anzac were aimed at a male 

market. Inexpensive items such as Anzac razors, handkerchiefs, pipes and matchboxes 

could be purchased for personal use or sent to troops overseas. Other items, such as 

Anzac hats, suits, cuff links and watches, could be worn proudly by men on the home 

front. The prevalence of Anzac branded goods within men’s haberdashery department is 

indicative of the kind of aspirational manhood it represented; allowing consumers to tap 

into Anzac allure while displaying support for those on the front. 

Anzac jewellery items, such as souvenir medals and brooches, were enormously 

popular. A typical advertisement in a Melbourne newspaper displayed a brooch, which 

could be purchased to ‘show the patriotism of the wearer in a quiet, unobtrusive 

manner’.46 Such was the scale of this marketplace that officials from the Department of 

Defence arranged a meeting with the Federated Jewellers, Watchmakers and Allied 

Trades Union of Australia in August 1916.47 During the meeting, trade union 

representatives admitted that ‘the present has been one of the best winters in the trade 

due to the manufacture of these articles’ and estimated that in Sydney alone at least 

50,000 mementos were on sale.48 Jewellers, they argued, were not profiteering, but 
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simply responding to consumer demand: ‘Relatives and friends of those who had fallen 

at Gallipoli and in France were . . . entitled to some memento of those occasions’ and 

‘the cost to the trade in meeting the demands of the public has been a heavy one’.49 

They conceded that the word Anzac was sacred but maintained that jewellery items 

would not lessen this standing: ‘In this connection there was surely no more sacred 

emblem than the cross, and yet no one would say that it was in any way prostituted by 

being used as an article of jewellery’.50 The union representatives implored the minister 

to support an exemption on patriotic jewellery from the regulations, arguing that the 

industry provided work for many Australians and that retailers held large stocks that 

would have to be melted down if the regulation stood. Despite an appeal to patriotism 

and pocket books, their request was declined. 

 

 

 
Image 1. Advertisement for Anzac brooches sold at Stewart Dawson’s jewellers in Melbourne, 

Victoria. From the collection of the National Archives of Australia. 
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Traders also requested permission to use the word Anzac to brand a range of 

common household goods including bath soap, laundry detergent, tea, beer and soft 

drink. The use of this ‘sacred’ word to differentiate competing brands of commonplace 

consumer goods may appear paradoxical, but correspondence to the Attorney-General’s 

office indicates that commemoration and commodification were not always viewed as 

mutually exclusive. In 1916 Kops Brewery in Queensland launched an Anzac beer with a 

label that declared its intention to bestow ‘Honour to the living, Immortal glory to the 

dead’.51 Similarly, Cooperative Mineral Waters placed a new Anzac soft drink on the 

market in April 1916, just in time for the first anniversary of the Gallipoli landing. After 

the regulations were enacted they wrote to the Attorney-General requesting permission 

to sell off the remaining stock over a limited period, arguing that this solution would 

offer them ‘justice’ without ‘infringing the sanctity of the word Anzac, which will endure 

forever’.52 All applications were denied. 

 

 

Image 2. Kops Anzac Toast beer label. 
 From the collection of the National Archives of Australia. 

 

In the months after the Gallipoli landing, scores of traders had also changed the 

name of their businesses to include Anzac as a tribute to Australasian volunteers fighting 

in Europe. In June 1916 Queensland publican, Mr Perry, wrote to the Attorney-General 
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