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Issue: ‘Give Dad what he really wants this Father’s Day’  

Dalgarno Response: Mixed messages for modeling conduct. 

[“Permissibility, availability and accessibility - all increase consumption.” Dalgarno Institute.] 

Dan Murphy’s, a very prominent and well marketed Liquor outlet – having been known for its unbeatable prices mantra, 
has pushed into a new and disturbing marketing space.  

From massive Billboards to online promotions, Dan Murphy’s has overtly and even blatantly, harnessed its brand and 
product to two vital, yet under siege institutions – that of fatherhood and father’s day. The global movement of Father’s 
day had its humble beginnings with a young woman who saw how incredibly hard her father worked to provide for their 
family and what a great model of virtue, protection and sobriety he was. Celebration of this institution was not done 
around alcohol; in fact it was the father’s model of caring, protective sobriety that moved this young lady to honour her 
dad. 

What’s more disturbing is that the owners of the Dan Murphy franchise – Woolworths (who tout themselves as a 
community aware and concerned merchant) seem to have no problem mixing their messages. On one hand they are for 
better, healthier family and community, whilst on the other promoting the use of the most damaging drug to both families 
and communities. It may be a reality that some alcohol may be used at Father’s day functions (and it would appear with an 
increasing evidence of regret) but what concerns us is the notion that Dads, all Dads, really want alcohol for Father’s Day! 

We challenge not only the ‘wisdom’ of this notion, but also its status as a social convention. After all there is a 
strengthening move away from excessive consumption and the notion that ALL celebrations must include alcohol, due to 
the fact that this has sent a message to the emerging generation that this is ‘normal’. What we don’t need now is a 
marketing push to have Dads framed in the caricature of boozers. Is this the image that Fathers want to present to their 
families on Father’s day? 

The marketing ploy is not clever, it is insidious, as it again attempts to re-entrench the notion that alcohol is a rite and a 
right and that manhood, masculinity and fatherhood are synonymous with booze.  

It’s these seemingly ‘harmless’ and ‘matter of fact’ messages that continue to undermine the alternative cultural messages 
that community and government are working hard to inculcate for the sake of families and communities. It’s time we… 

a) Banned alcohol advertising on all billboards, television and at sporting events. 
b) Raised the Legal Drinking Age to 21 
c) Lowered the Blood Alcohol Content of all drivers to .02 

d) Raised taxation on all alcohol beverages. 
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