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regarding his Billiard Saloon, which he had renamed ‘Perry’s Anzac Billiard Palace’.53 

Perry insisted that the name was ‘mostly in honour of over one hundred of my 

customers who have enlisted and seen service both at Gallipoli and now many are in 

France . . . some of them sir have laid down their life and will never return’.54 Others 

admitted to greater opportunism. Frederick Rogers, changed the name of his restaurant 

to the Anzac Café soon after the landing, on the basis that it was a ‘better name’ than 

Railway Café.55 Applications suggested that business owners were well aware of the 

commercial advantages of using the word yet did not perceive the action as overtly 

exploitative, but rather as an expedient tribute.  

 

 

Image 3. Perry’s Anzac Billiard Palace in Wallaroo, Queensland.  
From the collection of the National Archives of Australia. 

 

As the war drew on, women too began to appropriate the word, establishing 

businesses to provide a livelihood for themselves and their families. Lillian King opened 

her Anzac Café in Kalgoorlie, Western Australia, in early 1916 to provide an income for 

her invalid son who had participated in the Gallipoli landing and returned to Australia 
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‘unfit for future service’. King’s request to ‘retain the name in his honour’ was refused 

by Garran on behalf of the Attorney-General, with a letter stating that ‘if he granted 

permission in your case he would have to grant permission in every similar case where 

the applicant had a relative in the Australian Imperial Force [AIF]’.56 A significant 

number of applications were dispatched by bereaved wives and mothers. After the illness 

and death of her husband, Alice Pennington’s son Robert built a small café for her in 

South Perth. Thereafter, he enlisted in the AIF and was killed at Gallipoli on 10 July 

1915. Professing deeply sentimental attachments to the word, she begged for permission 

to call her café the Anzac Tea Rooms, a name she had chosen ‘out of respect to and in 

memory of my son’. 57 ‘I feel as a Mother who has given her only son at “Anzac” that 

none could be more entitled to use the name which he has helped to make – hence my 

request for this concession’.58 The replies from the Attorney General’s office were 

sympathetic but firm. No exceptions were to be made.  

Large numbers of returned servicemen also applied to use the word Anzac as 

part of their business name in an attempt to distinguish themselves from competitors 

who had not served. Western Australian, Frank Netheray, served for one year and forty-

four days in the Gallipoli Campaign, before being sent home as an invalid. After the 

regulations were enacted, he requested permission to use the word Anzac on a fruit 

barrow that he operated on Wellington Street in Perth. Netheray insisted ‘The word will 

in no sense be used as an advertisement, the quality and price of my fruit being their 

one and only commendation’ while, somewhat conversely, admitting that ‘it is essential 

to have a distinctive name on the barrow’.59 Other applications from returned 

servicemen sought to use the word Anzac for a diverse range of business including fruit 

barrows, hairdressers, a forge, blacksmith, glue works and a cannery. One application in 

1918 requested permission to differentiate a number of Anzac veterans from 

competitors in a business directory.60 All applications were refused. 

Several Gallipoli veterans argued that they had a right to use the word Anzac as 

‘creators’ of the word.  Clarence Campbell, for example, sustained injuries that 

precluded a return to his previous career as a plumber. On returning to Australia as an 

invalid he began to make and sell wooden toys under the guise of the ‘Anzac Toy 
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Manufactory’. In an application to continue trading under the name in June 1916, 

Campbell argued that ‘I was one of the first to participate in the storming of Anzac Cove 

. . .  and therefore one of the makers of the name’.61 The revocation of the business 

name ‘would mean destitution for me on account of the loss of all my efforts, trade 

connection and savings’.62 The reply from Garran on behalf of the Attorney-General was 

sympathetic but indicated he was ‘unable to make any exceptions’. A rebuttal from 

Campbell’s lawyers pointed out that ‘the regulations dealing with this matter clearly 

anticipate that exceptions to the general rule may be made’ but Garran refused to 

reconsider.63  

As early as August 1916, Garran received correspondence from the newly 

formed Returned Sailors and Soldiers Imperial League of Australia (RSSILA, hereafter 

RSL) requesting ‘complete control’ over the word Anzac. 64 The RSL was one of several 

veterans associations competing for authority and political influence, and the action 

represented an early attempt to position themselves as guardians of the Anzac tradition. 

The letter argued: 

 

For some time past this word has been used for various kinds of advertising, and some people 

have gone so far as to use it as labels on beer bottles . . .Our league now has 12,000 members, the 

majority of whom were instrumental in the making of this word “Anzac”. . .  We wish you to give 

our League the authority to handle and use this word at our own discretion, so that we may safe 

guard one of the most sacred memories which belong to our members.65  

 

However, Garran insisted that the ‘enforcement of a Commonwealth regulation… must 

be controlled from this department’. 66  

Not to be discouraged, the RSL turned its attention to the use of the terms 

‘Returned Sailor’ and ‘Returned Soldier’. The attempt was not just driven by a desire to 

protect the words from ‘unscrupulous’ use by non-veterans but for their own branding 

purposes. Just days before the Armistice of November 1918, the RSL General Secretary 
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wrote to the Minister for Repatriation, stating that ‘The use of the name “Returned 

Soldier” is becoming far too popular’, admitting that ‘this organisation is anxious to 

secure protection for the name of The League’.67 Correspondence from the Repatriation 

Board in May 1919 pointed out that ‘restrictions would affect individual soldiers 

desiring to use the term in connection with their own businesses, and soldiers desiring 

to combine to form a company’.68 The RSL had no objection and, on 15 May 1919, an 

order was passed prohibiting the commercial use of the terms.  The action came at the 

cost of the returned veterans the RSL claimed to serve, who were prevented from 

distinguishing their service.  

As veterans began to return home in greater numbers, seeking to be repatriated 

into former or new occupations, the regulations were extended to prohibit the 

commercial use of a range of terms associated with the AIF. In addition to ‘Returned 

Sailor’ and ‘Returned Solider’, the use of the terms  ‘Aussie’, ‘Our Wounded Heroes 

Depot’, ‘Our Wounded Heroes Brand’, ‘War Chest’, ‘War Chest Brand’, ‘Comforts 

Fund’, ‘Australian Comforts Fund’, ‘Australian Imperial Force’ and ‘A.I.F’ were 

prohibited between 1917 and1919.69 Unlike the word Anzac, the usage of all of these 

terms was administered by the Department of Repatriation. In 1919, the Controller of 

the Department of Repatriation sought sole authority to grant permission for the use of 

all prohibited words, including the word Anzac, but this request was refused.70 The word 

Anzac was a civilian matter, rather than a military matter and Garran was determined to 

remain its chief defender.  

In fact, Garran had already taken steps to extend the powers of the regulations. 

In October 1916, just three months after the original regulations came into effect, he 

had written to Acting Prime Minister Pearce stating that ‘it is considered that this 

regulation does not go far enough’.71 He enclosed a new draft, Regulation 2A, which 
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extended the prohibition of the word to private homes, boats, vehicles and charitable 

institutions.72 Curiously, however, authorities had no legal objection towards those who 

sought to name their children Anzac.73 

The harsh new regulations had implications for grief-stricken families. Bart Ziino 

has examined the ways in which families separated from the physical resting places of 

their loves ones by distance came to locate their grief at ‘surrogate’ sites.74 Family homes, 

in particular, had the potential to provide a physical location for grief, perhaps even 

functioning as private war memorials. Hence, when twenty-one year old Arthur Farrar of 

Ballarat was reported missing in Gallipoli in May 1915 his family endured an agonising 

twelve-month wait for confirmation that he had been killed in action.75 Arthur’s father, 

a respected local police officer, wrote to the Attorney-General to explain that ‘Since my 

wife is broken hearted the word “Anzac” was placed on our residence in remembrance 

of our missing son’.76 In a series of increasingly desperate letters, Mr Farrer sought 

permission to retain the sign ‘in remembrance of a lad who gave his life for King, 

Country and Commonwealth’. His request, like many others, was denied.77 However, 

the regulations were relaxed to facilitate public commemoration; communities were 

permitted to name streets and roads Anzac if they were located in the vicinity of a war 

memorial.78 

Similarly some concessions were made to voluntary charities upon whom the 

federal government relied to supplement social services and welfare during the First 

World War. Joan Beaumont has described the patriotic fund movement, which 

consisted of organisations largely administered by women, as ‘a remarkable industry in 
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its own right’.79 It is estimated that charities raised over fourteen million pounds during 

the First World War, a significant amount in the context of Australia’s total defence 

expenditure of £188.5 million.80 Due to the importance of these organisations to the 

war effort, this was one area in which Garran demonstrated some leniency. Factors 

taken into consideration included how long the organisation had been running, the 

number of members, their objectives, and information describing the extent of their 

operations.81 While the majority of applications were refused, organisations that could 

provide evidence of the scale and complexity of their activities stood a better chance of 

consideration. The four hundred members of the Williamstown ‘Anzac Club’ met 

weekly and, by mid-1915, had already dispatched over 2,500 care parcels to the front. 82 

After the regulations were enacted the club secretary, Mrs E. Musther, obtained 

permission to retain the name until 1 December 1916, the date of their major 

fundraising carnival.83 Yet the deciding factor seems not to have been merit but 

influence. The few applications that were approved originated from well-connected 

women, whose submissions were often accompanied by a letter from a state minister 

endorsing their request.   

While the administration of the use of the word Anzac in trade or business by 

the bureaucrats in the Attorney-General’s Office was fairly consistent (the vast majority 

of requests were denied outright), considerable confusion surrounded the use of the 

word in literature and artistic productions such as sheet music, poems, and books. 

Correspondence from the Attorney-General’s office rarely provided a rationale for 

decisions. However, two letters written by Garran on 29 September 1916 provide 

insights into the logic behind his decisions. The first letter was to a Sydney commercial 

music publisher, D. Davis & Co, to advise them that he would not authorise the 

distribution of sheet music for a patriotic march ‘dedicated to Australia’s heroes’ called 

‘Anzacs For Ever’.84 The second letter was to May Summerbelle of Sydney, advising her 

that permission had been granted to distribute her sheet music ‘The Anzac: The Bravest 
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Thing God Ever Made’.85 An examination of the records reveals that patriotic 

representations that did not seem overly commercial were more likely to be approved.86 

Did writers and musicians aspire to generate a profit from their creations or were they 

driven by an ambition to inscribe Australian achievement within the cultural cannon? 

The Attorney-General’s Office acknowledged the tension: ‘This is a matter which is 

giving the Department a good deal of trouble. On some instances permission has been 

granted, and in others it has been refused’.87 Garran set about providing some 

clarification: 

 

If it appears that the title is one properly descriptive of the nature of the work, permission to use 

it should be granted, irrespective of the merit of the work. If it appears that the title is mainly 

used with the object of furthering the sale of the  

particular production it should not be allowed.88 

 

Yet administrators continued to struggle to reconcile the conflict between culture and 

commerce; ambitions that were becoming increasingly intertwined in a nascent 

consumer society. 

Advertisers too, were increasingly sensitive to the desires of Australian 

consumers and attempted to tap into patriotic fervour. A glowing recommendation from 

the front provided an effective way to convey trust and quality, and several advertisers 

sought to have their products endorsed by Anzac heroes. From 1917, the Rexona 

company ran several advertisements in Australian newspapers that used Anzac 

volunteers as spokespersons for the popular healing ointment. One of the first 

advertisements featured the headline, ‘A Gallant Anzac VC endorses Rexona’, the 

choice of a decorated solider indicating that the product was truly fit for heroes.89 

Lieutenant Colonel Leslie Maygar declared that ‘I have pleasure in certifying that I have 

used Rexona whilst on active service in Gallipoli and Egypt and have found it excellent 

for the skin, especially in the trenches, when the skin was broken or cracked’.90 The 

advertisement implored consumers to make a ‘wise investment by buying two tins of 
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Rexona – one for your home use, the other for your friend at the front’. 91  If a product 

worked well in the extreme conditions of war, it was sure to exceed expectations at 

home. Furthermore, the purchase of designated products for inclusion in comfort packs 

for troops abroad offered a way for Australians to directly support the war effort. As 

Robert Crawford has argued, these kind of appeals were highly effective as they 

‘demonstrated the advertiser’s patriotism on the one hand, while stimulating the 

consumer’s own sense of patriotism on the other’.92  

 

 

Image 4. Advertisement for Rexona healing ointment, which appeared in The Sydney Morning 
Herald on 27 October 1917. From the collection of the National Archives of Australia. 

 

91 Sydney Morning Herald, p. 20. 
92 Robert Crawford, ‘Emptor Australis: The Australian Consumer in Early Twentieth Century Advertising 
Literature’, Australian Economic History Review, vol. 45, no. 3, 2005, pp. 228. 
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Commodification is not a one-way process. Advertisers were not poised to simply 

exploit the symbolic capital embodied by the word Anzac, but to potentially make and 

remake these meanings. Yet, when a single complaint was lodged to the Attorney-

General’s office regarding an advertisement for Rexona, the issue identified was the use 

of the word Anzac in the text, rather than the intention to trade off the reputation of 

Australian volunteers, and Garran recommended ‘no further action’.93  

How can we explain Garran’s curious ambivalence towards the use of the word 

Anzac by the emerging Australian advertising industry?  While Australian traders were 

beginning to recognise the potential of advertising to build their brands, Garran’s 

interpretation reflected a wider lack of awareness about how advertising worked and 

what kind of impact it actually had.94 While Britain and America had sophisticated 

propaganda departments that leveraged emerging advertising techniques, an Australian 

Directorate of War Propaganda was not established until 1918.95 Yet, the First World 

War would become a major catalyst for the Australian advertising industry. The 

challenge to sell war loans, campaign for and against recruitment and deploy 

propaganda demonstrated that ‘advertising could sell ideas along with wares’.96 In 1918 

a speaker at the First Australian Convention of Advertising Men claimed ‘the war had 

done more, in fact, it was the largest factor, in the development of advertising than any 

other factor in the last fifty years’.97 

After the war ended the Federal Government came under increasing pressure to 

repeal the War Precautions Act and took steps to enshrine the word Anzac permanently 

within statutory law. Concerned that the repeal of regulations could result in a deluge of 

Australian veterans using the word Anzac in their business names, the Controller of 

Repatriation wrote to the Attorney-General asking if anything could be done to preserve 

this authority.98 Garran confirmed that existing parliamentary powers were insufficient 

to protect the word and took steps to extend them, ensuring that The War Precautions 

Act Repeal Act 1920 contained a provision that allowed the Governor-General to take 

action ‘prohibiting or regulating the use of the word "Anzac" or any word resembling the 
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word "Anzac"’.99 It was from this provision that the Protection of Word ‘Anzac’ Regulations 

1921 were enacted on 31 December 1920:  

 

Under the Regulations no person may use the word ‘Anzac’, or any word resembling it, in 

connection with: . . . any trade, business, calling or profession or in connexion with any 

entertainment or any lottery or art union or as the name or part of a name of any private 

residence, boat, vehicle or charitable or other institution, or any building’100 

 

Authorities recognised that it was necessary to continue to protect the word from 

commercialisation after the war ended. It was now clear that Anzac was not just a word, 

but an idea that would become a beacon for nation building and commemorative 

projects into the twentieth century and beyond.   

 

Conclusion 

After the Gallipoli landing, the word Anzac became increasingly imbued with powerful 

national and personal meanings and associations. The value that Australians attached to 

the word was not confined to social and cultural currency but came to inhabit an 

economic realm. However, few Australians were permitted to deploy the word for their 

own use. Not only were general traders prohibited from using the word, Anzac veterans 

were unable to use it to distinguish their service and their families were refused 

permission to memorialise the word on private property. The motives of traders were 

complex and intertwined, with many applications evoking a combination of pragmatism, 

opportunism, patriotism and grief. More opportunistic traders employed the word to 

differentiate their services and wares within a competitive marketplace, but others 

employed the word as a genuine tribute.  

Those who claimed to be custodians of the word Anzac had aspirations of their 

own. The federal government was determined to protect the word’s sacred national 

connotations from the vagaries of early twentieth century consumer culture in order to 

harness its power for recruitment and morale building purposes. They were determined 

to prevent the word Anzac from becoming ubiquitous, lest its sacred meanings become 

tarnished by banality. Had administrators not acted to prohibit use so quickly and 

decisively, evidence suggests that that widespread commercialisation would have 
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continued. Taking this into account, the impact of the regulations on the establishment 

of the Anzac tradition in the early twentieth century has been vastly underestimated. 

However, if the purpose of legislation was to protect war memory from 

commodification, the attempt was futile. Over the twentieth century, commemoration 

and commerce would become increasingly intertwined. 
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Chapter Two. ‘A definite body of opinion does not want the 

truth’: Best-selling Great War books c.1915–1938 

 

On Tuesday 15 June 1915, the director of Australia’s largest bookseller and publisher, 

George Robertson, pored over proofs for an upcoming book by Australian author, C.J. 

Dennis. He was convinced that he had a best-seller on his hands. Over fifteen sets of 

comedic verse, The Moods of Ginger Mick outlined the story of a lovable rogue, turned 

Gallipoli volunteer. In a letter to Dennis, penned the next day, Robertson confirmed, ‘It 

is a seller all right, and its first edition will be 20,000 copies’, a figure later doubled to 

40,000 copies.1 Printing such a large quantity posed a considerable risk for a domestic 

publisher and suggested enormous confidence in the book’s appeal.2 As head of Angus 

& Robertson publishers, Robertson managed a large chain of Australian booksellers, 

and had established a fledgling publishing business. He would have been only too aware 

that the future of both of these operations was vulnerable to the whims of powerful 

British publishing cartels that dominated the Australian book trade. Moreover, the 

Gallipoli Campaign still raged, with casualty lists mounting, and the deeply divisive 

question of conscription continued to fuel tensions on the home front.  Indeed, Ginger 

Mick was due to be published three weeks before the first conscription plebiscite in 

October 1916. 

Robertson would have also been conscious of powerful, yet ambiguous, federal 

government censorship regulations employed to ensure the continued support and 

success of the war effort. Yet he had every reason to be confident. C.J. Dennis was a 

firmly established author and Ginger Mick was a timely morality tale that served up its 

missive with equal parts humor and pathos.3  As predicted, Ginger Mick was an 

enormous commercial success, selling over 70,000 copies within four years.4 However, 

not everyone relished the romantic depiction of Mick’s martial transformation, service 

and ultimate sacrifice for his nation. Writer Norman Lindsay lamented in 1917, ‘[t]he 
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damnable fact is patent that all over Australia people read Ginger Mick… and find the 

maudlin rubbish a consolation for their dead’.5  

Reading was a popular and affordable leisure pursuit during the Great War and 

interwar years, and best-selling books were highly influential in shaping the cultural 

memory of the Gallipoli Campaign and Anzac volunteers. What kinds of war books 

were most popular throughout the wartime and interwar period and did they portray the 

Gallipoli Campaign as a heroic achievement or a senseless waste? What logics informed 

the Australian marketplace for books and how did they shape decisions about the kinds 

of books that were published and those manuscripts that were rejected?  Did Australian 

booksellers and publishers simply respond to consumer demand, or did they also act to 

stimulate demand for particular kinds of war books? To what extent did the Australian 

book trade conform to, or subvert, the hegemonic view of the wartime experience? This 

chapter will investigate the logics that drove the Australian book trade during the Great 

War and interwar period (1914–1938) and examine representations of the Gallipoli 

Campaign and Anzac volunteers that characterised best-selling books during the period. 

My analysis of war books includes fiction, memoirs and histories; categories that 

demonstrated considerable fluidity during this time. 

 

Literature and the Great War 

Since the 1970s, historians and literary scholars have developed a sophisticated body of 

scholarship examining a range of books published within the British Empire in response 

to the Great War. In his seminal work, The Great War and Modern Memory, published in 

1975, Paul Fussell examined books written by English veterans to argue that the horrors 

and absurdities of the Great War ushered in a distinctly ‘ironic’ modernist style of 

literary expression that supplanted the hopeful and romantic expressions of war that 

preceded it.6 Similarly, Samuel Hynes insisted that books published in England during 

the interwar years tended to portray the war in critical, negative terms.7 However, Jay 

Winter contested Fussell’s assertion that modernist forms of expression dominated 

cultural representations of the Great War, arguing that Europeans frequently turned to, 
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and took comfort in, traditional forms of remembrance and memorialisation to make 

sense of the conflict.8 Moreover, Winter questioned the extent to which both Fussell 

and Hynes’ analysis focused on ‘high culture’, noting that ‘the vision of elite writers or 

artists cannot be taken as a sure and steady guide to the aspirations and attitudes of the 

masses’.9  

From the 1990s, cultural historians began to look at representations of the Great 

War within best-selling books, and popular culture more broadly, with increasing 

urgency. In contrast to Fussell and Hynes, George Mosse argued that representations of 

the Great War produced in Europe during the interwar period in popular forms such as 

books, toys and memorials, glorified and sanctified the war, supporting a ‘Myth of the 

War Experience’ which trivialised its horrors, ‘cutting war down to size so that it would 

become commonplace instead of awesome and frightening’. 10 In a British context, 

Graham Dawson argued that representations of the imperial ‘soldier hero’ continued to 

dominate popular culture after the Great War, and that these images of idealised 

masculinity represented a powerful cultural commodity.11 According to Dawson, cultural 

representations that portrayed war as romantic and exciting were produced and 

reproduced within a ‘pleasure culture of war’, which achieved such dominance within 

the British national imagination that it still held currency in the late twentieth century.12 

Building upon Dawson’s work, Michael Paris argued that romantic representations of 

war maintained their dominance in Britain throughout the interwar period in a range of 

forms including books, toys and advertising. According to Paris, the ongoing production 

of mass-market, cultural representations that glamorized and romanticized war resulted 

in generations of Britons being ‘sold’ an ethos of heroic militarism, which ensured a 

continued willingness for Britons to fight overseas and support wars on the home front, 

despite the repeated traumatic experience of actual war.13   
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In an Australian context, Robin Gerster has argued that Australian war writing 

evidenced a continuation of the romantic approach to war, rather than new modernist 

expressions, and claimed that ‘Owen and Rosenberg, Ford and Barbusse and Remarque 

might as well have never written a word’.14 According to Gerster, Australian writers 

aggressively promoted nationalistic sentiment, acting as ‘publicity agents for the 

“Digger”’ rather than ‘disinterested observers of human conflict’; an approach he 

described as ‘Big-noting’.15 However scholars, including Christina Spittel, have argued 

that this interpretation underplays the complexity and dynamism of Australian war 

writing.16 

Nevertheless, books that expressed nationalist sentiment were particularly 

prominent and popular in several settler colonial nations. In a comparative study 

exploring the cultural memory of the Great War in Australia, Canada and New Zealand 

during the interwar period, Mark David Sheftall argued that ‘the narrative of loss and 

disillusion was successfully marginalised during the interwar years’ in British 

Dominions, with the war represented as ‘a rite of passage in which the Dominions’ 

costly contribution to Allied victory helped solidify their identity as nations, rather than 

colonies’.17 As such, cultural representations tended to focus ‘on what was achieved 

between 1914 and 1918 by the nation and its soldiers, rather than what was lost in the 

process’.18 Caroline Holbrook has argued that the dearth of modernist interpretations of 

the Great War in Australia can be explained by the progressive political leanings of a 

large number of creative writers and artists, making it unlikely they would attain creative 

inspiration from ‘an event… grafted so strongly to nineteenth-century notions of martial 

baptism’.19 

This chapter fills a gap in the extensive literature on war books sold and 

consumed in Australia by placing emphasis on mass-produced popular representations 

!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!
14 Robin Gerster, Big-noting: The Heroic Theme in Australian War Writing, Carlton, Melbourne University 
Press, 1987, p. 132. 
15 Gerster, Big-noting, p. ix. 
16 Christina Spittel, ‘Remembering the War: Australian Novelists in the Interwar Years’, Australian Literary 
Studies, vol. 23, no. 2, 2007, pp. 121–139. 
17 Mark David Sheftall, Altered Memories of the Great War: Divergent Narratives of Britain, Australia, New 
Zealand and Canada, London, Palgrave Macmillan, 2009, p. 5. 
18 Sheftall, Altered Memories of the Great War, pp. 2–3. 
19 Carolyn Holbrook, ‘The Role of Nationalism in Australian War Literature of the 1930s’, First World 
War Studies, vol. 5, no. 2, 2014, p. 12. 



! 51!

rather than those deemed to have literary merit.20 Recent trends in the historiography of 

Australian literature and war writing have seen scholars turn their attention from books 

that were judged to show technical and literary innovation (often coming to the 

attention of critics decades after they were first published) to those that Australians were 

actually reading at the time.21 While the lack of consistent and reliable sales data has 

presented a major impediment, I have sought to identify some of the best-selling books 

during this period by scouring existing literary and historical scholarship, cross 

referencing bibliographies of Australian war books and book reviews in newspapers, and 

assessing the number of times specific books were reprinted. 

 

‘The outbreak of war was a heaven-sent opportunity for the trade’: War books 

1914–1918 

By the eve of the Great War, an Australian population of approximately four million 

people had already developed a strong reading culture. Books were one of the most 

popular and affordable forms of leisure and entertainment before the introduction and 

popularisation of other diversions, such cinema, radio and television.22 They were 

readily available for Australian consumers to purchase at bookshops, newsagents, 

stationery stores and department stores, and trade had been stimulated by high literacy 

levels, increasing affluence, and a growing population of English speaking migrants.23  

Furthermore, as John Arnold has argued, the development of an early advanced welfare 
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system in Australia had resulted in the nation being ‘one of the most leisured societies 

in the world’. 24  

With the domestic publishing industry in its infancy, Australia proved to be a 

lucrative marketplace for British publishers. The Australian book trade didn’t just 

import mass-market books, it imported the British ‘pleasure culture of war’. Many best-

selling war books before the Great War were characterised by popular imperialism.25 

The style was also reflected in books by Australian authors, such as William Henry 

Fitchett’s bestseller, Deeds that Won the Empire, published in 1897, which reflected his 

ambition to ‘renew in popular memory the great traditions of the Imperial race to which 

we belong’. 26  British-born Fitchett had migrated to Australia with his family as a child 

and had adapted the manuscript from a series of articles he had written in Melbourne’s 

Argus newspaper.  His celebration of British heritage and military tradition was 

inherently conservative, in contrast to the radical nationalism advocated by magazines 

such as The Bulletin. Published in the lead up to federation, while the question of 

nationhood rang loudly in the ears of Australians, Deeds that Won the Empire proved to 

be one of the best-selling Australian books of the 1890s.  Total sales in Australia and 

Britain exceeded 500,000 copies and the sixpenny edition sold 100,000 copies alone.27  

When war broke out in 1914, Australians exhibited an insatiable appetite for 

war books — and publishers and writers were quick to respond. Sara Haslam has argued 

in a British context, but equally applicable to Australia, that ‘[t]he lack of competition 

from other media meant that it was a textually consumed war’.28 The dominance of 

newspapers and books during this period, and the isolation from the battlefields, meant 

that the Great War in Australia was almost entirely mediated by the written word.29 

Australians were curious about the war’s origins and keen to learn more about the 
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involvement of Australian volunteers fighting overseas. Reflecting on the craze towards 

the end of the war, a newspaper article in The Sydney Morning Herald stated: 

 

The outbreak of war was a heaven-sent opportunity for the trade, and for the ready writer. The 

public was avid, ignorant, and eager to learn. Who was Treitschke? What were the Servians like? 

Where could one buy a popular manual on strategy? The publishers enjoyed a St. Martin's 

summer. Books about our Allies or our enemies went like hot cakes; stocks of old books, good 

and bad, were sold out, new editions were printed; the world was flooded with a stream of “war 

books" warm from the press… The public, indiscriminating but enthusiastic, read as it had never 

read before…30 

 

Despite a growing enthusiasm for books, the Australian book trade was almost 

totally dominated by Britain.31 The control that large London publishing houses exerted 

over the domestic marketplace greatly restricted the quantity and variety of titles that 

were published, distributed and sold within Australia.32 A few Australian book retailers 

and importers, such as Angus & Robertson, developed book publishing arms in 

response to the dominance of London firms, but found it impossible to attain the same 

cost advantages as their British counterparts as they lacked the same infrastructure and 

extensive distribution networks.  As a result, books published within Australia were 

more expensive and available for sale in fewer locations. 

The Great War hamstrung London publishing houses but also exacerbated the 

challenges faced by Australian publishers. Shipping from Europe decreased, which led to 

increased costs for freight and insurance, rising prices and a restricted supply of 

imported books.33 Costs of production also rose, including prices for material 

components such as paper and strawboard which became five times more expensive to 

purchase.34 According to Martin Lyons, increased production costs and higher book 

prices ‘had the effect of reasserting British hegemony in the Australian trade’ since 

Australian publishers, operating with limited infrastructure and smaller marketplace, 
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could not benefit from the economies of scale enjoyed by their London counterparts. 35 

Publishers seeking to mitigate tight margins began to prioritise authors who had already 

established a proven reputation. A Melbourne bookseller, interviewed in the Argus 

newspaper on 17 April 1916 explained  

 

…the home publishers are becoming very careful in the matter of new works. They are confining 

themselves as much as possible to well-known writers, the risk of publishing books by 

comparatively unknown men being, in existing circumstances, too great.36   

 

In Britain and Australia, publishers became increasingly conservative and took fewer 

risks; producing a smaller array of new titles and reducing initial print runs of first 

editions — but heavily promoting subsequent large print runs of bestsellers.37 In a risk-

averse market, war books seemed like a sure-fire investment. 

Propelled by a popular ideology of Edwardian militarism that equated martial 

bloodletting as a rite of nationhood, the efforts of the Australian volunteers were self-

consciously and enthusiastically written into history.38 After the Gallipoli landing in 

1915, Australian newspapers, which were able to respond to demand for information 

much more quickly than the publishing industry, contained headlines such as ‘Gallantry 

in Gallipoli: Australians Making History’, and ‘History By the Men Who Are Making 

It’.39 Would the campaign be remembered as a glorious achievement or a tragic failure? 

Faced with a thriving marketplace for war books, the federal government sought to 

assert influence over the kinds of books that were imported, published and distributed 

in Australia. 

The publication of newspaper articles or books that were critical of Australian 

volunteers and the war they were fighting posed a legitimate threat to recruitment 
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efforts, and later federal government campaigns to introduce conscription.40 The War 

Precautions Act, introduced in October 1914, had given the federal government powers 

to prohibit activities ‘calculated to jeopardise the success of the operations of any of His 

Majesty’s forces in Australia or elsewhere’.41 Kevin Fewster has argued that censors were 

initially concerned with protecting confidential information about the military 

campaigns however ‘[a]s 1915 progressed and casualties at Gallipoli mounted, the 

censors turned increasingly to consider how they could best assist the raising of 

Australia's army’.42 It was crucial that representations of the Gallipoli Campaign in 

popular culture reflected the emergent nationalist discourse that confirmed that the 

Australian volunteers had passed a transcendent test and that their sacrifice had been 

justified.   

The enormous public demand for books describing the exploits of the Anzacs at 

Gallipoli was initially met by imported titles. Publishers actively responded to demand 

for wartime books and authors wrote with public sentiment in mind. While the earliest 

books about the Gallipoli Campaign were published in London, they demonstrated a 

keen appreciation of the importance of the event to Australian audiences. An English 

book catalogue, published in late 1916, marvelled at ‘the great number of war books, 

and particularly those devoted to the Gallipoli campaign’. 43 The same catalogue 

estimated that ‘[o]n the Gallipoli campaign 230 books have already appeared, and 

personal narratives generally are on the increase’.44 This is an extraordinary number of 

titles, considering the eight-month military operation had concluded less than a year 

previously. The astonishing speed by which books were written, published and shipped 

to Australia provides an indication of the size and dynamism of the marketplace in both 

Australia and Britain.   

Australia’s first wartime publishing blockbuster, Glorious Deeds of Australasians in 

the Great War, was released in October 1915. 45 It was published in London, but written 

by Australian born E. C. Buley, who had discovered that war books could be very 
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lucrative indeed.46 After writing a couple of moderately successful titles, Buley 

experienced his first real sales success with The Real Kaiser in 1914.47 His follow up book, 

The Dardanelles: Their Story and their Significance in the Great War, was even more popular. 

It was published in June 1915 and reprinted twice within weeks.48 Glorious Deeds was 

published five months after the Gallipoli landing and was an immediate success. It 

described the campaign, which was still in full swing, as representing ‘the most 

adventurous enterprise and most heroic deeds that the whole history of war can 

discover’.49 Buley had been commissioned to write the book in haste by his publisher, 

Mr Melrose, who recognised its commercial potential. According to Buley, Melrose 

‘divined that some continuous account of the deeds of Australasians in the war would 

be received with interest, pending the appearance of an authoritative work by the official 

historian of the Anzacs’.50 It was a savvy business decision. After an initial print run in 

October, the book was reprinted once in November 1915, twice in December 1915 and 

a new enlarged fifth edition was published in January 1916. However, just a few months 

later, the publishing success of Glorious Deeds was surpassed by a book that conveyed a 

far more distinctive sense of Australian identity. 

It is significant that the best-selling war book published in Australia between 

1914–1918 straddled popular imperialism and the emerging discourse of Australian 

nationalism. The Anzac Book, a collection of trench writing and drawing by Australasian 

volunteers published in May 1916, became a commercial juggernaut with 100,000 

copies sold in the first four months.51 As Robin Gerster has observed, the book 

represented a ‘radical shift in literary tastes, martially speaking, from the meekly colonial 

to the stridently nationalistic’.52 Edited by official Australian military correspondent 

C.E.W. Bean (later appointed official Australian war historian) but instigated by a 

British intelligence officer, Major Stephen Butler, The Anzac Book was published a mere 

five months after the evacuation of Gallipoli. Denis Winter has insisted that the book 

was written in full knowledge of the planned evacuation and should be seen as British 
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propaganda; a commemorative souvenir designed to soothe British-Australian relations 

after massive casualties.53 However, in the introduction to the 2010 reprint of The Anzac 

Book, historian Ashley Ekins dismissed this claim as ‘weak and unsubstantiated’.54 

Nevertheless, it is clear that the book certainly represents wartime propaganda. Graham 

Seal has argued that ‘The Anzac Book was always intended as much, if not more, for 

home front audiences as for the diggers themselves’.55  

By the end of 1916, The Anzac Book was sold out everywhere. Retailers placed 

notices in newspapers advising consumers that it was impossible for them to obtain any 

further copies. In celebrating and sentimentalising Australasian achievements abroad, 

the book made an enormous contribution to the war effort. As D.A. Kent has professed, 

‘[n]o trench or troopship journal, no souvenir magazine, and no official history bears 

comparison with The Anzac Book for the audience it reached and the impact it had on 

the popular imagination’.56  

The demand for patriotic war books with a distinctly national flavour, such as 

The Anzac Book, greatly bolstered the Australian book trade, and domestic publishers 

encouraged authors to pander to public sentiment. Although more stridently 

nationalistic than The Anzac Book, C. J. Dennis’ The Moods of Ginger Mick displayed no 

trace of anti-British sentiment — just the sweet relief of imperial acceptance and 

belonging. The book of verse, published in 1916, was a sequel of sorts to the 

phenomenally successful Songs of A Sentimental Bloke, which had been published the year 

prior.57 Both books centred on the transformation of a rough-edged, larrikin protagonist 

into an ideal archetype of Australian masculinity. Just as Songs saw ‘The Bloke’ develop 

into a family man, Ginger Mick outlined the transformation from Aussie larrikin to 

Anzac soldier. In the book, Mick’s initial hesitance to serve his country is overcome by a 

sense of national and imperial identity:    

 

Then Pride o' Race lay 'olt on 'im, an' Mick shoves out 'is chest  
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To find 'imself Australian an' blood brothers wiv the rest. 58 

 

Dennis wrote the manuscript for Ginger Mick with popular sentiment at the front of his 

mind, even adapting the plot to suit the moods of Australian book buyers. In a letter to 

George Robinson written while he was completing the first draft, he confessed 

  

I have decided to kill Mick, but I don’t know whether to finish him up on Gallipoli or not. If any 

further news comes through about the Australians I shall have to.59   

 

In a further effort to play to public sentiment, Dennis dated the introduction of the 

book as 25 April 1916, the first anniversary of the landing.60 Mick’s death in the final 

chapter — the ultimate sacrifice — results in his ascendance to the status of ‘a gallant 

gentleman’ in the eyes of his British peers.61 His transformation is complete. In death, 

Mick leaves behind his great love, Doreen, but the text reminds the reader that her loss 

was not in vain, professing: 

 

Her's be more cause to mourn a wasted life;  

E proved 'imself a man, an' 'e's at rest. 62 

 

Best-selling wartime books didn’t just influence the ways in which those on the 

home front understood Australian volunteers, they transformed the ways in which the 

Anzacs understood themselves. Realising that Australian soldiers on the frontline 

represented a captive market of avid readers, a pocket edition of Ginger Mick created 

‘specially for friends to send to the men in the trenches’ was produced, and became so 

popular it was reprinted four times during the Great War.63 Graeme Seal has argued 

that ‘[t]hrough Ginger Mick and, to a lesser though important extent, The Bloke, Dennis 

provided images of the Australian at war that became those the digger was expected to 

publicly present after the enormous sales of the work’.64 
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However, as initial enthusiasm for war was replaced by grief and disillusionment 

the demand for even the most sentimental war books fell. An article in the Sydney 

Morning Herald in July 1918 explained that Australians 

 

…do not want “war books” as such, for the letters they get from the front tell them about the 

war. The war is with them hourly; in their reading they prefer to seek ease.65  

 

A December 1916 report on ‘Holiday Reading’ by The Geelong Advertiser confirmed that 

‘demand for books dealing with the war is not so great as it was last year’ on account of 

‘readers preferring lighter reading’.66 Large numbers of war books had saturated the 

market and war weariness began to impact upon sales.67 Furthermore, due to long lead 

times to write, print and distribute books, publishers had found that their contents 

could be quickly superseded. A 1916 newspaper report in Melbourne’s Argus newspaper 

explained 

 

[a] great many war books have lately been coming out, and some have had very satisfactory sales. 

Nevertheless the utmost caution has to be observed in importing works of this description. “There is 

constantly the risk”, observed one of the booksellers referred to, “of a war book being so soon out of 

date and of its being replaced by something newer, that we have to be very careful. Still, a good war 

book, by a capable writer, sells well”.68 

 

As discussed in Chapter One, the federal government had prohibited the 

unauthorised use of the word Anzac on consumer goods including books from July 

1916, and separate customs regulations enacted in February 1917 prohibited the 

importation of goods bearing the word.69 Publishers who wanted to distribute books 

with the word Anzac in the title needed to seek permission from authorities. However, 

ultimately the regulations offered little power to control the kinds of books that were 

published and distributed in Australia, as there was nothing to stop publishers from 
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using alternative words, such as ‘Gallipoli’ or ‘Dardanelles’ in book titles. Nevertheless, 

authorities were quick to approve patriotic books that supported the war effort. The 

Story of the Anzacs, which outlined a ‘historical account’ of the Gallipoli Campaign and 

evacuation, is a typical example. The book, which was approved by authorities in 1917, 

concluded by acknowledging that ‘[m]uch was subsequently heard in England by way of 

criticism of the Campaign’ but praised Australians for their complicity, insisting 

 

…it is significant of the spirit in which Australia and New Zealand entered upon it that no such 

criticism or complaint was volunteered in any responsible quarter of either Dominion, nor was it 

any wish of theirs that a special Commission should be appointed to inquire into what had 

happened.70  

 

In 1918, permission was also granted for Lance Corporal Cobber to publish Anzac 

Pilgrim’s Progress, a book of verse based on his personal experiences at Gallipoli.71 

Cobber’s leg was amputated as a result of injuries sustained in battle but the book 

expresses pride, not anger. In the final chapter, he acknowledged that ‘I paid the price of 

this peace that’s mine, and don't complain of the deal’.72 The book ends on an 

optimistic note, with Cobber insisting, ‘though my body's broke, an' I'm hobbled so 

hard an' fast, I've got a hefty two-legged soul, and it's out with the boys to the last!’.73 

Reviewers stated the book was ‘humorous stuff, that has in it plenty of bite’74 and it was  

‘deemed to express so perfectly the Anzac spirit’.75 

With a few exceptions war books were written by men for the consumption of 

men. It was widely believed that women had short attention spans and preferred fiction, 

and books that included a narrative, rather than analysis.76 A handful of Australian 

women wrote war books but they did not sell in great numbers. Australian born, Louise 
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Mack published A Woman’s Experiences in the Great War in 1915.77 A review in The 

Mercury newspaper lamented the lack of ‘diplomatic manoeuvrings’ and ‘fighting’, but 

praised the work as ‘notable’ and ‘wonderful’.78 The kinds of books that Australians read 

and the amount of leisure time they had with which to read them varied across class and 

gender. For example, working class women with domestic and child rearing duties often 

had less leisure time than their male counterparts.79 Nevertheless, literary rates were high 

and it is likely that popular titles such as The Anzac Book and Ginger Mick were read 

widely within Australian households during the early years of the war. By 1918, an 

article that appeared in The Richmond River Herald and Northern Districts Advertiser quoted 

an Australian librarian of 30 years experience who insisted that ‘women can read as 

intelligently as the men any time’ but recognised a war weary clientele, noting ‘the 

constant request at all the libraries in every hour of the day, and every day of the week, 

“No war, thank you”’.80 

 

‘'War Books? Oh, they're finished’: War books 1919–1938 

After the war ended, book sales as a whole continued to rise in Australia. However, sales 

of war books dropped sharply. The Sydney Morning Herald reported in 1925 that ‘the 

reading public is rather tired of war books’ proclaiming: 

 

The public does not read to be improved, but to be soothed, entertained, lifted out of itself. It 

knows what it wants, and the publisher, being a man of affairs, will see that it gets what it wants. 

If it wants an anodyne, a soporific, an escape from reality, he can supply it more effectively than 

the chemist and perhaps less harmfully.81 

 

Australia had established itself as a thriving market for books and British and Australian 

publishers sought to satisfy the changing tastes of post-war society.82 While many 

veterans chose not to reflect on the war, those willing to share their experiences in print 

often found it difficult to find publishers willing to print and distribute their 
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manuscripts. A 1921 article in The Sunday Times admitted that ‘soldiers rather resent it 

when their manuscripts are declined'.83 Determined to tell their own stories, some 

Australian veterans self-published memoirs and poetry for distribution to family and 

friends.84 Books themselves also provided a site of dialogue and protest for those who 

sought to subvert official retellings of history. In 1924, a newspaper article published in 

The Bunbury Herald and Blackwood Express noted that in local libraries, ‘books on 

campaigns in the Great War often contain pungent criticisms and corrections by readers 

who were obviously on the spot’.85 However, in the late 1920s and early 1930s war 

books would make a brief, but dramatic, resurgence.  

The publication of All Quiet on the Western Front in January 1929, written by 

German veteran Erich Remarque, provided a catalyst for a flood of war books penned 

by ordinary soldiers and junior officers who had experienced the Great War first-hand.86 

The recollections of Remarque’s fictional German veteran evoked the brutality, 

boredom, universality, and ultimate senselessness of Great War, and expressed the deep 

psychological toll it took on veterans.87 All Quiet caused a sensation in Europe and hype 

grew in Australia where many had read about the book in newspapers long before they 

could purchase their own copies. From mid-1929, imported copies of All Quiet began to 

flood into Australia and New Zealand, with 50,000 copies sold in the first six months of 

release.88 Remarque’s success was soon emulated by an Englishman and an American. 

Robert Graves’ memoir Goodbye to All That and Ernest Hemmingway’s novel, A Farewell 

to Arms, were also published in Europe in 1929 and offered equally grim interpretations 

of the Great War, horrifying censors with depictions of sex, suicide and obscene 

language.89 Goodbye to All That went so far as to scandalously document war atrocities 

committed by Australian soldiers.90 A January 1930 dispatch from London, titled ‘Craze 

for War Stories: Many imitators of “All Quiet”’, confirmed the public fervour for darker 
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war books being felt throughout the British Empire, stating ‘[t]he vogue for war books 

written with brutal realism and uncompromising frankness has now become a craze’.91 

A newspaper article published in The Queenslander during the lead up to Anzac 

Day 1930 noted that ‘[b]ooks about the Great War continue to pour from the presses, 

and there seems to be a competition among the writers for the very doubtful honour of 

producing the book which will contain most sordid detail and show war in the most 

revolting light’.92 A follow-up article outlined the necessary requirements to produce a 

successful best seller, stating 

 

[i]t would seem that if a writer is to gain popularity with a story of modern warfare nowadays he 

should strive to be more sordid than his peers; he should have more blood, more spattered brains, 

more sanitary details to the printed page than were given by the writer who published a book the 

month before; and if he can introduce a strong element of sex then he is well on the high road to 

having his work hailed as the “best war book yet written”.93 

 

Writers who had come to fame writing patriotic war books were critical of new 

books that challenged the old orthodoxy. In 1930 British author lan Hay declared:  

 

We are submerged by a flood of so-called war books that depict the men who fought for us in the 

late war as brutes and beasts, living like pigs and dying like dogs... Some of these are conceived in 

dirt and are published for the profit dirt will bring.94  

 

Hay had prospered by writing a much brighter kind of war book. His best-selling novel 

The First Hundred Thousand, published in November 1915, was — extraordinarily — a 

light-hearted, comedic view of his experiences in the Great War.95 Written while he 

served in Kitchener’s Army on the Western Front, the book served to launch his 

successful career as a novelist, playwright and humourist.96 During the war, it had been a 
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roaring success, selling 115,000 copies throughout Britain, Canada and Australia, and 

an additional 350,000 copies in USA within the first twelve months of publication.97 

Nevertheless, Australian consumers no longer wanted the old war books. In 1929, the 

Wollongong RSL was so desperate to sell copies of Bean’s The Anzac Book, which only 

ten years prior was practically impossible to purchase, that they were selling them for 

half price. No longer did advertisers appeal to the patriotism of consumers but 

pragmatically promoted the purchase of The Anzac Book as ‘a good investment even if 

the person does not desire to preserve the records of the great deeds of Australian 

diggers’.98 

Despite the popularity of books which portrayed the darker side of the Great 

War, very few of the war books that experienced critical or commercial success in 

Australia during this era were set during the Gallipoli Campaign. Critical titles were 

certainly available for purchase. Many of the new British war books portrayed the 

Gallipoli Campaign in a brand new light. Headlines such as ‘More mud throwing: 

Gallipoli campaign, another war book’99 and ‘New book “Gallipoli”: Terrible indictment 

of government and commanders’ became increasingly common in Australian 

newspapers.100  While these books received plenty of publicity they did not prove 

popular with Australian consumers. It is difficult to locate sales data for the specific 

titles during this period but book catalogues suggest that few first editions were 

considered to have enough longevity to justify a subsequent print run. On the whole, 

novels and memoirs that explored the experience of Anzac veterans were more likely to 

be set in France or North Africa. Although demographics would have played a large part 

(over 295,000 Australian volunteers served at the Western Front compared to 60,000 at 

Gallipoli) the data does not fully explain this phenomenon. Rather, we must look to the 

appetites and inclinations of Australian writers and readers.  

An analysis of best-selling war books during the early 1930s confirms Carolyn 

Holbrook’s assertion that Australian consumers tended to reject books that portrayed 

their contribution to the Great War as a senseless waste and Anzac veterans tended not 
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to write them.101 While patriotic blockbusters such as The Anzac Book and Ginger Mick 

were no longer in vogue they had already made a powerful and lasting impact upon the 

ways in which Anzac veterans perceived themselves and were perceived by their 

communities. It was not the war’s horrors that Australians rejected; indeed many 

popular books described violence and killing in ways that would be unfamiliar to 

Australian audiences in the twenty-first century. What they could not accept was the lack 

of meaning attributed to this violence. 

Nevertheless, federal and state government officials realised that war books that 

challenged the dominant memory of the Great War and Anzac veterans posed a threat 

to their authority. A strict system of censorship was already in place. Deana Heath has 

noted that the Hughes government was ‘loath to give up censoring powers it had 

acquired during the war’ so had introduced Proclamation 24 against seditious 

publications in 1921, a set of regulations which Heath describes as ‘extremely severe’.102 

According to Heath, the regulations, which were administered by the Attorney-General’s 

office, were ‘designed to combat communism, anarchism and later fascism’ but their 

remit often extended well beyond this to prohibit a wide range of material deemed 

‘improper’.103 Like all book imports All Quiet was held by customs until it could be 

thoroughly examined. Despite being approved for Australian distribution, the New 

South Wales state government banned the book in July 1929 along with Farewell to Arms 

and Goodbye to All That. Peter Pierce has claimed that the ‘Lyons government prepared 

the moral fibre of Australians for the next war by banning the finest fiction of the 

last’.104 However Christina Spittel has rightly argued that this statement ‘seems to 

overestimate the influence of the New South Wales government’.105 Indeed, upon 

hearing of the ban, the British publisher of Farewell to Arms was not unduly concerned 

but rather ‘amazed and amused’. 106 Since several thousand copies of the book had 
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already been distributed within Australia, the publisher was of the opinion that ‘[i]t is 

merely shutting the stable door after many horses have got loose’.107 

Control of the book market through overt means, such as censorship, tended to 

backfire by generating publicity for the very titles authorities intended to prohibit. 

Debates and scandals were heaven-sent for writers and publishers of the new kind of war 

books. Far from discouraging consumers, critique in the press with high profile 

members of politics, culture and the military weighing in did more than anything else to 

raise the profile of new books and boost sales. A 1936 article in The West Australian 

reflected on the phenomenon, stating 

  

[o]ften a book becomes a best seller not because of any intrinsic merit but because its appearance 

coincides with a widespread mood… Once a book of this type has appeared and has begun to be 

talked about the snowball character of its circulation figures is easily accounted for by 

advertisement and other types of publicity. Thousands read the book because they have it 

constantly dinned into them that thousands have already read it.108 

 

Exerting influence over the publishing industry through covert means proved a 

far more successful strategy for federal authorities. Just the overhanging threat of 

censorship was exceedingly effective in convincing Australian booksellers and publishers 

to think twice before investing limited funds into importing or printing controversial 

war books. Heath has attributed the lack of vocal opposition to censorship during the 

interwar period to the enormous secrecy that surrounded its workings and procedures, 

noting that ‘[u]ntil the 1930s few people outside the government and the book trade 

had any idea how it worked’.109 Even when bans were lifted, guidelines were often hazy, 

and this could pose significant financial risks for publishers. The New South Wales 

government lifted the ban on Farewell to Arms in 1937 however, as The Courier-Mail 

reported, ‘in the absence of any official notification or guidance in the matter, they 

[Australian booksellers] had been forced to follow the usual procedure of discovering the 

department's policy by actual test’. 110 Heath has argued that, rather than risk financial or 
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legislative penalties, the Australian book trade ‘preferred to cooperate with them [federal 

authorities] in a system of self-censorship’.111  

Despite the success of All Quiet, conservative Australian publishers were slow to 

respond with local titles. By August 1929, prominent Australian literary critic, Nettie 

Palmer, had become frustrated by the attitudes and predilections of Australian 

publishers who seemed to desire ‘nothing but the frothiest of ‘bright books’. 112 She 

lamented the fact that ‘If any serious manuscripts on war themes were offered to them 

we shall never know’.113  

Not all publishers held such conservative views. British publishers in particular, 

more powerful and better funded than their Australian counterparts, were less likely to 

be intimidated by Australian censorship controls. In an article titled ‘Banned War 

Books: Publishers in Reply’, published in The Argus in May 1930, English publisher 

Jonathan Cape insisted that the decision to ban Hemingway’s Farewell to Arms in New 

South Wales was ‘another example of the sentimentalising that is going on over the 

war’, arguing that ‘[a] definite body of opinion does not want the truth, which destroys 

the sentimental illusions built up during the war’.114 Fellow British publisher, Noel 

Douglas, agreed, stating ‘[o]pposition is being stirred up by warmongers who fear that 

such books will check recruiting in future wars’.115 

One of the first novels written by an Australian that echoed the kind of brutal 

realism that characterised All Quiet was acclaimed by D.H. Lawrence and sold 40,000 

copies in England — yet failed to capture Australian imaginations.116 Frederic Manning’s 

Her Privates We, based on his experiences serving in the British Army at the Somme, was 

first published in 1929 under the pseudonym, ‘Private 19022’.117 A reviewer for 

Melbourne’s Argus newspaper noted that ‘[t]he horrors of war are there’ but was pleased 

that these horrors were ‘not overdrawn, nor are criticisms indulged in merely for 
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effect’.118 However, unforgivably for an Australian war book, the reviewer insisted that 

‘one thing is missing’, stating that ‘the spirit of humour’ was ‘almost entirely lacking’.119 

Neither did Donald Black’s 1931 memoir, Red Dust: An Australian Trooper in Palestine, 

reflect the humor so characteristic of prior bestsellers such as The Anzac Book and Ginger 

Mick.120 Based on a diary he kept while serving in the Australian Light Horse Brigade in 

Palestine, an Australian reviewer warned that ‘[t]he author photographically depicts the 

horrors of desert warfare when shells and machine-gun bullets meet human flesh’ and 

noted that Black ‘declares that the war dealt religion an irrecoverable blow’.121 Red Dust 

was written under a pseudonym, like Her Privates We, an indication that these 

unpalatable ideas were still unacceptable in mainstream society.122 

Australian veteran, Leonard Mann, was unable to find a publisher for his novel 

Flesh in Armour, even after winning a national literary award. Based on Mann’s wartime 

experience with the A.I.F. in France, Flesh in Armour told the fictional story of an 

Australian platoon and explored aspects of the conflict that continue to be marginalised 

from war memory in the twenty-first century including killing, sex and suicide.123 After 

failing to find a publisher, Mann self-published 1,000 copies of the novel in 1931. Flesh 

in Armour attracted national press coverage and critical acclaim, and was awarded the 

gold medal from the Australian Literature Society in 1932.124 Mann submitted the 

manuscript to Angus & Robertson in 1933 expecting a more favourable response. 

However, the conservative Australian publisher refused, stating they ‘would rather not 

take it on’.125 Their decision seemed to reflect the opinions of book reviewers, one of 

whom insisted ‘the merit of the story as a whole is spoilt by the sensual episodes and by 
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digger dialogue of the crude and obscene sort’.126 Years later, as the Second World War 

raged, Nettie Palmer would despair that only ‘a handful of people’ had actually read it.127 

Due to their popularity and wide scale distribution, it is likely that many women, 

especially those of an educated middle-class who enjoyed more leisure time, read books 

that expressed the horrors of the Great War, such as All Quiet. Many peace activists 

expressed the belief that the more women who read about war, the more likely the next 

one could be prevented. At the Canberra conference of Labour women in 1930, 

Western Australian delegate Mrs. M. E. Green noted that ‘[w]omen who had 

entertained rather soulful ideas about war had changed their opinion since reading such 

books as All Quiet on the Western Front, The Case of Sgt. Grisclia, and Good-bye to 

All That’. 128 The same year, an article in the popular ‘Women’s World’ section of 

Melbourne’s The Advocate newspaper noted ‘Nothing in the war was more remarkable 

than the silence of the men who went through it… now their tongues, or rather their 

pens, have been loosed, and though we may think that far too many war books are being 

published, it is wrong to let them all pass us by’. 129 The editorial argued 

 

[w]omen have been admitted to almost every branch of public life: they vote; they become politicians; 

they have a say in the government of nations, and the first business of every nation now is to abolish 

the menace of war…. But if women do not learn all that it is possible for them to learn about war, 

how can they be expected to give their fullest help? 130 

 

The new war books were met by fervent criticism from members of military 

elites. The Returned Sailors’ and Soldiers’ Imperial League of Australia (RSSILA, 

hereafter RSL) lobbied the federal government to introduce censorship controls to 

prevent war books that intended to ‘defame Australian soldiers’.131 Famous military 

commanders endorsed books that they wanted Australians to read by contributing 

forewords that legitimised their contents.  Many speculated about the impact these war 
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books would have on Australian society. Victoria Cross winner, Lieutenant Colonel 

Bernard Freyberg announced at a speech in Folkstone in February 1930 that ‘I deprecate 

most strongly the suggestion contained in the present flood of war books that people 

who fought in the Great War were either drunkards or cowards’.132 Freyburg insisted 

that he had only seen five drunken men during his entire service, and feared that the 

‘younger generation might well believe that these recent books gave a true picture’.133 Sir 

Ian Hamilton, on the other hand, believed that a backlash against the new war books 

had reignited patriotism, arguing ‘[t]heir gross perversions of fact have been, ethically 

speaking, so great a failure already that our younger generation are in danger of 

becoming jingoes’.134 Hamilton was certainly overstating his case but his optimism was 

not unfounded. The only Australian war books to sell in large numbers during the 

interwar period trod the middle ground between patriotism and realism, insisting that 

war was hell but the sacrifice had not been in vain. 

Although All Quiet started the war book boom in Australia, the success of its 

brutal realism in the Antipodes proved to be one of a few exceptions. The best-selling 

war books in Australia during this period acknowledged the horrors of war, yet insisted 

that the trial had bought out the best in men, and in the nation. In his best-selling 1932 

novel, Hell’s Bells and Mademoiselles VC winner, Joseph Maxwell noted that ‘[i]n 1932 

one sees the futility of 1914–18; the insane folly that costs millions of lives and 

disorganized the whole world’ yet insisted that ‘[o]ut of the wreckage emerges nothing 

finer than the memory of that splendid comradeship of the troops’.135 A reviewer in the 

Cairns Post stated the book was ‘one of the best that the war has produced’ and it was 

reprinted five times during the 1930s.136 Not only did George Robertson agree to 

publish Maxwell’s manuscript, he gave him a contract to write a second book.137 Like 

Donald Black’s Red Dust, Ion Idriess’ The Desert Column (1936) was based on war diaries 

from the Middle East theatre of war however Idriess enjoyed far greater commercial 

success. The prolific author had already published several popular Australian adventure 

!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!
132 ‘War Books: VC Winner’s Condemnation’, The Argus, 13 February 1930, p. 11, 
http://nla.gov.au/nla.news-article4068573, (accessed 16 January 2014). 
133 ‘War Books’, The Argus, 13 February 1930, p. 11, http://nla.gov.au/nla.news-article4068573, (accessed 
16 January 2014). 
134 ‘War Books’, The West Australian, 12 July 1930, p. 5, http://nla.gov.au/nla.news-article33344497, 
(accessed 16 January 2014). 
135 Joseph Maxwell, Hell’s Bells and Mademoiselles, Sydney, Angus & Robertson, 1932. 
136 ‘Joe Maxwell’s War Book’, Cairns Post, 30 November 1932, p. 5, http://nla.gov.au/nla.news-
article41182732, (accessed 18 June 2014). 
137 Cairns Post, 30 November 1932, p. 5. 



! 71!

novels including Lasseter's Last Ride (1931) and Flynn of the Inland (1932) and would grow 

to become one of the most popular Australian authors of the interwar period. Idriess’ 

heroic memoir was sanctioned at the highest level. General Harry Chauvel, who 

commanded troops during the campaign, provided a foreword for the book, which was 

reprinted twice during the 1930s and remained in print for much of the twentieth 

century.138  

The foreword to Harold Roy Williams’ popular 1933 memoir, The Gallant 

Company: an Australian soldier's story of 1915–18, was provided by none other than Sir 

Talbot Hobbs, who was a senior commander during the Gallipoli Campaign.139  Hobbs 

claimed the book was 'the best soldier's story I have yet read in Australia’140 and that  

‘[n]o true Australian can read this book without his blood tingling with intense pride’.141 

According to a book review in the Albany Advertiser, Williams made ‘no effort to glorify 

war, though he leaves no doubt that in his opinion war brought forth the greatest that 

was in men’.142 The same review confirmed that ‘[p]ride of race, not arrogant, but real 

enough all the same, shines through this book. The author is quite palpably proud of 

being an Australian’.143 The book was the perfect antidote to more critical tomes such as 

Her Privates We and Flesh in Armour. Williams concluded the book with a reassuring 

message dedicated ‘To the youth of Australia’ which read: 

 

You may hear on many occasions criticisms that suggest to you that we fought at the bidding of the 

moneyed clique, or that the men of Australia were sacrificed to help England. The truth is that the 

Australians who fought during the Great War on Gallipoli, in France, in Palestine and on the high 

seas were defending their land from invasion and subjection as surely as if they had fought in 

trenches around Sydney.144 
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The Gallant Company was reprinted twice in 1933 and was selected as one of twelve 

books chosen for Angus & Robertson’s ‘The Gallant Legion’, a collection of war books 

released in 1936.145 

The second Australian craze for war books was short-lived. As early as February 

1930 a newspaper article published in the Sydney Morning Herald noted that 

 

[i]t seems that no sooner is a literary vogue well established than a violent reaction against it becomes 

inevitable. The stronger hold the craze of the moment has upon the popular imagination the more 

intense is the subsequent revulsion of feeling. We appear to have reached this stage as far as war 

books are concerned, and already a rebellion has begun against the enormous outpouring of pseudo-

fiction, in which the horrors of 1914–1918 are brought to life all over again on paper.146 

 

When newspaper publicity and controversy, which had greatly propelled and sustained 

the boom, began to die down, sales began to fall. The trend was also reflected in Europe. 

An article in the West Australian in October 1930 quoted a London bookseller who 

explained 'War Books? Oh, they're finished. People are sick of them… There's a fairly 

steady demand for the cheap editions of one or two, but the big craze is over… The 

papers have dropped them, you see’.147 Risk averse Australian publishers had been slow 

to publish works by Australian authors (especially those that dealt with darker themes) 

and by the time these books were actually released, the boom had long reached its peak. 

A market still existed for war books but demand was nowhere near the heights reached 

by All Quiet. 

Above all, reading was a leisure activity and the depression led to a taste for 

lighter books. Books provided a cost effective form of escapism for those struggling to 

make ends meet. Indeed, public libraries were unable to sate the enormous demand for 

books so many Australians frequented commercial lending libraries that allowed people 

to pay a small fee to borrow a book.148 John Arnold has noted that ‘[p]eople hit by the 

effects of the depression could not afford luxury goods or a trip into town but could 
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raise a few pence for a book at the corner library’.149 If Australians were not reading war 

books, what were they reading? A 1938 survey of one such library provided an indication 

of reading tastes towards the middle of the decade, indicating that popular fiction, 

including westerns, mystery, adventure and romance, made up the majority of the 

catalogue.150 

Despite the fall in popularity of war books, and the financial hardships of the 

era, the thirties saw the success of a more traditional military history. As the official 

Australian War historian, C.E.W. Bean presided over The Official History of Australia in 

the War 1914 –1918, publishing twelve volumes over 21 years (from 1921 until 1942), 

and writing the first six volumes himself.151 In his analysis of Australian war writing, 

Robin Gerster argued that Bean’s writing demonstrated ‘an old fashioned preference to 

look at the positive, the “bright”, the heroic side of war’.152  While sales were initially 

low, they began to improve when J.J. Treloar, the Director of the Australian War 

Memorial, took over marketing in 1931.153 According to John Arnold, his ‘almost 

fanatical’ enthusiasm resulted in the development of innovative, and highly targeted, 

marketing strategies including discounts for RSL branches, employing Anzac veterans as 

travelling salesmen, and allowing ex-servicemen to pay for the set of books in 

instalments, a scheme which resulted in a 300% increase in sales.154  Sales peaked in the 

mid 1930s, despite the difficulties of the depression, and by 1950, over 230,000 books 

had been sold. Arnold has described the project as ‘the most ambitious and ultimately 

successful publishing project of the 1890–1945 period’.155  

Conclusion 

Between 1915–1938, with a few exceptions, best-selling war books in Australia portrayed 

the Gallipoli Campaign as a tragic but heroic epic during which Anzac volunteers made 

the ultimate sacrifice for the nation, proving their masculinity and confirming 

Australian nationhood on the international stage. To achieve this narrative in the face 

of massive casualties, trauma, grief and political division, an imperial ‘pleasure culture of 
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war’ was co-opted into an emerging nationalist discourse. The near ubiquity of this 

narrative within popular culture left little room for competing interpretations. To the 

extent that a mass-market existed, books published during the interwar years could not 

ignore the brutal realties of the Great War but few imported titles that expressed 

ultimate disillusionment sold well in Australia, and none from Australian authors. 

Successful Australian books were characterised by a hybrid narrative that acknowledged 

the horrors of war but attributed meaning to the trauma and sacrifice on an individual 

and national level. As Joan Beaumont has insisted, ‘Anzac was a version of the past that 

many — though not all — Australians wanted to hear and which, like other myths, would 

soon serve as a charter for the present, justifying contemporary institutions and values, 

keeping them in existence’.156 

The kinds of war books published, marketed and sold during this time were 

heavily influenced by the dominant logics driving the Australian book trade, which was 

conservative and tended to reflect government interests. Constrained by powerful 

British publishing cartels and discouraged by vague, yet potentially severe, censorship 

regulations, publishers became increasingly risk averse and encouraged local authors to 

reflect prevailing public sentiment rather than challenge it. Australian and British 

publishers didn’t just respond to the public demand for books about Gallipoli and 

Anzac veterans, they worked hard to stimulate demand by encouraging authors to 

pander to popular sentiment, offering books in smaller formats so they could be sent 

abroad to troops, taking advantage of negative publicity to boost sales, and developing 

innovative marketing techniques. In stimulating demand for patriotic histories, 

publishers and importers facilitated the transmission of the dominant narrative 

preferred by elites. Australian publishers didn’t just manufacture books, they took part 

in a project of cultural mobilisation that manufactured consent for a war that divided 

the nation and saw individuals and families shattered in its aftermath. As this case study 

of the Australian book trade demonstrates, consumer culture represented a significant 

sphere through which various groups and individuals negotiated, contested and 

perpetuated the memory of the Gallipoli Campaign and Anzac veterans. Nevertheless, as 

the next chapter will highlight, profit-making activity associated with the Anzac tradition 

was also associated with forgetting the Great War.
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Chapter Three. ‘You cannot buy Anzac Day’: Commemoration 

and commerce on Australia’s sacred day c.1920–1980 

 

By the time delegates from the Victorian branch of the RSSILA  (hereafter RSL) 

gathered for their annual state congress in 1935, Anzac Day had been declared a public 

holiday throughout Australia for several years.1 Yet the mood was one of deep anxiety 

regarding Anzac Day observance. The year marked the twentieth anniversary of the 

Gallipoli landing and delegates were determined to ensure that a new generation of 

Australians would continue the Anzac tradition. To ensure the sanctity of Anzac Day, 

the Victorian state government had taken a particularly hard-line stance against 

commercial activity on the public holiday, passing legislation in 1925 to ensure that 

hotels, shops and theatres were closed, and sports banned. However, by the mid-1930s, 

authorities faced growing calls to loosen restrictions and allow leisure activities in the 

afternoon. As the Great War receded further into the past, Anzac Day was no longer a 

national day of mourning. Yet it was not yet a day of national celebration. Indeed, a 

great number of Australians preferred to forget the war altogether. In a speech to 

veterans in 1931, official war historian, C.E.W Bean, admitted that many sought to 

‘obliterate all memory of the Great War, cut it out of our consciousness if that were 

possible’.2 To ensure the survival of the Anzac tradition, RSL delegates recognised that 

its sacred status within society needed to be upheld and reinforced. 

Victorian RSL President, George Holland, who had landed at Gallipoli on 25 

April 1915, believed fervently that commercial activity on Anzac Day would result in the 

desecration of the Anzac tradition, which would subsequently weaken the RSL’s 

authority.3 He argued that ‘[u]nless the conference retained Anzac Day in its present 

form the prestige of the Returned Soldier’s League would fall definitely’ insisting, ‘[o]ne 
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move to change Anzac Day would be the beginning of the end’.4 In a speech to 

delegates, Holland recalled a meeting with cinema owners who offered to donate a 

proportion of their Anzac Day profits to veterans’ charities if the RSL supported their 

bid to screen films on the public holiday. Upon hearing this, cries of ‘Shame!’ went up 

among the Great War veterans.5 Holland had sternly rebuffed the request, replying ‘You 

cannot buy Anzac Day’; an admission met with ‘loud cheering’ by delegates, who voted 

to support the current method of observance by a large margin.6   

This chapter examines debates in Australia regarding commemoration and 

commerce on Anzac Day between c.1920 and 1980.7 It explores why Australians feared 

that commercial activity would desecrate the Anzac tradition, how Anzac Day was 

designed to keep commemoration and commerce separate, and why attitudes began to 

change after the Second World War. 

 

‘Amusements…tend to forgetfulness, whereas Anzac stands for reverent 

remembrance’:  The sacred and profane on Anzac Day 

Authorities began to view consumer culture as a threat to the sacred meanings 

associated with the word Anzac from as early as 1916 when regulations were enacted to 

prohibit its use in any ‘trade, business, calling or profession’.8 As outlined in Chapter 

One and Chapter Two, the federal government was eager to defend the emerging Anzac 

tradition, which allowed many Australians to reconcile private grief and trauma with the 

national collective memory of the campaign, by celebrating the Gallipoli landing as a 

heroic test of nationhood rather than a futile waste of life. However, Anzac’s sacred 

status — profoundly national, yet deeply personal — was also constructed from below. In 

a European context, Jay Winter has explored how individuals and communities turned 

to religion, tradition and ‘the sacred’ to make sense of the industrial-scale violence and 
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loss of life wrought by the Great War.9  In Australia, the commemorative impulse was 

most visibly exemplified by thousands of war memorials constructed by local 

communities during the interwar years. Ken Inglis argued that these shrines became 

central to the Anzac tradition, which he described as a national civil religion.10 Within a 

Christian nation, anxiety regarding commemoration and commerce was also informed 

by a historic dichotomy between the profane commercial world and the sacred world of 

the divine, a distinction powerfully evoked by the story of Jesus Christ driving money-

lenders from the temple. Commercial and recreational activity had long been restricted 

by law on Sundays and religious holidays such as Easter and Christmas to ensure the 

moral and spiritual wellbeing of the community.11 

While there is no single definition of what constitutes the sacred, the term is 

often used to describe places, objects or rituals that are sacrosanct to specific social 

groups. Since the term is so difficult to define, contemporary theorists instead look to 

how it is evoked. Coleman and White have categorised use of the word ‘sacred’ into 

three modes: expressive, aspirational and judicial.12 Expressive use of the term ‘is deeply 

personal and involves peoples’ feelings and intuitions’.13 In the context of the Anzac Day 

the sacred was evoked in this manner in relation to personal grief and bereavement. An 

aspirational evocation of the sacred reflects ‘a commitment to a way of life’ and might 

involve a spiritual experience.14 For example, national meanings associated with Anzac 

Day, expressed as pride in nation and race through military achievement and sacrifice. 

Juridical use of the term ‘involves the recognition of rule-based sanctions’.15 Authorities 

often employ juridical meaning to enforce official traditions, such as when the state 

enacts legislation underpinning Anzac’s sacred status through secular means. As Edward 

Baily has noted, though the sacred might be an elusive concept its outcomes are 

eminently tangible, resulting in the imposition of a set of  ‘taboos’ and ‘restrictions’ on 
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social behaviour.16 While these three categories of the expressive, the aspirational and 

the juridical are frequently intertwined, they each offer a useful framework for 

understanding anxiety regarding commemoration and commerce on Anzac Day, and the 

attempts by various individuals and groups to keep these two realms separate. 

While commemoration on Anzac Day was deemed sacrosanct and associated 

with remembering the Great War, commerce was considered a profane activity that 

would result in the war being forgotten. Victorian RSL President, George Holland, 

strongly expressed these sentiments at the 1935 state congress. Anxiety regarding this 

matter, however, was not confined to war veterans. The perceived duality between 

commemoration and commerce had been articulated the year prior by Victorian 

Methodist, William Seamer, in a letter to The Argus. Concerned that Anzac Day was 

becoming ‘a mere holiday’, Seamer contended that ‘[a]musements…tend to 

forgetfulness, whereas Anzac stands for reverent remembrance and high resolve’.17 

Neither Holland nor Seamer distinguished between leisure activities directly related to 

war memory and unrelated distractions, such as sporting games on Anzac Day. Despite 

their fears that commercial ‘amusements’ would desecrate the sacred meanings 

associated with the Anzac tradition or, worse still, provide an attractive alternative to 

commemoration, the relationship between the sacred and the profane was never clear-

cut. 

Consumer culture did not always lead to forgetting but could facilitate 

remembrance in many ways. As discussed in Chapter Two, C.E.W. Bean’s Anzac Book, 

published in 1916, sold 100,000 copies and was highly influential in shaping the 

prevailing memory of the Great War and Anzac veterans.18 That same year, hundreds of 

Australians paid to listen to British journalist, Ellis Ashmead Bartlett, speak about his 

experiences in Gallipoli.19 In 1920, large audiences flocked to Australian cinemas to 

enjoy a film adaptation of C. J. Dennis’ best-selling book Ginger Mick.20 Thousands of 
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Australians bought tickets to visit exhibitions that displayed war artefacts, photographs 

or art, such as Will Longstaff’s haunting painting ‘Menin Gate at Midnight’.21 

Australian pilgrimages to Gallipoli during the 1920s — costly journeys accessible only to 

a wealthy few — were made possible by commercial shipping companies and travel agents 

such as Thomas Cook.22 And during the interwar years many veterans held reunions in 

the afternoon of Anzac Day where they would socialise, drink and play two-up.  While 

many Australians expressed anxiety that commercial activity would undermine war 

commemoration, the boundaries between the sacred and profane were always messy.  

Although never entirely separate in reality, public debates surrounding 

commercial activity, which was considered profane, and the emerging Anzac tradition, 

which was considered sacred, provided opportunities for Anzac’s sacred status to be 

publicly reinforced. In his highly influential study of religion and the sacred, published 

in English at the outset of the Great War, Emile Durkheim insisted the sacred and 

profane represented two separate realms, insisting that the holy and inviolable existed in 

opposition to mundane everyday life.23 Contemporary scholars have contested this 

dichotomy, arguing that these categories demonstrate considerable fluidity.24 More 

helpful is Durkheim’s acknowledgment that the sacred and the profane are not innate 

qualities, but socially constructed through ‘the practice of marking off and maintaining 

distance between these two realms’.25 This distinction helps us understand how Anzac’s 

sacred status could only be constructed in contrast to a profane ‘Other’ and why these 

meanings needed to be continually maintained over time. After the Great War ended, 

fears about the commercial exploitation of Anzac informed a growing movement to 

establish a national day of remembrance. 
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‘60,000 Australians… did not die just to make another holiday’:  The making of 

Anzac Day c.1920–1930 

Veterans’ organisations, including the RSL, demonstrated a strong preference to 

establish a national public holiday to commemorate the anniversary of the Gallipoli 

landing. The RSL had formed during 1916–1917 through a federation of Returned 

Soldiers’ Associations in Victoria, South Australia, Tasmania, Queensland and New 

South Wales. The organisation was one of several veterans’ organisations competing for 

influence during the Great War and its aftermath, but its position was strengthened 

when it became a national body in 1918 with the inclusion of Western Australia.26 

Shortly afterwards, the RSL was recognised as the official representative body of 

returned soldiers by Australian Minister for Defence, Senator George Pearce.27 

Concerning itself primarily with the welfare of veterans, the RSL had attracted 

167,000 members by 1920.28 Its basic organisational structure, established by 1921, 

consisted of a National Executive, headed by a national president, which oversaw the 

state branches. In turn, each State Executive, headed by a state president, oversaw a 

number of metropolitan and regional sub branches. State branches held an annual 

conference or congress where they confirmed local policy and priorities. The policy 

direction of the RSL at a federal level was sanctioned during an annual National 

Congress, which was attended by delegates from each state, and often revealed 

significant differences in opinion. Nevertheless, by the early 1920s, the RSL was able to 

achieve a national consensus that the most appropriate way to honour veterans was for 

each state to proclaim a public holiday on 25 April, and it lobbied aggressively to achieve 

this objective.29 

But would a public holiday, undeniably associated with leisure and recreation, 

offer the appropriate solemnity for a day of remembrances, or corrupt its intention? The 

New South Wales State Cabinet initially announced that Anzac Day ‘should be regarded 

as a sacred day’ rather than a ‘public holiday’, otherwise ‘sport, race meetings, etc.’ 
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would be inevitable.30 Not all groups agreed that the anniversary of the Gallipoli landing 

was the appropriate date to remember the war dead. Several religious leaders argued the 

Anzacs should be honoured on a Sunday, the most holy of days.31 After all, Sundays 

were a sacred day of rest and spiritual contemplation.32 The churches were joined in an 

unholy union by a range of bodies representing business interests, workers, and retailers, 

which opposed an additional holiday on the basis that commercial firms would incur a 

financial loss, and workers might lose a day’s pay.33 Many resisted another holiday so 

close to Easter and Labour Day, which fell during March in several states.34 Faced with 

significant differences of opinion, the federal government arranged a national 

deputation to discuss the issue with state governments. 

The composition of the deputation exemplified the extent to which the 

emerging Anzac tradition was viewed as a civilian tribute. According to a Sydney Morning 

Herald article, the group was comprised ‘largely of women, educationists, and clergymen 

because they had been so intimately connected with Anzac Day’.35 In the years following 

the Armistice, as devastated Australian communities struggled to reconcile their private 

grief with the public memory of war, it was civilians, rather than veterans’ organisations, 

who led remembrance. The delegation included Dr Mary Booth, a Sydney physician and 

activist who had founded the Anzac Fellowship of Women in 1921 with the aim of 

promoting the Anzac tradition. The fact that the Attorney-General had approved the use 

of the word ‘Anzac’ in this organisation’s title was indicative of Booth’s personal 

influence and the centrality of women to commemoration. It was the only charitable 

organisation permitted to do so on a permanent basis.36 Speaking in Sydney as part of 

the delegation, Booth was met with rousing applause when she stated, ‘[w]e feel… that 

the 60,000 Australians who laid down their lives did not die just to make another 

!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!
30 ‘Anzac Day: No Public Holiday’, The Sydney Morning Herald, 24 February 1921, p. 9, 
http://nla.gov.au/nla.news-article15956043, (accessed 5 March 2015). 
31 ‘Chamber of Commerce: Many Matters Discussed’, Goulburn Evening Penny Post, 19 April 1921, p. 2, 
http://nla.gov.au/nla.news-article98933382, (accessed 5 March 2015). ‘Chamber of Commerce: Anzac 
Day Observance Referred to Premier’s Conference’, The Mercury, 21 August 1928, p. 8, 
http://nla.gov.au/nla.news-article29785504, (accessed 5 March 2015). 
32 Richard Ely, ‘The First Anzac Day: Invented or Discovered?’, Journal of Australian Studies, vol. 9, no. 17, 
1985, p. 58.  
33 Mary Wilson, ‘The Making of Melbourne’s Anzac Day’, Australian Journal of Politics & History, vol. 20, 
no. 2, 1974, pp. 197–209. 
34 Labour Day fell in March in Victoria, Tasmania and Western Australia. 
35 ‘Anzac Day: Request for General Observance’, The Sydney Morning Herald, 23 February 1921, p. 10, 
http://nla.gov.au/nla.news-article15948607, (accessed 7 May 2015). 
36 As outlined in Chapter One, the federal government allowed a small number of women’s organizations 
to use the word on a temporary basis for fundraising purposes during the Great War. 



! 82!

holiday’.37 In a speech delivered a few months later, Booth insisted that women in 

particular had made a significant contribution to commemoration, arguing that ‘[t]he 

deep feeling… has been carefully nurtured by the women of the country, to whom the 

cost of Anzac was so great’.38 She outlined how women had organised commemorative 

services, decorated graves, and arranged for sprigs of rosemary to be worn; fearing that 

these traditions would be ‘swept away by the demand for a public holiday, which must 

mean sport and general pleasure’.  Since federal authorities were unable to legislate state 

holidays, Booth was also concerned they would have ‘no legal power to prevent the day 

from being desecrated, by racing and other public sport’.39  

Despite the efforts of various special interest groups, the date of the Gallipoli 

landing maintained a strong hold over the national imagination. The decision to 

observe Anzac Day annually on 25 April was confirmed at the State Premiers' 

Conference on 31 October 1921.40 Delegates recommended that memorial services be 

held in the morning, followed by ‘celebrations designed to inculcate the spirit of 

national pride and service’ in the afternoon.41 While commercial leisure activities such 

as horse racing were frowned upon, sporting pursuits ‘such as will develop a clean mind 

in a healthy body’ were deemed an appropriate tribute.42 This attitude reflected a 

popular discourse of ‘Muscular Christianity’, which promoted the social ideal of a 

healthy body and mind as a route to moral and racial elevation, and emphasised links 

between playing sports and idealised imperial masculinity.43 Anzac Day must not become 

associated with hedonism, but instead encourage reflection upon the sacrifices made by 

Anzac volunteers, and celebrate Australian achievement.  

A public holiday would ensure that every Australian would be freed from work 

responsibilities to commemorate those who had made the ultimate sacrifice for the 

nation. While officials at commemorative services might express anti-war rhetoric, 
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professing the importance of remembering war to ensure the horrors were not repeated, 

these events simultaneously affirmed the centrality of war to Australian national 

identity. In honouring the fallen, commemorative services also justified their sacrifice 

and venerated the war they had fought. 

Authorities were determined to prohibit use of the word Anzac to describe 

racing carnivals, sporting matches and other entertainments on Anzac Day, even those 

held for fundraising purposes. Debates surrounding the most appropriate way to 

commemorate Anzac Day led federal authorities to recognise that The Protection of the 

Word Anzac Regulations 1921 contained a significant loophole.44 The legislation 

prevented the use of the word ‘Anzac’ for any ‘trade, business, calling or profession’ but 

did not include any provision to prohibit use of the word ‘Anzac’ to name public events. 

An amendment was soon enacted to outlaw the use of the word ‘Anzac’ in connection 

with ‘any entertainment or any lottery or art union’ with ‘entertainment’ defined as ‘any 

exhibition, performance, lecture, amusement, game, sport or social gathering held or 

conducted for the purpose of raising money’.45 The meanings and rituals associated with 

the Anzac tradition, which would rapidly take shape over the 1920s, were still in flux 

and legislators were determined to preserve its sacred legacy.  

Attitudes to drinking and gambling on Anzac Day were informed by campaigns 

for social reform, which emerged during the late nineteenth century, and aimed to 

uphold morality and family life within Australian society by imposing a set of middle-

class values. The influential Women’s Christian Temperance Movement (WCTU) was 

particularly critical of the impact of alcohol on families and women.46 Campaigns by 

religious organisations and the Temperance lobby gained traction during the Great War, 

when consumption of alcohol was deemed unpatriotic and a distraction from the war 

effort. In 1916, legislation enacted in Victoria, New South Wales, Tasmania and South 

Australia enforced an early closing time of six o’clock, instead of eleven or half past 

!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!
44 Protection of the Word “Anzac” Regulations (Amendment) 1921 (Cth), SR 1921, No. 216, 
http://www.comlaw.gov.au/Series/F1997B02175/Amendments (accessed 2 March 2014). 
45 Protection of the Word “Anzac” Regulations (Amendment) 1921 (Cth).  
46 Ian R. Tyrrell, Woman's World/Woman's Empire: The Woman's Christian Temperance Union in International 
Perspective, 1880–1930, Chapel Hill, University of North Carolina Press, 1991. Diane Kirkby, Barmaids: A 
History of Women's Work in Pubs, Cambridge, Cambridge University Press, 1997. Patricia Grimshaw, 
‘Gender, Citizenship and Race in the Women's Christian Temperance Union of Australia, 1890 to the 
1930s’, Australian Feminist Studies, vol. 13, no. 28, 1998, pp. 199–214. Clare Wright, Beyond the Ladies 
Lounge: Australia's Female Publicans, Melbourne, Melbourne University Press, 2003. 



! 84!

eleven.47 In Western Australia, wartime legislation required pubs to close at nine 

o’clock.48 After the war ended, strict controls on closing times continued. Queensland, 

which did not introduce early closing during the war, enacted legislation in 1923 that 

required pubs to shut at eight o’clock.49  However, far from reducing alcohol 

consumption, Walter Phillips has argued that the restrictions encouraged illegal ‘sly-

grogging’ and the development of a binge drinking culture.50 In a number of states, 

social reformers and authorities exerted their moral authority to restrict gambling 

activities. For example, off-course betting was prohibited in Western Australia during 

the interwar period, with the support of the state branch of the RSL.51 However, the 

RSL made no move to decry two-up, an illegal betting game commonly played by 

veterans on Anzac Day, which C.E.W. Bean had described as a ‘universal pastime’ of 

Australian volunteers fighting on the Western Front.52  

It was up to each state to decide if Anzac Day should be a public holiday and, if 

so, which form it would take. The majority of states favoured a hybrid model of 

commemoration. Splitting Anzac Day into two halves — largely solemn in the morning 

and celebratory in the afternoon — provided a way to reconcile private remembrance of 

the war dead, with the collective memory of the Gallipoli Campaign as the defining 

moment of Australian nationhood. Western Australia was the first state to proclaim 25 

April a statutory bank holiday in 1919.53 While hotels were closed all day, Western 

Australians were free to play and watch organised sport in the afternoon, although 

racing and trotting were banned.54 In South Australia, which proclaimed Anzac Day as a 

public holiday in 1921, hotels were allowed to open after the conclusion of the Anzac 

march and organised sporting contests were permitted if proceeds were donated to 
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charity.55 Similar conditions were outlined for Anzac Day in Tasmania during the early 

1920s and an official statutory holiday was enacted in 1929.56 In NSW, where Anzac Day 

was proclaimed a bank holiday in 1924, hotels were closed until noon but there was no 

prohibition of organised sport.57  

In contrast to these states, Anzac Day in Victoria from 1925 and in Queensland 

from 1930, was particularly mournful with legislators enacting a ‘close holiday’ similar to 

a Sunday, where hotels, retailers and entertainment venues were closed and playing or 

watching sport was forbidden. The Victorian Anzac Day Act, introduced in 1925, strictly 

restricted entertainment and leisure activities that could be enjoyed on the public 

holiday.58 In 1928, Victorian RSL Secretary, Mr C. W. Joyce, insisted that ‘[t]he 

dominant note on Anzac Day will be sadness’.59 For Joyce, Anzac Day was an 

opportunity for the state to ‘join with the bereaved in honouring the memory of those 

who fell’ and he hoped that ‘there would be no attempt to commercialize the holiday by 

sporting or theatrical interests’.60 According to Joyce 

 

[i]t is the fervent hope of the soldiers of Victoria that the day will be sacredly and uniformly 

observed; that no function, concert or gathering will be held which will lessen in the slightest degree 

the feeling that the day is a consecrated and hallowed day in our national life. No legislation should 

be necessary.61  

 

In 1930, Queensland emulated Victoria by tightening their Anzac Day public 

holiday, originally introduced in 1921, to a ‘close holiday’.62 Anglican priest, David 

Garland, who served as a chaplain to the A.I.F. during the Great War, has been 
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described as an ‘important architect’ of the Anzac tradition in Queensland.63 Garland 

described Anzac Day as the ‘All Souls’ Day’ of Australia and insisted that ‘the day 

should be one of solemnity, and not of jubilation’.64 His efforts to ensure the state 

government Anzac Day Commemoration Committee was dominated by civilian 

organisations meant the RSL did not assert control over commemoration in 

Queensland until the mid-1930s.65 The introduction of a ‘close holiday’ in Victoria and 

Queensland reflected the inability of authorities to reconcile tensions between 

celebration and solemnity, and commemoration and commerce, during the aftermath of 

the Great War. 

Throughout the 1920s, the RSL attempted to achieve consensus regarding the 

most appropriate way to commemorate Anzac Day but faced a battle to consolidate their 

authority due to internal conflict and falling membership numbers.66 Between 1920 and 

1924, membership plummeted from 167,000 to 24,000.67 Returned servicemen had 

been volunteers rather than professional soldiers, and many wanted to forget their 

wartime experiences and rebuild their civilian lives. Furthermore, a strong anti-war 

sentiment during the 1920s resulted in a backlash against militarism and outwardly 

nationalistic commemoration of the war dead. While delegates at the ninth annual RSL 

federal congress in 1925 managed to pass a motion in support of Anzac Day coming 

under the same strict restrictions as a Sunday, this unanimity was short-lived. Despite 

the efforts of various RSL branches, only Victoria and Queensland were successful in 

establishing an Anzac Day ‘close holiday’. Both states were characterised by a 

conservative political environment and powerful special interest groups.68 When 

legislation was enacted in Victoria, both the Australian parliament and national 

headquarters of the RSL were located in Melbourne. It is likely that the RSL was able to 
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work alongside churches and civilian bodies, including temperance organisations and 

veterans’ charities formed by bereaved relatives, to introduce strict restrictions.69 

By the early 1930s, most of the rituals now associated with Anzac Day, including 

the Dawn Service and the Last Post were firmly established, and Anzac Day was a public 

holiday in every state and territory. While opinions differed in various states regarding 

specific leisure and recreational activities on Anzac Day, commemoration and commerce 

were certainly seen as separate pursuits. Legislation enacted throughout Australia 

prohibited commercial and leisure activities during the morning of Anzac Day when 

commemorative services and marches occurred. Furthermore, it was illegal to describe 

events or entertainment using the word Anzac, even if they occurred on Anzac Day. 

Where various states permitted commercial leisure activities in the afternoon, such as 

sports or racing carnivals, the RSL might sanction events if profits were donated to 

charity, but fell short of endorsing them as commemorative events in their own right. 

 

‘Anzac Day Must Not Be Commercialised’: RSL attitudes to commercial 

activity on Anzac Day during c.1920–1960  

Debates about the kinds of commercial and leisure activities that were appropriate on 

Anzac Day formed part of a larger contest to assert control and influence over the Anzac 

tradition. During the 1920s, civilian organisations largely steered these debates. After 

this time, the RSL, which rose to influence during the 1930s and 1940s, came to exert 

increasing levels of agency over Anzac commemoration. 

Joy Damousi and Tanja Luckins have argued that traditions of grief and 

mourning and women’s experiences of war shifted from the centre to the periphery of 

the Anzac tradition from the 1930s.70 In response to this shift, a significant number of 

women began to protest against the masculine culture of Anzac Day. In 1931, Dr Mary 

Booth spoke out against commercial sporting contests played in New South Wales on 

the afternoon of Anzac Day.71 She subsequently set up an ‘Anzac Festival Committee’ 

with the intention of remembering the Anzacs through the arts, rather than forgetting 
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their legacy through the playing of sport.72 In 1936, a large deputation that included 

‘practically every Protestant women’s organisation’ approached the New South Wales 

government to protest against public drunkenness on Anzac Day.73 According to Mrs 

Bowden of the Methodist Women's Federation, ‘Nobody liked to see the Anzacs, as they 

were on the afternoon of Anzac Day, made the objects of ridicule’.74 Mrs Strang of the 

Woman's Christian Temperance Union claimed that many families suffered 

‘humiliation’ as a result of the behaviour of their sons and husbands on Anzac Day. 

However, Hugh Main, the New South Wales Minister for Agriculture, defended the 

behaviour of veterans, arguing that Anzac Day reunions kept the spirit of Anzac Day 

alive. He attested that he had ‘never seen such scenes as those described by the 

speakers’.75 Likewise, the New South Wales RSL President, Leonard Robb, described 

veterans’ behaviour as ‘exemplary’ and warned that if the statements were untrue they 

would constitute ‘a direct insult to the men of the A.I.F’.76 State branches of the RSL 

were determined to uphold the sacred status of Anzac Day, and exert influence over the 

form that commemoration took as they recognised that doing so reinforced their 

authority and power. However, they were unable to achieve consensus at a national level 

regarding the best way to achieve this.  

While state branches of the RSL were unanimous in their opposition to 

commercial activity during the morning of Anzac Day when commemorative services 

occurred, they disagreed as to the appropriate activities for the afternoon. When the 

Federal Executive of the RSL met in Hobart in 1930 for the fifteenth national congress, 

they were determined to negotiate a consistent form of Anzac Day observance for all 

states.  Delegates representing state branches had strong opinions about the most 

appropriate way to commemorate Anzac Day. NSW delegate, Mr P. Rushton, stated that 

‘[t]o have the whole day spent as one of remembrance was not necessary’. Rather ‘it was 

the general policy to observe Anzac Day as one of remembrance in the morning, and to 
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occupy the afternoon with rejoicing over the achievements of the A.I.F’. 77 Delegates 

from South Australia, Western Australia, and Tasmania also defended the hybrid 

approach, stating that their legislation in no way infringed on or conflicted with the 

sacred day and that their branches were not prepared to support any changes to 

legislation. However those from Victoria and Queensland defended their choice of a 

‘close holiday’ on Anzac Day. Queensland delegate, Mr G. Lawson, explained that the 

state had recently tightened legislation to reflect Victoria and argued that there was 

‘absolute unanimity of opinion’ regarding the change. Likewise, George Holland, who 

had been elected as the president of the Victorian RSL in 1929, insisted the state was 

‘already observing Anzac Day in a sacred manner’.78 The two states would defend strict 

regulations aggressively during the 1930s and 1940s. Yet there was plenty of evidence to 

indicate that their views did not reflect prevailing public sentiment. 

In 1936 five Melbourne theatres took advantage of a legislative loophole and 

played to packed houses in defiance of The Victorian Anzac Day Act, despite opposition 

from the state government, churches and the RSL.  Police were reportedly called to 

disperse crowds as ‘thousands of disappointed people were turned away’.79 The success 

of the event led one theatre manager to note ‘the League has not got the returned men 

behind them as a whole in their demands for a mournful Anzac Day in Victoria’.80 Yet, 

rather than interpret a growing public desire for leisure activities in the afternoon as an 

opportunity to review legislation, the Victorian RSL saw it as a direct threat and pushed 

to tighten restrictions once and for all. The agenda for the 1936 state conference 

contained a motion that noted Anzac Day in 1937 would fall on a Sunday, and 

suggested that if this date proved to encourage more solemn and reflective conduct, that 

Anzac Day should be shifted to Sundays permanently.81 This idea was a reversal of the 

longstanding RSL commitment to commemorating the war dead on 25 April, the 

anniversary of the Gallipoli landing, and indicated increasing anxiety that commercial 
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amusements and leisure activities would begin to undermine Anzac Day. With another 

war looming, it was vital that the tradition be maintained at all costs. 

During and after the Second World War (1939–45) the experiences of a new 

generation of veterans were incorporated into the Anzac tradition. However, as Jenny 

McLeod has argued, ‘[t]he varied experiences of combat and captivity of the later war 

didn’t necessarily fit comfortably within the straitjacket of the Anzac legend’s definition 

of heroism’.82 Neither did the idea of fighting for Empire reflect a new geopolitical 

reality and increasingly distinct Australian national identity. The challenges of war had 

transformed Australia’s relationship with Britain, with Prime Minister John Curtin 

forging a new alliance with the United States. By 1942, the Statute of Westminster had 

formalised Australia’s legislative independence from Britain.83 After the war ended in 

1945, it became apparent that Second World War veterans had their own ideas about 

the best way to commemorate Anzac Day. 

In Victoria, growing numbers of veterans began to speak out against strict 

prohibition of leisure activities on Anzac Day. In 1945, Brigadier William ‘Old Bill’ 

Crémor, a veteran of the First and Second World Wars, was enlisted to write the ‘Old 

Comrade’ column in the Argus newspaper, which offered advice to ex-servicemen and 

their dependants.84 Crémor was not afraid to criticize the RSL. In 1946 he described the 

method of Anzac commemoration in Victoria as ‘absurd’, arguing that it was treated as 

‘a more solemn day than Good Friday’ rather than a celebration of Anzac achievement 

and nationhood.85 Just two days later, Crémor revealed he had ‘received nearly two 

dozen letters suggesting that a change is needed.’86 Buoyed by this support he took the 

opportunity to state his case more clearly, arguing in his next editorial that 
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[n]o nation ever celebrates its great days in the morbid manner that Victoria does Anzac Day. 

Most men turn up to the march simply to renew old acquaintances, and it is pathetic to see them 

wandering about the deserted city of Melbourne after the march, wondering what to do with 

themselves. In my opinion — which is shared by thousands, both of this war and the last — it is 

high time that Victoria shed its narrow puritanism and adopted the rational method of 

celebration used by other states.87 

 

By 1950, even the Lord Mayor of Melbourne, James Disney, was calling for a ‘brighter 

end’ to Anzac Day, suggesting a finale of ‘properly controlled or organized 

entertainment’. 88 

Instead of directing their energies into preventing commercial activity in the 

afternoon, RSL branches in states that enjoyed looser restrictions, such as Western 

Australia, New South Wales and South Australia, lobbied to ensure that profits derived 

from this activity were donated to veterans’ welfare. In New South Wales, for example, 

where sport could be played in the afternoon, RSL State Secretary, J. R. Lewis, claimed 

in 1949 that ‘too many sporting bodies were using Anzac to make money’. 89 Yet, rather 

than demand that this activity cease, he requested the State Government claim a 

percentage of profits for ex-servicemen’s charities.90 

At the same time as groups and individuals lobbied for a brighter conclusion to 

Anzac Day, the conduct of veterans on Anzac Day began to come under increasing 

scrutiny. In 1952, the Anzac Day march in Sydney was abandoned due to heavy rain and 

veterans retreated to pubs and hotels early, resulting in drunken brawls, hundreds of 

arrests, and a public outcry.91 New South Wales RSL state president William Yeo 

defended the veterans, arguing that the issue was confined to ‘a very small minority of 

ex-servicemen’.92 Nevertheless, as in the 1930s, letters of complaint began to flood into 

the Sydney Morning Herald. M. N. O’Reilly from Kogarah argued  ‘Surely in remembering 

fallen comrades it is not necessary to spend half of one day set apart each year for that 
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purpose in drunken orgies and brawling, larrikin street scenes’.93 A letter from rector R. 

W. Hemming, of St Paul’s Church of England in Wentworthville, stated ‘I write in deep 

sorrow and distress at the prostitution of Anzac Day into a drunken revel’ and implored 

authorities to prohibit the sale of alcohol on Anzac Day. 94 A second letter from 

Hemming, published a few days after the first criticised the hypocrisy of the RSL, 

proclaiming:   

 

Do not Mr. Yeo and the R.S.L. realise that their advocacy of a “wet” Anzac afternoon will wash it 

into the limbo of forgotten things? Nowadays it is hard enough for those of us who endeavour to 

mould the minds of the young to inculcate respect for things that matter. How much more 

difficult when those who should be leading in the respect for Anzac are advocating its 

degradation in drink?95 

 

Had Anzac Day been debauched by its defenders? It grew harder to argue that Anzac 

Day was ‘sacred’ when its guardians showed so little regard for propriety. 

Despite concern regarding alcohol consumption on Anzac Day, delegates at the 

New South Wales RSL state conference, held a few months later, in August 1952, 

passed a motion to explore the possibility of holding race meetings at Randwick on 

Anzac Day to raise money for veterans.96 Returned soldier, F. Emerson of Botany, wrote 

a letter to the Sydney Morning Herald in support of the controversial proposition, stating 

 

[i]f by an organised race meeting on Anzac Day money can be raised which would be used to give 

benefit to disabled men and women who are still paying for their part in our wars, and for the 

ultimate benefit of war widows, then I feel that there would be no desecration of the day, but 

rather that those who died in their country's service, knowing, would approve and applaud.97  

 

The race meeting, held in 1953, was an enormous success, raising £17,115 which was 

distributed to veterans’ organisations including the RSL, Limbless Soldiers’ Association, 

!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!
93 ‘Letters To Editor: Celebrations of Anzac Day, Ex-servicemen and Liquor’, The Sydney Morning Herald, 
30 April 1952, p. 2, http://nla.gov.au/nla.news-article18256360, (accessed 31 March 2015). 
94 ‘Anzac Day Drinking’, The Sydney Morning Herald, 28 April 1952, p. 2, http://nla.gov.au/nla.news-
article18262896, (accessed 5 March 2015). 
95 The Sydney Morning Herald, 28 April 1952, p. 2. 
96 ‘No Anzac Gloom’, Barrier Miner, 16 August, 1952, p. 1, http://nla.gov.au/nla.news-article61214458, 
(accessed 3 March 2015).  
97 ‘Anzac Day Races’, The Sydney Morning Herald, 10 January 1953 p. 2, http://nla.gov.au/nla.news-
article18353169, (accessed 24 March 2015). Emerson was responding to another letter ‘Anzac Day And 
Race Meetings’, The Sydney Morning Herald, 5 January 1953, p. 2, http://nla.gov.au/nla.news-
article18352407, (accessed 30 March 2015). 



! 93!

and War Widows Guild.98 Yet, the event attracted criticism at the next New South 

Wales RSL state conference, where Mr. E. S. Cameron of Narrandera introduced a 

motion to ban commercial sport on Anzac Day altogether. Cameron argued 

 

I understand the R.S.L. obtained £6,000 from a race meeting which was held on Anzac Day this 

year at Randwick. I suggest that we are going to lose more than £6,000 if we commercialise Anzac 

Day and turn it into the greatest day in our racing calendar.99 

 

For Cameron, exploiting Anzac Day for short term gain would ultimately lessen its 

standing within the community. However Yeo defended the event, noting that race 

meetings would be held with or without RSL participation and arguing ‘[i]s it not better 

for us to co-operate with these sporting bodies and get something for our welfare 

work?’.100 The motion was defeated. 

In contrast, the state executive of the Victorian RSL remained deeply suspicious 

of the growing trend for state branches to support commercial activity on Anzac Day if 

the proceeds were distributed to veteran’s charities. While attending an RSL Smoke 

Night in 1953, state president Norman Wilson noted that ‘certain promises were being 

held out to raise money for RSSILA welfare work’ but claimed that ‘the majority of 

moves were backed by commercialism and nothing else’. 101 Wilson insisted that ‘all 

efforts to alter the form of service would be strongly resisted’, proclaiming, ‘Anzac Day 

has a soul and they haven't… For God's sake let us keep that soul in Anzac Day’.102 The 

meeting was also attended by Major General Charles Henry Brand, who had landed at 

Gallipoli on 25 April and later oversaw troops at the Western Front. Brand also viewed 

commemoration and commerce as two opposing pursuits, fearing that 

 

[o]nce having gained some part of the day for the interests of pleasure and profit, it would not be 

long before further chunks were whittled out of the hours left for commemoration until April 

25th completely lost its significance as a national day and became just another holiday.103  
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He urged the attendees to stand fast against commercial activity as any compromise or 

concession on the strict form of Anzac Day observance might lead to its decline. The 

Victorian RSL was nonetheless soon forced to adopt a more pragmatic attitude with 

practical concerns beginning to outweigh principle.  

Mirroring changes already taking place in other states, the Victorian RSL began 

to reconsider attitudes towards Anzac Day fundraising from the 1950s in response to 

declining political and social capital. After the Second World War, the RSL continued 

to play a significant role in lobbying and fundraising to support the welfare of veterans, 

including an aging cohort of Great War veterans now in their 50s and 60s. However, 

this time period also saw the expansion of the welfare state. As Alistair Thompson has 

noted ‘[w]ith the return of World War II servicemen and women, and with a financial 

context and social attitudes that enabled more generous spending on veterans, the 

period from the 1950s to the 1970s saw the sustained enhancement of repatriation 

entitlements’.104 At the same time, National membership of the RSL fell from a high of 

373,947 in 1946 to 237,408 by 1956. 105 Numbers of attendees at Anzac Day marches 

began to decline and the RSL faced mounting public criticism as a result of a perceived 

failure to respond to public drunkenness on Anzac Day. Fundraising campaigns didn’t 

just represent an opportunity to support veterans’ welfare. They also provided a chance 

to reinforce the sacrifice and service of Anzac veterans, increase the visibility of the RSL, 

and assert their authority as guardians of the Anzac tradition. 

In July 1956,  Victorian RSL initiated a state-wide fundraising initiative, which 

aimed to raise £250,000 ‘to build and maintain homes for prematurely aged war nurses 

and servicemen’.106 Operation Gratitude was launched with ‘the screaming whistle of jet 

fighters’ over Melbourne.107 The Victorian RSL did not use the word Anzac to describe 

the fundraiser, did not hold it on Anzac Day, and stressed that it would be a one-off 

event to establish lasting infrastructure to support veterans’ welfare. The campaign was 

directed by the assistant secretary of the Victorian RSL, Keith Newman, and launched 
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by state Governor, Sir Dallas Brooks, who implored Victorians to support veterans.108 

Victorian Chief Secretary, Arthur Rylah, introduced a bill into the State Parliament to 

facilitate a one-off mid-week race meeting to raise funds for the campaign,109 highlighting 

its urgency since ‘no hospital and very few hostels will accept for admission any person 

suffering from purely age disabilities’.110 The race meeting at Moonee Valley, which was 

supported by the Melbourne Racing Club and included events such as the ‘Korea 

Handicap’ and ‘Beersheba Trail Steeple’, raised £12,000.111 Operation Gratitude was 

enormously successful, exceeding its target by £100,000 to raise an astonishing £350,000 

for war veterans.112 

The success of Operation Gratitude suggested that commercial leisure activities, 

such as sport and horse racing, could potentially build the fortunes of the RSL, rather 

than jeopardize them. Second World War veterans, who tended to prefer a more 

utilitarian approach to war memorials, also encouraged a more pragmatic approach to 

Anzac Day.113 Rival veterans’ organisation, the Thirty Niners' Association, which 

consisted of men who had enlisted in 1939 to fight in the Second World War, lobbied 

in favour of Anzac Day fundraising events. In 1957, their president John Byrne, argued 

that the Victorian RSL’s attitude to commercial activity on Anzac Day was 

‘unrealistic’.114  Rather than hold large one-off fundraisers, such as Operation Gratitude, 

Byrne was convinced that commercial activities held in the afternoon on Anzac Day 

could raise ongoing funds for veterans’ charities.  He noted that the year prior ‘racing, 

trotting and football fixtures’ had raised £28,000 for veterans’ organizations in New 

South Wales and £17,000 in South Australia, arguing that these figures could be 

exceeded in Victoria.115  
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The State Executive of the Victorian RSL faced growing pressure to concede a 

program of looser regulations from the state government, wider community, and RSL 

members themselves. By 1958, an editorial in The Age insisted that the state branch 

needed to ‘Clear the Air of Anzac Day Observance’, stating ‘[t]he longer this controversy 

is allowed to go on unresolved, the greater danger to the lustre of Anzac Day as a truly 

national commemorative day’.116 The Victorian RSL had successfully resisted calls for a 

state-wide plebiscite of all members on the issue for many years. When members were 

finally surveyed during 1959117 they were ‘overwhelmingly in favour’ of  ‘restricted 

entertainment on Anzac Day.118   

As a result of the plebiscite, the State Executive were forced to reverse their 

longstanding policy position, which provided the state government with a mandate to 

take action. The Anzac Day Act (VIC) was amended in 1960 to allow hotels to open from 

1pm–6pm and permit sporting and racing events in the afternoon of Anzac Day if a 

proportion of proceeds were donated to a state-managed fund to be distributed to 

veterans’ charities.119 The revision of The Anzac Day Act (VIC) was not an isolated event, 

but reflected the increasingly secular nature of Australian society, which also led to a 

more relaxed attitude towards trade and entertainment on Sundays more generally. The 

Victorian Sunday Entertainment Act was revised in 1967 to permit selected amusements 

that charged an admission fee if approved by a Minister.120 During the early 1960s, other 

states also reviewed legislation restricting activity on Sundays and Anzac Day to better 

reflect the social mores of post-war Australia.121 

Attitudes had changed so dramatically that, in 1960, the first year the legislation 

went into action, the State Executive of the RSL were outraged when the Victorian 

Football League (VFL) played fewer games than expected on Anzac Day. The VFL had 

four fixtures scheduled for Sunday 24 April, and two on the Anzac Day public holiday, 

which fell on a Monday. When the Sunday games were cancelled due to bad weather, 

the VFL decided to reschedule them for following weekend, rather than playing all six 
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games on the Anzac Day public holiday, pushing the entire season out by one week.122 

The Victorian state government and RSL ‘strongly rebuked’ the VFL for the action, 

which they saw as an effort to avoid donating a proportion of Anzac Day gate receipts to 

veterans’ welfare, as was required by The Anzac Day Act (VIC). According to Victorian 

Premier, Henry Bolt, the action was ‘very wrong’ and served to ‘make a mockery’ of the 

patriotic fund.123  State opposition leader, Clive Stoneham, noted that ‘[t]he league 

seems a bit mercenary on this issue and out of keeping with the spirit of Anzac Day 

legislation passed only a few weeks ago’.124 RSL State President, C. H. McKay, insisted 

that, ‘I believe the League has a duty to contribute — through the public — as much as 

possible to our welfare funds’.125  

In their quest to raise money for veterans, the RSL would soon stand accused of 

debasing the very legacy it claimed to protect. At the 1962 state conference of the 

Victorian RSL, members voted unanimously to lobby the VFL to schedule an Anzac Day 

premiership match with all profits donated to veterans’ welfare.  A 36-year-old Bruce 

Ruxton, who would go on to become the President of the Victorian RSL and negotiate a 

lucrative partnership with the Australian Football League (formerly VFL) in the 1990s, 

argued 

 
[t]he VFL is being terribly unpatriotic about Anzac Day football. Its money hungry attitude is 

stopping any proper cooperation. We don’t care whether they hold matches on Saturday or 

Anzac Day so long as we can get a quid out of them.126 

 

The Secretary of the VFL, Eric McCutchan, dispatched a letter to the RSL in response 

to criticism, in which he argued that the football league had ‘been unjustly singled out’ 

from ‘numerous other organisations which are now authorised to carry on their 

respective activities and trading on the afternoon of Anzac day’.127  McCutchan accused 

the Victorian RSL of hypocrisy, pointing out 
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we must remember that it is only three or four years since we were not even permitted to train on 

Anzac Day…Now it seems the RSSILA want to commercialise the day…128 

 

‘Outwardly we are about the least patriotic group of people in the world’: The 

decline of Anzac Day c.1960–1970s  

The fiftieth anniversary of the Gallipoli landing in 1965 saw three hundred Great War 

veterans from Australian and New Zealand fly to Athens to embark upon a 21-day 

pilgrimage to Gallipoli. The federal government, led by Liberal Prime Minister Robert 

Menzies, contributed £20,000 towards the RSL initiative. Jenny McLeod has argued that 

‘a period of soul searching’ in relation to Anzac Day occurred during Menzies’ long-

running conservative government, which remained in power between 1949–1966.129 

Indeed, the RSL pilgrimage attracted little public interest. Media coverage was scant and 

would have been exceedingly so, if it were it not for an enthusiastic young historian 

named Ken Inglis who, possessing a fascination with the Anzac tradition, attended the 

pilgrimage and wrote a series of dispatches for The Canberra Times.130 Inglis, who would 

go on to become a trailblazing and influential scholar of the Anzac tradition, was 

astonished when the official delegation was met by four young Australian backpackers 

upon arrival at Anzac Cove.131  

During the post-war period, many young Australians began to feel increasingly 

alienated by the RSL and the Anzac tradition. Playwright, Alan Seymour took aim at 

Anzac Day in his 1961 play, The One Day of The Year, which explored the generational 

rift between Alf, a Great War veteran, and Hughie his university educated son. In a 

confrontation with his father, Hughie declared, ‘We’re sick of all the muck that’s talked 

about on [Anzac Day]… the great national day of honour, day of salute to the fallen… it’s 

just one long grog-up’. 132 These sentiments were echoed by David Ferrero, the editor of 

Sydney University student newspaper Honi Soit, who described Anzac Day in 1961 as an 

‘annual ritual of national narcissism-cum-Bacchanalian revel… conceived solely as a 
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means for continuing the fallacy that war is an ennobling activity’.133 Even so, Anzac Day 

services in Australia on the fiftieth anniversary of the landing were enthusiastically 

attended, particularly in Sydney where an estimated 100,000 people watched 30,000 

veterans march.134 However the future of the Anzac tradition looked uncertain. The 

Sydney Morning Herald asked ‘Can Anzac Day survive?’ and The Mirror, ‘Will Anzac Day 

be as meaningless to future generations as Trafalgar and Waterloo, once so cataclysmic, 

have become today?’.135  

Ten years later, when the RSL requested federal government funding to support 

a second pilgrimage to Gallipoli to commemorate the sixtieth anniversary of the landing, 

they were refused. According to Labor senator Don Willesee, speaking on behalf of 

Lionel Bowen, ‘in view of all the circumstances the expenditure of public funds for this 

purpose was not justified’. 136 It was simply not politically expedient to devote taxpayer 

funds to support the pilgrimage of seventy Australians and New Zealanders, which 

included fourteen Gallipoli veterans.137 Australian troops had been deployed to the 

Vietnam War in 1962 and this deeply unpopular conflict became the focus of a growing 

anti-war movement during the late 1960s and early 1970s. The end of the Menzies era in 

1966 and the appointment of Labor Prime Minister Gough Whitlam from 1972 until 

his dismissal in 1975 saw a period of change and reform. In addition to withdrawing 

Australian troops from Vietnam, the progressive Whitlam government responded to 

growing cultural confidence by abolishing the Imperial honours system, changing the 

national anthem from God Save the Queen to Advance Australia Fair, and investing in arts 

and culture.138 Did Anzac Day have a place in an increasingly secular and multicultural 

nation? In 1973, the Labor party considered modifying the Anzac Day public holiday 

into a day of peace.139  
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Frustrated at the government’s refusal to support the 1975 Gallipoli pilgrimage, 

RSL trustee and tour guide, Clive Newman, who had served at Gallipoli in the Light 

Horse regiment, wrote a letter to The Canberra Times protesting the preference of state 

authorities to sponsor recreational and leisure activities, rather than war 

commemoration. Newman argued 

 

[t]he Government is spending and has spent hundreds of thousands of dollars in the promotion 

of sport and in supporting minor groups of sportsmen in visiting overseas countries, but the 

request for a comparatively minor sum of money to pay tribute to the memory of the men who 

fought and made the name of Australia famous throughout the world is rejected out of hand.140  

 

By 1979, the federal government had relaxed The Protection of the Word ‘Anzac’ 

Regulations 1921 to allow people to use the words ‘Anzac Day’ in the naming of 

entertainments held ‘on 25 April in any year or on consecutive days that include that 

day’ — a reversal of the tighter restrictions introduced in 1921.141 The change was 

supported by Liberal Minister for Productivity, Ian Macphee, who recognised that, while 

Anzac Day used to be a ‘close holiday’ in many states, where ‘[n]o bars were open, places 

of entertainment were closed’ and  ‘no sporting events were held’, it had since ‘become 

an occasion for the holding of sporting events and other entertainments’.142 Legislation 

was not revised in response to increasing interest in Anzac Day but its decline. 

According to Macphee, the amendment was introduced ‘[i]n consultation with the 

Returned Services League’ in an attempt to ‘recognise this change in community 

attitudes’.143 Sports and entertainment on the afternoon of Anzac Day had been 

permitted throughout Australia since the 1960s, and the amendment allowed event 

organisers more flexibility to promote leisure activities on the public holiday. The policy 

was entirely bipartisan, with Labor MP Chris Hurford concurring, ‘[t]imes change and 

the rules must change to fit those times’, noting 
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I suppose that outwardly we are about the least patriotic group of people in the world. Along 

with that lack of patriotism we are less emotional than most other people about things such as 

the word “Anzac”.144  

 

Conclusion 

After the Great War, many Australians believed that commercial activity would 

desecrate the sacred memory of Australian war dead and sought to keep commerce and 

commemoration separate. By the end of the 1920s, each state had enacted legislation to 

safeguard 25 April as an Anzac Day public holiday. Legislators viewed the Anzac 

tradition as sacred, and profit-making as profane. Consequently, commercial activity 

before the conclusion of official commemorative ceremonies in the morning was 

prohibited throughout the nation. Yet, there was little consensus regarding how much of 

the Anzac Day public holiday should be devoted to commemoration or leisure; 

solemnity or national celebration. State legislation varied from a ‘close holiday’, where 

hotels, shops and theatres were shut, and sports banned, to a hybrid approach that 

allowed some forms of commercial activity after official commemorative events had 

ended. While RSL branches in states with looser restrictions might sanction commercial 

leisure activities as fundraising events, they did not endorse them as official 

commemorative events in their own right. Many RSL branches were suspicious of 

commercial leisure activity on Anzac Day, even if proceeds were donated to charity, 

viewing it as a potential threat to the sanctity of Anzac Day and therefore their own 

authority. 

Despite the efforts of the RSL to uphold its sacred status within Australian 

society, the Anzac tradition came under increasing criticism during the 1930s and 

especially after the Second World War. During the 1960s and 1970s attendance of 

Anzac Day services began to fall as a new generation of Australians questioned the 

relevance of war memory within contemporary culture and politics. In an effort to 

prevent further alienation, state branches of the RSL began to display a more pragmatic 

attitude, recognising how commercial leisure activities in the afternoon could help raise 

money for veterans’ welfare. By the 1960s, Anzac Day regulations in all states had been 

relaxed to allow a range of commodified leisure activities in the afternoon, many of 
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which required organisers to donate a significant proportion of their profits to veterans’ 

charities. 

In 1935 delegates at the Victorian RSL state conference had staunchly opposed 

commercial activity on Anzac Day, fearing that it would result in the Anzac tradition 

being forgotten, rather than remembered. By 1960 the State Executive had conceded to 

public opinion by loosening restrictions. With the Anzac tradition in decline, however, 

there was little demand to exploit its social currency. Nevertheless, within a few short 

years, the Anzac tradition would undertake an astonishing resurgence, evolving to take 

on new meanings that powerfully resonated within Australian society. The following 

chapters will explore how and why commemoration and commerce, previously 

considered separate pursuits, merged closely together after the 1980s through case 

studies of four Anzac industries; publishing, tourism, sport and advertising. 
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Chapter Four. ‘An absolute flood that takes place all year long’: 

Best-selling Great War books c.1980–2015 

 

On 30 October 2006, Australian Prime Minister John Howard presided over the official 

book launch of Les Carlyon’s The Great War, describing it as ‘an epic work of Australian 

history’.1 The hardback edition, an impressive tome exceeding 800 pages, would go on 

to become the best-selling history book in Australia during the 2000s.2 Carlyon was not 

an academic historian but a former newspaper editor and award-winning journalist. 

Glowing book reviews of The Great War in Australian newspapers exulted in his ability 

to bring the trauma and suffering of Australian soldiers to life. One reviewer noted that 

‘Carlyon takes us on an emotional journey back to the Western Front that at times is 

almost unbearably poignant’.3 Another promised that ‘[r]eaders will mourn with Carlyon 

the deaths of hundreds of men to whom he has introduced us; genuinely mourn’.4 The 

Great War didn’t just evoke powerful emotions, it also stoked Australian nationalism. As 

the book launch concluded, Howard insisted that ‘[n]o Australian can read this book 

without feeling a sense of great respect and admiration for the fighting men of this 

country’.5 Since the 1990s, best-selling popular histories of the Great War and Anzac 

veterans have been exemplified by books, like Carlyon’s, that celebrate Australian 

military achievement while simultaneously depicting Anzac veterans as victims of 

trauma. This trope has not just been pervasive within the Australian book trade since 

the 1980s, but profitable, achieving extraordinary commercial success. 

From the 1990s, the Australian book trade embarked on an aggressive quest for 

the Anzac dollar and sales of books categorised as ‘Australian military history’ 

underwent a period of stratospheric growth. The dynamic non-fiction genre, which 
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incorporated a broad range of historical storytelling including memoirs, biographies and 

narrative histories, represented a lucrative opportunity. During 2003–2004 alone 

Australians bought 130 million books, generating revenues of  $1.41 billion dollars and 

Australian military histories were prominent within non-fiction bestseller lists.6 Six of 

the top-ten best-selling history books sold between 2002–2012 explored aspects of the 

Anzac tradition.7 This chapter will trace the origins of a new war book boom, explain 

why book sales began to rise rapidly from the 1990s, and map out the kinds of books 

that proved the most popular with Australian consumers and why — identifying the 

predominant tropes, themes and forms, and highlighting the ways in which they 

conform to the logic of a globalised publishing industry. In doing so, it will explain how 

and why stories of trauma and suffering have come to represent lucrative cultural 

commodities in the western world. 

 

Origins of a new war book boom c.1970–1990 

If consumer culture has acted as a barometer of interest in the Gallipoli Campaign and 

Anzac legend then the publishing industry has been its most finely tuned instrument. 

The signs of the Anzac resurgence were visible within the Australian book trade before 

anywhere else. In the 1970s, after languishing as a topic of academic and popular history 

for sixty years, Australian publishers began to reprint a slew of books about the Great 

War, including C.E.W Bean’s Anzac Book (1975) and Official History of Australia in the 

War of 1914–18, Vol 1–12  (1981), and C.J. Dennis’s Ginger Mick (1980).8 Great War 

veterans were also more willing to commit their wartime experiences to paper. 

According to Bart Ziino, the first wave of diggers’ memoirs can be traced to the 1960s 

and 1970s when ‘individual experiences of the war took a public stage again, as aging 

veterans began to reflect on their lives’.9 The 1981 memoir of Great War private Albert 

Facey, A Fortunate Life, in which he described his experiences during the Gallipoli 
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Campaign, became a national classic and went on to sell 800,000 copies over the next 

25 years.10 In recognising a potential market for war books, the Australian book trade 

became one of the first industries to respond to increased public and scholarly interest 

in the Gallipoli Campaign. 

At the same time, storytelling about war underwent a revolution within 

Australian universities where social historians applied new historical methods to shed 

light on the experiences of ordinary diggers, and began to tell their stories. They poured 

over letters and diaries written by soldiers, reviewed statistical data, and conducted oral 

history interviews with living veterans. Pioneering works in this field included Bill 

Gammage’s The Broken Years: Australian Soldiers in the Great War (1974) and Patsy Adam-

Smith’s The ANZACs (1978).11 Up until this time, military histories and biographies had 

tended to focus on leadership, strategy and tactics, rather than the thoughts and 

experiences of the troops themselves. Nevertheless, as discussed in Chapter Two, the 

Australian digger had always taken centrality within best-selling war books in Australia. 

Perhaps the real difference then, was that these new interpretations did not portray the 

diggers as heroic warriors but as victims of trauma.12 By 1981, The Broken Years had sold 

17,000 copies and The ANZACs had sold 45,000 copies.13  Gammage and Adam-Smith 

had published their research at the cusp of societal changes that would bring Australian 

military history to new prominence.  

The 1980s saw a boom in books that explored Australian history in a general 

sense, propelled by significant investment into the arts and universities during the 

1970s, growing cultural confidence, and interest generated during the lead up to the 

1988 bicentennial of British settlement in Australia. According to The Australian Book 

Scene, an annual overview of the national book market compiled by Australian Bookseller 

and Publisher magazine, ‘history’ was the second only to ‘fiction’ as the most popular 
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category of book published in Australia during 1981.14 By 1983, historian Ged Martin 

had noted an ‘explosion in Australian historical publication’.15 An investigation of 

monthly best-seller lists in Australian Bookseller and Publisher during the 1980s reveals an 

incredible variety of Australian histories targeted at public audiences, with popular 

topics including the British invasion and colonisation of Australia, convicts, exploration, 

and bushrangers. In 1984 there were 213 new history titles listed in Australia; a 34 per 

cent increase from the previous year.16 In 1985, the number of new titles increased by a 

further 29 per cent.17 The lead up to Bicentenary celebrations in 1988 saw titles about 

Australian history become a significant priority within the domestic book trade. The 

front cover of the 1988–89 edition of The Australian Book Scene featured historian 

Manning Clark and promoted his History of Australia: Volume 6.18 However, Australian 

military histories did not dominate book charts, nor show any significant sales lift within 

bestseller lists during Anzac Day, Father’s Day, Armistice Day or Christmas. The Anzac 

book boom had not yet begun. 

While innovative new books about the Great War such as The Broken Years and 

The ANZACs did not achieve the colossal sales of contemporary blockbusters, their 

impact resounded during the 1980s as foundational texts for popular films and 

documentaries that brought the sights, sounds and emotions of the Great War to life for 

a new generation. The Whitlam government (1972–75) had invested heavily in the 

Australian arts sector; challenging writers, filmmakers, musicians and artists ‘[t]o help 

establish and express an Australian identity through the arts and to promote an 

awareness of Australian culture abroad’.19 The Australian experience of war was a 

prominent topic within the ‘new wave’ film movement, which was spurred by generous 

tax incentives for filmmakers and included Breaker Morant (1980), Peter Weir’s 

blockbuster Gallipoli (1981) and The Lighthorsemen (1987).20  Weir cited The Broken Years 
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as a key text when writing and directing Gallipoli, and hired Bill Gammage to work on 

set as a historical consultant.21 Evocative portrayals of the nation at war stoked 

Australian imaginations and stimulated interest in the Anzac tradition. Television 

networks responded to increasing public interest with mini-series and documentaries 

such as 1915 (1982), The Anzacs (1985), A Fortunate Life (1987), and The Fatal Shore 

(1988). During the 1980s, it was Australian filmmakers and documentary makers, rather 

than authors and publishers, who were better poised to create the kind of emotive 

representations of the Great War that Australian consumers craved.  

The re-imagining of the Great War and Anzac veterans in Australian popular 

culture was profoundly informed by new insights into the psychological impact of war 

and trauma on individuals, exemplified by the official recognition of Post Traumatic 

Stress Disorder (PTSD) in 1981. The Holocaust took particular centrality to the memory 

boom, with academic and popular accounts of the event characterised by an emphasis 

on psychic trauma and personal testimony ushering in the ‘era of the witness’.22 As J. K. 

Olick and C. Demetriou have argued ‘[t]rauma… is not only an unfortunate by-product 

of modernity, but a central feature of it’.23 According to Olick et.al the Holocaust was 

‘[n]ot the first time that an event has promoted wide spread representations’, but ‘the 

first time that the victims were placed at the centre of these representations’.24 

 Academic interest in the memory boom exploded from the 1990s, as scholars 

strove to understand how the traumatic events of the twentieth century were 

remembered by individuals and groups, mediated within popular culture, and 

commemorated by subsequent generations who did not experience the events 

themselves. Several scholars, including Marianne Hirsch and Alison Landsburg have 

investigated the centrality of trauma to popular narratives of the Holocaust.25 Anne 
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Rothe has examined this phenomenon in a more general sense, mapping out the 

growing popularity of narratives of pain and suffering within mass media and culture in 

the United States, describing the genre as  ‘popular trauma culture’.26 Roth outlined a 

‘genealogy’ of American popular trauma culture, tracing its origins to discourses 

surrounding the Holocaust, and arguing the genre facilitated ‘the transformation of the 

pain of others into best-selling mass media commodities’.27  

New understandings of trauma did not challenge the rising prevalence of the 

Great War in the Australian national imagination, but facilitated its resurgence. In an 

Australian context, Christina Twomey has argued that ‘[t]rauma attracted an audience 

back to Anzac’.28 According to Twomey, ‘the traumatising effects of war, and sympathy 

for its victims, have become a central trope in the post-1980s incarnation of Anzac’, 

making a significant, yet under researched, contribution to the Anzac resurgence.29  In 

her recent study of the Great War in the Australian popular imagination, Carolyn 

Holbrook traced cultural representations of the Great War in Australia across a range of 

fields, including books, family history and politics. While recognising that 

‘contemporary Australian war memory’ represents an ‘amalgamation of nationalist 

sentiment and trauma psychology’, Holbrook’s analysis focused on the centrality of the 

ideology of nationalism to remembrance of the Great War.30 The appeal of nationalist 

sentiment goes some way to explaining the popularity of books about Australian military 

history since the 1980s. Since this time, aspirational meanings associated with 

Australian national identity have attained powerful social currency, especially during the 

2000s with the rise of populist nationalism associated with the conservative politics of 

Prime Minister John Howard’s Liberal Coalition government. However, nationalism 

does not entirely explain the resurgence of the Anzac tradition since the 1980s.  Neither 
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does it account for the extraordinary proliferation and profitability of these 

representations.   

The powerful synthesis of trauma and nationalism is apparent in the ways in 

which reading about the Gallipoli Campaign and Anzac veterans is portrayed as a 

moralising activity. In re-living the trauma and suffering of the Anzacs, and lauding the 

aspirational ‘Anzac Spirit’ displayed throughout their ordeal, one is inspired to become 

a model Australian. A reviewer of Carlyon’s The Great War in Brisbane’s Courier Mail 

insisted that ‘[e]xcerpts of it, and his previous critically acclaimed Gallipoli should be 

read in Australia's schools’.31 Instilling school students with national pride is not a new 

phenomenon but the consumption of trauma and suffering as a ‘therapeutic’ activity 

certainly is. We can identify parallels here with the ways in which the Holocaust is 

remembered in an American context. According to Peter Novick, ‘it is accepted as a 

matter of faith, beyond any discussion, that the mere act of walking through a Holocaust 

museum or viewing a Holocaust movie is going to be morally therapeutic’ and hence 

that ‘multiplying such encounters will make one a better person’.32 Novick argued that, 

in fact, the opposite may be the case since the ‘warm glow of virtue’ that visitors feel 

upon identifying with victims of trauma obscures ‘more important lessons of how easily 

we become victimisers’.33  

Is the Anzac industry more interested in making Australians feel, than making 

them think? Despite the increasing urgency with which Australians have sought to 

remember the wartime past, several historians have expressed concern that the desire to 

re-live trauma and suffering has had a negative impact on historical understanding. Joy 

Damousi has warned that popular histories of the Great War that fail to critique and 

contextualise individual testimony result in Anzac becoming a ‘generic and universalist 

story of celebrating the triumph of the human spirit against impossible odds… the 

inspiring story of the power of courage, endurance, mateship and heroism’.34 

Consequently, ‘The public memory of this event, and the sense of the past that is 

derived from Anzac, is… based less on the specificities of historical understanding than 

on a generalised experience of pain and suffering’.35 As Twomey has argued, the 
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‘subsequent perception of the meaning of sacrifice and suffering is perhaps more 

precarious and superficial than ever before’.36 In an American context, Roth has 

described the genre of popular trauma culture as ‘politically anesthetizing’ because 

representations ‘remove… experiences of victimisation and suffering from their socio-

political context by reducing them to their smallest common denominator of a body in 

pain’.37 She argues that consumers are free to enjoy these kind of representations 

without any compulsion to ‘engage politically in the present’, as they ‘do not seek to end 

the suffering they represent as spectacle, but rather to serve to reinforce the status quo’.38 

Nevertheless, the concerns of historians have rarely resonated within the global book 

trade, a competitive commercial industry driven by logics of its own. 

 

The rise of the Anzac blockbuster c.1990–2015 

From the 1990s, and especially during the 2000s, Australian military history undertook 

rapid expansion as a category within the Australian book trade.  As we have seen, writers 

and publishers had started to respond to an increasing interest in Australian military 

history from the mid-1970s. How then, can we account for a sudden upsurge in interest 

from the 1990s? As Twomey has insisted, it is ‘necessary to consider the broader cultural 

origins, beyond the domestic domain, of the transformation of attitudes to Anzac’.39 In 

the 1980s, the publishing industry began a process of globalisation that served to 

transform the logics through which books were published, marketed and sold; creating 

the conditions for a new Anzac book boom, while also tightly constraining the kinds of 

military histories that were published and promoted. During this time, the Australian 

book trade came to be increasingly dominated by British and American publishers, 

under the guise of large transnational corporations operating as Australian companies.40 

The vast majority of popular Australian military histories are published as imprints by 

one of the ‘big five’ global publishing houses: Hachette, Harper Collins, Macmillan, 

Simon & Schuster and Penguin Random House.41 Globalisation consolidated the 
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competitive advantage possessed by these transnational publishers who benefited from 

strong marketing clout and extensive distribution networks. 

In his detailed investigation of the logics and strategies driving the global 

publishing industry from the late twentieth-century, John Thompson argued that 

globalisation presented publishers with a ‘growth conundrum’.42 As large transnational 

publishing houses absorbed the catalogues of smaller rivals, centralised sales teams 

found themselves managing a larger range of book titles. With sales forces simply too 

stretched to take on new titles, publishers could no longer advocate growth strategies 

based on increasing the number of books published each year.  Traditionally, publishers 

launched new books during two ‘selling cycles’ each year but, in order for existing sales 

teams to manage a larger catalogue of books, the number of selling cycles began to 

increase to three or more. In order to maximise profits, publishers increasingly 

employed a system of ‘title prioritisation’, where the bulk of their marketing resources 

was directed towards a small number of lucrative titles.43 This strategy was based on the 

logic that it was better to publish fewer books, but sell more of them, than to publish a 

large number of books. The profits from these blockbusters, deemed ‘Big Books’, 

placated shareholders and subsidised a ‘mid-list’ of emerging authors.  

According to Thompson, the quest for ‘Big Books’ became a major 

preoccupation of the publishing industry from the 1990s.44 Publishers began to devote 

extensive resources toward promotion and publicity of titles deemed as ‘Big Books’ in 

order to generate hype prior to release. Thompson describes this phenomenon as the 

creation of ‘a web of collective belief’, noting that these expectations often (but not 

always) represented a self-fulfilling prophecy.45 In a series of interviews with executives 

based at ‘the big six’ transnational publishing houses (undertaken prior to the 2013 

merger of The Penguin Group and Random House), Thompson revealed insights into 

how executives predicted ‘Big Books’ based on limited information available. When 

presented with a new book from a new author a publisher might ask for a list of ‘comps’ 

or ‘comparative’ books that had demonstrated success in the marketplace.46 Titles that 

enjoyed unexpected sales success, described as ‘Black Swans’, were quickly imitated. 
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Publishers also considered the ‘track record’ of the author, as books written by those 

who had already built an audience presented a lower risk. 47 Finally, publishers assessed 

the extent to which the author had a strong public platform from which to promote the 

book. This commercial environment was beneficial for established authors who 

increasingly became ‘brands’ in their own right. It was also advantageous for writers who 

sought to emulate successful titles, or those who could ensure their book would generate 

copious amounts of publicity. However, it became even more difficult for new writers, 

writing new kinds of books, to break into the publishing industry.  

New books about the Gallipoli Campaign and Anzac veterans were heavily 

influenced by wider trends within a globalised publishing marketplace that sent sales of 

narrative history soaring throughout the western world. In his pioneering study of 

history in consumer culture, Jerome DeGroot claimed that ‘nearly all historical 

product… underwent a market transformation during the 1990s which resulted in huge 

sales figures and a complexity of genre’.48 DeGroot argued that the rapid expansion of 

narrative history in the publishing industry was propelled by the success of books such as 

Dava Sobel’s surprise 1995 blockbuster, Longitude: The True Story of a Lone Genius Who 

Solved the Greatest Scientific Problem of His Time, and Antony Beevor’s Stalingrad, published 

in 1998.49 New narrative histories were well-written and engaging, but prone to 

hyperbole and over-simplification, with many promising tantalising insights into 

‘forgotten’ or ‘hidden’ histories.  At the same time, a new genre exploded onto the 

publishing landscape, which tapped directly into a market for stories about pain, 

suffering and resilience. The publication of Frank McCourt’s Pulizer Prize winning 

memoir, Angela’s Ashes, in 1996 is widely cited as launching a new genre of books 

described as ‘Misery Lit’.50 Within the context of the American publishing industry, 

Nancy K. Miller and Jason Tougaw have argued that  
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… In a culture of trauma, accounts of extreme situations sell books. Narratives of illness, sexual 

abuse, trauma, or death of loved ones have come to rival the classic heroic adventure as a test of 

limits that offers the reader the suspicious thrill of borrowed emotion.51 

 

The genre of ‘Misery Lit’, which combined life-writing with stories of trauma and human 

suffering, would grow to become ‘the largest growth sector in book publishing 

worldwide’ by 2011.52  

New Australian military histories did not just respond to a growing conflation 

between war and national identity in Australia, but to a growing understanding and 

fascination with the psychic trauma suffered by veterans — resulting in a synthesis of the 

celebratory national Anzac narrative with popular trauma culture.  These new popular 

histories appealed to a broad audience and the category of ‘Australian military history’ 

expanded from niche to mass-market. Five years before Les Carlyon’s The Great War was 

published, he had experienced astonishing success with another Great War history that 

tapped directly into the growing desire for engaging narrative histories and popular 

trauma culture. Gallipoli was published by Pan Macmillan in August 2001, just weeks 

before the Al-Qaida assault on the twin towers, and sold 60,000 copies during the four 

months leading up to Christmas, a key sales period for publishers.53 A glowing book 

review in the Herald Sun (later quoted on the back cover of reprints of the book) 

recognised grief and trauma as central to the book’s success, proclaiming that ‘Les 

Carlyon’s… new book on this emotional subject is a deeply felt, compassionate work’.54 

In the final chapter, ‘A Terrible Beauty’, Carlyon noted that ‘[t]ragedies have more layers 

than epics and Gallipoli has somehow become bigger than the sum of its facts’, 

describing the campaign as representing ‘all that is fine and all that is foolish in the 

human condition’.55 The potent fusion of individual trauma and national redemption 

resonated deeply with Australian consumers. The paperback edition was released in time 

for Anzac Day 2002 to ensure maximum publicity for the launch, and went on to 
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become one of Pan Macmillan’s core backlist titles, with sales exceeding 100,000 copies 

by 2014.56 Australian publishers and writers would rush to emulate Carlyon’s success. 

Just as sales of books about the Gallipoli Campaign and Anzac veterans began to 

rise, the book trade developed the perfect tool to truly understand the genre’s 

commercial potential. As the old adage goes: ‘if you can measure it, you can manage it’. 

In an industry based on this logic, it is difficult to understate the impact that the 

introduction of publicly available, accurate sales data in the 2000s had on the kinds of 

military histories published and marketed by the Australian book trade. Prior to 2002, 

trade magazines and newspapers compiled best-seller lists based on weekly surveys of 

selected Australian booksellers and total sales were estimated from the results. The only 

people privy to sales data that revealed how many copies a title had sold, were the book’s 

author and publisher. However, in 2002, Neilson Bookscan made this information 

available to anyone willing to pay for it. The corporation started collecting data in 

Australia in 2001 by capturing ISBN numbers of books sold by Australian booksellers. 

This kind of transparency had never been available before. Not only did data reveal 

accurate sales of blockbuster books, it also revealed total cumulative sales of books about 

Australian military history. Thus, the Anzac resurgence in the Australian book trade 

occurred at the precise time during which publishers could measure it, and thereby 

exploit it more fully. 

By the mid-2000s, Anzac Day had become a major literary event. Increased 

public interest in the Anzac tradition, along with the decline of seasonal publishing, 

resulted in commemorative events and anniversaries becoming increasingly attractive 

opportunities to generate media coverage and publicity for new military histories. It took 

some time for publishers to develop an adequate range of books to take advantage of 

this opportunity. In 1999, Dymocks booksellers placed an advertisement in the Sydney 

Morning Herald which encouraged consumers to ‘Enjoy Anzac Day with an Australian 

book from Dymocks’.57 Their recommendations included an autobiography of a VC 

winner, a war diary and – bizarrely — a cookbook; perhaps an indication that their Anzac 

catalogue did not yet match the demands of Australian consumers. In 2001, Anthony 

Hill's Solider Boy featured in the top ten children’s books sold during April, with success 
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attributed to ‘strong publicity’ and ‘pre-Anzac Day sales’.58  The publishing industry 

obviously eyed Anzac Day as an opportunity but had not yet solidified the market, the 

same article noting that ‘[t]he next best selling Anzac Day themed book on the all titles 

list was Stoker’s Submarine, which ranked at 125’.59 However, as the decade drew on, 

Anzac Day and Remembrance Day were established as key sales periods for books about 

Gallipoli, and military histories as a whole, along with Christmas and Father’s Day. By 

the end of the decade, Anzac histories were being promoted all year round. When 

recalling her experiences working in radio during the mid-2000s, ABC broadcaster 

Genevieve Jacobs stated that ‘[w]hen I first started… we'd always have a bit of a rush of 

books being sent in for reviews around Anzac Day. Now there's an absolute flood that 

takes place all year long’.60  

Australian publishers seeking the next ‘Big Book’ attempted to replicate the 

success of previous Anzac blockbusters. In 2007, a full-colour double page advertisement 

appeared in Australian Bookseller and Publisher to promote Patrick Lindsay’s upcoming 

book, Fromelles: The Search for Our Missing Diggers in France. The advertisement, which 

was intended to generate excitement within the book trade about the upcoming release, 

provides insights into the logics driving the publishing industry and the appetites of 

Australian consumers. The literary genres of narrative history and popular trauma 

culture resonated strongly throughout the advertisement, which described Fromelles as 

‘an enthralling mix of detective story and passionate historical retelling’.61 Themes of 

trauma and suffering were further brought to the fore with quote from Les Carlyon 

stating ‘Fromelles may be the most tragic battlefield in Australia’s history’.62 This was 

not an endorsement for the book but, rather curiously, a direct quote from Carlyon’s 

bestseller The Great War, which had been published to great acclaim the previous year. 

Promotional material insisted that the ‘largely unknown story’ had ‘huge potential 

across sales channels’, stating that Lindsay was ‘set to take the title of blockbuster history 

author from Peter Fitzsimons’, whose narrative histories of the Second World War, 

including Nancy Wake: A Biography of Our Greatest War Heroine (2001), Kokoda (2004), 
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and Tobruk (2006), had sold hundreds of thousands of copies.63 Like Les Carlyon’s The 

Great War, Lindsay’s Fromelles had a November release date to take advantage of 

promotional opportunities during the lead up to Remembrance Day, set the book up 

strongly for Christmas sales, and to allow publishers to get the cheaper paperback 

version out in time for Anzac Day the next year.  

Australian publishers have marketed Anzac books in increasingly innovative ways 

in order to fuel interest in Australian military history and attract new audiences to the 

genre. As a result, the appeal of new titles extended far beyond a traditional audience of 

white, male, middle-aged military history enthusiasts. In 2003, Penguin Books released 

An Anzac's Story, the autobiography of Gallipoli veteran Roy Kyle, which was edited and 

introduced by Bryce Courtenay, whose non-fiction books, including The Power of One 

(1989), had sold millions of copies worldwide.64 An endorsement from the undisputed 

king of Australian fiction sent sales soaring.  An Anzac's Story sold an astounding 80,000 

copies in twelve months.65 Later on, marketers would feel less of a need to convince 

Australians of the value of these kinds of memoirs. Their worth would become 

increasingly self-evident. Indeed, authors such as Les Carlyon and Peter Fitzsimons soon 

became ‘brands’ in their own right. Before the 1990s this kind of loyalty and awareness 

had been more common for fiction authors than non-fiction. 

Book launches were timed to exploit publicity associated with commemorative 

events, and marketing campaigns promoted reading about Anzac as an act of 

remembrance. Indeed, the  Department of Veteran’s Affairs, the Australian Army 

History Unit of the Department of Defence, the Returned and Services League (RSL) 

and the Australian War memorial frequently promoted or subsidised books.66 Marilyn 

Lake has claimed that ‘[i]n this ever growing industry, war commemoration and writing 

history have become conflated’.67 Indeed, the boundaries between commemoration and 

commerce became increasingly blurred. At 11am on Remembrance Day 2012, a time 

generally associated with one-minute of silence, the Random House social media team 

tweeted: 
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In honour of our fallen heroes we’re giving away a selection of war books. RT & follow us to 

enter! #LestWeForget. 68  

 

While reading war books was considered a commemorative activity, selling them was 

definitely not. The public outcry that followed led their marketing and publicity director 

to submit a public apology, stating ‘[w]e are proud to publish, both in fiction and non-

fiction, some truly great books telling the stories of our war heroes, but recognise that 

this was not conveyed in our tweet’.69  

If reading about Anzac veterans is now a commemorative activity then it is one 

that occurs all year round. The continual flagging of Anzac remembrance within the 

Australian book trade brings to mind Michael Billig’s concept of ‘banal nationalism’. As 

Billig has theorised, ‘everyday’ representations of the nation operate to construct and 

maintain a powerful sense of identity and belonging. These actions may be banal but 

they are certainly not benign.70 Consumers didn’t need to actually read best-selling 

Anzac histories to benefit from the social currency they provided. Simply purchasing a 

book and displaying it in one’s home represented a signifier of taste that confirmed 

support of the aspirational national mythology. Indeed, this may go some way to 

accounting for the enormous pre-Christmas sales of the 800-page hardcover version of 

Carlyon’s The Great War in 2006. 

Australian publishers realised that Anzac and Gallipoli represented lucrative 

‘brands’ in their own right. In 2012, Mark McKenna noted that ‘[i]n the past decade 

alone, more than 150 books have been published bearing the words “Anzac” or 

“Gallipoli” in their titles’ and claimed that ‘[i]f other military histories, government 

publications and community and self-published titles are included, the figure easily 

climbs to several hundred’.71 Harvey Broadbent related a similar anecdote in regards to 

the choice of a title for his 2005 book Gallipoli: The Fatal Shore. He stated that ‘I wanted 

to use a title that was pithy and would relate to the multinational perspective I had 

attempted to bring to the book’ but admitted that ‘[m]y publisher, pointed out that to 
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maximize shelf sales the title needed to have the word ‘Gallipoli’ prominently in the 

title, preferably the first word, which would be larger than any other words’. 72 Publishers 

became increasingly opportunistic in the quest for profits. In 2010 publisher Allen & 

Unwin published The Gallipoli Letter, a damning 1915 critique of the campaign written 

by Great War correspondent, Keith Murdoch, for Australian Prime Minister, Andrew 

Fisher. In doing so, the publishing house achieved the admirable feat of adapting a 

publicly available twenty-five-page letter into an attractive hardback book of over 100 

pages.73 

The bourgeoning Anzac book trade did not stand alone but fed into other 

booming Anzac industries. In 2005, Sydney’s Sun Herald newspaper included a glossy 

Gallipoli lift-out to commemorate the ninetieth anniversary of the landing with most 

content derived from excerpts from newly released popular history books.74 

Advertisements spruiking commemorative coins, military antiques, akubra hats, pubs 

and RSL clubs were featured on the bottom of each page and in a double-page spread 

across the back pages.  This mutually beneficial arrangement served the purpose of 

providing free or low cost copy to the newspapers while also promoting the books 

during a period of heightened interest. The fortunes of Australian authors and 

publishers were also buoyed by the Gallipoli tourism industry, which expanded rapidly 

during the 2000s. In 2005, a delegation of AFL players, including former champion Ron 

Barassi Jr., attended ninetieth anniversary commemorations at Anzac Cove. Barassi 

admitted ‘[w]e were all reading Gallipoli histories on the plane’.75 

 

How to write an Anzac blockbuster 

Having outlined the logics that have driven the Australian publishing industry since the 

Anzac resurgence, I shall now look more closely at the products that the industry has 

produced. If books about the Great War and Anzac veterans have become increasingly 

popular, what kinds of histories have been most successful and how can we explain their 

popularity?  Book publishers have described the category of ‘Australian military history’ 
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as a ‘hyperactive field’ so a focused methodology is essential.76 Since it would be 

impossible to survey the vast range of books within this category in any meaningful or 

useful way within a single chapter, I shall examine a range of best-selling histories of the 

Gallipoli Campaign and Anzac veterans published between 2002–2012 to identify 

predominant tropes, themes and forms.77 

As discussed in the introduction to this chapter, the best-selling history book 

sold in Australia between 2002–2012, Les Carlyon’s The Great War, conveyed the 

trauma and suffering of Australian soldiers in vivid detail, while also expressing 

nationalistic sentiment. In fact, the book was sanctioned by the state at the highest level. 

The Great War was launched at Parliament House in Canberra by Australian Prime 

Minister, John Howard, and was the joint winner of the inaugural Prime Minister's Prize 

for History in 2007.78 The emotion Carlyon evoked throughout the pages of The Great 

War was palpable. The prose did not fail to move Prime Minister John Howard who 

remarked at the book launch that ‘it is still possible to feel anger when reading the 

graphic accounts of the pitiless slaughter in so many of the battles’79 describing it as ‘a 

great anti-war work’.80 Yet, in Howard’s eyes, the book did not problematise Australia’s 

entry into the war but vindicated it. Of the Great War itself, Howard insisted: ‘[w]e 

supported it, we believed it was justified and on any objective test it was justified in 

Australia's interests’.81 The observation alluded more starkly to the present than the past. 

As Howard delivered his speech, Australians were fighting in overseas wars once again, 

with servicemen and women deployed in Afghanistan and Iraq.  

It is not my intention to explore ways in which politicians have evoked the Anzac 

Legend to support domestic and international policy ambitions within this chapter.82 
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However, I am interested in how a book that so deeply and eloquently expressed the 

tragedy and futility of war could be so easily evoked in the context of contemporary (and 

controversial) Australian military deployments.  How is it that celebratory national 

stories and those of individual trauma have come to sit so comfortably alongside each 

other?  The concept of popular trauma culture goes some way in explaining this 

phenomenon. As Anne Roth has claimed, these cultural products are concerned with 

the plight of individuals rather than larger systems of control and power. They 

encourage us to identify with the victims of war, rather than those who sent them to 

fight. As a result the genre tends to placate readers, rather than provoke them. This 

generalisation can be extended to Australian popular history as a whole, which Ann 

Curthoys’ has noted rarely examines ‘larger scale political institutions, social structures 

or economic forces’.83 

Memoirs and biographies that explore the impact of war on individuals make up 

a significant proportion of best-selling books about Anzac veterans and the Great War.84 

Several memoirs were written during the Great War and interwar period but not 

published until the 2000s, including H.G. Hartnett’s, Over the Top: A Digger's Story of the 

Western Front85 (2009) and E.P Lynch’s Somme Mud: The War Experiences of an Infantryman 

in France 1916–1919 (2006). 86 The editor of Somme Mud, Will Davies, insisted in the 

prologue that ‘the turn of phrase, the language and, in today’s terms, some very 

politically incorrect words and racial descriptions are unaltered’. 87 However, both 

manuscripts were heavily edited for a contemporary Australian audience. Somme Mud 

was marketed as an Australian answer to All Quiet on the Western Front.88 A book reviewer 

in the Sydney Morning Herald stated that  
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Lynch takes you on a journey to a nightmare world where feet rot in sodden boots, where there 

are chronic infestations of body lice, where there is weariness so great it is possible to fall asleep 

in heavy snow.89  

 

Other popular memoirs, such as Roy Kyle’s An Anzac’s Story, were written by veterans 

towards the end of their lives. Roy was described as ‘fiercely patriotic’ in the book’s 

marketing material and, as previously stated, his memoir was championed by one of 

Australia’s best-selling fiction authors, Bryce Courtenay.  

Best-selling biographies during the 2000s were most often written in the style of 

‘creative-non-fiction’ where imagined conversations and emotions were evoked to create 

a narrative that read more like a fictional novel than a history book. So engaging were 

these new histories that many Australian publishers began to speculate that Australian 

readers had begun to turn away from fiction books altogether, and exhibit increasing 

preferences for non-fiction.90 The popularity of this style of history was heavily 

influenced by the extraordinary success of Peter Fitzsimons, Australia’s best-selling non-

fiction writer of the 2000s. Fitzsimons’ first book on the Gallipoli Campaign, published 

during the lead up to the Anzac Centenary in 2014, was titled Gallipoli, despite a raft of 

competing titles with the same name, including Carlyon’s 2001 best-seller.91 So powerful 

was Fitzsimons’ brand, the most important name on the book was his own. When 

talking about the book at a public event prior to its release he noted the abundance of 

Gallipoli histories in the marketplace but countered, ‘Guess what? I haven’t written 

one!’.92 Best-selling authors, like FitzSimons, know that in order to engage their audience 

they need to create an emotional connection with them. Fitzsimons has stated that he 

aspires to take ‘established points of historical fact and then joint the dots, before taking 

out my colouring in pencils and fleshing this into a story that hopefully reads at least a 

little like a novel’.93  

While writers of popular histories often aspire to create the emotional 

connection that is at the core of engaging narratives, this ambition does not always sit 
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comfortably with academic historians. As Michelle Arrow has argued, ‘the sense of 

emotional connection popular histories aim to evoke — the idea that the viewer can 

know what those in the past thought and felt — runs counter to most historians’ notions 

of historical understanding’.94  

Several of the most popular Anzac histories, including Michael Lawriwsky’s 2007 

Hard Jacka: The Story of a Gallipoli Legend, have employed the style of creative non-fiction 

to great effect.95 Hard Jacka described the wartime experiences of Albert Jacka, a veteran 

of Gallipoli and the Western Front who was the first Australian to be awarded a 

Victoria Cross during the Great War. Building on this success, Lawriwsky’s 2010 sequel 

Return of the Gallipoli Legend: Jacka VC was also a commercial success.96 The book 

explored his post-war life as an activist and politician before his death in 1932, including 

his battle to recover from the trauma of his wartime experiences. Other popular histories 

have implied a direct continuation of wartime trauma in the present. In his 2008 book, 

Fromelles, Patrick Lindsay described the Great War battlefield as ‘a land sown with 

suffering and sacrifice’. Despite the fact that the battlefield had ‘long been restored to 

farmlands’ with bomb craters ‘ploughed over’ and buildings ‘rebuilt’, Lindsay insisted 

that ‘memories and the spirits linger here’.97  

Titles aimed at popular audiences which promised to expose ‘hidden’, ‘forgotten’ 

or ‘untold’ Anzac histories rarely revealed anything new. This well-worn trope did not 

dominate marketing campaigns because the new books were different, but because they 

were so similar. Sensational descriptions were employed by publishers to differentiate 

books from other titles in the marketplace and generate publicity. As Thompson has 

argued, successful publishers are ‘market makers’ that operate ‘in a world where it is 

attention, not content, that is scarce’.98 Historian Peter Stanley has recognised that ‘[t]he 

stuff that sells repeatedly reworks old veins, celebrating and valorising traditional 

Australian qualities of mateship and endurance, but it's nostalgic, not inquisitive’.99 

Authors that aspire to celebrate Australian history rarely produce historical narratives 
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that challenge the predominant understanding of the Gallipoli Campaign or the role 

that Australian soldiers played within it. Rather, they confirm what Australians already 

know. Few of the books marketed this way actually challenge the core assumptions of 

the Anzac legend: the belief that the Australian volunteers represented a unique set of 

national characteristics and that their sacrifice affirmed Australian nationhood.  

The initial reluctance of academic historians to write popular histories of the 

Gallipoli Campaign and Anzac veterans contributed to the domination of the category 

by non-academic historians. Joan Beaumont has noted that military histories are often 

written by ‘freelance historians and the amateur historian, often a veteran’ and that, as a 

result, ‘the more crudely celebratory histories of Australians at war dominate popular 

understandings’.100 Indeed not being a historian is often seen as a distinct advantage to 

writing popular histories. Ann Curthoys has recognised that popular Australian history 

books are often positioned by publishers as ‘unlike’ history.101 Indeed, Lindsay’s Fromelles 

was described in marketing material as ‘part detective story, part mystery’, with a book 

cover design that looked a lot more like a novel than a traditional history book.  In a 

2011 interview Peter Fitzsimons insisted: 

 

I am not a historian. I am not pretending to be a historian.  

I am a storian, trying to tell a story.102  

 

Perhaps the most striking feature of the top twenty books about Anzac veterans 

and the Great War is the absence of female writers. Data from Neilson Bookscan reveals 

that sales of books about Anzac veterans and the Great War during the 2000s have been 

dominated by a small group of non-academic, male historians. The Anzac resurgence has 

not been driven solely by men, nor is the genre of Australian military history confined to 

male consumers. Jay Winter has argued that, due to the rise of genealogy as a popular 

pastime, ‘[w]omen are now at the heart of acts of remembrance’, noting  

 

!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!
100 Joan Beaumont, ‘ANZAC Day to VP Day: Arguments and Interpretations’, Journal of the Australian War 
Memorial, vol. 40, Feb 2007, http://www.awm.gov.au/journal/j40/beaumont, (accessed 11 July 2014). 
101 Ann Curthoys, ‘Crossing Over: Academic and Popular History’, Australasian Journal of Popular History, 
vol. 1, no. 1, 2012, p. 11. 
102 Steve Meacham, ‘Peter FitzSimons’, The Sydney Morning Herald, 5 March 2011, p. 30. 



! 124!

[w]ar brings family history and world history together in long lasting and frequently devastating 

ways. This is why women as well as men now construct the story, disseminate it, and consume 

it.103  

 

There is little doubt that best-selling Anzac memoirs have attracted women to the genre. 

Mother’s Day does not attract the same kind of sales uplift for military histories as 

Father’s Day, perhaps due to the number of alternative types of gendered gifts for 

women. Nevertheless, the success of Australian publishers in tapping into related literary 

genres, such as biography, narrative history and ‘misery lit’, has revitalised the category 

of ‘Australian military history’, resulting in new kinds of books that appealed to a 

lucrative crossover audience. Book covers are commonly designed to look more like 

novels, than history books, featuring evocative close-up images of the diggers faces, 

historic photographs, sweeping landscapes, and icons such as the cross and 

remembrance poppy.   

Why do Australian women consume Anzac histories instead of writing them? 

While female writers are particularly under-represented within the category of Australian 

military history, it is important to note that the dominance of male authors extends to 

sales of popular history as a whole, and the wider literary world.104 During the Great 

War and interwar period, women were not only excluded from the battlefield but 

excluded from writing histories of war, which were dominated by personal accounts or 

detailed strategic and tactical tomes. However, since the mid-1970s, and especially from 

the 1990s, Australian female historians have been at the forefront of academic research 

exploring the impact of war on Australian communities and individuals.105 Nevertheless, 

few of these studies have managed to cross over into the public sphere as these critical 

approaches, which highlight complexities of class, gender and race, fail to embody the 

central logics driving popular trauma culture.    

Popular trauma culture also offers insights into a surprising contemporary 

manifestation of the Anzac Legend — its evocation within contemporary personal 
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development narratives.106 Books about the Gallipoli Campaign and Anzac veterans are 

often marketed as inspirational stories of survival and endurance in the face of adversity. 

Best-selling author, Patrick Lindsay, has written a series of books that celebrate the 

‘Anzac spirit’ exemplified by Australian veterans, imply a continuation of this ‘spirit’ in 

contemporary Australia, and promise access to it.107 While promoting The Spirit of the 

Digger: Then and Now in 2003, Lindsay insisted that the aspirational national 

characteristics of the digger transcended the war experience and manifest in 

contemporary civilian life, insisting ‘The Digger spirit comes out in adversity’.108 In 

addition to several military histories, Lindsay has written a number of motivational 

books including Now is the Time: 170 Ways to Seize the Moment and It’s Never Too Late: 

172 Simple Acts to Change Your Life.109 Noting the ‘tremendous growth in self-help 

publishing’ during the late twentieth century, Micki McGee has argued that western 

liberal democracies have developed ‘cultures of self�improvement’ where ‘values from 

the competitive world of the marketplace have been transplanted to the personal world 

of intimate life, and visa versa’.110 The modern quest to improve one’s inner life, more 

often than not, involves the purchase of goods.  

The Australian book trade does not discriminate in the quest for profits, and 

growing critique of the Anzac tradition has resulted in a brand new genre of ‘anti-Anzac’ 

books.  Several Australian historians have expressed concern over the dominance of 

celebratory and sentimental histories since the 1990s. However, from the late 2000’s 

mythmaking and critique increasingly began to coexist. The war book boom shows no 

sign of ending but there have been signs that the category is maturing. New military 

histories highlighted ambiguity, complexity and myth, with many written by academic 

historians for popular audiences. One of the first successful books to take a more critical 

stance was Harvey Broadbent’s Gallipoli: The Fatal Shore, which was published in 2005 to 
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critical and popular acclaim.111 Frustrated that so many titles focused on myth rather 

than history, Robin Prior published Gallipoli: The End of the Myth in 2009 in an attempt 

to encourage greater critical engagement with historical evidence.112 Peter Stanley 

published his challenge to the Anzac legend, Bad Characters: Sex, Crime, Mutiny, Murder 

and the Australian Imperial Force, in 2010.113 That same year, Marilyn Lake et al. attacked 

the increasing political and cultural dominance of Anzac in What's wrong with ANZAC?: 

The Militarisation of Australian History.114 Craig Stockings’ Zombie Myths of Australian 

Military History was also published in 2010, and followed two years later with Anzac’s 

Dirty Dozen: 12 Myths of Australian Military History.  Although Gallipoli histories are still 

dominated by sentimental nationalism, the size and segmentation of this marketplace 

into different kinds of audiences has resulted in new narratives that subvert hegemonic 

versions of history. Yet perhaps historians are feeling increasingly uneasy about the 

extent to which the attention devoted to the genre as a whole, including critiques, acts 

to validate the domination of military history within Australian political and cultural 

life. In 2014 Peter Stanley argued that 

  

[m]y feeling is that, as a group, Australian military historians — and I include myself in this 

critique — have become unthinkingly complicit in a trend which (I think) exaggerates the traces 

of war in Australia’s history.115 

 

Conclusion 

Over the past twenty years, the Australian publishing industry has aggressively worked to 

build a market for Australian military history. In doing so they have both responded to 

and stimulated consumer demand, making an under-researched but influential 

contribution to the Australian commemorative landscape. The demand for best-selling 

popular histories of the Great War has undoubtedly been driven by the resurgence of 

the Anzac Legend since the 1980s, but cannot be understood without looking at global 

trends that have impacted upon the Australian publishing industry. Growing demand 
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for books about the Australian experience of war must be viewed in the context of a 

memory boom in western liberal democracies characterised by an increasing cultural 

preoccupation with victimhood and trauma. The ability of authors and publishers to 

synthesise military history with popular trauma culture has been fundamental to the 

Anzac book boom, resulting in the audience for Australian military history expanding 

from niche to mass-market. 

The most commercially successful books about the Gallipoli Campaign and 

Anzac veterans published since the Anzac resurgence were powerfully informed by new 

understandings of psychological trauma. Best-selling books about Australians at war did 

not shy away from the trauma suffered by individuals during wartime. Indeed, many of 

the most popular titles explored the trials of the Anzacs in excruciating detail.  

Nevertheless, the vast majority of best-selling books were characterised by sentimental 

nationalism, evoking the suffering and trauma of Anzac veterans whilst simultaneously 

venerating the nation that sent them to war. The heroic Anzac warrior, so prominent in 

books during the wartime and interwar period was superseded by the Anzac victim and 

survivor. Writers and publishers embraced new literary forms, such as narrative non-

fiction and creative non-fiction, which allowed them to bring human emotion that 

Australian consumers craved to the forefront. Professional historians remained hesitant 

to deploy such techniques. Indeed, many warned that Australians were consuming 

emotion, rather than history. 
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Chapter Five. ‘Don’t risk your once in a lifetime Anzac 

experience’: The transformation of the Gallipoli Dawn Service 

c.1980–2015 

 

For over seventy-five years, the prospect of visiting Gallipoli did not appeal to the vast 

majority of Australians. In the years after the Great War the long journey was simply too 

expensive and time consuming for all but a wealthy few — mostly bereaved relatives and 

veterans. The deeply personal journeys occurred within a post-war society defined by loss 

and grief.1 However, as Joy Damousi has argued, it was also a society that encouraged 

‘restraint from emotion, rather than its expression’.2 A passenger who embarked on a 

pilgrimage to Gallipoli in 1926 with the St Barnabas Society, a British charitable 

organisation, praised the ‘heroic fortitude’ of pilgrims, who were mainly from Britain 

but also included Australians and New Zealanders. 3 According to the anonymous 

observer:   

 

If grief submitted to classification probably every sub division of sorrow was to be found amongst 

our passengers. Yet there was no outward sign of it. Nothing I have ever met with has impressed 

me more than the unselfish manner in which these people concealed their feelings…4  

 

Small Anzac Day services were regularly held at Gallipoli after the Great War, with 

proceedings led by veterans’ organisations rather than state authorities. As discussed in 

Chapter Three, the Great War battleground did not represent sufficient cultural and 

political capital to compel federal government involvement. However, the revival of the 

Anzac tradition from the 1980s saw the lonely peninsula transform into a bustling 

tourist mecca. While grief stricken interwar visitors to Gallipoli often frowned upon 
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public displays of emotion, a new generation of Australian tourists, for whom the war 

was imagined rather than a lived memory, felt that openly displaying emotion was not 

just aspirational, but a patriotic duty. 5  

The seventy-fifth anniversary of the Gallipoli landing in 1990 saw the 

transformation of the simple beach ceremony into a ten-million-dollar televised state-

sanctioned spectacular, ushering in a new era of mass-market tourism, and marking a 

turning point in Australian commemorative culture. Five thousand tourists, mostly 

young backpackers from Australia and New Zealand, and a raft of international 

dignitaries and politicians attended the event. A young female backpacker described the 

dawn service in TNT Magazine, a free publication that attracted a large readership of 

Australians and New Zealanders living and working in the United Kingdom, insisting 

that ‘[e]ven at 1am the atmosphere was electric as we waited in anticipation of the events 

to come’.6 The suffering and trauma experienced by Anzac veterans proved a central 

preoccupation of mass-market tourism to Gallipoli from the outset. Qantas Airlines flew 

special guests, including fifty-two Gallipoli veterans, aged between 93 and 104, to Turkey 

on Flight 1915 and the arrival of the elderly Anzacs made a strong impression on the 

young traveller who recalled: 

 

The first soldier to arrive turned back as he was overcome with emotion. After a few moments to 

compose himself he came back. Some managed to walk, some were in wheelchairs and some 

carried their oxygen bottles with them.7  

 

However, the ceremony was just as much about celebrating Australian national identity 

as it was an opportunity to remember the Anzacs. The writer described the service as ‘an 

atmosphere of sheer patriotism’, stating that ‘[t]he crowd cheered, some cried, we were 

carried away on a wave of euphoria for what they had done for us’.8 The emotion 

generated through the potent synthesis of nationalism and popular trauma culture was 

palpable. According to the writer, ‘[i]f you did not have a tear in your eye you should not 

have been there’.9 
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Rapidly growing numbers of tourists flocking to Gallipoli from the 1990s 

attracted the attention of historians who sought to understand what drew young 

Australians to this far-flung battlefield. In 2002, Bruce Scates surveyed two hundred 

Australian tourists at Gallipoli and the Western Front in an attempt to understand 

‘what pilgrimage means to those who have undertaken it’.10 Scates explored the 

motivations of two main groups of tourists — those tracing their family history and 

young backpackers. He found that tourists with a personal link to the past tended to be 

over fifty years of age, retired, and motivated by an interest in genealogy.11 In contrast, 

young backpackers, whose rising numbers and behaviour at Gallipoli Anzac Day services 

had faced increasing media scrutiny, proved harder to explain. While acknowledging 

that ‘one might think that such a journey had more to do with tourism and 

consumption than it does with pilgrimage or history’, Scates argued the experience 

transcended mere sightseeing and was highly meaningful for young Australians, 

facilitating a personal reckoning with the past. 12   

Historians Stuart Ward and Mark McKenna published a critique of Scates’ study 

in 2007 that argued his interpretation misconstrued the strong emotions felt by tourists 

at Gallipoli as historical understanding.13 They suggested that pilgrimages might have 

less to do with a personal connection to the past than with ‘the politics of nationalism’, 

observing that ‘few pilgrims pause to ask themselves whether their profound emotional 

investment in the Anzac legend is discovered on site or brought with them’.14 Ward and 

McKenna acknowledged the commodification of history at Gallipoli, yet failed to probe 

how this process had shaped practices of memory. However, tourism to Anzac 

battlegrounds and memorials has not just been shaped from communities or by the 

state, but by a thriving marketplace, which has proved endlessly responsive and 
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opportunistic. As Justine Digance has insisted, ‘Anzac Day commemorations need to be 

examined from the contextual base of tourism’.15 

Insights from scholars of tourism remind us that sites associated with Australian 

military history are simultaneously sites of commemoration and commerce.16 While 

recognising the centrality of national identity to Australian journeys to Gallipoli, 

researchers investigating the phenomenon through the lens of tourism tend to examine 

a broader range of travel motivations tha n historians. For example, Kenneth Hyde and 

Serhat Harman surveyed four hundred people who attended Anzac Day services at 

Gallipoli in 2009 and found that tourists who had travelled the longest distances 

displayed motives most similar to ‘secular pilgrims’, while young Australians based in 

Europe, for whom the journey represented a lower opportunity cost, prioritised novelty 

seeking and social motives, characteristics more closely aligned with leisure tourism.17 

Noga Collins-Kreiner has highlighted the convergence of the sacred and profane during 

modern pilgrimages to argue that tourist motivations are multiple and dynamic.18 

Moreover, the competitive tourism industry is characterised by the search for new 

experiences and leisure travel can have spiritual elements too. 

Bruce Scates has claimed that journeys to Gallipoli during the 1990s and early 

2000s represented ‘a “hunger for meaning”, a craving for ritual, a search for 

transcendence very much at odds with the materialism of our age’.19 There is no doubt 

that these journeys were deeply meaningful for many young Australians. However, the 

development of mass-market tourism to Gallipoli did not represent an escape from 
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consumer capitalism, but its fullest expression. In a recent study exploring American 

tourism to European battlefields of the Second World War, Sam Edwards highlighted 

the centrality of this paradox to the memory boom, arguing that ‘amid the widespread 

nostalgia of the 1980s, with many people searching for something “authentic”, the past 

was, nonetheless, increasingly mediated by the “artificial”’.20 The rise of history as a 

discretionary leisure activity during the twentieth century was inextricably tied to the 

development of a ‘consumer society’, which Peter Stearns has described as one that 

involves ‘large numbers of people staking a real portion of their personal identities and 

their quest for meaning — even their emotional satisfaction — on the search for and 

acquisition of goods’.21 Commercial tourism has been linked to personal growth, the 

search for origins, and a hunger for meaning.22 Indeed, Nelson Graburn has compared 

modern tourism to religious pilgrimages arguing that ‘the rewards of modern tourism 

are phrased in terms of values we hold up for worship: mental and physical health, social 

status, and diverse, exotic experiences’.23  

This chapter argues that tourism to the Dawn Service at Gallipoli has 

transformed from independent journeys, characterised by spontaneity and messiness, 

into a tightly controlled state-sanctioned spectacular. The first section outlines how and 

why Australian backpackers began to travel to Gallipoli between 1980–1989. Once 

having established this context, the second section charts the rapid commercial 

development of the Anzac Day Dawn Service at Gallipoli between 1990–2005 and the 

impact of this development on the form that commemoration has taken. The final 

section seeks to explain the decline of Anzac Day tourism from 2005–2015 and expand 

upon the logistical, political and discursive dilemmas faced by those who have sought to 

profit from the cultural capital the site represents. 

It is not my intention to examine the reasons why individual Australians visit 

Gallipoli to attend the Anzac Day Dawn Service, nor the myriad of ways in which they 
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interpret the site’s history. Rather, I am interested in how attempts by organisers and 

commercial firms to appeal to a lucrative market of young backpackers have informed 

practices of remembrance, and shaped the production and transmission of history. 

Anzac tourism at Gallipoli is not limited to young backpackers, but attracts a broad a 

range of Australians and New Zealanders of all ages, including veterans and individuals 

with family connections to the site. Nevertheless, it was young backpackers who 

pioneered tourism to Gallipoli during the 1980s and, until recently, dominated 

attendance at the Anzac Day Dawn Service. The rapid expansion of Anzac tourism 

during the 1990s and 2000s coincided with an astonishing exodus of young Australians 

to the United Kingdom, where undertaking a working holiday became a popular rite of 

passage. However, few scholars have contextualised the development and rapid growth 

of mass-market tourism to Gallipoli within the cultural history of antipodean 

backpackers.  

The commercial world that developed to satisfy the desires of Australian 

travellers in the United Kingdom was epitomised by TNT Magazine. The weekly 

publication was launched in 1983 by two Iraqi Bothers, Ali and Ghadir Razuki, who 

recognised an opportunity to provide Australians in London with local news and sport.24 

TNT Magazine was entirely funded by advertising revenue and distributed for free at 

various locations around London and the United Kingdom. The innovative profit 

model meant that the fortunes of TNT Magazine and its advertisers were inextricably tied 

together. Indeed, advertising content was just as important as editorial and news. Each 

issue was crammed with recruitment, travel and classifieds advertising. It was soon 

regarded as ‘the must-find bible’ for Australians and New Zealanders living in London.25 

TNT Magazine was acquired by the Trader Media Group in 2000 for a sum estimated at 

£300 million.26 By 2007 publishers were distributing 70,000 copies each week and 

reaching a total readership of 294,000.27 An analysis of editorial and advertising in TNT 

Magazine allows us to trace the rise of Anzac Day as a prominent social event for 

!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!
24 Charles Miranda, ‘A dynamite idea - Did you hear the one about two Iraqi refugees and an Aussie 
backpacker in London who created an icon?’, The Sunday Mail, 15 March 2009, p. 66. 
25 Miranda, The Sunday Mail, p. 66. 
26 The Trader Media Group was a subsidiary of the Guardian Media Group until 2007. In 2008, TNT 
Magazine was acquired by Red Reef Media. Fiona Ramsay, ’Trader Media Group offloads TNT titles’, 
Media Week, 3 March 2008, http://www.mediaweek.co.uk/article/787673/trader-media-group-offloads-
tnt-titles, (accessed 19 December 2015). 
27 David Dunstan, ‘We came on holiday like you: the Australian community press in London in the 1970s 
and 80s’, in Carl Bridge, Robert Crawford and David Dunstan (ed.), Australians in Britain: The Twentieth-
Century Experience, Clayton, Monash University ePress, 2009. 



! 135!

Australians in the United Kingdom, the development of the Gallipoli tourism industry, 

and the interrelationship between the two. 

 

‘For we are young and free’: Australian backpackers and Anzac 

commemoration 1980–1989  

During the 1980s, national celebrations, such as Anzac Day, provided an excuse for 

Australians in the United Kingdom to ‘celebrate their heritage’ and became popular 

social events.28 Australians had begun to travel in increasingly large numbers to the 

United Kingdom, and London in particular, from the 1970s. Cheap flights, a shared 

language, readily available visas, flexible employment opportunities, and a strong pound 

against the Australian dollar, made the UK a perfect base from which to explore 

Europe.29 Once limited to those wealthy or adventurous enough to make the passage, 

the ‘working holiday’ became accessible to a mass-market of Australian travellers who 

were young and free, and eager to spend their disposable income on leisure activities. 

During the height of Gallipoli tourism in the mid-2000s, an estimated 100,000 to 

400,000 Australians were living and working in the UK, a trend described by federal 

government policy makers as an ‘Australian Diaspora’.30 They represented a lucrative 

marketplace of mobile, affluent consumers and became an increasingly visible and 

influential group.31 David Dunstan has argued that, as their numbers grew, the 

experiences of Australian backpackers in London began to shift ‘from relatively free, 

informal and makeshift ways of doing things to more regulated, commercialised and 

ritualised activity’.32  

It did not take long for informal gatherings of Australians on Anzac Day to be 

commodified by organisations with commercial interests. In 1983, TNT Magazine hosted 

its inaugural London ‘Anzac Day Party’ in association with major advertiser, Topdeck 
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Travel, which attracted two thousand Australians and New Zealanders.33 Promotion in 

TNT Magazine positioned the event as an opportunity to celebrate national identity, and 

enjoy popular music and food from home, rather than commemorate war or remember 

veterans. When an advertisement for the 1988 Anzac Day Party described ‘the famous 

Aussie spirit’, it was referring to ‘Bundaberg Rum’, rather than unique attributes 

associated with the Anzacs.34 War metaphors were casually deployed to describe the 

hedonism. A 1993 advertisement in TNT Magazine proclaimed: 

 

Anzac Day is a time Aussies and Kiwis never forget and the party they never forget is the annual 

Top Deck Anzac Day Bash. At the end of the night survivors of the party tend to look like 

campaigners from that epic battle at Gallipoli 78 years ago, but the smiles on their faces show it’s 

been a battle they’d only too happily go through again.35  

 

Despite an increasing interest in Anzac Day, Gallipoli remained off the beaten 

track for Australian backpackers during the 1980s. TNT Magazine published travel 

articles and tour advertising for Turkey, however Gallipoli did not feature prominently. 

An article written by an Australian backpacker in 1983 argued that ‘there is more to 

Turkey than Istanbul’, however the battlefields and memorials of Gallipoli warranted a 

single sentence, with neither the achievements nor casualties of Anzac troops singled out 

from the entire allied force.36 A brief description of Anzac Cove stated the beach was 

‘quiet’ and ‘serene’ but the author was generally unimpressed by the surroundings, 

describing the Sphinx cliff face as ‘a singular landmark on this otherwise boring strip of 

coast’.37  

Early journeys to Gallipoli by Australian backpackers were conducted 

independently and the lack of tourist infrastructure meant that visits to Anzac 

memorials and cemeteries were generally unstructured, unmediated and improvised. 

Young Australians who made their way to the peninsula on Anzac Day found 

themselves present at intimate commemorative services, led by veterans themselves. 

Recalling a 1988 journey in TNT Magazine, Peter Haugh explained that the Gallipoli 

Dawn Service was chosen as an appropriate time and place for a reunion of Australian 
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friends travelling throughout Europe.38 Haugh camped at Anzac Cove with a group of 

fifteen, and estimated that approximately fifty young people were camping nearby.39 

While Haugh went to Gallipoli to meet a group of fellow Australians, his 

commemorative experience was equally characterised by interactions with local Turkish 

people and Australian war veterans. After a night drinking with friends, Haugh rose 

early to walk along the beach and met a Second World War veteran who told him 

stories about the history of the site over a bottle of whisky.40 The Dawn Service at Anzac 

Cove and commemorative service at Lone Pine were ‘short and to the point’ with ‘a few 

hundred young Australasians and a bus full of old RSL soldiers from the Second World 

War’ in attendance.41  Haugh’s testimony was characterised by ‘messiness’ and 

spontaneity. Commemoration was simple, rather than spectacular and the experiences 

of tourists were unique and non-replicable. 

By the end of the 1980s Australian tourists had become an increasingly common 

sight on the peninsula. At the outset of the decade, the Turkish Government had listed 

tourism among ‘sectors of special importance for development’. 42 Buoyed by political 

stability, and investment in the sector, the Turkish tourism industry began a period of 

strong growth.43 By 1988, TNT Magazine published a travel article devoted to ‘Pilgrimage 

to Gallipoli’, which noted:  

 

You don’t have to be in Cannakale too long before you realise they’re well used to Aussies and 

Kiwis — Taxi drivers looking for a fare call out ‘Hey ANZACs!’ And the souvenir hawkers ask if 

you’re from Sydney or Auckland (as if they’re the only places on earth).44   

 

Local entrepreneurs had already begun to recognise the potential for Gallipoli tourism, 

with the author admitting ‘[w]e were soon hit upon by an enterprising young Turk 

who’d set up a business running guided tours’.45  However, the tourism industry was 

informal, decentralised and opportunistic. Australians who sought a tour were advised 
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to ‘hang around the tourists shops by the Ferry Terminal and talk in your twangiest 

accent’. 46  The author declined the offer of a guided tour — instead buying a 

photocopied map and visiting the site independently.47 Despite the lack of a guide or 

interpretative material he ‘came away from Gallipoli feeling very moved’, admitting ‘I 

don’t consider myself a particularly emotional person but finding the graves of men as 

young as sixteen wasn’t something I could detach myself from’.48  

The first Anzac ‘special-issue’ of TNT Magazine in 1989, published one year 

before the seventy-fifth anniversary of the Gallipoli landing, reflected growing interest in 

travel to Anzac Cove. The cover of the Turkey and Gallipoli travel special was 

emblazoned with the words ‘Lest We Forget’ and included an article outlining the best 

way to travel to the destination. Advice on ‘When to visit’ did not specify Anzac Day, 

perhaps an indication that tourism to Gallipoli by Australian backpackers had not yet 

become synonymous with the Dawn Service. Tourists were advised that ‘[t]here is no 

public transport at the battle site, which is quite vast, so any Australians or New 

Zealanders on a pilgrimage to Gallipoli will need to hire a taxi’.49 Due to the scarcity of 

tours the author recommended that travellers undertake some research before the visit, 

recommending ‘[i]f possible, try and bring a guidebook and/or map of the battlefields as 

this will greatly enhance your understanding and appreciation of Gallipoli’.50 Travel was 

characterised by spontaneity and interactions with local people. In the same issue, an 

Australian visitor confessed that he was ‘lucky enough to be invited by a local farmer… 

to tour the battlefields on the back of his aging tractor’.51 Within a few short years, these 

kind of encounters would become far less prevalent.   

During the 1980s, Anzac Day provided an opportunity for Australians in the 

United Kingdom to celebrate national identity, while Gallipoli tourism, to the extent to 

which it existed, retained a focus on remembrance of war and sympathy for veterans. 

However, the rapid commercial development of Anzac Day tourism on the peninsula 

during the 1990s would serve to fuse this existing leisure culture with an emerging 

commemorative tradition.  
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‘An atmosphere of sheer patriotism’: Rapid tourism development 1990–2005 

The following section will explore the rise of the mass-market tourism to Gallipoli on 

Anzac Day from the 1990s and the impact of rapid commercial expansion on practices 

of remembrance. It examines the centrality of nationalism and popular trauma culture 

to the experience, the rising social capital associated with the journey, how event 

organisers and commercial firms sought to benefit from this capital through expansion 

of the marketplace, and how this impacted upon the autonomy of tourists. 

The origins of mass-market Gallipoli tourism can be traced to the seventy-fifth 

anniversary of the Gallipoli landing in 1990. Before this time, the Australian and New 

Zealand federal governments had taken little interest in funding or overseeing Anzac 

Day services at the peninsula. However, with the Anzac tradition taking greater cultural 

and political precedence throughout the 1980s, Bob Hawke’s Labor government 

recognised the significance of the high profile anniversary. Five thousand people flocked 

to the peninsula, mostly young Australians and New Zealanders, with many travelling 

from the UK. Politicians were also eager to attend. Hawke became the first Australian 

Prime Minister to visit Gallipoli since 1924.52 The made-for-television extravaganza was 

broadcast live into thousands of Australian lounge rooms and received extensive media 

coverage. Since that time, Australian and New Zealand governments and veterans’ 

organizations have worked alongside Turkish officials to plan, promote and execute an 

annual commemorative program, necessitating the appointment of professional event 

management companies, security teams, and temporary infrastructure such as stages, 

sound and lighting, arena seating and portable toilets. From 1990 to 2005, attendance 

at the Gallipoli Dawn Service increased from five thousand to thirty thousand people.53 

During the lead up to the 1990 Dawn Service, the Gallipoli tourism industry 

underwent a period of rapid expansion. The Sydney Morning Herald outlined the furious 

development taking place ‘to provide the necessary infrastructure that 1980s tourists 

demand’, describing the transformation as ‘Australia’s new invasion of ANZAC cove’.54 

Existing and new hotels adapted to reflect Australian national identity and tastes to 

attract tourists. One new establishment in Eceabat included a ‘Bob Hawke Bar and 
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Grill’ and promised tourists could enjoy ‘western’ style breakfasts.55 TNT Magazine noted 

that the ‘Anzac Hotel on Canakkale’s main street… seems to be perpetually showing the 

film “Gallipoli”’.56 Major tour companies began to take notice of growing interest in the 

site. For example, Topdeck travel, which had run bus tours for backpackers since the 

late 1970s, added the destination to its European route.57 Yet, visiting Gallipoli was still 

out of the ordinary. A twenty-one year old female backpacker from Melbourne, who had 

made the journey as part of a six-week European holiday, admitted that ‘I don’t know 

any of my friends from home who’ve been here’.58   

Consumer demand to attend the 1990 Dawn Service far outstripped the capacity 

of existing infrastructure. TNT Magazine reported that all hotels and camping grounds in 

Gallipoli and Canakkale had been booked out two months prior to the event.59 The 

article suggested that  

 

[i]f you want to attend the services it is best to try to book onto one of the tours that will be 

leaving from London. These are booking up fast but you might be able to get a cancellation.60  

 

The issue included three advertisements for organised tours, which were among the first 

to appear in TNT Magazine. The Walkabout Club advertised a seven-day ‘Anzac 

Experience’, including flights, accommodation and most meals for £375, offering 

tourists ‘[a] chance to be part of one of the most moving ceremonies ever to be held at 

Anzac Cove’.61 Similarly, Trippers Travel described their eight-day tour as representing 

‘the chance of a lifetime’ and noted that availability was ‘very limited’.62 Early promotion 

expressed a sense of exclusivity and urgency however tourism development would soon 

allow unprecedented to access to the peninsula on Anzac Day.  

A growing interest in Anzac commemoration coincided with mounting cultural 

confidence among young Australians in the United Kingdom. In 1990, TNT Magazine 

reported on a London lecture hosted by the Sir Robert Menzies Centre for Australian 

Studies titled ‘Beyond the Cringe: Australian cultural overconfidence?’, during which 
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Professor Chris Wallace-Crabbe noted that ‘[i]t is commonly believed that we have 

grown beyond the cringe… Perhaps we have passed it over and over again’.63 Growing 

numbers of Australian theme pubs across the United Kingdom from the mid-1990s, 

such as The Walkabout, epitomized the hedonistic culture of Australian and New 

Zealand backpackers and tapped into the desire to celebrate their national identity while 

abroad. 

Within a few short years, the Gallipoli Dawn Service became a tourist experience 

that needed be ticked off every backpackers ‘to-do’ list. The cover of TNT Magazine’s 

Anzac ‘special issue’ in April 1994, contained the headline ‘Doing Gallipoli. The Anzac 

Day Tradition’, which perfectly encapsulated the commercial and commemorative 

aspects of the event.64 The article evoked the social currency the journey represented for 

antipodean backpackers, describing the Dawn Service as an event ‘that cannot be 

missed, like the bull running in Pamplona or the Munich Oktoberfest’.65 In doing so, 

the lines between sacred pilgrimage and profane tourism were blurred, and authenticity 

became another commodity. As Justine Digance has noted  

 

[t]oday’s tourism industry is fiercely competitive, with the constant need for new experiences and 

products to be produced so as to titillate the palates of today’s over travelled and somewhat jaded 

mass tourist. The search for novelty… is what distinguishes one product… from its competitors.66 

 

From the late 1990s, promotional material for Gallipoli tours in TNT Magazine 

became more stridently nationalistic, with advertising frequently featuring Australian 

and New Zealand flags.67 This shift reflected Anzac’s rising political capital back in 

Australia. Australian Prime Minister John Howard, who stated during his election 

campaign in 1996 that he wanted to see Australians ‘comfortable and relaxed about 

their history’, promoted a populist form of nationalism highlighting Australian 

achievement, which reflected his conservative political philosophy.68 By 1997, the cover 

of TNT Magazine proclaimed ‘Down Under On Top in London’, with a feature article 

!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!
63 ‘Australasian culture – overconfident or sheepish?’, TNT Magazine, issue 338, 19 February 1990, p. 34. 
64 ‘Doing Gallipoli’, TNT Magazine, issue 554, 11 April 1994. 
65 ‘All Quiet at Gallipoli’, TNT Magazine, issue 554, 11 April 1994, pp. 54–55. 
66 Digance, Reflections on ANZAC Day, p. 123. 
67 Backpacker Co. (advertisement), TNT Magazine, issue 801, 4 January 1999, p. 151. 
68 ‘An Average Australian Bloke’, John Howard interviewed by Liz Jackson, Four Corners ABC 
(transcript), 1996, http://www.abc.net.au/4corners/content/2004/s1212701.htm, (accessed 18 April 
2014). 



! 142!

that argued London was experiencing an ‘Antipodean Takeover’, as a result of 

increasing numbers of Australian tourists, workers, and cultural events.69 The article 

foreshadowed an increase of explicit and participatory displays of nationalism by 

Australian tourists at Gallipoli. An article published in TNT Magazine in 1998 

demonstrated a euphoric sense of nationalism. The writer recalled that: 

 

As I left the peninsula… and headed back across the Dardanelles an amazing sense of pride swept 

over me, I wanted to shout out loud so my fellow passengers could hear my flat aussie drawl. I 

wanted the world to know that I was Australian and proud of it.70  

 

The Anzac Day Dawn Service at Gallipoli had come to represent a unique and 

aspirational experience for Australian tourists — and a lucrative opportunity for 

commercial firms. 

Enterprising locals began to manufacture and sell ‘Anzac Day’ and ‘Gallipoli’ 

souvenirs to tourists with increasing frequency from 1990, with the Sydney Morning 

Herald reporting that a ‘small scale trade war’ had broken out among Turkish 

entrepreneurs.71 While it was illegal to import and sell goods emblazoned with the word 

Anzac in Australia without permission from the Department of Veterans’ Affairs, there 

were no such regulations in Turkey. Local entrepreneur and hotelier, Teoman Yilmaz, 

had been quick to capitalise on the influx of tourists. In addition to producing 

commemorative T-shirts, car stickers and a guidebook to sell during the event, he also 

offered four-hour tours of the battlefield for $18AU.72 Only a few years previously, the 

only tour available was by taxi and souvenirs were more likely to consist of shells or sand 

from Anzac Cove than mass-produced items. Tour companies also began to distribute 

branded Anzac merchandise, such as T-shirts and sweat shirts, to attendees. Not only 

did branded items generate a sense of solidarity among tour groups, and advertise tour 

companies, they also served the practical purpose of making members of the same group 

easier to identify in large crowds.  

The growing prevalence of organised tour groups on the peninsula allowed 

Australians to visit Gallipoli more cheaply and easily, and in larger numbers than ever 

before, but also restricted their autonomy. As early as February 1990, a feature article in 
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TNT Magazine titled ‘Lest We Forget’ stated that ‘[t]ouring the peninsula alone is 

inadvisable as it is far too large and confusing without the aid of someone who knows 

their way around’.73 By 1993, tour companies including Aviva, Imaginative Traveller, 

and Unicorn Travel were advertising a choice of Gallipoli Anzac Day itineraries in TNT 

Magazine from five to eighteen days.74 Most tour packages were fully escorted and 

included ‘comfortable hotels & hostels, most meals, all transfers, guided sightseeing’.75 

As tour companies expanded their itineraries to include Gallipoli, the number of 

Australians travelling independently to Anzac Day services began to fall.  A TNT 

Magazine article published in 2000 noted that ‘Most travellers prefer to take a group tour 

for Anzac Day’ for their own convenience, as ‘you don’t have to worry about finding 

your way there’.76 By 2006, TNT Magazine reported that independent travel to Gallipoli 

was no longer possible on Anzac Day, stating that, for security reasons, event organisers 

had insisted that all ‘visitors must be part of a registered tour group’.77  

The development of a bipartisan political consensus in Australia regarding the 

significance of the Anzac tradition to national identity fuelled the booming Gallipoli 

tourism industry. However, Anzac’s symbolic power truly came to the fore after the rise 

of global terrorism, and the deployment of Australian troops to Afghanistan and Iraq 

from 2001. An advertisement in a 2003 issue of TNT Magazine promoting Gallipoli 

tours offered by the Kumuka tour company, featured an image of two young, Caucasian, 

Australian men, looking out onto Anzac Cove, with large Australian flags draped over 

their backs.78 In the same issue, an advertisement from Ekol Travel, which also included 

a prominent Australian flag, proclaimed that visiting Gallipoli was national duty, stating 

‘They went there for us. Now, we must go there for them’.79  

While Australian backpackers admired the sacrifice of the men who died at 

Gallipoli, there was very little sacrifice involved in making the journey to commemorate 

them.  Most tours were fully escorted, necessitating little planning on the part of tourists 

in excess of purchasing flights, travel insurance and arranging a visa.  In 2004, Travel 

Talk offered a two-day Anzac Day tour for £69 (excluding flights) which included ‘arrival 
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shuttle transfer, welcome party, Turkish bath, 3 and 4 star hotels, Air conditioned 

coaches with TV and video, Screening of Anzac documentaries enroute, Farewell party, 

Memorial t-shirt and more!’.80 Travellers flew from London to Istanbul, embarked on a 

four and a half hour bus journey to Anzac Cove, attended the Dawn Service, and 

returned to Istanbul by bus later that day. Opportunity costs were low. Australians 

working full time in the United Kingdom simply needed to take a couple of days off 

work to attend. One year later, Travel Talk slashed the price of the popular two-day tour 

to an astonishing £49.81 Pilgrimage has often been described as a test or trial however by 

2008 a TNT Magazine article noted that, for Aussies living in London, ‘a trip to Turkey 

for Anzac Day couldn’t be easier, or cheaper’.82 

Not only was it easier for Australian backpackers to visit Gallipoli on Anzac Day, 

new technologies made it easier to tell friends and family about their once in a lifetime 

experience. Mass-market tourism to Gallipoli preceded digital communications, but its 

rapid expansion and growth coincided with the wide-scale use of webmail and social 

media. Several webmail providers, such as Hotmail, launched in the late nineties, 

allowing travellers to access email from any computer in order to communicate with 

friends and family back home.83 From 1997, TNT Magazine included lists of ‘Cyber 

Cafes’ and even started to offer webmail for a short time.84 Direct recommendation of 

destinations and tours by travellers, known as ‘word-of-mouth’ promotion, has been 

cited by John Hall and John Basarin as one of the major drivers of Gallipoli tourism.85 

Social media, such as Facebook, which launched in 2004, allowed tourists to share their 

photos, experiences and memories with large numbers of people, facilitating 

conspicuous consumption.86 
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The social currency associated with attending the Anzac Day Dawn Service in 

Gallipoli was boosted by extensive publicity and media coverage in Australia. In 2000, a 

headline in the Sydney Morning Herald Anzac Day edition proclaimed ‘Cove a 

Backpackers Magnet’87 and the Herald Sun explained ‘Why Anzac is In Again’.88 The 

following year the front page of the Sydney Morning Herald contained a photograph of 

hundreds of young Australians, draped in Australian flags, awaiting the dawn with 

anticipation, with the emotive headline ‘Magic touches a Gallipoli Beach.89 A survey of 

travel sections of Australian newspapers during the lead up and aftermath of Anzac Day 

from the 1980s until 2015 reveals few advertisements for Gallipoli tours.90 With 

immense publicity and high demand, tour operators felt little need to spend their 

marketing budget on press advertising outside of specialised targeted publications, such 

as TNT Magazine. 

The number of attendees at Gallipoli Anzac Day services grew rapidly during the 

early 2000s and so too did the quantity of tour advertisements appearing in TNT 

Magazine. The quest to tap into the lucrative backpacker market led to new and 

established companies launching a wide range of tour packages to suit various budgets 

and travel preferences. During the early 2000s, TNT Magazine’s Anzac Day special issue, 

which once appeared in April, was published as early as January, in order to extend the 

lead-time to sell advertising space promoting tours. As the market expanded, tourists 

began to complain that some companies were profiting by cutting costs and offering sub-

standard transport and accommodation. Tour companies quickly sought to address 

these concerns. In contrast to early visitors who enjoyed the spontaneity and freedom of 

independent travel, advertisements targeted a mass-market of tourists who sought a 

tightly planned and carefully managed Anzac experience with no risks or surprises. In 

2003, PP Tours ran an advertisement that implored tourists to ‘[b]e at Gallipoli with the 

company you can trust’ claiming ‘[o]ur tours are renowned as the best-organized and the 

most professional to Gallipoli’.91 An advertisement for Fez Travel in 2004 claimed they 
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offered the ‘best quality tours by reputation’, and warned tourists — ‘Don’t risk your 

once in a lifetime Anzac experience’.92  

Tour companies and event organisers were also keen to reduce the risk posed by 

unforseen events and worked to ensure the event was tightly controlled. David Harvey 

has argued that political authorities, commercial bodies and special interest groups who 

profit from the cultural commodification tend to exert ‘far-reaching control over 

production and marketing’ in order to ‘stabilize their business environment to allow for 

rational calculation and long-term planning, the reduction of risk and uncertainty’.93 As 

the numbers of tourists rose, regulations were introduced to control them. During the 

1980s and early 1990s, attendees often camped overnight at Anzac Cove before the 

Dawn Service. However, large crowds meant that tourists were soon required to stay 

offsite. By 2000, the event had become too big to be held at the original landing site and 

was moved to a nearby beach.94 The night before the Dawn Service the narrow roads 

leading up to the commemorative site became choked with slow moving buses, and tour 

groups needed to arriver earlier and earlier to claim the best territory from which to 

watch the service. With little room to lie down and sleep, tourists were encouraged by 

tour operators and authorities to stay awake all night. Over the years, organisers 

introduced entertainment for attendees to enjoy as they waited. However, as growing 

numbers of people converged onto the site, the consumption of alcohol became 

increasing visible and problematic.95  

Elements from the ritualised and commodified Australian leisure culture in the 

United Kingdom, such as nostalgic Australian music, drinking and socialising, had been 

incorporated into the Dawn Service since 1990. For many years, the behavior of the 

crowd was self-policed. A young attendee at the 1999 Dawn Service admitted that the 

event was known as a ‘big drinking party’ however insisted that ‘most visitors were 

forced to sober up because of peer pressure’.96 Increasing numbers of attendees made 

this kind of behavior harder to control. By 2000, TNT Magazine was explicitly advising 

tourists on ‘How to behave’ at the Dawn Service, advising them not to ‘go too silly 
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before the event’.97 Police and security guards were increasingly visible from 2004 when 

an unspecified terrorist threat led federal authorities to issue travel warnings in relation 

to the event. The peninsula underwent a large-scale search and surveillance operation 

during which a force of 2,000 Turkish soldiers scoured the area, with airspace overhead 

declared a no fly zone.98 

Despite the increasing number of restrictions and controls, there was evidence 

that some of the informal spontaneity that made the Dawn Service such a popular event 

had survived.  In 2000, journalist Michael McKernan recalled that, as the large crowd 

waited in silence for the Dawn Service to begin, ‘someone in the crowd began to sing 

And The Band Played Waltzing Matilda99. McKernan stated that ‘[t]he voice gave the crowd 

the mood that it craved and emotions stepped up’, professing ‘I wish they’d bring him 

every year’.100 Similarly, journalist Paul McGeough recalled ‘about 40 exuberant young 

Australian playing a boisterous game of two up’ at the 2001 event.101 The game was 

informal and improvised. McGeough noted  

 

[t]hey had no pennies, so they used a couple of Australian 50c coins; they didn’t have the 

traditional wooden kip so they improvised with a thong. The game master had his hands full — 

in one was a stubby of beer (in his cherished Essendon stubby holder) and in the other was a 

flask-sized bottle of Bundaberg Rum.102 

 

Moments like these evoked the unofficial gatherings that preceded large-scale 

commemoration on the peninsula. However, authorities would soon introduce a 

schedule of tightly produced commemorative entertainment that would leave far less 

room for spontaneity. 

 

‘Have we forgotten what it’s all about?’: Attendance declines 2005–2015 

The ninetieth anniversary of the Gallipoli landing in 2005 saw rising tensions between 

commemorative practices and the demands of the commodified leisure industry. An 

estimated twenty to thirty thousand tourists attended the largest and most controversial 
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event ever held at the peninsula, with young Australian and New Zealand backpackers 

making up the vast majority of attendees.103 They were joined by high profile dignitaries 

such as The Prince of Wales, Australian Prime Minister John Howard, New Zealand 

Prime Minister Helen Clarke, and diplomats from Turkey, India, France and 

Germany.104 During the lead up to the event, the Turkish government undertook a road 

works project to widen roads and increase parking space for tour buses. The Australian 

Department of Veterans’ Affairs had been aware of the project, which disturbed graves 

and permanently altered the physical topography of the site.105 A public outcry in 

Australia resulted in a parliamentary enquiry, which accused the Howard Government 

and the Department of Veterans’ Affairs of being ‘asleep at the wheel’.106 The 

controversy surrounding road works demonstrated increasing public concern about the 

detrimental effects of commercial development at the site. 

The 2005 Dawn Service was described in the Sydney Morning Herald as a ‘bizarre’ 

event which turned the peninsula into a ‘rubbish tip and rock venue’.107 Organisers had 

taken several steps to ensure the safety, comfort and security of large numbers of visitors, 

including enforcing a strict ban on alcohol. After the 2004 terrorist threat, additional 

security checks were put in place, including metal detectors and mandatory vehicle 

searches.108 The Herald Sun reported that ‘the number of police, army and security staff’ 

had been doubled, including more than 450 security guards and twenty plain-clothes 

police officers.109 Freedom of movement on the peninsula was significantly reduced and 

tourists faced restrictions upon what they could bring onto site. Nevertheless, as large 

numbers of people flooded into the confined space, overcrowding created serious 

logistical challenges. Indeed, the site was so crowded that some attendees reportedly 

reclined against the sloped gravestones. Organisers attempted to ease congestion and 

keep attendees ‘awake and upright’, by playing popular music videos on large screens. 

Classic Australian and New Zealand rock and pop music had been played over 

loudspeakers during the lead up to the Dawn Service since the 1990s. Nevertheless, the 
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decision to play the Bee Gees’ disco classic, ‘Staying Alive’, was lampooned by Australian 

media outlets.110 The New Zealand service was delayed as officials, including Prince 

Charles, became stuck in traffic along the narrow road to the ceremony.111 Rubbish 

collection facilities were overwhelmed, leaving the national park strewn with discarded 

drink cans and food containers.  

Since 1990, Australian tourists at Gallipoli had demanded accessibility, 

convenience and comfort. However, the act of satisfying these desires had transformed 

the unique, non-replicable journey into a mass-market tourist experience. David 

Harvey’s concept of ‘monopoly rent’ can help us understand the paradox that lies at the 

heart of the Gallipoli tourism industry. 112 Harvey uses the term to describe the 

‘enhanced income stream’ available to individuals and groups who can exert exclusive 

control, either directly or indirectly, over cultural products, places or experiences which 

are considered ‘unique and non-replicable’. 113 According to Harvey, monopoly rent is a 

contradictory form as ‘the more easily marketable such items become, the less unique 

and special they appear’. 114 The dilemma is to avoid ‘veering so close to pure 

commercialization as to lose the marks of distinction that underlie monopoly rents’.115 

The Anzac Day Dawn Service at Gallipoli risked becoming a victim of its own success.  

In a letter to the Herald Sun in May 2005, Peter Campbell argued that ‘growing 

numbers [of tourists] risk destroying what they go to see’ and that Gallipoli was in 

danger of ‘being turned into a theme park’.116 The observation was not far from reality. 

Just a few months later, Liberal member for the New South Wales constituency of 

Hughes, Danna Vale, who had served as the Minister for Veterans' Affairs between 2001 

and 2004, suggested that problems with overcrowding could be reduced if the 

memorials and cemeteries of Gallipoli were recreated in Australia.117 Her proposed 

location at Mornington Peninsula National Park in Victoria, situated just 90km from 
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Melbourne, was said to contain a beach with an ‘uncanny’ resemblance to Anzac 

Cove.118  

The idea that Gallipoli could be replicated intensified anxiety regarding 

commercialisation. David Harvey has noted that ‘there are always strong discursive 

gambits involved in defining what is or is not so special about a product, a place, a 

cultural form, a tradition, an architectural heritage’.119 According to Harvey, ‘guardians 

of collective symbolic and cultural capital’, which include museums, universities, 

benefactors and state apparatus, act to protect this capital and determine which groups 

in society are permitted to benefit from it.120 Vale’s proposal for a Gallipoli theme park 

was ‘universally condemned’ and described as ‘crazy, mad, offensive and sick’, by 

individuals and groups across the political and cultural spectrum.121 Liberal Prime 

Minister John Howard panned the plan, with a spokesman stating that ‘there was a 

danger of over-commercialising Gallipoli’.122 In doing so, Howard affirmed Gallipoli as a 

unique location and served to re-assert its sacred status. 

After 2005, Anzac Day commemoration at Gallipoli became even more tightly 

controlled and meticulously staged-managed. Improvements for the 2006 event included 

a ‘closer drop-off point for visitors, better food vending arrangements, continuation of 

alcohol ban, more toilet facilities, more first aid facilities, more seating for the elderly, 

metal seats to replace wooden seats and volunteers from Australia to clean up rubbish 

after the ceremony’.123 Pre-event activities enjoyed by tourists in the 1990s, such as 

drinking alcohol and listening to popular Australian music, were replaced with a 

‘Reflective Programme’ of commemorative entertainment.124 Event programmes became 

increasingly elaborate with large photographs of veterans, informative maps, detailed 

historical content, and even an honour roll. The changes seemed to placate critics back 

home in Australia. The Australian newspaper reported approvingly that ‘The first “major 

production” style of Dawn Service went smoothly’.125 It appealed to many tourists too. 

In February 2008, a TNT Magazine editorial about Gallipoli tourism included a quote 
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from a twenty-two year old female backpacker who had recently moved to London from 

Sydney stating: 

 

I’m living on the other side of the world and I thought it would be stupid not to come here for 

Anzac Day. I was brought up going to the dawn service at home and now I’m actually doing the 

real thing.126  

 

But just how much of the Dawn Service was ‘the real thing’ and how much was 

manufactured? 

Sympathy for war veterans was not only co-opted by the state, but by commercial 

firms. Emotion needs to be subjected to analysis as a definitive aspect of consumer 

culture. Tourism is often viewed by academics as a hedonic experience and associated 

with pleasurable emotions.127 However, investigations by tourism scholars, John Hall 

and Anne-Marie Hede, have correlated non-hedonic emotions experienced by tourists at 

the Gallipoli Dawn Service, such as grief, fear and anger, with higher levels of visitor 

satisfaction and positive word-of-mouth promotion.128 As a result, both organizers and 

tour companies have a vested interest in making sure tourists reach a certain emotional 

state. 

Once a quiet night under the stars, the Dawn Service had transformed into an 

outdoor festival of remembrance with rolling historical entertainment diminishing the 

opportunity for private contemplation. In 2012 the ‘reflective programme’ ran for eight 

hours, from 8.15pm until the Dawn Service commenced at 5.30am the next morning. 

In addition to safety videos, attendees watched documentaries, video messages from 

Prime Ministers, and interviews with the heads of the Australian and New Zealand 

Defence Forces.129 Big screens broadcast the stories of individual soldiers and traced 

their lives and those of their families, portraying the trauma of the war experience and 

its aftermath. At 3.30am, serving military personnel were interviewed live on stage about 

their family connections to Gallipoli and what the Anzac legend meant to them 

personally. At 5am, a sound and light show illuminated the battlefield, including the 
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Sphinx cliff face, with the names and epitaphs of soldiers who died during the campaign 

displayed on large screens. Did historical content enhance knowledge of the Great War 

and promote critical reflection, or were attendees being spoon-fed spectacle and 

sentimentality?  

Editorial in TNT Magazine fell short of criticising the Dawn Service too harshly, 

lest it jeopardise the relationship with advertisers. Instead articles sought to manage the 

expectations of tourists, warning that alcohol was completely banned and advising 

tourists to ‘[b]e prepared for the uncomfortable night before the dawn service’.130 

However, critique of the event was evident within the advertising itself. From the late 

2000s, advertisers began to promote their own tour offerings by addressing the failures 

of other companies. Assertions that reinforced the quality and reliability of tours became 

increasingly prominent. A 2006 advertisement in TNT Magazine promoting guided tours 

with Travel Talk warned ‘[d]on’t get stuck in huge queues in Gallipoli on Anzac Day’ 

and promised to help tourists ‘[e]scape the crowds’ and ‘[e]xperience the best of Anzac’ 

by visiting the peninsula one or two days before or after Anzac Day.131 In 2007, Topdeck 

tours made the unprecedented decision to publish a full page letter in TNT Magazine 

from their Managing Director James Nathan announcing the company had  ‘made 

several changes to our Gallipoli preparation for 2007’ including better quality hotels, 

Turkish guides with previous experience at the Anzac Day event, and video-equipped 

coaches. 132 However, complaints from tourists continued to increase. The 2009 Lonely 

Planet Guide to Turkey advised that tourists stay away from Gallipoli on Anzac Day, and 

visit at other times of the year.133   

Australians began to turn away from the event in droves. Tour operators began 

to offer deep discounts on Gallipoli tours during the lead up to Anzac Day, suggesting 

that supply exceeded demand. Many companies began to scale back their operations. 

Analysis of advertising in TNT Magazine after 2010 shows that tour operators who once 

offered a large range of Gallipoli tours to suit various budgets and interests had 
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drastically reduced the number of tour products available.134 Since 2010, attendance at 

the service has been roughly half of the previous decade, despite increasing interest in 

Anzac commemoration during the lead up to the centenary of the Great War. In 2011, 

On The Go tours published a letter written by one of its regular tour guides as part of an 

advertisement in TNT Magazine that asked: ‘Have we forgotten what it’s all about?’.135 

The letter urged tourists to be ‘fully prepared' for the ‘uncomfortable’ wait for the Dawn 

Service to begin, advising customers of potentially cold weather overnight and large 

crowds, stating that ‘[t]he experience is more or less a pilgrimage, it is uncomfortable at 

times and emotional but absolutely well worth the effort’.136 The letter concluded by 

reminding tourists that ‘one thing you will know for sure is that you are far better off 

than our diggers were’.137  

If interest in military history continued to rise, why did demand for tours to 

Anzac Day services at Gallipoli fall? By the end of the 2000s many of the elements that 

had made the Dawn Service so appealing — the sense of exclusivity, sleeping on the 

beach, drinking and nostalgic popular entertainment — had long gone. As the event 

transformed from ‘niche market’ into ‘mass-market’ it lost some of the social currency 

and prestige it represented. Fewer Australians were prepared to spend a cold, sleepless 

night on the peninsula among large crowds.  Attendance had become a progressively 

gruelling experience for tourists, who needed to arrive at the site in the early evening, 

spend the night outdoors in cold temperatures with little or no sleep, walk long 

distances, and could not expect to be back in their hotels or hostels until mid afternoon 

the next day. Moreover, many of the young Australians living and working in the United 

Kingdom, who had once made up so many of the numbers, had been lured back home 

after the 2007 Global Financial Crisis by a strong Australia dollar and buoyant 

employment market.138 

In 2012, Euan Landsborough, the managing director of Albatross Tours was 

interviewed about the declining demand for Gallipoli tours and stated, ‘word-of-mouth 

is the reason numbers are dropping, I'm convinced of it… People don't want to suffer… 

!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!
134 Topdeck tours (advertisement), TNT Magazine, issue 1534, 21-27 January (Australia Day Issue) 2013, p. 
76. 
135 On The Go tours (advertisement), TNT Magazine, issue 1443, 22 February 2011, p. 94. 
136 TNT Magazine, 22 February 2011, p. 94. 
137 TNT Magazine, 22 February 2011, p. 94. 
138 Emily Dugan and Sotiris Kanaris, ‘Aussies wave goodbye to Britain as it becomes too pricey to stay’, The 
Independent, 21 May 2013, http://www.independent.co.uk/news/uk/home-news/strewth-mate-aussies-
wave-goodbye-to-britain-as-it-becomes-too-pricey-to-stay-8624387.html, (accessed 19 December 2015). 



! 154!

Gallipoli, unfortunately, has had its time’.139 After twenty-five years of mass tourism to 

Gallipoli, it seemed the Anzac industry had come full circle, with Australians once more 

embracing independent travel. An article in the travel section of The Australian 

newspaper in January 2015 promoted a ‘DIY touring approach to the Gallipoli 

Peninsula’.140 

Even the prospect of attending the Anzac Centenary Dawn Service in 2015 

failed to appeal to tourists. Although 42,000 Australians took part in a ballot to obtain 

one of the 10,500 tickets to the ceremony, a significant number declined their tickets, 

with several rounds of offers made to the waitlist.141 The lack of enthusiasm can be 

attributed to several factors including the high cost of flights and accommodation, the 

perceived risk of a terror threat due to Turkey’s shared border with Syria, and the 

somewhat grueling nature of the all night outdoor event. The ballot favored veterans 

and those with a direct family connection to Gallipoli so it was perhaps unsurprising 

that the demographic of applications was resoundingly different to usual attendees. Just 

6.66% of the applicants were under 25 years of age, with the vast majority between 35 

and 64 years of age.142 Those with the means to enjoy a more luxurious Gallipoli 

experience could attend one of several Anzac Centenary cruises. One popular 36-day 

voyage featured a black tie ball, Australian entertainers including Bert Newton, John 

Williamson and Daryl Braithwaite, and several military historians, with single fares 

raging from $37,904 (inside cabin) to $93,784 (suite with balcony).143 Nevertheless, after 

the long and expensive journey, attendees were not able to view the Gallipoli Dawn 

Service from the vessel since the Turkish Government banned ships from mooring off 

Anzac Cove for safety reasons, requiring them to conduct their own services onboard 

the ship.144 

!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!
139 Jane E. Fraser, ‘Demand Declines for Gallipoli tours’, Sydney Morning Herald, 18 November 2012. 
140 Jeremy Seal, ‘Personal pilgrimage’, The Australian (travel lift-out), 24 January 2015, p. 4.  
141 Mark Day, ‘Reluctant Anzac ballot winners are not signing up to Gallipoli dawn service’, The Australian, 
27 September 2014, http://www.theaustralian.com.au/in-depth/anzac-day/reluctant-anzac-ballot-winners-
are-not-signing-up-to-gallipoli-dawn-service/story-fnm6jz2v-1227072041273, (accessed 3 December 2015). 
142 Gallipoli Anzac Day 2015 Ballot Complete (VA022) [media release], 3 April 2014, Minister for Veterans’ 
Affairs, Senator Michael Ronaldson, http://minister.dva.gov.au/media_releases/2014/apr/va022.htm, 
(accessed 16 November 2015). 
143 Gallipoli Cruise 2015, 100th Anniversary Cruise, (Battle Tours & Historical Travel, Mawson Lakes, 
South Australia), https://www.gallipolicruise2015.com.au, (accessed 3 March 2015).  
144 Tony Wright, ‘Tour operators accused of misleading travellers over Anzac Gallipoli tours’, Sydney 
Morning Herald, 4 June 2014, http://www.smh.com.au/national/tour-operators-accused-ot-misleading-
travellers-over-anzac-gallipoli-tours-20140603-39h0x.html, (accessed 16 November 2015). 



! 155!

It was not just tour operators but also the Australian government who 

recognised that the competitive Anzac tourism industry is driven by the search for new 

experiences, and worked to ensure the expansion of Anzac tourism beyond Gallipoli. 

After concerns about commercialisation and overcrowding at Gallipoli from the mid-

2000s, federal authorities worked to expand and revitalise commemorative tourism 

through a new focus on battlefields of the Western Front. Romain Fathi has argued 

that, during 2008, Kevin Rudd’s Labor government staged a ‘commemorative takeover’ 

of the Anzac Day services at the Australian War Memorial at Villers-Bretonneux, in 

France.145 Since this time state authorities have asserted ownership over existing Anzac 

Day services from the local French community and established a Dawn Service, 

formalising and televising proceedings for an Australian audience. The commitment of 

successive federal governments to attracting a mass-market of Australian tourists to the 

site was confirmed in 2015, when Prime Minister Tony Abbot’s Liberal Coalition 

government announced the establishment of a $100 million educational centre at 

Villers-Bretonneux.146 

Tour operators too identified a growing marketplace for tourism to the Great 

War battlefields of the Western Front. Gallipoli had long overshadowed cemeteries, 

memorials and battlefields within France and Belgium within the national imagination. 

The backpacker market tended to associate more social cache with attending the Dawn 

Service in Turkey, than visiting more accessible battlefields in Western Europe. 

However, controversy surrounding the Gallipoli Dawn Service, together with the 

impending centenary of the Great War, sparked interest in other Australian 

battlegrounds and memorials. Advertising for tours to the Western Front became more 

common in TNT Magazine from 2010. In March 2012, Festival First Travel announced 

new tours to Belgium and the Western Front. Concerned that backpackers may not 

realise the significance of the site, their advertisement included a ‘Did you know?’ 

section that argued ‘[t]he Anzac’s Western Front campaign had a greater impact than 

Gallipoli in almost every respect’.147 The advertisement portrayed the Western Front as 
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bigger, more deadly and more extreme — reducing trauma and suffering to a series of 

horrifying bullet points: 

 

• Five times more soldiers 

• More than five times the amount of men killed 

• More than five times as many battles with troops serving there for four times longer 

• Five times the sum of Victoria Crosses awarded to Australians.148  

 

While ostensibly an effort to convey the significance of the site within Australian 

military history, the attempt to quantify the trauma epitomised the extent to which grief 

and suffering had become a commodity that could be measured, marketed and sold. 

 

Conclusion 

When Australian backpackers started to travel to Gallipoli in increasing numbers from 

the 1980s, the Anzac Day Dawn Service was a simple commemorative ritual run by 

veterans themselves. Most travelled independently during a journey that was 

characterised by informality, spontaneity and improvisation. The first large-scale Anzac 

Dawn Service on the peninsula in 1990 provided a catalyst for a period of rapid 

development and growth that would transform the Turkish battleground into a 

mainstream, year round, tourist destination. The event resonated with growing numbers 

of Australians and New Zealanders living and working in the United Kingdom, who 

recognised an opportunity to commemorate war veterans, while expressing a sense of 

national identity and belonging. During the 1990s and 2000s, TNT Magazine played an 

important role in facilitating the commercial world surrounding this marketplace of 

young, affluent, and mobile antipodeans. Mass-market tourism democratised travel to 

Gallipoli, allowing thousands of Australians to visit its memorials, cemeteries and 

battlefields.  However attempts by commercial firms and state authorities to appeal to a 

lucrative market of Australian and New Zealand backpackers fundamentally and 

irrevocably transformed the Dawn Service.   

By the 2000s, the Anzac Day Dawn Service had turned into a tightly stage-

managed, commemorative spectacular, which regularly attracted up to 20,000 tourists. 

Large crowds, overt displays of Australian nationalism, and fears of commercialisation, 
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began to damage the exclusivity and social cache associated with the sacred site. The 

tourism industry and federal authorities responded by asserting stricter controls over 

proceedings, banning the consumption of alcohol and introducing an overnight 

program of commemorative entrainment. However efforts to preserve the sanctity of the 

Dawn Service compromised the elements of authenticity, spontaneity and autonomy 

that had attracted young tourists in the first place. From the late 2000s, tourist numbers 

began to decline, with many preferring to travel at other times of the year. The Anzac 

tourism industry, however, is endlessly innovative and has evolved to exploit a new 

opportunity for tourism to the battlefields of the Western Front. While deeply personal, 

remembrance of war is also a discretionary leisure pursuit, and sacred sites have not 

proved exempt from the whims of the competitive tourism industry, which is driven by a 

desire for new and innovative experiences. Indeed, back in Australia, corporations had 

begun to learn how to create commemorative events of their own.  
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Chapter Six. ‘Let's play these Anzac Day blockbusters right 

around the nation’: Inventing the Anzac Day Clash c.1980–2015 

 

On 25 April 2006, a sell-out crowd of 91,234 football fans poured into the Melbourne 

Cricket Ground (MCG) to watch Australian Rules Football (AFL) teams, Collingwood 

and Essendon, contest the Anzac Day Clash.1 Established in 1995, the annual Anzac 

Day fixture between the two rival Victorian teams included an official commemorative 

service, run by the Victorian RSL, scheduled just before kick-off.  Organisers had also 

arranged a spectacular programme of pre-match entertainment.2 Loud pop music played 

as five elite parachutists from The Red Berets, the Australian Army Parachute Display 

Team, expertly guided their parachutes into the stadium, with flares leaving an 

impressive trail of red smoke behind them. A large Australian flag billowed out from 

behind the final parachutist who landed with a flourish on the middle of the MCG. 

Later, a motor cavalcade of Australian war veterans drove slowly around the perimeter of 

the oval. Spectators watched and applauded, saving their loudest cheers for the oldest 

veterans while John Williamson’s classic Australian song True Blue rang out across the 

field, the lyrics unintentionally evoking the uncomfortable apposition of veterans of war 

and the corporate world of professional football.  

 

Hey True Blue. Is your heart still there?  

If they sell us out like sponge cakes,  

Do you really care?3 

 

A huge Australian flag was unfurled in the centre of the oval while the popular bush 

ballad, Waltzing Matilda, often described as Australia’s unofficial national anthem, 

played over loudspeakers. The crowd roared with delight as The Roulettes, an aerobatic 
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team of six PC-9/A aircraft from the Royal Australian Air Force, skyrocketed at low 

altitude over the stadium, performing a thrilling aerobatic display. Live footage from the 

cockpit of one of the planes was streamed onto a large video screen inside the stadium, 

giving the crowd an opportunity to experience the excitement of being in the pilot’s seat. 

Finally, Essendon and Collingwood entered the football field, running through paper 

banners prepared by their cheer squads to the tune of their team songs. The Essendon 

banner suggested a direct relationship between the Anzac tradition and sporting success 

in large block letters: ‘WITH THE ANZAC SPIRIT AS OUR GUIDE, THE BOMBERS 

WILL PLAY WITH COURAGE AND PRIDE’. The commemorative banner 

exemplified the corporate sensibilities that drive professional sport, with large logos of a 

now defunct mobile telecommunications company, 3 Mobile, displayed on either side.  

The Anzac Day Clash epitomises remembrance in an era of neoliberal 

capitalism, since it represents a commemorative tradition invented by a private 

company.  The event is enthusiastically supported by state agencies including the federal 

Department of Veterans’ Affairs (DVA) and Victorian Veterans’ Council, veterans’ 

organisations such as the RSL and Legacy, the Australian Defence Force, and football 

fans; highlighting the complex, interconnected motives and mutually beneficial 

relationships that drive the production of war memory in the twenty-first century. Since 

1995, the lucrative fixture has generated millions of dollars of revenue from gate 

receipts, corporate sponsorship, membership sales, television rights and merchandise. It 

has grown to become the largest commemorative event in Australia, with tens of 

thousands of people attending the match in person and hundreds of thousands 

watching on television.  

Such was the rapid accession of the commemorative spectacular in the national 

imagination that by 2000, only five years after its inception, it was frequently described 

in Australian media as an Anzac Day ‘tradition’.4  The event’s rise to prominence can be 

best understood through Eric Hobsbawm’s concept of ‘invented traditions’, which 

probes the meaning and function of rituals established and rapidly popularised in the 

present that promote a specific set of values, and assert continuity with a shared past. 5 

According to Hobsbawm, ‘invented traditions’ are a characteristic of modernity; 

promoting social cohesion, national identity, and legitimising state authority in the 
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midst of rapid social and technological change.6 Hobsbawm distinguished between 

official traditions, invented by authorities and driven by political motives, and unofficial 

traditions, invented by communities and driven by social motives, noting that the two 

spheres often demonstrate considerable crossover.7 But what of commercial motives? 

In an era in which commemoration and commerce have become increasingly 

intertwined it is necessary to expand Hobsbawm’s concept of ‘invented traditions’ 

beyond the role of communities and the state. Although implicit in his scholarship as a 

Marxist historian, Hobsbawm did not explicitly address the role of private companies in 

the social construction of national rituals. This chapter aims to address this 

underdeveloped conceptual area. According to Hobsbawm, ‘[i]nsofar as there is such 

reference to a historic past, the peculiarity of “invented” traditions is that the continuity 

with it is largely factitious’.8 In order to test this assertion I shall probe the relationship 

between sport and war in Australian national identity and explore how the AFL 

commemorated war before 1995. With this historical context established, I shall then 

turn my attention to the invention of tradition, outlining the commercial, political and 

social imperatives that informed the conception, reception and rise of the Anzac Day 

Clash, and how the amalgamation of sporting spectacle and commemorative spectacle 

has transformed remembrance.  

!

‘Show the enemy what Australian sporting men can do’: Sport, war and 

Australian national identity  

Sport and war have taken on particular centrality in Australian national identity, which 

has been defined by sporting and martial prowess on the international stage. Despite the 

social currency represented by these two powerful national archetypes, and their 

conflation in popular culture, the literature exploring the relationship between sport 

and war in Australia remains underdeveloped.9 Sports historian, Daryl Adair, notes this 

is unusual  ‘given the depth of interest in military history in Australia and the elevation 

of the… [Anzacs] to the status of legend’.10 Several theorists have explored the 
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relationship between sport and national identity. Hobsbawm regarded sport as ‘uniquely 

effective’ in generating a sense of belonging to a nation, noting that ‘the individual, even 

the one who only cheers, becomes a symbol of his nation himself’.11  

The assumption here, that the spectators of organised sport were male, highlights the 

extent to which nation-making through sporting achievement was informed by gender. 

Drawing on Benedict Anderson’s concept of ‘imagined communities’, Anthony King 

has argued that ‘Sport is sociologically important to nationalism because it constitutes a 

charged interaction ritual out of which imagined national communities arise’.12 While 

participation in traditional sports originating from England and, to a lesser extent, 

Scotland and Ireland, initially provided a way for Australians to express a cultural 

connection with Britain, sporting success also contributed to colonial self-confidence 

and a distinct national identity.13 According to Richard Cashman, sport in the fledging 

nation during the years after federation became ‘central to the business of being 

Australian’.14  

Yet, it was war, not sport, that offered a true test of Australian nationhood. 

During the Great War, the image of the sportsman was subsumed into the image of the 

soldier. Australian federation in 1901 had united the colonies but failed to achieve 

mythic resonance, creating a nation in name only. According to a popular ideology of 

Edwardian militarism, true nationhood required a ‘martial baptism’; an opportunity to 

assert moral, physical and racial superiority through the sacrificial shedding of blood on 

the battlefield. Participation in the Gallipoli Campaign during 1915 provided the first 

opportunity for the newly federated nation to affirm itself on the international stage. 

The language of sport was commonly evoked to express Anzac heroism. In the first 

dispatch recounting the Gallipoli landing published in Australia, British journalist Ellis 

Ashmead-Bartlett described the Australian volunteers as a ‘race of athletes’.15 Pride in 

sporting aptitude was reflected in recruitment propaganda that challenged eligible men 
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to ‘show the enemy what Australian sporting men can do’.16 Indeed New South Wales 

and Victoria attempted to raise several battalions that consisted entirely of sportsmen, 

known as the ‘Sportsmen’s 1000’.17 However, as Tony Ward has argued, ‘the most 

concerted effort to conscript the Australian sporting image for other purposes was 

largely a failure’.18 While Adair has noted that a ‘correlation… between the Australian 

attitude to sport and war’ was further perpetuated in C.E.W. Bean’s official military 

history of the Great War, metaphors of war and sport only went so far.19 Sporting men 

might make good soldiers, but sport was also a leisure activity that provided a distraction 

or escape from war. Aspirational images of sportsmen varied across class and sectarian 

lines, and were complicated by conscription debates on the home front. Moreover, sport 

and war did not always retain the same prominence in the national imagination. 

The appeal of the sportsman and the soldier as Australian national archetypes 

has not remained constant since the Great War. Ward has argued that, while the image 

of the bronzed Australian sportsman maintained currency throughout the twentieth 

century, national sporting fervour was not universal, nor immutable, and often 

intersected with other aspects of Australian identity.20 Neither has the Anzac digger 

maintained a constant appeal.21 Interest in the Anzac tradition declined after the Second 

World War as Australians questioned its relevance within an increasingly multicultural 

and secular nation.22 Ward claims the primacy of sport as Australia’s national leisure 

pursuit was also challenged as a result of social changes from the 1960s, when increasing 

affluence and cultural confidence resulted in the rise of alternative leisure pursuits, such 

as Australian music and film. During the mid-1970s, an editorial published in The 

Australian newspaper decried the ‘decline of a sporting super race’.23  
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This pessimism was short lived. According to Ward, the rise of professional 

sport, which resulted in aggressive efforts to appeal to wide audiences, led to a 

resurgence of Australian sporting fervour.24 And, when interest in the Anzac tradition 

began to rise during the 1980s, the sportsman and the soldier remained central to new 

imaginings. The two main protagonists in Peter Weir’s 1981 film, Gallipoli, which came 

to represent a defining cultural touchstone of the Anzac resurgence, were athletes, and 

Australian diggers were depicted playing sport, including Australian rules football, in 

Egypt. Thus, the historic and mythic relationship between sport and war attained 

cultural currency for a new generation. In the twenty-first century, mythologies 

surrounding the Anzac digger and the sportsman idealise and glorify archetypal 

Australian masculinity, and represent a set of values associated with Australian national 

identity, including mateship, courage, endurance and sacrifice. 

 

‘The last post was sounded…’: How did AFL teams remember war before 1995?  

While Australian Rules Football has a rich wartime history, the code did not maintain 

an ongoing commemorative tradition before 1995. Australian Rules Football originated 

in Victoria during the late nineteenth century and soon became popular in several other 

states, which established their own leagues.25 The long-established Victorian Football 

League (VFL) remained the dominant national contest, introducing teams from other 

states from the 1980s, and changing its name to the Australian Football League (AFL) in 

1990 to reflect this national sphere. Like other popular sporting codes, such as cricket 

and rugby, football leagues in each state attracted scores of young, fit Australian men to 

their ranks. During the Great War, some of these men chose to enlist and fight in the 

Australian Imperial Force (AIF). 

During the Great War, the number of players available to participate in state 

football leagues was depleted due to enlistment, and many spectators viewed football as 

a distraction from the war effort. While recruitment propaganda and newspaper reports 

evoked aspirational images of sportsmen, the war took clear precedence over sporting 

pursuits. A newspaper article published in The West Australian newspaper on 7 August 
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1915 announced the early closure of the local football season, noting that 

‘[u]nquestionably, public opinion is strongly in favour of the curtailment of all sport at 

present’.26 The Gallipoli Campaign had commenced approximately three months 

earlier, and the public taste for football had quickly evaporated in the midst of 

newspaper coverage and casualty lists. According to the writer, many felt it was improper 

to  

…watch men kicking a ball about all the afternoon when thousands of others — their own sons 

and other relatives, in many instances — are at the moment fighting for the Empire, many of 

them going down to honoured graves in far-off battle fields. 27  

 

Yet, the unique Australian game also contributed to life on the battlefront. Australian 

Rules Football was played by Anzac diggers during the Great War to build camaraderie, 

relieve boredom, and as an expression of national identity.28 Furthermore, sport on the 

home front could provide a way to support the war effort. With the normal sporting 

season disrupted, workplace football teams, including women’s teams, often played to 

raise money for charity.29 As the war drew on, many acknowledged the legitimate desire 

for lighter pursuits in a war-weary society and enjoying sport become more acceptable. 

The Great War did not bring unity to Australian Rules Football but division. 

The Victorian Football League (VFL) remained deeply conflicted in regards to whether 

the season should continue after the outbreak of war. Six of the ten VFL clubs chose to 

cease playing football, including Essendon, whose members’ middle-class Protestant 

sensibilities, according to Robert Pascoe, informed a total commitment to the war 

effort.30 The remaining four VFL teams, including Collingwood, which represented a 

working class Catholic demographic more likely to contest Australian participation in 

the Great War, chose to continue the football season. As Pascoe has noted, the Anzac 

Day Clash represents ‘a meeting of the two halves of Australian society divided by the 

conscription controversy of 1916–1917’.31  
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Few football clubs held commemorative ceremonies during the interwar period 

since many Australians believed that commemoration and leisure should be kept 

separate. Despite metaphors evoked by recruiters during the Great War, efforts to link 

the two national archetypes of the sportsman and the digger were unlikely to have 

resonated strongly with Australians with firsthand experience of suffering on the 

battlefront or home front. Practices of remembrance on the football field were rare, and 

not restricted to national heroes who had died fighting on the battlefield. In 1922, the 

Last Post was played at several Melbourne football fields, and the crowd observed a 

minute of silence, to commemorate the death of James Bennet, a former Australian 

Flying Corps mechanic, who had found fame in 1919 by flying from England to 

Australia with a team of aviators.32 Bennet had been killed during a test flight while 

preparing for a round-the-world flight.33 Reports in Australian newspapers detailed 

several football teams that erected honour boards in tribute to players who had enlisted, 

and it is likely that many more did not receive press coverage.34 Nevertheless, in the 

aftermath of war, communities had limited resources with which to erect war memorials 

and were more likely to be inclusive of a wider public, rather than restrict 

commemorative resources to football clubs. 

During the Second World War, Australian Rules Football was recognised as 

making an important contribution to the war effort by promoting unity and morale on 

the home front, as well as the battlefront. In 1939, The Football Record, an official VFL 

periodical, quoted Prime Minister Robert Menzies, who maintained that 

 

[s]portsmen can best help by completing their football programmes. A healthy, well-occupied 

mind is the best instrument I know with which to avoid panic. Sport plays a big part in providing 

this healthy outlook, so to you sportsmen I say “Carry on”.35   
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VFL clubs followed Menzies’ instructions, and continued to play throughout the 

duration of the war. However, after the outbreak of War in the Pacific and the Fall of 

Singapore in February 1942, new Australian Prime Minister John Curtin insisted that 

the war effort take greater precedence. In 1942, the MCG became a military base for US 

Army forces and the VFL headquarters in Melbourne was appropriated by the Army 

Inventions Directorate.36 The football season continued, but it was vital that the VFL 

was seen to be supporting the war effort rather than detracting from it. 

War commemoration at VFL football games during the Second World War 

represented a self-conscious response to public sensibilities by acknowledging the 

precedence of war over sport. Commemorative ceremonies were fairly rare and did not 

occur on Anzac Day, but tended to mark important dates or honour specific individuals 

within the football community. For example, when popular VFL footballer Ron Barassi 

(senior) died in North Africa in 1941, during the Tobruk campaign, ‘the Last Post was 

sounded’ at the MCG and 30,000 people stood to attention during an ‘impressive 

ceremony’.37 With mounting perceptions of a domestic threat, commemoration at 

football games offered a performative display of patriotism. The Last Post was played, 

and a minute of silence observed, at Melbourne football grounds during the opening of 

the 1943 and 1944 VFL seasons.38 Similarly, when the Pacific War came to an end on 

15 August 1945, after the Japanese surrender, the Last Post and Reveille were played at 

football matches scheduled in South Australia the next day, with players and fans 

observing one-minute silence.39 These rituals were anchored by the lived experience of 

war, characterised by brevity and specificity, and represented one-off activities, rather 

than an ongoing commemorative tradition. 

State football leagues, including the VFL, made few attempts to correlate football 

and war memory on Anzac Day before 1995. While playing and watching sport on 

Anzac Day had been permitted in several states if a proportion of the profits were 

directed to veterans’ charities, it was not until the 1960s that these activities were 

legalised throughout Australia. Victoria was the last state to loosen restrictions in 1959, 
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when the RSL finally conceded their hard-line stance against sport on Anzac Day. 

However, the relationship between the VFL and RSL continued to be characterized by 

conflict, rather than cooperation. Newfound enthusiasm for football on Anzac Day by 

the Victorian RSL, who realised games could generate much-needed income, was met 

with apathy from the VFL. The struggling code may have been discouraged by the 

requirement to donate a large proportion of Anzac Day profits to the RSL. They 

certainly felt that legislation that targeted profits made by sporting organisations, but 

excluded those derived from other commercial leisure activities, such as cinemas and 

theaters, was unfair. Most likely, with interest in the Anzac tradition falling, and critique 

of the RSL rising, they were likely to have feared that conflating the soldier and the 

sportsman might be potentially divisive, with a risk of simultaneously alienating 

Australians with little interest in commemoration, and trivializing war memory for those 

who had suffered as a result of war. 

VFL officials were also aware of a failed early attempt to hold a commemorative 

fixture by the Victorian Football Association (VFA), the lower ranked state competition, 

on Anzac Day 1961, shortly after regulations had been loosened. During the match 

between Sandringham and Moorabbin at the MCG, a troupe of marching girls formed 

the word ‘Anzac’ on the oval, and both teams stood to attention in the centre of the 

ground as the Last Post and Reveille played.40 However it seems the spectacle did not 

appeal to football fans, as it only attracted 13,800 attendees, and was not repeated the 

following year.41 Neither was the connection between sport and war reflected in media 

commentary. Pascoe has found that ‘newspaper accounts of the first Anzac Day matches 

made no attempt to link players with the nation’s military history’.42 Football games 

were frequently scheduled for the Anzac Day public holiday after 1960. However, even 

after the resurgence of interest in the Anzac tradition from the 1980s, Anzac Day 

football was viewed as separate from commemoration and attracted little fanfare. 

As this section has argued, the AFL did not maintain an ongoing 

commemorative tradition before 1995, nor did the conflation of sport and war resonate 

deeply with Australians. Until the 1990s, state authorities and veterans’ organisations 

generally considered commemoration and commerce as separate pursuits, fearing that 
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profit-making activity on Anzac Day, would desecrate war memory, or provide a 

diversion from commemoration. While football games played during the afternoon of 

Anzac Day to raise money for charity might be sanctioned by the RSL, they were not 

considered a form of commemoration. In contrast, the Anzac Day Clash is a fully-

fledged commemorative event, with an official Anzac Day service run by the Victorian 

RSL scheduled just before kick-off. Given a historic aversion to the commercialisation of 

the Anzac tradition by the AFL, RSL and federal authorities, how did commemoration 

and commerce become such easy bedfellows from the 1990s? 

 

The invention of the Anzac Day Clash: Tradition as a marketing tool 

The Anzac Day Clash was made possible by a resurgence of interest in the Anzac 

tradition from the 1980s, which resulted in growing demand for products and 

experiences associated with Australia’s wartime history and heritage. Once again, federal 

authorities and veterans’ organisations acknowledged the political and social currency 

associated with the Anzac tradition. However, instead of taking a hard line stance 

against commercial activity, they recognised the centrality of cultural production to the 

transmission and proliferation of war memory in the absence of the lived experience of 

war. As discussed in Chapter Five, the seventy-fifth anniversary of the Gallipoli landing 

in 1990 set a precedent for a new era of commemoration. Marked by a televised state-

sanctioned commemorative spectacular at Anzac Cove, the event attracted thousands of 

Australian tourists and extensive media coverage. Since this time, consecutive federal 

governments have devoted increasing amounts of taxpayer dollars towards the 

promotion of the Anzac tradition — including educational resources, museums and 

exhibitions, new war memorials, and commemorative events. At the same time, profit-

making bodies, such as the AFL, responded to the opportunity presented by consumer 

demand, and a bipartisan political commitment to perpetuating the Anzac tradition, by 

identifying mutually beneficial commercial opportunities. In doing so, the state and the 

private sector simultaneously responded to and generated interest in war 

commemoration.  

The origins of the Anzac Day Clash reveal how the impetus for commemoration 

and commerce have become deeply intertwined. The concept of a commemorative 

football fixture on Anzac Day was initially proposed in 1994, by Essendon coach, Kevin 
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Sheedy who admitted that he came up with the idea while ‘thinking about the 

promotion of the game’, but also professed a desire to ‘remember an area of society that 

needs recognition’.43 Before the 1990s, the ambitions to generate profits and remember 

war were generally considered mutually exclusive. The fact that these motives were now 

perceived as complementary would provide an engine for commemorative production in 

the twenty-first century. Stewart and Smith have argued that Australian sport in a 

postmodern age is characterised by an aggressive search for opportunities with 

entrepreneurs and administrators leaving ‘no sporting stone unturned’.44 An Anzac Day 

fixture between Collingwood and Essendon, with an official RSL commemorative 

service before kick off, would allow the two teams, and the AFL as a whole, to leverage 

and reinforce mythic connections between sport and war in the national imagination, 

and align their brands alongside the aspirational national mythology.  Under the Anzac 

Day Act 1958 (VIC) the AFL did not need to obtain the permission of the Victorian RSL 

to schedule a fixture on Anzac Day. However, the support of the RSL was essential to 

ensure the Clash could be legitimised as an official commemorative event. 

As self-appointed guardians of the Anzac tradition, RSL branches throughout 

Australia tended to resist commercial activity associated with Anzac Day before the 

1990s. Despite legislation that allowed football games to be played in the afternoon of 

Anzac Day, the AFL and RSL in Victoria maintained an adversarial relationship. As 

Sheedy has acknowledged, ‘Before we did this [The Clash], Anzac Day was more about 

football having arguments with the RSL’.45 However, when Kevin Sheedy and 

Collingwood’s director of football, Grahame Allan, pitched the idea of an Anzac Day 

commemorative fixture to the President of Victorian RSL, and long-time Collingwood 

supporter, Bruce Ruxton, he displayed a more pragmatic attitude.46  

While interest in the Anzac tradition began to surge after the 1990s, RSL 

membership numbers and revenue had continued to fall. Moreover, the traditional role 

of the RSL as guardians of the Anzac tradition had been challenged by consecutive 

federal governments, who had exerted increasing agency over commemoration.  

Supporting the AFL Anzac Day Clash gave the RSL an opportunity to raise much 
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needed revenue for veterans’ welfare and increase the visibility and status of their 

organisation within the wider community. The introduction of an official RSL 

commemorative service before kick off was a radical departure from previous attempts to 

keep commemoration and commerce separate. The assertion that a commemorative 

football fixture would not detract from official Anzac Day services or trivialise war 

memory was entirely new. It reflected a view that professional sporting spectacle might 

not desecrate the Anzac tradition after all, but help promote it.  

It is significant that the inaugural Anzac Day Clash was timed to occur during 

Australia Remembers 1945–1995, a spectacular, yearlong, federal government funded 

programme of commemorative events and educational programmes to mark fifty years 

since the end of the Second World War. Events held throughout the year, and especially 

on Anzac Day, generated interest in war commemoration, attracting ‘thousands of 

participants and spectators’ and receiving ‘unsurpassed press, radio and television 

coverage’.47 The Anzac Day Clash commenced after the conclusion of Melbourne’s 

Anzac Day march, which was attended by a ‘record crowd’ of 30,000 people, twice as 

many as the year prior.48 According to a newspaper article in The Age, ‘many families had 

planned to make a day of it: Anzac Day parade in the morning, footy in the afternoon’.49 

The event attracted 94,825 attendees and thousands of people were turned away after 

police were brought in to disperse the crowds. 50 While the thrilling match ended in 

stalemate, with scores drawn, it inspired a lucrative new Anzac tradition. 

The appropriation of the Anzac tradition by the AFL occurred in response to the 

Anzac resurgence, but must be understood in the context of the rise of professional 

sport in Australia. Since the 1970s, the AFL has transformed from a body of amateur 

clubs into a powerful corporation. For much of the twentieth century, Australian Rules 

Football was administered and played by amateurs, with money made from gate receipts 

and membership fees.51 As Jim McKay has noted, ‘[b]efore 1980 only a few Australian 

(male) athletes made a full time career out of playing sport’.52 While television rights 

were introduced in 1956, administrators remained unaware of its potential for some 
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time, initially suspicious that live broadcasts would discourage people from attending the 

game in person and cannibalise ticket sales that provided the major source of income for 

clubs.53 Before the 1970s, television rights amounted to less than five percent of 

income.54 However, the advent of colour television in 1975 came with a growing 

awareness that the medium could be harnessed to promote the game and build 

relationships with an untapped market of sports fans. In 1976, the VFL launched a 

Properties Division to oversee licensing and marketing of their brand. By the end of the 

decade, income from television rights and corporate sponsorship rivalled income from 

gate receipts and membership fees.55 For the first time, corporate funds underpinned the 

competition and many lamented this turning point as the loss of financial 

independence.56 As the financial stakes grew higher, administrators began to place a 

growing emphasis on profits before tradition. 

Since the 1980s the AFL has been quick to discard long held traditions, and 

invent new ones, in an aggressive attempt to expand their code within a competitive 

marketplace.  As Ian Andrews has argued  

 

…the League has moved from an institution that is primarily bound up with culture, including 

the construction of identity, to one that is primarily driven by the economic imperative to 

produce exchange value, often for external television and sponsorship interests.57  

 

Administration and coaching were taken over by professional managers, rather than 

amateur or volunteer staff. The AFL is a registered company and has been run by a 

board of directors, known as The AFL Commission, since 1985. Rule changes and other 

innovations were introduced to boost the entertainment value of televised matches, 

resulting in a shift of focus from skill to spectacle. Several weaker clubs were closed 

down, forced to amalgamate with others, or moved to an alternative location.58 As a 

result, tribal team loyalties based on location were replaced by brand loyalties. As Bob 

Stewart and Aaron Smith have argued  
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[i]t no longer makes much commercial sense to maintain traditional sporting practices for their 

own sake, or even as a means of understanding the past. In a postmodern sporting world, history 

and tradition are valuable only in so far as they can be used to “recapture an atmosphere”, re-

invent an experience, or exploit a niche in a competitive and constantly shifting recreation 

market.59  

 

The AFL has committed to interstate expansion in order to become a truly 

national game.60 Of the eighteen clubs currently in the competition, seven have been 

introduced since the mid-eighties. The dramatic changes introduced by AFL 

administrators have been enormously successful, resulting in increased revenue from 

$20.6 million in 1986 to $116 million in 2001. Just ten years later, in 2010, total 

revenue had increased threefold to $335 million, with most of the money coming from 

television and corporate sponsorships.61 Despite the professionalisation of football, the 

AFL Commission and individual AFL clubs do not pay tax. The organisations are 

classed as not-for-profit companies since they are wholly concerned with ‘the promotion, 

administration and development of Australian Rules Football’.62  Nevertheless, the 

fortunes of AFL executives have risen as the code has expanded with many earning six 

figure salaries, with bonuses linked to profits and expansion.63 As professional sport has 

become increasingly lucrative, tradition has become another marketing tool. Through 

the Anzac Day Clash, the AFL has appropriated Australian war memory: combining 

national identity, the Anzac tradition and Australian Rules football into one exciting 

and spectacular package. 
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‘It's an opportunity there for the taking’: Legitimisation and expansion  

Since 1995, the AFL has worked hard to reinforce historic and mythic connections 

between sport and war in order to legitimise the fixture. In addition to pre-match 

entertainment and an official RSL commemorative service before kick-off, the Anzac 

Day Clash is loaded with military symbolism and ritual. Teams wear guernseys decorated 

with signifiers that evoke war memory, such as diggers, poppies and slouch hats. The 

winning team is presented with the Anzac Day trophy, which has been carefully 

designed to possess historical significance. Not only is the trophy etched with the names 

of VFL players who died in the First and Second World Wars, the wooden base 

originates from part of an ammunition wagon used on the Western Front, and bronze 

columns include metal salvaged from Gallipoli.64 Since 2002, an Anzac Day medal has 

been awarded to the player who best demonstrates the ‘Anzac spirit’ — characterised by 

‘skill, courage, self-sacrifice, teamwork and fair play’.65 The medal itself has been 

designed to look like a military decoration, with the RSL logo appearing in the middle 

and the shape recalling the Victoria Cross, which is the most prestigious military 

decoration in Commonwealth countries.  

Despite the concerted efforts to situate the fixture within a historic context, the 

wartime rift between the two main contenders, which highlights the ways in which the 

conscription debate divided Australians during the Great War, has been marginalised. 

The decision made by the Essendon team to cease playing football during the Great War 

in commitment to the war effort, and that of the working class Collingwood team to 

play on, reveals division, rather than consensus; whereas national unity is a key aspect of 

the modern Anzac tradition.  

In a testament to the malleability of the modern mythology, event organisers 

have proved remarkably responsive to a changing political and cultural environment. 

From 2001, Australian soldiers were fighting on overseas battlefields once again; joining 

a US led coalition to wage war in Afghanistan. As described in the introduction to this 

chapter, attendees to the 2006 Anzac Day Clash enjoyed a program of pre-match 
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http://www.collingwoodfc.com.au/news/2015-04-21/anzac-day-information-2015, (accessed 5 October 
2015). 
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entertainment, courtesy of the Australian Defence Force, including a parachute display 

team and flyover of fighter jets. While ostensibly representing a chance to remember war 

and honour the sacrifice of those who served, the militaristic spectacle and overt 

nationalism also served to glorify Australian participation in war. That same year, the 

Australian Defence Force launched a three billion dollar, ten-year recruitment 

programme know as R2 (Retention and Recruitment), which included an ‘ongoing 

initiative to increase recruitment via targeted marketing strategies.66  

The mutually beneficial partnerships formed between the AFL, veterans’ 

organisations and state authorities support Henry Reynolds’ and Marilyn Lake’s 

assertion that the Anzac resurgence has been characterised by the relentless state-

sponsored militarisation of Australian history. Nevertheless, as Alistair Thomson has 

noted, ‘official versions of the past are only successful in as much as they are meaningful 

and resonant for a significant proportion of the population’.67 During the late 2000s, 

Australians became increasingly critical of overly commercialised commemorative 

spectacle, exemplified by the public backlash to the much-derided 2005 Gallipoli Dawn 

Service, discussed in Chapter Five. During this period, mounting casualties in 

Afghanistan and the efficacy of the ‘War on Terror’ began to attract increasing 

controversy. Moreover, overt displays of Australian patriotism began to attract negative 

connotations associated with exclusionary nationalism and racism, such as the Cronulla 

Riots in 2005, where Lebanese and white youths clashed at Cronulla beach in Sydney.68 

Organisers of the AFL Anzac Day Clash proved highly responsive to the changing 

sensibilities of their target audience. Pre-match entertainment became less militaristic 

and more focused on the trauma and suffering experienced by veterans, with a greater 

emphasis on historical links between the AFL and Anzac tradition. By 2010, military 

parachutists and aerial aerobatics had been replaced by an emotional video tribute for 

Anzac veterans and a music performance by Australian artists, Troy Cassar-Daley and 
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David Campbell.69 The evolution of the commemorative programme at the Clash is not 

evidence that the AFL has withdrawn from appropriating Anzac, but merely a more 

subtle method of appropriation, reflecting a continued commitment to the lucrative 

commemorative tradition. 

Since the inception of the Anzac Day Clash in 1995, the AFL has actively 

promoted a culture of war commemoration within clubs. AFL teams throughout 

Australia undertake highly publicised visits to war memorials and museums in 

preparation for Anzac Day football, and even receive motivational speeches by 

professional soldiers. During the 2000s, Essendon coach, Kevin Sheedy purchased a 

copy of Fallen: The Ultimate Heroes — Footballers Who Never Returned From War, for his 

players, inscribing a personal message for each player within its pages, and Collingwood 

coach, Mick Malthouse read his team a letter sent from a Great War digger back to his 

family.70 Teams including the Sydney Swans even trekked the Kokoda trail, a Second 

World War battleground, as a pre-season training exercise.71 

Media outlets have been encouraged to perpetuate links between Australian 

Rules Football and war. From the 2000s, Anzac Day editions of Victorian newspapers 

have regularly featured Essendon and Collingwood footballers on the front page, 

standing alongside veterans or in front of Melbourne’s Shrine Of Remembrance, of 

which the AFL is a major charitable donor. Sport/war metaphors were largely absent 

from news media describing AFL matches played on Anzac Day before 1995 however 

have grown increasingly frequent. In 2001, an article in The Age describing the Clash 

seemed to transcend metaphor altogether: 

!
At first, there was no sound. The battle was over and night was falling. Some sat slumped against 

bare walls and dabbed at their wounds. Others whispered among themselves. One wiped away 
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69 Match Day Running Sheet: Anzac Day Collingwood vs. Essendon, MCG/AFL, Sunday, 25 April 2010. 
70 Jim Main and David Allen, Fallen: The Ultimate Heroes — Footballers Who Never Returned From War, 
Melbourne, Crown Content, 2002. 
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tears. A harsh, scraping noise carried from an anteroom. It was of a bootstudder's brush at work, 

but it was also the sound of a trench long ago and far away.72 

After being defeated by Essendon in 2009, Collingwood coach Mick Malthouse claimed 

that his team had  ‘let the Anzacs down’ and that ‘Essendon showed true Anzac spirit, 

the reason why we play here’.73 In 2011 the AFL joined forces with Channel 10 and The 

Herald Sun newspaper to award and promote retrospective Anzac medals for matches 

played between 1995 and 1999.74 The newspaper announced a winner every day for five 

days during the lead up to Anzac Day, a strategy that simultaneously worked to boost 

circulation figures for the newspaper and anticipation for the big game. 

Due to the immense popularity and commercial success of the Anzac Day Clash, 

other teams within the AFL, and other sporting codes, have clamoured for their own 

commemorative fixtures. While Collingwood and Essendon initially attempted to assert 

ownership over the tradition by defending its exclusivity, their dominance was contested 

by sporting codes, including Rugby League and Rugby Union, who requested 

commemorative games of their own. As the RSL could not approve a commemorative 

fixture for one code and deny one to another they were compelled to comply. In 2000, 

coach Kevin Sheedy called for the expansion of Anzac Day football to other AFL teams, 

proclaiming ‘Let's play these Anzac Day blockbusters right around the nation’. Sheedy 

stated, ‘[i]t's an opportunity there for the taking for us to remember those who fell and 

to honour those who came home’.75  Yet Anzac Day fixtures also offered an opportunity 

for competitive advantage over other teams and codes. In 2013 Anzac Day football was 

employed as part of a strategy by the AFL for overseas expansion, when St Kilda and 

Sydney established an annual Anzac Day game in Wellington, New Zealand.76  

The quest to promote the relationship between sport and war memory has been 

enthusiastically supported by federal and state governments. Recognising the 

commercial opportunity, sporting bodies have been eager to comply. Their actions 

reflect John Hargreaves’ assertion that that professional sporting bodies are quick to 

‘accommodate to commercial and government pressures’ and often form ‘mutually 
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beneficial alliances with commercial and political interests’.77 For example, the Victorian 

State Government’s Anzac Centenary Committee distributed a fact sheet to sporting 

organisations in 2014 which stated that 

 

[s]ports organisations conducting events on ANZAC Day are encouraged to incorporate a 

commemorative element into events on ANZAC Day, in keeping with the spirit of the day. As a 

minimum, sporting groups would be expected to observe a minute’s silence prior to the event. 78 

 

The instructions, which were directed to amateur teams as well as professional bodies, 

advised that commemorative activity on Anzac Day was no longer optional, but 

obligatory. During 2015, the AFL scheduled an entire round of Anzac football, 

broadcasting five games, each with a commemorative service. 

Aggressive expansion of Anzac Day football fixtures has risked overshadowing 

the longstanding tradition it claimed to promote. Legislation enacted by each state 

before the 1960s prohibited sport from commencing before 1pm on Anzac Day to 

ensure that leisure activities would not detract from commemorative services. However, 

regulations did not take televised sport into account, since it was enacted before 

broadcast rights became a major revenue stream. In 2015 the AFL announced that the 

Anzac Day fixture played between St Kilda and the Sydney Swans at 1pm in Wellington, 

New Zealand, would be broadcast live into Australian living rooms from 11am (EST), 

while Anzac marches were in full swing. Due to the time difference between New 

Zealand and Australia the match could be broadcast in its entirety before the Anzac Day 

Clash blockbuster, providing a lucrative boost to broadcasting revenue. The Victorian 

RSL president, David McLachlan was dismayed by the decision, stating 

 

[w]e have had an agreement that the march finishes and then we go to the football. That is the 

way it has been with football forever and a day.79  
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Perhaps buoyed by the obvious public enthusiasm and acceptance of Anzac Day football, 

the AFL refused to concede. Indeed, with tens of thousands of Australians watching 

games in person, and millions watching at home, Anzac Day commemorative sporting 

fixtures have overtaken traditional official Anzac Day services as the most popular form 

of Anzac Day remembrance. 

In the twenty-first century, fundraising through Anzac Day sport has become 

secondary to the promotion of the Anzac tradition. When the Victorian RSL agreed to 

support the Victorian Anzac Day Act 1958, which permitted restricted sporting and 

horse racing events on Anzac Day, it did so on the basis that event organisers would 

donate a ‘proportion of net proceeds’ into an Anzac Day Proceeds Fund to support 

veterans’ welfare. A state government committee tasked with reviewing Victorian Anzac 

Day legislation in 2002 noted widespread frustration at the longstanding requirement to 

direct donations to veterans’ welfare, rather than into additional commemoration.80 It is 

difficult to measure the enormous benefits that the AFL has derived from aligning 

Australian Rules football with the Anzac tradition.  In 2014, the AFL Anzac Day Clash 

was the most watched game of the premiership season, attracting 1.595 million 

viewers.81 In addition to direct financial benefits in the form of broadcast rights, club 

memberships and gate receipts, the relationship represents a powerful brand building 

exercise for individual clubs and the AFL as a whole.  However the AFL’s admiration of 

the sacrifices made by Anzac veterans is largely symbolic, since their support does not 

involve any significant sacrifice to their own profit margins. The AFL does not publicly 

disclose how much money they donate after the Anzac Day Clash and has not 

responded to my requests for this information. However, a parliamentary review of 

Victorian Anzac Day legislation in 2002 revealed that they donated just $20,000 in 

2000.82 The Melbourne branch of Legacy described the contribution as ‘miniscule’ and 

the Victorian RSL noted the need for ‘improved financial arrangements with the AFL’.83 
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By 2015, an AFL representative claimed that their donation after the Clash had risen to 

$300,000. 84 However the organisation bypassed the Anzac Day Proceeds Fund 

altogether, reportedly directing all funds to the Shrine of Remembrance to support the 

ongoing perpetuation of the Anzac tradition. It seems that commemoration has become 

an end in itself. While the Anzac Day Clash is marketed as an event that celebrates and 

supports veterans, the vast majority of funds raised are not directed towards individuals 

who have fought in Australian wars, but instead fuel an endless cycle of 

commemoration. 

 

Conclusion 

While lauded as a national commemorative tradition, the Anzac Day Clash is a recent 

invention.  In contrast to traditional Anzac Day services, which tend to be characterised 

by silent contemplation, this modern commemorative spectacular represents a triumph 

of remembrance, national identity and professional sport. The Anzac Day Clash 

highlights the extent to which practices of memory are shaped by public companies 

within a consumer society. Remembrance of war and generation of profits are no longer 

viewed as mutually exclusive activities, but eminently compatible. AFL appropriation of 

the Anzac tradition must be viewed in the context of the professionalisation of the sport 

from the 1980s, when the code evolved from a group of amateur clubs into a powerful 

corporation. Since this time, the AFL has been quick to invent or discard tradition in an 

effort to promote their code. Guardians of Anzac, veterans’ organisations and state 

authorities, who recognise that private sector appropriation of the Anzac tradition is 

mutually beneficial, have eagerly supported the Clash. The national mythology of Anzac 

has been appropriated within a potent corporate mythology, which reinforces Australian 

Rules Football, formerly dominant in a few states only, as the national game.  

Before 1995, the AFL did not maintain an ongoing commemorative tradition.  

However, since this time event organisers have proved adept at leveraging and 

reinforcing the symbolic connections between sport and war in the national 

imagination. The AFL does not exert exclusivity over Anzac Day sport but was the first 

to develop a commemorative fixture, and has worked to consolidate their authority by 

building strong connections between the AFL and Anzac tradition. They have worked to 
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legitimise the Anzac Day Clash as a national commemorative tradition by incorporating 

military symbolism into the fixture, fostering a culture of commemoration within clubs, 

promoting comparisons between sport and war in the media, and expanding the fixture 

to include an entire round of Anzac football. While football on Anzac Day was often 

contested or prohibited during the interwar period, the conflation of sport and war did 

not offend the sensibilities of a new generation of Australians, few of whom had 

experienced war first-hand.  

It is significant that the inaugural Anzac Day Clash was launched at the height of 

a year-long federal government programme to commemorate fifty years since the end of 

the Second World War, Australian Remembers 1945–95. The event served to generate 

interest in the Anzac tradition and since this time, state spending on commemoration 

has underpinned the Anzac industry. Despite the enormous profits generated by the 

blockbuster event and the benefits of aligning the AFL brand with the Anzac tradition, 

the public company is rarely accused of trivialising the suffering of Australians who 

experienced war, or profiteering from war memory. The support of veterans’ 

organisations, such as the RSL and Legacy, and the Department of Veterans’ Affairs has 

ensured the legitimacy of the fixture, while also supporting the proliferation of the 

Anzac tradition to new audiences, especially young people and families.  
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Chapter Seven. ‘Is there any Australian brand worth more?’: 

Anzac in advertising c.1990–2015 

 

One hundred years after the Great War, public companies have come to assert a 

growing influence over war memory and practices of remembrance, recognising the 

opportunity to tap into public sentiment surrounding the Gallipoli Campaign and 

Anzac veterans to build their brands. During the lead up to the Anzac centenary, 

Australian supermarket giant, Woolworths launched a website where consumers could 

honour war veterans by sharing their family connections to the Anzac tradition. 

However, the commemorative function of the site was compromised by its thinly veiled 

commercial imperative. The website included a profile picture generator which branded 

images of the war dead with the Woolworths logo and campaign tagline ‘Fresh in our 

memories’, an adaptation of their corporate slogan ‘The Fresh Food People’. The 

website stated: 

 

We encourage you to share a memory of someone you know who has been affected or lost to 

war, by changing your profile picture on social media to that person. Be it a grandparent who 

served in World War I or a parent who fought in a more recent war, let’s revive and share their 

memory, passing them on to the next generation.1 

 

The campaign represented an attempt to facilitate the creation of user-generated 

Woolworths branded commemorative content, and encourage consumers to share this 

content throughout their extended social networks. Over the past thirty years, 

Woolworths has spent tens of millions of dollars on advertising to associate their brand 

with the word ‘Fresh’ in the minds of Australian consumers. The use of the word ‘Fresh’ 

to evoke the memory of the Great War, a conflict of unprecedented scale, violence, and 

horror, was met with an immediate national response — although not the kind that 

Woolworths’ marketing department was hoping for.  

The clumsily executed campaign had inadvertently revealed the inner workings 

of the Anzac industry, exposing the conflation of commemoration and commerce, and 

Australians were repulsed by what they saw.  Many began to use the profile picture 
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1 Woolworths Fresh in Our Memories website, http://www.freshinourmemories.com.au, (accessed 14 
April 2015). 
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generator to create memes lampooning the botched attempt to cash in on war memory, 

and the hashtag #Brandzac began trending on Twitter throughout Australia.2  

Widespread comparisons of Anzac to a consumer brand powerfully illuminated 

the logics driving the construction and politics of war memory to a broad audience. The 

Oxford Dictionary of Marketing describes a ‘brand’ as ‘something that lives as a perception 

in the mind of the beholder’, noting that ‘[o]ne of the major roles of brand management 

is to create positive perceptions in the minds of target customer groups’.3 Savvy 

Australian consumers were aware that the meanings associated with consumer brands 

did not represent an objective reality or truth but a carefully constructed image, 

intended to appeal to a specific audience. Moreover, they understood how the 

custodians of consumer brands benefited from the symbolic and economic value they 

represent. Critique of the commercial exploitation of war memory, described as 

‘Brandzac’, remained constant within Australian news media, talkback radio, television, 

blogs and social media right up until Anzac Day.  

For many Australians, the Brandzac scandal served to highlight the growing 

conflation between commemoration and commerce, with one Twitter user stating ‘I 

know that @Woolworths royally screwed up with #freshinourmemories but all it's done 

for me is highlight how many brands exploit #AnzacDay’.4 Another professed 

‘[c]apitalists have been war profiteers since society begun [sic]. Just another example that 

war is good for business’.5 For others, it aptly reflected the enthusiastic civilian 

militarism associated with the national mythology, with another tweet noting ‘[t]he 

media always glorifies wars, it makes them palatable for the masses to consume from 

afar, at a distance, as ignorant consumers’.6  The tweets didn’t just express anger and 

frustration at the ways in which war memory had been exploited by brands, but directed 

outrage towards the federal government. One twitter user declared, ‘[t]here is no 

#brandzac campaign more insulting than the many politicians who exploit our ANZAC 

hero worship to wage a pointless, endless war’.7 
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The guardians of the Anzac tradition, the federal government and veterans’ 

organisations, took steps to reassure the public of its integrity and ongoing protection. 

The unauthorised use of the word Anzac throughout the Woolworths website riled the 

Department of Veterans Affairs (DVA), the federal government ministry tasked with 

enforcing The Protection of The Word 'Anzac' Regulations 1921 (Cth). The Minister for 

Veterans’ Affairs, Michael Ronaldson, ordered Woolworths to take the website down 

and released a public statement: 

 

The Australian community quite rightly expects that the word ‘Anzac’ is not trivialised or used 

inappropriately and as Minister for Veterans’ Affairs, I am responsible for ensuring that any use 

of the word ‘Anzac’ does not provide commercial benefit to an organisation.8 

 

The national president of the RSL, Ken Doolan, was equally perturbed, describing the 

campaign as ‘insensitive’ and an ‘unfortunate error’. But despite the tough public stance 

against the appropriation of the Anzac tradition in the pursuit of profits, these two 

bodies had enthusiastically embraced commercial activity for over twenty years. 

In addition to the mass production of Anzac biscuits, and endorsement of high 

profile Anzac Day sporting events involving the AFL, Rugby League, and V8 Motor 

racing, the RSL and Legacy had enlisted decorated soldiers to sell beer, and lent their 

support to Camp Gallipoli; a festival-style patriotic spectacular which came with its own 

range of merchandise, available exclusively from Target stores. In 2014, the RSL 

commodified one of Anzac’s most sacred traditions — silent contemplation. For $2.25, 

Australians could buy one minute of silence on their mobile phones.9 The RSL argued 

that poppies and badges had been sold on Anzac Day to raise money for veterans for 

many years, and that the innovative campaign provided a way to reach new audiences, 

using new technologies. Even so, harnessing Anzac introspection as a fundraising 

gimmick trivialised the very act of remembrance. There is no doubt that veterans’ 

organisations have pursued commercial partnerships with the very best of intentions; to 

raise money for charity, promote their organisations, and the Anzac tradition. But at 

what cost? Authorities expediently overlooked the fact that much of this activity was 
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mutually beneficial for corporate partners, who profited through brand building and 

increased revenue. Shrewd Australian marketers had learned that commercial activity 

that looked like commemorative activity could be very profitable indeed. 

This chapter will attempt to provide a sense of the scope and operation of the 

Anzac industry between 1990 and 2015 by investigating how and why commercial 

bodies have appropriated the social currency associated with the word Anzac and the 

Anzac legend to build their brands and promote products and services that are 

indirectly, or unrelated, to the history of the Gallipoli Campaign and Anzac veterans. In 

order to do so, I shall examine the ways in which Australian traders have appropriated 

Anzac for marketing purposes in press advertisements that appeared in national 

newspapers and television on Anzac Day, and during the lead up to Anzac Day, and 

promotional activity by McDonalds, the Australian Football League (AFL), and Carlton 

& United Breweries (CUB). I will probe responses to commercial activity by the 

Department of Veterans’ Affairs (DVA) and the Returned and Services League (RSL) to 

argue that the political and commercial appropriation of Anzac has gone hand-in-hand. 

 

History, advertising and national identity 

Scholars from a range of disciplines have looked to advertising as a rich source from 

which to draw insights about society and culture, employing textual analysis and 

semiotics to analyse meanings encoded within these texts.10 Historians such as Raphael 

Samuel and Jerome De Groot have noted the enthusiasm with which advertisers have 

drawn from the past to associate their brands with tradition, heritage, or a nostalgic 

yearning for an idealised past.11 Scholars of marketing have responded to the 

phenomenon by exploring the use of nostalgia as a discursive tool with the aim of 
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increasing the efficacy of advertising messages.12 The historiography of the Australian 

advertising industry is under-developed, however significant inroads have been made by 

Robert Crawford, who published one of the first studies of the Australian advertising 

industry in 2008, and Jackie Dickenson, whose research (like my own) is informed by 

first-hand experience working within the advertising industry.13 Dickenson has examined 

ways in which the past was represented in Australian advertising to argue that advertisers 

‘recycled a predictable repertoire of familiar historical stories’ in order to ensure their 

messages were easily understood.14 Nevertheless, historians have insisted that scholarship 

should extend beyond analysis of individual advertisements, to obtain a wider view of 

their production.15 Dickenson insists that ‘Advertisements are the end product of an 

extended process’ and has argued that historians should ‘look for changes in practices, 

processes and technologies across time, identifying key moments of change and placing 

the advertising industry in its social, economic and political context’.16 

This chapter will focus on the production and transmission of war memory 

through advertising and marketing activities, rather than the reception of these messages 

by Australian consumers. However, most cultural studies theorists reject the notion of 

direct, one-dimensional relationships between advertisers and consumers, insisting that 

consumers exert agency to accept, critique, or reject commercial messages.17 

Nevertheless, the kinds of advertising messages crafted to appeal to a mass-market of 

Australian consumers have the potential to reveal a great deal about the Anzac legend, 

war memory and national identity. In a cluttered marketplace, advertising must attract 
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the attention of consumers and rapidly convey a clear and memorable message. 

Commercial firms devote significant amounts of time and money towards 

understanding their target audiences with the intention of generating marketing 

messages that will attract their attention and resonate strongly enough that they 

purchase a product or develop a preference for their brand. As, Jackie Hogan has 

argued, ‘[a]dvertisements sell more than products; they sell, among other things, values, 

ways of life, and conceptions of self and the Other’.18 

Since the 1980s, the Anzac legend has become increasingly central to Australian 

national identity and advertising offers an opportunity to look beyond state-sanctioned 

commemorative spectacle and examine the production of national identity in every day 

life. In 1995, Michael Billing described this phenomenon as ‘banal nationalism’ and 

argued these ‘every day’ expressions of belonging were central to the creation and 

maintenance of modern nation states.19 Indeed, Tim Edensor has insisted that ‘the 

national is still a powerful constituent of identity precisely because it is grounded in the 

popular and the everyday’.20 Advertising provides a powerful mode of expression for 

nationalism. In her analysis of images of the nation conveyed by Australian and Japanese 

television commercials, Hogan argued that advertisements ‘provide models for identity 

formation, at the level of both the individual and the nation’.21 As such, an examination 

of Anzac in advertising reveals a great deal about how commercial firms, the state and 

special interest groups have responded to and shaped war memory since the Anzac 

resurgence.  

 

Anzac in advertising  

Few Australian traders chose to evoke Australian war memory in their advertising before 

1995, when the federal government launched a year-long programme of educational and 

commemorative activity to mark the fiftieth anniversary of the end of the Second World 

War, branded Australia Remembers 1945-1995. As Ashplant, Dawson and Roper have 

noted, mass media tend to ‘seize upon forthcoming commemorative dates to stimulate 
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cultural production of all kinds’.22 Marketers recognised the potential for state-

sanctioned commemorative events to generate interest in war memory and drive 

consumer desire for products associated with it. The success of the 1990 Gallipoli Dawn 

Service five years earlier had proved there was a buoyant market for Anzac and provided 

a catalyst for mass-market Gallipoli tourism and new books about the Great War. By the 

time Australia Remembers was launched in 1995, media outlets and commercial firms 

were well placed to take advantage of public interest and publicity. Since this time, state-

sanctioned commemorative anniversaries have continued to fuel the private sector 

production of war memory. 

Early advertisements represented war memory with warm nostalgia, which David 

Lowenthal has described as ‘memory with the pain removed’.23 In 1995, an 

advertisement for Telecom (now Telstra) promoting long-distance call rates insisted that 

‘Anzac Day is always a good time to catch up with old friends’ alongside a photograph of 

joyful diggers enjoying a boisterous game of two-up during the Second World War.24 In 

2000, rival telecommunications company One.Tel deployed a deeply sentimental 

advertisement that aligned their brand with commemoration and remembrance on 

Anzac Day. With the headline ‘Tell them you'll never forget’, it depicted a young woman 

listening in awe to the wartime exploits of two ex-servicemen.25 The body copy 

celebrated the attributes of the diggers alongside One.Tel’s cheap call rates.   

 

Tell them you're proud. Tell them you're grateful.  

Tell the diggers they're heroes. Tell everyone.  

17/c untimed local calls. 26  

 

The enthusiasm with which telecommunications companies promoted discount call 

rates on Anzac Day was not without irony. Despite growing awareness from the 1980s 

about the psychological impact of war on veterans, many still preferred not to talk about 

their traumatic wartime experiences. 
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It was not just Australian companies that sought to associate themselves with the 

Anzac tradition. In 1999, American fast food chain, McDonalds, launched an emotive 

thirty-second television commercial that depicted an elderly Australian veteran, with war 

medals pinned to his chest, sitting alone in a McDonalds restaurant, drinking a coffee 

that prominently displayed the McDonalds logo. A young female McDonalds employee 

watched over the digger, her face displaying deep admiration and sympathy, before 

approaching him and refilling his coffee. ‘How much is that love?’ the digger asked.  

‘Nothing. It’s free’, she replied. Touched by this gesture of kindness, the digger turned 

to the young girl and said ‘Thankyou’. With profound gratitude the young girl replied, 

‘No…Thank you’. The advertisement concluded with the words ‘Lest We Forget’ 

appearing on the bottom right hand corner of the screen alongside the McDonalds logo, 

a potent reminder of commemorative and commercial ambitions.   

In recognising and celebrating growing interest in the Anzac tradition, especially 

among the young people who made up a large proportion of their customers, the 

McDonalds advertisement attempted to situate the multinational corporate brand into 

an Australian nationalist discourse. The advertisement resulted in a small number of 

complaints to the Advertising Standards Bureau (ASB) from Australians who objected to 

the fact that a foreign company was exploiting war memory. One complainant argued it 

was  

 

.. insulting that an American food chain seeks to align itself with Australian ‘diggers’ and what 

they sacrificed for our freedom, in the name of a free cup of coffee with their hamburgers.27  

 

However, the offense did not contravene the Australian Association of National 

Advertisers (AANA) code of ethics and the complaints were dismissed. Neither the RSL 

nor DVA issued public statements condemning the advertisement and McDonalds ran a 

similar creative execution in 2004.28 
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During the 2000s the history and mythology of the larrikin Anzac digger was 

evoked in several advertisements that promoted alcohol and gambling on Anzac Day.29 

In 2001, a prominent advertisement for Melbourne’s Crown Casino in the Herald Sun 

proclaimed ‘This Anzac Day, play the game the Anzacs played’, imploring readers to 

‘Come join in the real spirit of Anzac Day with Crown Two Up’.30 The advertisement’s 

position in the sports section of the newspaper suggests it was aimed at a male target 

audience. Several companies endorsed the consumption of alcohol on Anzac Day. In 

2004, the Bottlemart chain of liquor stores promoted discount prices and offered 

veterans and current serving personnel a free bottle of beer.31 As Joan Beaumont has 

noted, the ‘exclusively masculine culture of celebrations that traditionally followed the 

Anzac Day march’, exemplified by Alan Seymour’s 1960 play The One Day of the Year, 

came under increasing criticism after the Second World War, and especially during the 

1970s.32 However, the persistence of advertisers in drawing from this legacy suggested 

that the larrikin digger had come to represent potent cultural currency as an aspirational 

archetype of Australian masculinity in the twenty-first century.  

Even the deaths of the last Gallipoli diggers represented a commercial 

opportunity. As Beaumont has noted, Australian news media engaged in an ‘increasingly 

hysterical countdown to the death of the last Anzac’ from the late 1990s, with front 

pages of Anzac Day editions often featuring evocative photos of aging veterans.33 The 

death of Roy Longmore on 21 June 2001 at the age of 107 left Alec Campbell as the 

sole surviving digger of the Gallipoli Campaign.34 Commercial firms were quick to 

respond to public anxiety concerning the future of the Anzac tradition. The marketing 

team at Rupert Murdoch’s News Corp, a global media company with interests in a 

number of major Australian newspapers, recognised Alec Campbell’s impending death 

as an opportunity to launch a nation-wide sales promotion to tap into public sentiment, 

express national pride, and boost circulation figures.35 They designed a commemorative 
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medallion to be distributed to readers upon Campbell’s death and placed an order with 

a Chinese manufacturer to mint ‘tens of thousands’ at the cost of $250,000.36 The 

medallion was stamped with the text ‘The Anzacs. Lest We Forget’, and featured an 

image of a lone bugler, and the Australia Defence Force’s rising sun emblem. The 

function of the medallion as marketing tool was exemplified by its presentation in a 

plastic sleeve branded prominently with newspaper logos. Australians who wished to 

attain a medallion had to buy a copy of a Rupert Murdoch owned newspaper and 

present the coupon inside, and a $2 donation, to their local newsagent. Net profits, 

once production and shipping costs were taken into account, would be directed to the 

RSL. However when News Corp attempted to import the medallions into Australia in 

April 2002 the shipment was seized and held by customs.37 

News Corp’s medallions violated regulations put in force to protect Anzac from 

commercial exploitation in three separate instances. Firstly, they defied Schedule 1 of 

the Customs (Prohibited Imports) Regulations 1956 which prohibited ‘absolutely’ the 

importation of goods, ‘the description of which includes the word “Anzac” or bearing 

the word ‘Anzac’ or a word so nearly resembling the word “Anzac” as to be likely to 

deceive’.38 Secondly, the medallions fell foul of The Protection of Word 'Anzac' Regulations 

1921 due to the use of the word ‘Anzac’ on the design. Finally, the use of the Rising Sun 

emblem violated Section 83 of The Defence Act, which prohibited its use on consumer 

goods.39 While the two latter regulations could be bypassed at the discretion of the 

Minister for Veterans’ Affairs and the Minister for Defence, the ‘absolute’ prohibition of 

Anzac imports within the Customs Regulations did not allow for any exceptions 

whatsoever. Labor Shadow Minister Dick Adams later described the conundrum facing 

the Liberal coalition government in the House of Representatives: 

 
 …should they help to save News Limited from a large loss from this entrepreneurial scheme or 

should they stick by the much-trumpeted reverence of the Anzac tradition held so dearly by the 

Prime Minister and deny the entry of these goods?40 
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The Department of Veterans’ Affairs proved remarkably willing to rectify News 

Corp’s mistake. On 3 May 2002, an amendment to the Customs (Prohibited Imports) 

Regulations was published which included a new addition ‘Section 4V Importation of 

Anzac Goods’ which stated that goods could be released from customs if ‘the person 

importing the goods is the holder of a written permission granted by the Minister’.41 

Alec Campbell died two weeks later, on 16 May 2002. In the weeks prior to his death, 

Veterans’ Affairs Minister, Danna Vale, supplied written approval to News Corp to 

release the medallions for distribution. The Department of Veterans’ Affairs did not 

release a public rationale for this decision, however approval was reportedly based on the 

medallions utility ‘as an educational tool, and as the proceeds will go to the RSL’.42 The 

medallion was distributed throughout Australia on Saturday 25 May 2002, the day after 

Alec Campbell’s state funeral.43  

The sales promotion was an ‘overwhelming success’ with The Herald Sun 

newspaper alone raising over $280,000 for the RSL.44 Additional medallions were 

ordered from China to meet the demand.45 In a newspaper article, reassuringly titled 

‘Anzac Spirit Lives’, News Corp marketing director, Michael Miller, proclaimed that ‘[i]t 

is clear that Australians warmly welcomed the chance to celebrate the Anzac spirit’.46 

Likewise, News Corp warmly welcomed the exclusive marketing opportunity, and the 

RSL and DVA an opportunity to engage Australians across the nation in a large-scale 

commemorative activity after the loss of Campbell, who represented the last living link 

to the Gallipoli Campaign. However, the promotion did not fail to attract criticism. 

Speaking about the incident in the House of Representatives a few months later the 

Labor Party member for Lyons, Dick Adams, argued ‘[t]he parliamentary powers have 

been abused by this action of the government to amend this legislation’.47 The ambition 

to remember the Gallipoli Campaign was often at odds with the wishes of veterans 

themselves. In Alec Campbell’s eulogy, Prime Minister John Howard noted that his 
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fame as the last living Gallipoli veteran ‘was unsought and in many ways unwelcome’.48 

Campbell himself had insisted on his deathbed, ‘For god's sake, don't glorify Gallipoli — 

it was a terrible fiasco, a total failure and best forgotten’.49  

At the same time as John Howard’s Liberal Coalition government were 

loosening regulations to support the proliferation of the Anzac tradition in Australia 

through private enterprise, they were demanding stronger protection overseas. In April 

2003, the New Zealand and Australian governments applied to protect the word Anzac 

from commercial use internationally through the World Intellectual Property 

Organisation (WIPO) after a company tried to trademark a range of products in Turkey, 

using the local spelling ‘Anzak’.50 By May 2003 the word Anzac had been registered as 

an international trademark in 176 countries that adhered to the Paris Convention for 

the Protection of Industrial Property.51 The Turkish company was forced to withdraw 

their trademark application and cease production. 

During the 1990s and early 2000s, Australian companies who sought to 

represent Anzac in their advertising acted autonomously and did not feel any need to 

make a donation to, nor seek consent from, veterans’ organisations. Early creative 

executions tended to represent war memory with nostalgia and wide-eyed sentimentality. 

However, advertisers were soon required to adapt to a new geo-political reality. The 

death of the last Gallipoli veteran in 2002, the rise of global terrorism, war in 

Afghanistan, and subsequent deployment of Australian troops in combat operations for 

the first time since the Vietnam War, resulted in advertisers becoming increasingly 

hesitant to deploy campaigns that evoked Anzac. Nostalgic creative executions 

representing veterans of wars long past seemed trivial when young Australian soldiers 

began to return home from Iraq and Afghanistan in body bags during the mid-2000s. 

Even the most sentimental advertisements seemed a hollow gesture in this new era.  

A comparison of various airlines that promoted discount flights on Anzac Day 

from the late 1990s demonstrates increasing sensitivity to the overt commercialisation of 
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war memory. In 1998, Australian airline Qantas had promoted cheap flights to New 

Zealand if two tickets were purchased before Anzac Day, with an advertisement 

illustrated with their iconic kangaroo logo wearing a slouch hat.52 (The advertisement 

represented a rare acknowledgement of New Zealand’s participation in the campaign.) 

In 2002, low cost airline, Virgin Blue, headed by flamboyant British entrepreneur 

Richard Branson, had promoted discounted flights to various Australian cities on Anzac 

Day with the headline ‘A Fare To Remember’.53 The company later flouted The 

Protection of The Word Anzac Regulations 1921 in 2005 with an advertisement spruiking 

‘True Blue Anzac Day Deals’.54 However, when Tiger Airways, an Asian company partly 

owned by Singapore Airlines, distributed a press release on the eve of Anzac Day 2009 

to announce their ‘Anzac Day Sale’ which offered ‘30,000 Free Seats Across Popular 

Routes’ 55 the RSL and federal government were quick to decry the commercial 

exploitation of the Anzac tradition.56 

The Tiger Airways promotion met with a rapid response from the Victorian 

branch of the RSL, whose chief executive Michael Annett, deemed the promotion as 

‘inappropriate’.57 It also attracted the ire of the Australian Competition and Consumer 

Commission (ACCC) who objected at the use of the word ‘free’ in the advertisement, 

since booking flights incurred a range of additional fees and charges. The public 

response is more difficult to measure but Tiger’s blunder was criticised in several 

newspaper articles and blog posts.58 Most noted Tiger’s audacity by trading on 

Australian war memory as a foreign airline but it is fair to question whether the fact that 

Tiger was an Asian airline contributed to the reaction, since there was no such outrage 

surrounding Virgin Blue’s ‘True Blue Anzac Day Deals’ four years earlier.59 The 

Department of Veteran’s Affairs declined to prosecute the company for breaching The 

Protection of the Word Anzac Regulations 1921. A public shaming by the RSL and negative 

publicity represented a fitting punishment, and provided a deterrent for other firms. 
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Tiger Airways released a statement that confirmed they had contacted the RSL directly 

to apologise and had made a donation to the organisation ‘as a gesture of goodwill’.60 

While the federal government was tasked with enforcing the Anzac regulations, and had 

exerted increasing control over commemoration since the 1990s, only the RSL possessed 

the symbolic authority to offer atonement to firms perceived as exploiting the Anzac 

tradition. Indeed, the RSL would increasingly employ this symbolic authority to 

legitimise commercial activity.  

 

Product endorsement and cause marketing 

Increasing sensitivity to the commercial exploitation of the Anzac tradition did not 

discourage advertisers, but inspired innovative new commercial partnerships with 

veterans’ organisations. Anzac advertising did not come to an end, but actually 

increased, albeit in a brand new form. The rapid growth of a new marketing strategy 

during the 1990s, described as cause marketing, provided a new opportunity for 

commercial firms to associate their products or brands with Anzac in its contemporary 

form, and incorporate the experiences of young professional soldiers. Cause marketing 

has been defined as ‘the practice of marketing a product, service, brand, or company 

through a mutually beneficial relationship with a non-profit or social cause 

organization’.61 New relationships forged with pubic companies allowed the RSL to 

pursue commercial opportunities that bolstered the status and visibility of their 

organisation within the community, while generating revenue that allowed them to 

continue their work serving returned veterans.   

Although cause marketing looks like philanthropy and involves a form of giving, 

it is undeniably a marketing activity. As Matthew Berglinda and Cheryl Nakatab have 

noted, commercial interests are ‘front and centre’ with causes carefully chosen to ensure 

they are ‘congruent with the firm’s goals, target markets, and critical constituencies’.62 

Primarily, cause marketing campaigns offer an opportunity for companies to increase 

their revenue, since the activity is associated with an uplift in overall sales. The activity 
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also facilitates brand building, allowing firms to build positive associations with their 

products. According to Berglinda and Nakatab 

 

[f]irms select causes for which, they believe, their customers have an affinity, hoping this will 

translate into higher brand memorability, preference, and purchasing. 63  

 

Finally, associations with not-for-profit organisations reinforce their reputation as a 

socially responsible company. Australian veterans’ organisations, with their direct links 

to Anzac commemoration and returned servicemen and women past and present were 

perfectly situated to benefit from this strategy.  

The constitution of the RSL states that the organisation’s principal role is 

‘promoting the interests and welfare of former and serving members of the Australian 

Defence Force and their dependants’ which includes ‘the preservation of the memory 

and the records of those who suffered and died for the nation’.64 However, by the 1980s 

the RSL found its ability to achieve these objectives was in jeopardy. It was not only the 

Anzac tradition that was perceived as less relevant to Australian society during the 1960s 

and 1970s. The RSL too, was perceived as conservative and out of touch. The Vietnam 

War proved a rallying point to challenge the Anzac tradition, rather than affirm it, with 

the anti-war movement protesting against conscription and Australian involvement in 

foreign wars in general. Initially at least, Vietnam veterans did not feel particularly 

welcome within the ranks of the RSL or inclined to join it.65 By the 1980s, the 

organisation experienced falling membership numbers, along with a financial and 

leadership crisis. Even their role as guardians of the Anzac tradition seemed under 

threat. As public interest in war memory increased, the state began to exert 

unprecedented agency over commemorative events previously self-managed by the RSL. 

Nevertheless, the support and cooperation of the RSL proved essential to legitimise 

commemorative programs deployed by the state. The organisation would soon find that 

the power to bestow legitimacy upon commemorative activities could be extremely 

lucrative. 
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The RSL began to take a serious interest in commercial opportunities related to 

Anzac Day and the Anzac tradition during the early 1990s, with Bruce Ruxton, the 

President of the Victorian RSL from 1979 to 2002, leading the charge.  Ruxton was a 

polarising figure. His deeply conservative views regarding issues such as immigration and 

homosexuality were often controversial, but he worked tirelessly to support veteran’s 

welfare. By the end of the 1990s, Ruxton had secured a number of high profile 

partnerships and endorsements that signified the RSL’s pragmatic new attitude towards 

commercialisation.66 One of his first schemes to generate additional revenue was 

product endorsement of the humble Anzac biscuit. The popular recipe associated with 

the biscuit — consisting of rolled oats, coconut, flour, butter and golden syrup — had 

been adapted from hard-tack biscuits baked in Australian homes and dispatched to 

Australian troops during the Great War. Due to The Protection of the Word Anzac 

Regulations 1921 the popular ‘folk food’ or ‘people’s biscuit’, which quickly became 

associated with Anzac Day, had never been mass-produced.67 Ruxton successfully 

lobbied the Minister of Veteran’s affairs to introduce an ‘Anzac Biscuit Policy’ in 1994, 

which permitted the mass production and marketing of Anzac biscuits as long as they 

adhered to the original recipe.68 In 1999, Australian biscuit manufacturer, Unibic, 

launched RSL branded Anzac biscuits, with 4% of the price of each packet donated to 

the RSL.69 The traditional act of making the biscuits on Anzac Day, which had become a 

commemorative ritual in itself, could be supplemented or replaced by the act of buying 

biscuits.70 The consumption of Anzac biscuits as a gesture of remembrance was as easy as 

a trip to the supermarket and biscuits were available throughout the entire year. 

As discussed in Chapter Six, Ruxton also worked with the Australian Football 

League (AFL) to establish the Anzac Day Clash in 1995, a commemorative football 

match played each Anzac Day at the MGC between Collingwood and Essendon. In 

exchange for the RSL’s endorsement, the AFL donated an undisclosed proportion of 
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gate receipts to charity, and ran an RSL donation drive during the event.71 In return, the 

sporting fixture was elevated to a commemorative ritual and marketed as an Anzac Day 

tradition. The success of the Anzac Day Clash in aligning the AFL’s brand alongside the 

Anzac tradition did not go unnoticed by Australian marketers. Within a decade the RSL 

and Legacy had embraced Anzac sporting spectacle by endorsing commemorative activity 

associated with professional rugby and motor racing.   

During the late 2000s, Carlton & United Breweries (CUB), the manufacturers 

of one of Australia’s most popular and iconic beers, Victoria Bitter (VB), approached 

the RSL and Legacy with a lucrative cause marketing proposal. 72 In exchange for their 

support, VB would launch a nation-wide ‘Raise a Glass Appeal’ to raise money for 

veterans. CUB would donate $1 from the sale of each specially marked carton of VB to 

veterans’ organisations — a promotional mechanic which tied their fundraising 

contribution directly to product purchase. Additional funds would be raised from a 

donation drive in selected Australian pubs and a heavily branded campaign website. The 

national marketing campaign would see the RSL and Legacy promoted in a series of 

lavish television commercials created by one of Australia’s hottest advertising agencies, 

with a multi-million dollar media spend across TV, press, outdoor and online. While 

ostensibly generous, CUB needed the support of veterans’ organisations just as much as 

the RSL and Legacy needed CUB. While VB had technically maintained its position as 

Australia’s ‘biggest selling regular beer’, the overall market for regular beer brands had 

declined markedly, with consumers embracing other alcoholic beverages such as craft 

beer, cider and wine.73 During the 1980s, VB’s ‘Hard Earned Thirst’ campaign, a 

celebration of the working man, had transformed the beer into an Australian icon. 

However, in the twenty-first century, the image of the blue-collar larrikin no longer 

represented an image of aspirational Australian masculinity that resonated with their 

target audience. CUB needed a way to increase sales and build aspirational associations 

with their product that would encourage their target audience to choose Victoria Bitter 

over alternative alcoholic beverages. In building an association with Anzac, another 
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Australian icon, VB could align their brand with modern masculinity, mateship and 

patriotism. 

The ‘Raise a Glass Appeal’ was launched in 2009 with a series of five skilfully 

produced television advertisements that featured Australians telling stories about loved 

ones who had been killed while serving in overseas wars. The bereaved sat alongside an 

empty chair with two 375ml ‘stubbies’ (or glasses) of VB beer; one for themselves and 

the other for ‘their absent drinking partner’. The advertisements concluded with a 

voiceover proclaiming ‘[w]herever you are, whatever you’re drinking, raise a glass for our 

fallen mates’, alongside logos for VB, the RSL and Legacy.  The message was clear; drink 

VB to remember the Anzacs. The emotive creative executions celebrated fallen heroes 

who had made the ultimate sacrifice for the nation. In doing so they reinforced the idea 

of heroism as dying on the battlefield, marginalising veterans who did not fit the Anzac 

archetype, returning home to Australia irreparably physically or psychologically 

damaged. Women were absent from the advertisements or portrayed as bereaved 

widows, despite a significant number of women serving in the Australian Defence Force, 

which served to reinforce the centrality of masculinity to both the Anzac legend and 

VB’s brand. The fact that the CUB marketing team believed that stories of grief and 

bereavement could sell beer is testament to the centrality of narratives of trauma and 

suffering to the Anzac resurgence.74 These were not just stories of sadness, but pride, 

patriotism and survival, which allowed VB to create a strong emotional connection with 

their brand. Drinking VB was portrayed as an act of patriotism, with product 

consumption an act of remembrance and commemoration. 

The inaugural ‘Raise a Glass Appeal’ in 2009 raised $1.1 million for the RSL 

and Legacy and has gone on to generate millions of dollars to support veterans’ welfare 

in the years since. The National Chairman of the Legacy Australia Council, David Kelly, 

claimed that funds from 2009 alone ‘allowed us to provide more than 2,000 personal 

security alarms for elderly widows, camps for hundreds of junior Legatees, and provide 

respite and financial aid to thousands more families’.75 However the benefits of this 

activity for Carlton & United Breweries far outweighed those experienced by veterans’ 

charities. In 2010 CUB spent $30 million dollars marketing VB to Australian 
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consumers and the $1 million donation, split between the RSL and Legacy, represented 

a small proportion of this. The television commercials, created by Sydney-based 

boutique advertising agency Drago5, won a prestigious Silver Lion award at the Cannes 

Lions International Advertising Film Festival – the Oscars of advertising. As a result of 

the partnership with RSL and Legacy, CUB secured celebrity endorsements from 

military heroes, including Vietnam War veteran and Victoria Cross winner Keith Payne, 

and former chief of the Australian Defence Force, Peter Cosgrove.76 By the end of 2013, 

sales of Victoria Bitter had risen 5.1% after a decade of decline.77  While sales growth 

cannot be entirely attributed to the ‘Raise A Glass Appeal’, which was one of several 

marketing initiatives during this period, CUB’s ongoing commitment to the promotion 

suggests its significance within the strategic realignment of the VB brand.  

The success of the campaign in achieving VB’s marketing objectives was 

evidenced by its continuation on an annual basis. The 2011 campaign featured 

Australia’s most decorated living soldier, Corporal Mark Donaldson.78 Speaking directly 

to camera in full uniform, wearing his Victoria Cross medal, Donaldson declared, ‘[t]he 

VB Raise a Glass Appeal is one of the single biggest public contributions to veterans 

welfare in Australia’.79 The following year RSL and Legacy logos appeared on VB beer 

bottle labels.80 As new technologies have developed, CUB’s marketing efforts have 

grown increasingly sophisticated. As Stefan Schwarzkopf has noted, ‘[a]dvertising as a 

form of marketing communications is gradually being replaced by more relationship-

oriented and more interactive forms of communication with consumers’.81 The ‘Raise a 

Glass Appeal’ website, which is heavily branded with VB logos, fonts and colors, 

facilitates the production of consumer-generated content that reinforces links between 
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VB and the Anzac tradition. In addition to making a donation, consumers are 

encouraged to share stories and upload pictures that express their personal connection 

to service in Australian wars. In 2013, CUB attempted to become even more central to 

Anzac Day commemoration by launching a website where Australians could find out 

where their local Anzac Day service was taking place and, for a small donation, 

download a smartphone app to receive a pre-recorded ‘Dawn Service Wakeup Call’ from 

Peter Cosgrove. 

The ‘Raise A Glass Appeal’ was not without critics, including those within the 

RSL itself. The Queensland RSL sub-branch refused to take part, with president Doug 

Formby arguing that 

  

[w]e find it a little bit difficult to be assisting in the promotion of a product while we’re treating 

people for the result of consuming it… I just don’t feel comfortable with the iconic status and the 

badge of the RSL being used to help promote the product. 82  

 

The use of decorated Australian soldiers to promote alcohol consumption, at the same 

time as military units were fighting to combat alcohol-related problems within their 

ranks, also attracted criticism from others who had worked within the Defence Force. 

Former soldier, turned defence analyst, James Brown, argued ‘the campaign and its 

message powerfully reinforce out-dated modes of dealing with loss in war’.83 The Chief 

of the Army, Ken Gillespie noted that in 2009, the same year that the ‘Raise A Glass 

Appeal’ was launched, ‘we lost more people in alcohol-related incidents than to war’.84 

Gillespie went on to say that ‘if I was to be brutally honest, I would say that the Army 

has been one of Australia’s most important national institutions to condone, if not 

actively promote, a drinking culture’. 85 A 2011 report from an independent advisory 

panel, commissioned by the ADF, which probed ‘The Use of Alcohol in the Australian 

Defence Force’ stated: 
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The Panel is very aware of the significant value associated with the promotion of any product 

associated with the ADF; especially in the context of iconic national symbolic events, people, 

days or operations such as “Anzac” associations, and strongly urges extreme care with allowing 

this to be used by a voracious/rapacious industry that is extremely experienced in positioning 

alcohol products with high status, Australian icons in promoting their products.86  

 

However, former Chief of the Army, Peter Cosgrove defended the partnership arguing 

that ‘all the charities that are the recipients of corporate philanthropy are most grateful 

and they know they can't get that money through other means’.87 Nevertheless, this 

partnership did not represent ‘corporate philanthropy’ but a careful marketing strategy 

that aligned VB beer with Australian war memory and commemoration by reinforcing 

links between alcohol and the defence force. 

Despite controversy, the RSL has continued participate in cause marketing 

partnerships with Australian brands. The most successful cause marketing campaigns 

happen when marketers link their core business with a related cause, and consumers 

perceive there is an authentic fit between the brand and the cause.88 Therefore, the types 

of brands that have sought to join forces with the RSL inadvertently tell us a lot about 

what Anzac stands for in the twenty-first century. It is no coincidence that the RSL has 

chosen to partner with Australia’s most popular beer brand, and professional sporting 

codes including AFL, rugby league, and rugby union. These relationships allow 

organisations to align their brands with meanings associated with Anzac, such as 

mateship, heroism, masculinity and Australian national identity, in ways that 

complement and enhance their existing brand identity.  

However as the Anzac Centenary loomed, it seemed as though Australians had 

grown increasingly sensitive to the commercial exploitation of Anzac. News media 

criticised the commercialisation of ‘Disney Diggers’, and Brown claimed ‘[a] century 

after the war to end all wars, Anzac is being bottled, stamped and sold’. 89 An article in 
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the business section of The West Australian newspaper offered advice for marketers who 

sought appropriate ‘Brand Anzac’, recognising the mythology represented ‘dangerous 

territory’.90 Yet the author also recognised Anzac’s enduring appeal, noting ‘[i]s there any 

Australian brand worth more in the hearts and minds of Australians than ‘Anzac’?’.91 

The article included ‘Five Anzac Rules for Marketers’ which proclaimed it was no longer 

advisable for firms to ‘simply advertise your generic support for our service men and 

women without putting your money where your mouth is’ or to ‘build a marketing 

message or a gimmick around your support’.92 Instead, brands were advised to make 

visible donations to support veterans or commemorative activity. The synthesis of 

commemorative and commercial interests was reflected in advice to brands that, ‘while 

giving anonymously may be noble’ it was not ‘in the best interest of shareholders’.93 

 

Managing Australia’s most powerful brand 

Since the 1990s, federal agencies such as the Department of Veterans’ Affairs have 

employed the same kinds of professional communications strategies utilised by 

commercial firms to promote the Anzac tradition to a wide audience.94 Commemorative 

events, such as the Gallipoli Dawn Service in 1990, were scaled up with the assistance of 

event management companies. Standardised logos and style guides were created to 

ensure commemorative events were branded with an appealing and consistent visual 

identity. Liz Reed has noted that the ‘ubiquitous’ Australia Remembers 1945-1995 logo 

was ‘[o]f fundamental importance to the commemorative programme’.95 Planning for 

commemorative events was informed by marketing communications experts and market 

researchers, who held focus groups to monitor the opinions and expectations of various 
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communities in order to deliver a commemorative programme that appealed to the 

widest possible audience. 

Successive Australian governments have embraced and promoted the Anzac 

tradition, recognising its appeal to voters and utility as a political tool. However, the 

Anzac resurgence was not manufactured by politicians, and Australians have remained 

active in shaping and contesting war memory. The use of focus groups to assess 

community attitudes suggests awareness of this agency by the state. Nevertheless, these 

activities are more concerned with identifying and affirming the ways in which 

Australians prefer to remember the Anzacs, rather than enriching historical 

understanding, and represent a literal expression of Graham Seal’s assertion that ‘[w]e 

have invented Anzac in our own image’.96 

The Centenary of the Great War inspired a particularly organised response by 

successive federal governments. In April 2010, Labor Prime Minister Kevin Rudd 

appointed a National Commission on the Commemoration of the Anzac Centenary 

(NCCAC) to undertake a public consultation regarding the commemorative program 

and present recommendations. Consequently, the Department of Veterans’ Affairs 

enlisted the services of market research agency Colmar Brunton to ‘conduct social 

research into, and gain an understanding of, the views, perceptions, knowledge and 

aspirations of the Australian people in relation to ‘Anzac’, commemoration and the 

impending centenary’.97 In October 2011, the Commission was superseded by the Anzac 

Centenary Advisory Board (ACAB), which was appointed by Labor Prime Minister Julia 

Gillard to ‘provide strategic advice and recommendations on the planning and 

implementation of Anzac Centenary events and initiatives’.98 Board members, who 

included leading figures in business and media, were tasked with developing an 

‘engagement and communication strategy’ and identifying  ‘potential sponsors’ and 

‘partnerships’.99 After taking office in September 2013, Tony Abbott’s Liberal coalition 
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government continued to prioritise the commemorative programme, despite claims of a 

fiscal ‘emergency’ and attempts to introduce harsh austerity measures within the 2014 

federal budget. Indeed, as a result of enthusiastic bipartisan support, the budget for the 

Anzac Centenary rose to exceed half a billion dollars between 2008 and 2015.100 

As spending on commemoration increased, politicians sought corporate 

sponsorship to supplement taxpayer dollars. This action signified political recognition of 

the value that Anzac represented to the private sector. Indeed, it was initially expected 

that private sector sponsorship would dwarf public sector spending for the Anzac 

Centenary.  In December 2013, Prime Minister Tony Abbott launched the Anzac Public 

Fund, which allowed individuals and corporations to make a tax deductable financial 

contribution to the national programme of remembrance.101 Headed by entrepreneur, 

Lindsay Fox, the fund was launched with donations from BHP Billiton, Woodside, the 

National Australia Bank, the Commonwealth Bank, the ANZ, Telstra, the AFL, Crown, 

Aurizon, Newscorp, Leightons, James Packer and LinFox.102 During the launch event 

Abbott stated ‘[w]e want this to be not just a celebration by government. We want this 

to be a peoples’ celebration’.103 However he also highlighted the Fund’s purpose to 

‘ensure that the Centenary of Anzac… is supported by those big businesses which are the 

pillars of our economy’.104  

The Anzac Public Fund had initially aimed to raise an additional $300 million 

for the Anzac Centenary however this estimate was soon significantly reduced. In April 

2014, one year before the bulk of commemorative activity was set to start, ABC news 

reported that ‘just $16,000 of a pledged $80m has been deposited so far’.105 In contrast 

to cause marketing campaigns, corporate contributors to the Public Fund could not 
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choose what their donation was spent on, and co-branding activity, in which the Anzac 

Centenary logo appeared alongside their corporate logo, was strictly limited. The 

decision to devote commercial resources to sponsorship is based on tangible outcomes. 

However, with a decade-long mining boom coming to an end, and big business 

tightening their belts, the kind of recognition offered by the federal government did not 

provide a compelling incentive. Information regarding the total amount raised by the 

Anzac Public Fund is not yet available. However the Anzac Centenary website lists a 

modest number of corporate and public donors, with most private donations from 

politicians.106 

Since the 1990s, consecutive federal governments have demonstrated a 

willingness to sanction commercial activity that amplifies their own efforts to promote 

the Anzac tradition, through state agencies such as the Department of Veterans’ Affairs. 

While veterans’ organisations can endorse commercial activity, the use of the word 

Anzac can only be approved by the DVA. Guidelines on the DVA website state each 

application ‘is considered on its merits’ and that ‘the Regulations are first and foremost 

about stopping the use of the word ‘Anzac’ for commercial gain’.107 The website also lists 

a number of factors that the minister takes into consideration, including: 

 

• the intent of the legislation to protect the word from overuse and misuse 

• whether there is any commemorative link between the proposed use and the Anzacs 

and the Gallipoli campaign 

• whether an ex-service organisation will benefit by approving the use 

• commercial aspects 

• commemorative and educational benefits.108 

 

Nevertheless, the regulations have not proved to be much of an impediment to 

firms who wish to undertake commercial activity associated with the Anzac tradition, or 

Anzac Day. The DVA has demonstrated little recognition of the benefits that 

commercial firms receive from association with the Anzac tradition, in the form of 

increased revenue or brand building. During the twelve months leading up to the Anzac 
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Centenary, the DVA approved three hundred and two applications to use the word 

'Anzac' and declined just forty-four.109 However, traders don’t need to use the word 

‘Anzac’ in order to appropriate the aspirational national meanings associated with the 

mythology. For example, promotional material for CUB’s ‘Raise a Glass Appeal’ rarely 

includes the word Anzac, but undeniably positions the consumption of Victoria Bitter 

beer as an act of remembrance. Furthermore, the use of the words ‘Anzac Day’, to 

describe events held on Anzac Day or over the Anzac weekend has been permitted since 

1979. This amendment was due to a lack of interest in Anzac Day, rather than a surfeit, 

but became particularly expedient after the Anzac resurgence.110 

The DVA has been hesitant to devote resources to prosecuting firms or 

individuals for breaching the regulations. The Act can be enforced under Section 4B of 

The Crimes Act 1914 (Cth) to impose ‘a penalty of up to $10,200 for a natural person and 

$51,000 for a body corporate’ or ‘a penalty of up to 12 months imprisonment’. 111 A 

strict reading of the regulations would completely prohibit the use of the word Anzac in 

advertising altogether. However the DVA has often turned a blind eye to firms who 

employed the word in a descriptive sense, as demonstrated in examples of advertising 

outlined earlier in this chapter. A public apology is generally deemed sufficient for any 

perceived misnomer. The public relations damage to companies who offend public 

sensibilities is a punishment in itself. In a commercial world where reputation and 

branding is everything, few traders would risk exploiting a national icon in a way that 

would offend consumers.  

Both the RSL and DVA have demonstrated a willingness to support not-for-

profit organisations whose activities serve a commemorative or educational purpose 

These schemes have often been initiated by patriotic or philanthropic individuals 

determined to preserve the Anzac tradition or raise money for veterans. As previously 

noted, the most high profile example was Camp Gallipoli, a series of commemorative 

camp-outs in major Australian cities and regional towns held on 24–25 April 2015. 

Organisers of the $20 million patriotic extravaganza aimed to attract 250,000 people 

and raise money for RSL and Legacy. The concept did not originate from politicians or 
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veterans’ organisations, but from a South Australian entrepreneur, who aspired ‘to 

ensure the preservation of the memory and honour of those who suffered and died in all 

theatres of war commencing from the Gallipoli landing in the First World War’.112 

Remembering the Anzacs at Camp Gallipoli did not come cheap. Ticket prices for the 

event ranged from $88 for adults to $77 for kids (3–15 years) and included a campsite, 

live entertainment, a screening of the Gallipoli movie, and a Dawn Service on 25 April 

2015. The event attracted celebrity patrons from the highest ranks of the military, 

entertainment and sport, including Victoria Cross winner Ben Roberts-Smith, Olympic 

gold medallist Cathy Freeman, and cricketer Shane Warne. 

Like any modern commodified leisure event, Camp Gallipoli came with a range 

of exclusive merchandise. Attendees could purchase an ‘authentic’ commemorative swag 

with ‘1915 styling’ for $275 (or a double swag for $375). A range of branded 

merchandise was also available in Target stores, including picnic rugs, clothing, and 

homewares.113 Profits were directed to the Camp Gallipoli Foundation however goods 

navigated a supply chain of manufacturers, marketers, distributors; all of whom 

benefited financially from the initiative. The utility of merchandise in raising money for 

charity was secondary to its role in reinforcing the Anzac tradition. According to 

organiser Chris Fox, the corporate partnership with Target helped to proliferate the 

mythology, stating 

 

…we will work together to communicate what the spirit of the ANZAC means to every corner of 

Australia through Target stores and their community.114  

 

However, despite the enthusiasm with which federal agencies, veterans’ organisations 

and commercial partners have embraced the marketplace as a site of memory, these kind 

of initiatives did not prove as popular with Australian consumers as they had in previous 

years. 

During the months leading up to the Anzac Centenary there were signs that the 

Anzac industry had reached a commercial saturation point. In February 2015 the high-
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profile launch of an eight-part ‘Gallipoli’ mini-series produced by free-to-air network 

Channel Nine resulted in disappointing ratings, despite being heavily promoted as the 

‘must-see’ television event of the year.115 During the first week of April, a touring ‘Spirit 

of the Anzacs’ stage show, which was set to feature popular Australian entertainers 

including Lee Kernigan, Lisa McCune and Jack Thompson, was cancelled due to ‘poor 

ticket sales’.116 Prices for adult and concession tickets to Camp Gallipoli were reduced to 

$50 in an attempt to attract attendees but sales remained low. The backlash against 

Woolworths’ ‘Fresh in Our Memories’ campaign from mid-April, which served to ignite 

a public debate concerning the exploitation of war memory, resulted in federal 

authorities and commercial firms reviewing commercial activity planned for the 

centenary. The DVA requested that Target pull a number of products emblazoned with 

the word Anzac from their shelves, which they had previously approved for sale, 

including a beanie, hoodie and a foam stubby holder.117 High-rating morning television 

shows, Channel Seven’s ‘Sunrise’ and Channel Nine’s ‘Today Show’, cancelled plans to 

send hosts to report live from the Gallipoli Dawn Service amid fears that Australians 

were suffering from a bad case of ‘Anzac fatigue’.118  

However, as the sun rose on 25 April 2015, record-breaking numbers of 

Australians attending Anzac Day services across the nation belied the decline of the 

Anzac tradition. The Dawn Service at the Australian War Memorial in Canberra 

attracted 120,000 attendees, and events at the Western Australian State War Memorial 

in Perth, and Melbourne’s Shrine of Remembrance, attracted 80,000 and 85,000 

attendees respectively.119 The rejection of overly commercial commemorative spectacle 
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and cultural products focused on the history of the Gallipoli Campaign did not negate 

the continued appeal of the emotive rituals associated with war memory. Many 

Australians continued to seek out a more personal encounter with the national 

mythology. Indeed, much of the critique directed at firms accused of exploiting Anzac 

for commercial gain was more concerned with sanctifying and defending Anzac’s sacred 

status, than challenging the centrality of the Anzac tradition within Australian society.  

 

Conclusion  

After the Anzac resurgence, many traders recognised the growing cultural capital 

attached to war memory, and the benefits of aligning their brands with the Anzac 

tradition. This ambition was not new. As discussed in Chapter One, Australian traders 

began to market Anzac branded products and portray Anzac veterans in their advertising 

during the Great War. However modern marketers approached the task with an 

enthusiasm and sophistication lacked by their early twentieth-century counterparts. At 

the same time, government agencies, such as the DVA, and special interest groups, such 

as the RSL and Legacy, recognised the rising political capital associated with the popular 

national mythology, the benefits of promoting it to as many people as possible, and the 

potential for its proliferation through commercial activity aimed at a mass-market. In 

contrast to the early twentieth century, where the federal government and veterans’ 

organisations enforced a blanket prohibition on the commercial use of the word Anzac, 

these bodies acted to sanction certain types of commercial activity, while selectively 

prohibiting others.   

Promotional campaigns that appropriate Anzac in an overt manner, such as 

Woolworths’ ‘Fresh in our Memories’ campaign, generate headlines in Australian 

newspapers, and attract the wrath of the DVA and RSL, who reassuringly take action to 

decry the commodification of Australia’s most sacred icon. However attention directed 

at one-off, unauthorised examples of commodification deflect attention away from other 

parties cashing in on Anzac.  Are these efforts any less nefarious than commercial 

activity sanctioned by authorities, in which commodification is concealed as 

commemoration? The willingness of the RSL and federal government to legitimise a 

range of commercial ventures and partnerships since the 1990s has perpetuated the rise 

of Anzac commemoration as a discretionary leisure pursuit, where the Anzac legend is 

packaged and sold to tradition-hungry Australians. 
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Conclusion 

 

This thesis has explored how the memory of the Gallipoli Campaign and Anzac veterans 

has represented a cultural commodity in Australia since 1915, and has outlined the 

growing centrality of consumer culture to practices of remembrance since the 1990s. 

Historians including Mark McKenna and Joan Beaumont have noted that war memory 

has come to represent a lucrative commodity in western liberal democracies.1 However 

the vast majority of scholarship exploring the remembrance of war has remained 

preoccupied with the ways in which predominant narratives are shaped ‘from above’ by 

the state and ‘from below’ by individuals and communities. In exploring the 

marketplace for memory, which navigates these realms but operates according to logics 

of its own, this thesis responds to recent calls made by historians including Bart Ziino, 

Shanti Sumartojo and Ben Wellings for a more nuanced understanding of the politics 

of war memory.2  

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

the Anzac tradition, described as ‘Brandzac’, became headline news in Australia.3 

However, as this thesis has shown, consuming Anzac was not a new phenomenon. After 

the Gallipoli landing on 25 April 1915, many enterprising Australians used the word 

Anzac to brand products, or changed their business names to include the word in an 

attempt to trade off the aspirational social currency it represented. Fearing that wide-

scale commercial use would erode the sacred national and personal meanings associated 

with the Gallipoli Campaign and pose a threat to the war effort, federal authorities took 

steps to ensure the word was protected and controlled. Regulations that prohibited the 

unauthorised use of the word Anzac in any ‘trade, business, calling or profession’ were 

introduced under The War Precautions Act in May 1916, and customs officials were given 
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powers to prevent any goods marked with the word Anzac from being imported into 

Australia. Permanent legislation was enacted in 1921 in recognition of the ongoing 

importance of the Anzac tradition to Australian national identity.4 A few months later, 

the legislation was tightened to prohibit the naming of leisure events (including 

fundraising events) with the word Anzac.5 While the commercial use of the word Anzac 

could be authorised by the Attorney-General or a Minister, the legislation was strictly 

enforced with few exceptions made. 

During the Great War and interwar period, many Australians believed that 

commemoration and commerce should be mutually exclusive. For those who had 

experienced the horrors of the Great War first-hand, the best way to honour the sacred 

memory of the war dead and uphold the status of the national mythology was through 

silent contemplation. Throughout the 1920s, each state and territory introduced 

legislation to enshrine 25 April as an Anzac Day public holiday. While the kinds of 

commercial and leisure activities that could be enjoyed in the afternoon varied in each 

state, commercial activity during commemorative services during the morning was 

prohibited. Profit-making on Anzac Day was considered profane in contrast to the 

sacred memory of the Gallipoli Campaign and Anzac veterans. Nevertheless, 

commemoration and commerce were never entirely separate activities. Consumer 

culture did not necessarily trivialise, nor provide a diversion from war memory, but 

facilitated practices of remembrance in many ways.  

Regulations restricting the commercial use of the word Anzac did not provide 

authorities with direct control over the cultural production of war memory in forms 

such as music, film and books, except for those works that included the word in the 

title. However, as discussed in Chapter Two in the context of best-selling books during 

the wartime and interwar period, authorities exerted influence over artistic and creative 

works in other ways. For example, strict censorship regulations enacted by the federal 

and state governments during the Great War (and extended into the mid-1930s) 

discouraged publishers from taking risks on books that challenged the dominant 

memory of the Gallipoli Campaign as a tragic but glorious realisation of Australian 

nationhood and Anzac veterans as heroic warriors. Politicians, prominent military men 
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and veterans’ organizations promoted books that supported this narrative and attacked 

those that challenged it.  

Ultimately, attempts by authorities and special interest groups to perpetuate a 

preferred narrative of the Great War were only successful to the extent that this 

interpretation strongly resonated with a mass-market of Australian consumers. Despite a 

short-lived craze for books that portrayed the horrors of the Great War with brutal 

realism towards the end of the 1920s, the most popular war books sold in Australia 

between 1915 and 1938 affirmed the heroic image of the Anzac digger and centrality of 

the Gallipoli Campaign to Australian nationhood. Their success suggests it was not only 

authorities, but also veterans and bereaved relatives, who were eager to derive some kind 

of higher meaning from the large scale loss of life and trauma wrought by the conflict.  

RSL branches throughout Australia, which began to exert increasing authority 

over the Anzac tradition from the 1930s, tended to strongly resist the commercial 

appropriation of war memory. Branches in Western Australia, New South Wales and 

South Australia tolerated some kinds of commercial leisure activities during the 

afternoon of Anzac Day, especially those that raised money for veterans’ welfare, but did 

not endorse them as commemorative events. Branches in Queensland and Victoria were 

particularly successful in lobbying for state legislation that ensured the complete 

prohibition of commercial activity on Anzac Day. They feared that this activity would 

provide a distraction from solemn remembrance, and ultimately threaten the status of 

the Anzac tradition, and the authority of their own organisation. While strict 

restrictions pleased some bereaved relatives and veterans, who believed that Anzac Day 

should be devoted to remembering and honouring the war dead, they did not wholly 

reflect public sentiment. Many Australians wanted to celebrate the achievements of the 

Anzacs in a more joyful manner after the conclusion of commemorative services in the 

morning. Others preferred to forget the war altogether. Despite the best efforts of the 

RSL to maintain the status of the Anzac tradition, interest in remembering the Great 

War began to fall after the Second World War when a new generation of Australians 

began to question the relevance of the mythology, deemed imperialist and exclusionary, 

within post-war Australia.  

With the decline of the Anzac tradition and the rise of a more secular consumer 

society, the boundaries between sacred commemoration and profane commerce began 

to shift. By the 1960s Anzac Day legislation had been loosened in all states to reflect 
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changing attitudes, with sport and recreation permitted during the afternoon if a 

proportion of proceeds were donated to veterans’ charities. However, many commercial 

bodies were hesitant to associate themselves with war memory, seeing no competitive 

advantage in doing so. While the Victorian Football League (VFL, now AFL) regularly 

scheduled fixtures for Anzac Day, they did not seek to evoke the symbolism of sport and 

war for fear of polarising football fans. Politicians too saw little benefit in aligning 

themselves with the Anzac tradition, which came under fire from peace activists and 

feminists, especially during the Vietnam War. By 1979, regulations prohibiting the 

commercial use of the word Anzac had been loosened to allow the word to be used to 

describe entertainments occurring over the public holiday weekend. As the numbers of 

the original generation of diggers and those from the Second World War began to 

dwindle, many Australians assumed that the national mythology and the 

commemorative rituals associated with it would eventually be abandoned.  

However, from the 1980s the Anzac tradition began to undertake an astonishing 

revival. Demand for war memory in Australia was driven by a number of global and 

local factors, including a post-war memory boom within western liberal democracies.6 

New psychological understandings of trauma and suffering popularised from the 1980s 

revolutionised storytelling about war.7 Cultural products that embodied these new 

insights, such as Peter Weir’s 1981 blockbuster film Gallipoli, resonated deeply with 

generations of Australians for whom the war was imagined, rather than a lived 

experience. The mythology was increasingly held up as constitutive of Australian 

national identity and the social currency associated with practices of remembrance 

began to rise. 

Interest in the Anzac tradition, and demand for commemorative products and 

services associated with it, soared from the 1990s when the forces of globalisation and 

neoliberal capitalism served to simultaneously erode the autonomy of nation states while 

reinforcing the political and cultural currency associated with national identity and 

providing a means to facilitate the production of cultural nationalism.8 The Anzac 
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industry underwent a period of rapid growth buoyed by high-profile state-sanctioned 

anniversaries and the development of a bipartisan political commitment to promoting 

the national mythology. The commercial appropriation of war memory was supported by 

federal authorities, through state agencies such as the Department of Veterans’ Affairs 

(DVA), who responded to consumer demand for war memory by ensuring that it was 

actively manufactured.  

In contrast to the first half of the twentieth century, federal authorities 

harnessed legislation controlling the commercial use of the word Anzac for production 

rather than prohibition. The Department of Veterans’ Affairs, tasked with overseeing 

applications to use the word Anzac, proved eager to sanction and promote commercial 

initiatives that helped to proliferate their preferred vision of the Gallipoli Campaign as 

constitutive of Australian national identity, and Anzac veterans as representing a set of 

aspirational national and individual attributes.  

This thesis has shown that consumer culture did not desecrate the Anzac 

tradition as federal authorities and the RSL had originally feared but facilitated its 

cultural reinvention and transmission to a new generation of Australians. Commercial 

firms strove to create the emotive encounters with the past that Australian consumers 

craved, employing new technologies of memory and modes of storytelling that conveyed 

imagined sights and sounds with vivid realism. The most popular contemporary 

representations of the Gallipoli Campaign and Anzac veterans since the 1990s have 

been characterised by sentimental nationalism, with narratives that reinforce the failed 

campaign as constitutive of Australian national identity, and Anzac veterans as victims 

of trauma, rather than heroic warriors, affirming Christina Toomey’s argument that 

‘[t]rauma bought an audience back to Anzac’.9  

The resurgent Anzac industry has been underpinned by taxpayer-funded 

spending on commemoration. The first large-scale, state-sanctioned commemorative 

event of the contemporary era, the 1990 Anzac Day Dawn Service at Gallipoli, exposed 

an untapped market for commemorative leisure activities and acted to stimulate 

consumer demand. Since this time, official commemorative events have become 

increasingly professionalised and staged-managed. They are informed by the findings of 

market research companies, promoted by marketing consultants, planned by 
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professional event managers, and disseminated to a broad audience through mass 

media. Drawing from case studies of Anzac in publishing, tourism, advertising and 

professional sport, this thesis has demonstrated a strong correlation between state-

sanctioned commemorative events and the private sector production of war memory. As 

federal and state spending on commemoration has increased, authorities have attempted 

to supplement public funds with corporate donations, through initiatives such as the 

Anzac Centenary Public Fund, in recognition of the value that official commemorative 

events represent for commercial firms. 

With the federal government asserting more control over the Anzac tradition, 

veterans’ organisations, such as the RSL, also developed a radically different approach to 

commemoration and commerce. Instead of taking a hard-line stance against commercial 

activity the RSL took a more pragmatic approach. State branches began to leverage their 

symbolic authority to legitimise commercial ventures in an effort to raise money for 

veterans’ welfare, promote the Anzac tradition, and affirm the status of their own 

organisation. The Victorian RSL in particular, went from prohibition of commercial 

activity on Anzac Day to the enthusiastic promotion of selected activities, forging 

lucrative sponsorship, product endorsement and cause marketing deals. The symbolic 

authority wielded by veterans’ organisations has served to shield even the most 

controversial partnerships from scrutiny. For example, the Victoria Bitter ‘Raise Glass 

Appeal’, which appropriates the symbolism of Anzac to sell beer, reinforces the 

problematic relationship between alcohol consumption, trauma, and the military in 

exchange for a modest charitable donation to the RSL and Legacy. While the majority of 

commercial activity endorsed by veterans’ organisations includes a fundraising element, 

raising money for war veterans has proved secondary to the promotion of the Anzac 

tradition. For example, the AFL donates a small proportion of overall profits generated 

by the annual Anzac Day Clash football match to charity. However this donation is not 

directed to the Victorian Anzac Day Proceeds Fund, but to Melbourne’s Shrine of 

Remembrance, fuelling an endless cycle of commemoration.  

In a consumer society, in which goods and services are often associated with 

meaning and identity, it is perhaps not so paradoxical that a desire for a personal 

connection with the past has been increasingly mediated by the marketplace. The 

aspirational national meanings associated with Anzac were co-opted by commercial firms 

and packaged for sale, allowing Australians who had never experienced the Great War 
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to, quite literally, assert ownership over the Anzac tradition. Firms did not just respond 

to public demand but actively worked to stimulate demand, appeal to a wide crossover 

audience, and emulate commercially successful products or services. For example, 

Australian publishers harnessed emotive new literary forms, such as narrative non-

fiction, in response to a growing cultural preoccupation with the trauma and suffering 

caused by war. Their success in doing so saw the genre of military history within the 

Australian book trade expand from niche to mass-market. Marketers too, recognised 

that evoking Anzac within their advertising could help forge emotional connections with 

consumers that increased brand preference. Some even invented their own 

commemorative events and traditions, such as the AFL Anzac Day Clash and Victoria 

Bitter’s annual Raise A Glass Appeal. The cultural production of representations of the 

Gallipoli Campaign and Anzac veterans was not driven by the desire to promote any 

particular version of history, but the need to appeal to a large enough number of people 

to ensure a profit. Thus, the Anzac industry has demonstrated greater concern with 

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

understanding. 

Federal agencies, commercial firms and special interest groups have, for the most 

part, proved highly responsive to public sensibilities regarding the commercial 

appropriation of the Anzac tradition. As casualties mounted in the Afghanistan War 

during the 2000s, traders who sought to associate their brands with Anzac moved away 

from creative executions that portrayed past wars in a nostalgic light to those that 

emphasised the trauma and suffering of veterans and glorified their sacrifice. Companies 

no longer acted autonomously, but made sure that promotional activity was endorsed by 

the RSL and Department of Veterans’ Affairs. After overt displays of Australian 

patriotism became negatively associated with the politics of exclusion during the mid-

2000s, the pre-match entertainment at the AFL Anzac Day Clash became less explicitly 

nationalistic and more emotive, with a greater emphasis on reinforcing historic links 

between sport and war. 

Despite concerted efforts to navigate the shifting boundaries between 

commemoration and commerce, those who have sought to appropriate Anzac for 

financial, symbolic or political benefit have often risked destroying the social currency 

they have sought to exploit. For example, the numbers of tourists attending the Gallipoli 

Dawn Service began to fall from the late 2000s in response to rapid commercial 
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expansion and the introduction of strict controls on behaviour and mobility during the 

event. In response to this decline, and in recognition that tourism is driven by the 

search for new experiences, tour operators and federal authorities sought out new 

opportunities to expand Anzac tourism to the battlefields of the Western Front. At the 

same time, the RSL and DVA began to assert their symbolic and legislative authority as 

guardians of the Anzac tradition to reassure Australians of the mythology’s ongoing 

protection, by naming and shaming commercial firms who undertook ‘unofficial’ 

commemorative activity. These disciplinary displays have served to obscure the 

increasingly rampant ‘official’ commercial initiatives these same bodies supported and 

legitimised in their own interests. The lead up to the Anzac Centenary in 2015 saw a 

consumer backlash against the commercial exploitation of Anzac. Yet public critique 

remained largely focused on ‘unofficial’ activities, such as the Woolworths ‘Fresh in Our 

memories’ website, rather than ‘officially endorsed’ activities, such as the AFL Anzac 

Day Clash or VB Raise A Glass Appeal. 

In highlighting the centrality of consumer culture to the remembrance of the 

Gallipoli Campaign and Anzac veterans, and the ways in which the commercial 

production of war memory has been shaped by mutually beneficial relationships forged 

between bodies that aspire to appropriate the social currency it represents, this thesis 

opens up several new areas of investigation. One should not underestimate the size, 

dynamism and complexity of the Anzac industry, nor its ability to provide competing 

narratives for a range of different audiences. While the scope of this thesis has been 

limited to the most commercially successful historical representations produced by 

specific industries for a broad mass-market, further research that examines the sheer 

breadth of representations and the multitude of ways in which these representations are 

interpreted would offer new insights into the politics of memory in the twenty-first 

century. This thesis has employed industry case studies to outline a broad set of logics 

that drive the commercial production of history. However additional analysis is required 

to understand the ways in which various agents working within commercial 

environments shape the kinds of historical representations that are produced. 

Researchers would benefit from working closely with the creative practitioners and firms 

involved in the production of historical representations by incorporating interviews or 

surveys into their methodology. Finally, the commercial success of representations that 

evoke strong emotions suggests a particularly urgent route of enquiry. What role does 



! 221!

emotion play in the production and consumption of war memory, and what are the 

implications of this upon historical understanding? 

While attitudes to commemoration and commerce have transformed since 1916, 

Anzac continues to be constructed as sacred in opposition to a profane ‘Other’. This is 

why consumer culture supports the proliferation of the Anzac tradition within society 

while also generating anxiety regarding its exploitation and desecration. Paradoxically, 

this anxiety has served to unite those who seek to uphold the sacred status of the 

national mythology with those who seek to contest its dominance. The former group 

considers commercial activity an affront to the sacred memory of the war dead, and the 

latter fear that commemorative spectacle glorifies war by trivialising its horrors. 

Ultimately, public debates regarding the boundaries between commemoration and 

commerce since 1916 have served to affirm Anzac’s sacred status within society, rather 

than challenge it. The Brandzac controversy, therefore, did not represent evidence of 

Anzac’s decline, but its vitality. 
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