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ABOUT THIS APPLICATION 

Endeavour Group Limited (Endeavour or the Applicant) is applying for the grant of a 
liquor store licence for a Dan Murphy’s liquor store (Proposed Store) to be located within 
the redevelopment of the building at 37 Endeavour Road, Hillarys which previously 
housed a Bunnings Warehouse (Redevelopment).   This Public Interest Assessment 
(PIA) is presented in support of an application to the Director of Liquor Licensing for the 
grant of a liquor store licence in respect of the Proposed Store.  

The Applicant must satisfy the licensing authority that local packaged liquor requirements 
cannot reasonably be met by the existing packaged liquor outlets in the locality pursuant 
to s36B(4) of the Liquor Control Act 1988 (WA) (Act)(s36B(4) test) 

The Applicant submits that it has provided sufficient evidence in this PIA to satisfy this 
packaged liquor threshold test.  

Under section 38(2) of the Act the Applicant must also satisfy the Licensing Authority that, 
on the merits of the application, it is in the public interest to grant the licence (public 
interest test).  As stated in McKinnon v Secretary Department of Treasury: 

“The expression ‘in the public interest’ directs attention to that conclusion or 
determination which best serves the advancement of the interest or welfare of 
the public, society or the nation and its content will depend on each particular set 
of circumstances.”1 

The Applicant submits that the granting of the liquor licence for the Proposed Store will be 
in the public interest and will contribute to the responsible development of the liquor 
industry in the locality where the Proposed Store will be located.   

This PIA is divided into 2 parts: 

(a) Part 1 outlines the background of the application and the development of 
the Proposed Store; and 

(b) Part 2 addresses the elements of the public interest test and 
demonstrates that the test is satisfied in respect of the Proposed Store. It 
also demonstrates that the local packaged liquor requirements cannot 
reasonably be met by existing packaged liquor premises in the locality. 

 

 

 
1 (2005) 220 ALR 587, 590. 
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Part 1 - Background Information 

A. Premises 

This section of the PIA summarises the plans for the Proposed Store. 

1 Site Background  

The site of the Redevelopment and Proposed Store is on the corner of 
Endeavour Road and Whitfords Avenue in the suburb of Hillarys. The building to 
the south of the site was previously used as a Bunnings Warehouse and 
presently sits vacant pending completion of the Redevelopment.  The building to 
the north of the site currently contains a number of retail tenancies.  

 

 Figure 1: Aerial view of the site  

2 Redevelopment 

The Redevelopment commenced in late 2021 and is due to complete in 
November 2022.  

In addition to the existing tenancies, it is proposed that the completed 
Redevelopment will include premises occupied by: 

• Mitre 10; 

• Better Pets and Gardens; 

• Supercheap Auto; and 

• Auto Masters Vehicle Repair. 

There will be 174 on-grade car parking spaces available at the site. 



 

 

A site plan of the site, including the Redevelopment, can be found at Annexure A.  
Annexure A also contains photographs of the exterior of the Proposed Store 
within the Redevelopment. 

The Proposed Store will primarily service residents in Hillarys, Padbury, Craigie, 
Beldon, Kallaroo and Mullaloo. 

3 The Proposed Store 

The Proposed Store will be approximately 1,270 sqm in size and hold stock 
worth approximately $2,000,000. The Proposed Store will be a Dan Murphy’s 
large format store.  The Proposed Store will be in the typical Dan Murphy’s 
format and will employ approximately 15 full-time and part-time staff and up to 20 
casual staff.   

The Proposed Store will open at the following times: 

• Monday to Saturday:   0900 – 2100 

• Sunday:    1000 – 1900 

• ANZAC Day:   1200 – 2100 

• Good Friday/ Christmas Day: Closed 

The Proposed Store will be fitted out with a new 2.0 Format Design and concepts 
including an extended local WA craft beer selection and a large fine wine 
department showcasing local WA wines.  The design will also include a “Magic 
Moments” area in the centre of the store, with tasting table and an enigmatic 
wine tasting unit (if permitted) as well as a Wine Merchant Corner. 

 

Figure 2: An example of Dan Murphy’s new 2.0 Format Design 

The Proposed Store will also offer the Dan Murphy’s ‘click & collect’ service 
which allows customers to select and purchase their order online and then pick it 
up in-store. This enables customers to browse Dan Murphy’s more extensive 
online range and have speciality items sent to the store for the customer to pick 
up.  There will be two dedicated collection points at the front of the Proposed 



 

 

Store allowing Dan Murphy’s click & collect customers additional convenience 
and ef ficient service. 

Dan Murphy’s has also launched the ‘Dan’s Marketplace’ range which is 
available for customers to order online. Dan’s Marketplace enables rare and 
limited edition products to be supplied directly from the producers to the 
customer via the Dan Murphy’s website. The program provides smaller scale and 
speciality producers the opportunity to access Dan Murphy's large customer base 
without committing to the specific supply levels required for in-store sales. 

 

4 Development Approval 

Development Approval was granted by the City of Joondalup on 11 August 2021.  

  

The Proposed Store will form part of the redevelopment of the old Bunnings 
Warehouse site.  

Development Approval has been granted.   



 

 

B. The Business to be operated at the Proposed 
Store 

1 Background of Endeavour Group Limited  

On 3 & 4 February 2020, Woolworths Group Limited (Woolworths) merged its 
drinks and hospitality businesses, Endeavour Drinks and ALH Group Pty Ltd 
(ALH), into a single entity within Woolworths known as Endeavour Group Limited 
(Endeavour). Endeavour was then separated from Woolworth via demerger in 
early 2020.  Endeavour was listed on the Australian Stock Exchange on 24 June 
2021. 

The merger of  Endeavour Drinks and ALH and the subsequent demerger from 
Woolworths created Australia’s largest drinks and hospitality business with sales 
of  approximately $11.6 billion and EBITDA2 of $899 million in 2021. Endeavour 
has leading market positions, strong cash flow to fund investments in growth and 
an attractive and resilient revenue and earnings profile. It comprises highly 
integrated store-based and online offerings, with approximately 1,650 BWS and 
Dan Murphy's retail drinks outlets and 330 ALH hotels.  

Endeavour continues to uphold the strict policies and practices for licensed 
premises implemented by Woolworths.  

2 Overview of Dan Murphy’s 

The original Dan Murphy’s liquor store was established in 1952 by Daniel Francis 
Murphy. Daniel, whose father also owned a bottle shop, began buying wine in 
bulk and sourced many of his wines directly from overseas. The initial retail 
concept was to offer the most extensive range of wines at the lowest price 
possible and to provide staff with knowledge and experience to assist customers 
at the store. This is the same philosophy that drives the Dan Murphy’s business 
to the present day. 

Today there are 258 Dan Murphy’s stores around Australia. A typical full sized 
Dan Murphy’s, such as the Proposed Store, carries over 4,000 products including 
hundreds of spirits and beers and thousands of wines. There are also over 
10,000 products available online, which can be collected in-store or delivered to 
customers at home. 

Dan Murphy’s places a high emphasis on staff knowledge and training, 
particularly in relation to attributes of wine by region, food pairings and cellaring. 
Every store also has a product expert to help customers find exactly what they 
are looking for. 

Dan Murphy’s won Outstanding Retailer of the Year in the 2012 BRW and AMP 
Capital Shopping Centre awards. This was as a consequence of the combination 
of  a great product range, well trained staff who provide standout customer 
service and a lowest price guarantee. Dan Murphy’s was also awarded 
Startracks Online Retailer of the Year in 2013,the Australian Catalogue 
Association Retailer of the Year award in 2014. Dan Murphy’s stores provide a 
quality shopping experience for all customers. This was recognised when Dan 
Murphy’s won the Roy Morgan Liquor Store customer satisfaction award for 
2018.3 

 
2 EBITA – Earnings before interest, taxes, and amortization. 

3 Statement of Anthony Smith, pg 5; http://www.roymorgan.com/findings/7611-csa-results-april-

2018-liquor-stores-201805310630. 



 

 

Dan Murphy's is the most popular store for purchasers of packaged liquor.4 

 

Figure 2: Market share over time: supermarket liquor stores’ total alcohol retail share of 
dollars 

As a dominant player in the alcohol retail industry, Endeavour (formerly 
Woolworths) has maintained the highest market penetration among alcohol 
retailers in Australia. Data released by Roy Morgan in September 2019, revealed 
that 60.7% of Australian alcohol buyers purchased from a Woolworths-owned 
store in an average four-week period.5 37% of these consumers purchase 
exclusively from Woolworths stores (now owned by Endeavour).6 

 

 

 

 

Figure 3: Cross visitation of alcohol retail consumers
7
 

 

 
4 Roy Morgan (20/03/2017) 'The Australian alcohol retail market in review' - accessed at 

http://www.rovmorgan.com/findings/7181-liquor-retail-australia-201703201051. 

5 Roy Morgan (02/09/2019) ‘Woolworths bottle shops prove must popular’ – accessed at 

http://www.roymorgan.com/findings/8114-alcohol-retail-cross-visitation-june-2019-201908300757. 
6 Ibid.  

7 Roy Morgan Single Source Australia, July 2018 – June 2019, n=6,829. Base: Australians aged  

18+ who had purchased packaged alcohol in the past four weeks . 

http://www.roymorgan.com/findings/8114-alcohol-retail-cross-visitation-june-2019-201908300757


 

 

2.1 Dan Murphy’s Products 

Dan Murphy's is predominantly a wine retailer; 118 sqm of the trade area in the 
Proposed Store is allocated to premium wines, and a further 276 sqm to fine 
wines and sparkling. The Proposed Store will also have approximately 45 sqm 
dedicated to Zero Alcohol products.  The emphasis of the Dan Murphy’s stores is 
to provide its customers with the widest range of products, particularly products 
that are not available anywhere else.   

While Dan Murphy’s does stock many products in a low price bracket, a large 
proportion of the wine products to be stocked at the Store will be priced at $15 or 
more.  As at 2021, the proportion of wine products stocked in different price 
segments was as follows:  

Price Range Percentage of Stock 

Less than $9.99 23%  

$10 to $14.99 19% 

$15 to $19.99 22% 

$20 to $29.99 19% 

$30 to $49.99 11% 

Over $50 6% 

The greatest number of wine products are over $15. Dan Murphy’s does sell 
approximately 30 ‘cleanskin’ wine products (ranging in price from $3.50 to $9.99) 
however such products represent less than 0.5% of Dan Murphy’s total wine 
product and approximately only 1.3% of store sales. 

The majority of spirit products (87%) stocked are over $30.  As at 2021, the 
proportion of spirit products stocked in different price segments was as follows: 

Price Range Percentage of Stock 

Less than $30 17% 

$30 to $49.99 26% 

$50 to $74.99 30% 

$75 to $99.99 17% 

$100 to $149.99 6% 

Over $150 4% 

The range of  the proposed Dan Murphy’s will be similar to existing large-scale 

stores such as the Kelmscott store, which stock the following products: 

Product Estimated Stock 

Craf t/boutique beers 170 

Craf t ciders 64 

Mainstream spirits 844 

Craf t spirits 100 

White wine 731 

Red wine 1054 

Sparkling wine 346 

 



 

 

The range of  the above products is expected to include Australia-wide products, 
including those from lesser-known regions as well as cellar-release wines, rare 
and collectible products and brands exclusive to Dan Murphy’s.8 

 Dan Murphy’s offers customers low prices on all prices giving Dan Murphy’s 
customers the opportunity to purchase products, particularly wine and premium 
products, that would otherwise not have been in their budget. Dan Murphy's 
everyday low prices on all products and their lowest price guarantee results in a 
number of benefits including increased competition and cost savings for 
consumers.   

Each Dan Murphy's store is designed to optimise the shopping experience of its 
customers. This includes ensuring aisles are wide enough to allow for easy 
browsing and to enable comfortable use of trolleys. Each store is laid out in 
sections to clearly mark out the different product offerings, and each store is 
f itted out to a high quality evidencing Dan Murphy’s great emphasis on creating a 
pleasant environment for shoppers. Every store has the same professional 
service, value for money prices and wide range of products. 

Dan Murphy’s is also focused on delivering a winning customer experience. Dan 
Murphy’s has implemented and is evolving its tasting tables to experiential zones 
in stores and has introduced training programs aimed at inspiring all the Dan 
Murphy’s team to deliver the ultimate drinks experience for customers.  

The proposed Dan Murphy's store would stock well over 100 non-
alcoholic products across beers, wines and spirits. Customers will be able to 
discover the great quality and variety of a new wave of non-alcoholic drinks. In 
the last two years, Dan Murphy's has seen sales of zero alcohol drinks increase 
over 100 per cent and customers are increasingly choosing to drink less but 
better and accessing knowledge to make responsible lifestyle choices. 
Independent research has shown that the interest in zero alcoholic drinks is led 
by younger Australians. 

2.2 Success of the Dan Murphy’s brand 

As discussed in the decision of the Supreme Court regarding the application for 
Dan Murphy’s Bicton, Dan Murphy’s popularity and success in other locations 
can be assessed to the current application where appropriate.9 Dan Murphy’s 
has built a brand reputation that its customers trust, based on a combination of 
‘the best price, the best range, the best store layout and the best customer 
service’.10  

In the 2020/21 f inancial year Dan Murphy’s serviced over 71 million customers 
nationally, including approximately 7.6 million in Western Australia.  In research 
conducted by Endeavour Group, 43.8% of respondents choose Dan Murphy’s as 
their preferred brand (the next best store was favoured by only 21.7% of 
respondents).11 The research indicates that Dan Murphy’s is the most popular 
brand having built a positive reputation with consumers on the basis of having 
great prices and a great range of products with unique and exciting things to 
buy.12 

Dan Murphy’s online presence also demonstrates to the retailer’s popularity with 
Dan Murphy’s being the twentieth most searched for online retail outlet during the 

 
8 Statement of Anthony Smith, pg 4. 

9 Woolworths Ltd v Director of Liquor Licensing [2013] WASCA 227. 

10 BRW, 'Outstanding Retailer of the Year 2012: Dan Murphy’s, 17 May 2012. 
11 Statement of Karen Sheppard 2022, Annexure 1. 

12 Statement of Karen Sheppard 2022, Annexure 2. 



 

 

f irst 6 months of 2020 with search traffic to its website increasing by 76% year-
on-year.13 

Further information about Dan Murphy’s is contained in the statement of Anthony 
Smith at Annexure B and the statement of Karen Sheppard attached at 
Annexure C. 

2.3 Responsible management 

Dan Murphy’s aims to be the most responsible liquor retailer in Australia, 
operating under Endeavour’s strict policies and procedures for its licensed 
premises. Endeavour implements best practice harm minimisation policies to 
assist with management of alcohol in the community. These policies are 
discussed in Part B of this Public Interest Assessment and include responsible 
service of alcohol (RSA) training for staff, educational campaigns and 
responsible buying guidelines. 

 

 

 

 

 

 

 
13 SmartCompany (29/07/2020) ‘Revealed: The 50 most searched for online retail outlets since the 

start of COVID-19, Smart Company ’ – accessed at 

https://www.smartcompany.com.au/industries/retail/fifty-most-popular-retail-outlets-since-

lockdown-started/. 

Dan Murphy’s provides a unique product offering to the Australian liquor 
market. The Dan Murphy's brand is a leader in the retail liquor market 
and has been well recognised for the strength of its RSA policies and its 
history of operating safe and responsible liquor stores. The Proposed 
Store will be operated in accordance with these principles. 
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Part 2 – Tests to be satisfied 

A The Public Interest Test and Packaged Liquor 
Requirements  

1 What is the 'Public Interest Test'? 

For the application to be approved, the Applicant must satisfy the Director that 
granting the application is in the public interest pursuant to s 38(2) of the Act.  

While the Act does not define 'public interest', the Department of Local 
Government, Sport and Cultural Industries (DLGSC) policy refers to the 
Butterworth’s Australian Legal Dictionary as follows: 

"an interest in common to the public at large or a significant portion of 
the public and which may or may not involve the personal or propriety 
rights of individual people."14 

A general discretion by reference to the criterion of the 'public interest' is not an 
unfettered discretion but will ordinarily be confined by the scope and purpose of 
the statute.15 

2 What needs to be satisfied to meet the Public Interest 
Test? 

2.1 Primary and secondary objects 

In assessing whether the Application is in the public interest, the Licensing 
Authority is bound to take into account the primary objects of the Act, and to the 
extent that they are not inconsistent with those primary objects, the secondary 
objects.16 The primary and secondary objects of the Act set out in s 5 are: 

Primary Objects: 

(a) to regulate the sale, supply and consumption of liquor; 

(b) to minimise harm or ill-health caused to people, or any group of people, 
due to the use of liquor; and 

(c) to cater for the requirements of consumers for liquor and related 
services, with regard to the proper development of the liquor industry, 
the tourism industry and other hospitality industries in the State. 

Along with the primary objects, the Licensing Authority must also have regard to 
the secondary objects of the Act, which are: 

 
14 Department of Local Government, Sport and Cultural Industries (29 May 2019) ‘Public Interest 

Assessment policy’, pg 1.  
15 Woolworths v Director of Liquor Licensing [2013] WASCA 227, [48]. 

16 Ibid, [49]. 



 

 

(a) to facilitate the use and development of licensed facilities, including their 
use and development for the performance of live original music, 
ref lecting the diversity of the requirements of consumers in the State; 

(b) to provide adequate controls over the sale, disposal and consumption of 
liquor; and 

(c) to provide a flexible system, with as little formality or technicality as may 
be practicable. 

(d) to encourage responsible attitudes and practices towards the promotion, 
sale, supply, service and consumption of liquor that are consistent with 
the interests of the community.  

The licensing authority's obligation to take account of the primary and secondary 
objects is not diminished by the unfettered terms of the discretion conferred by     
s33 of  the Act. That section does not confer upon the Licensing Authority an 
unlimited power, but instead that power must be exercised consistently with the 
primary and secondary objects.17 

2.2 Additional factors 

The Licensing Authority is entitled to take into account the factual matters set out 
in s 38(4) in determining whether it is satisfied that the granting of the Application 
is in the public interest.18  These factual matters are as follows: 

(a) the harm or ill-health that might be caused to people, or any group of 
people, due to the use of liquor; 

(b) the impact on the amenity, quiet or good order of the locality in which the 
licensed premises, or proposed licensed premises are to be situated; 

(c) whether of fence, annoyance, disturbance or inconvenience might be 
caused to people who reside or work in the vicinity of the licensed 
premises or proposed licensed premises;  

(d) any ef fect the granting of the application might have in relation to 
tourism, or community or cultural matters; and 

(e) any other prescribed matter. 

It should be noted that s 5(2) of the Act is mandatory whereas s 38(4) is 
permissive.19 

3 Packaged liquor requirements  

The Act was amended on 2 November 2019 to incorporate restrictions on the 
grant or removal of certain licences authorising the sale of packaged liquor. 
Section 36B(4) provides :  

‘The licensing authority must not grant an application to which this section 
applies unless satisfied that local packaged liquor requirements cannot 
reasonably be met by existing packaged liquor premises in the locality in which 
the proposed licensed premises are, or are to be, situated.’ 

It is submitted that this section provides that the licensing authority must not 
grant an application for a liquor store licence if the existing premises selling 

 
17 Ibid, [53] - [54]. 
18 Ibid, [50]. 

19 Ibid, [49]. 



 

 

packaged liquor in the area f rom which the customers of the new liquor store 
would come are already able to meet the requirements of those customers for 
packaged liquor.  

In assessing whether the Application meets this local packaged liquor threshold 
test, the Licensing Authority is again bound to take into account the primary 
objects of the Act, and to the extent that they are not inconsistent with those 
primary objects, the secondary objects. The objects of the Act are mandatory 
relevant considerations which inform both the public interest test under s38(2) 
and the assessment to be made under s36B(4).  

In the decision for BWS Inglewood A775016681 (Inglewood Decision) it was 
submitted by the Director of Liquor Licensing that in order to satisfy s36B(4) of 
the Act:  

‘it is necessary for an applicant to adduce relevant probative evidence upon 
which the licensing authority can make findings of fact as to:  

• what the local packaged liquor requirements are; and 

• what packaged liquor services are currently provided by the existing 

packaged liquor premises in the locality’20 

The requirements for local packaged liquor is not limited in its scope to the 
physical item or product of packaged liquor.21  It also encompasses matters such 
as convenience, product range, service and efficiency.22  

The Licensing Authority is then ‘required to make a value judgement as to 
whether the local packaged liquor requirements can reasonably be met by the 
existing packaged liquor premises in the locality.’ 23 

The phrase ‘cannot reasonably be met’ means that the local packaged liquor 
requirements cannot sensibly or rationally be met.24  

The Applicant submits that in summary the following factors are relevant in 
applying s36B(4) 

• The locality of the Proposed Store; 

• The requirements of consumers for packaged liquor in the locality, which 
includes but is not limited to convenience, product range, service and 
ef f iciency; and  

• The extent to which existing packaged liquor premises in the locality can 
sensibly or rationally meet the requirements of consumers. 

4 About this PIA 

The role of  this PIA is to address each of the objects outlined in the Act with 
regard to the specific premises. In order to satisfy the public interest test and the 

 
20 Decision by the Director of Liquor Licensing ‘BWS – Beer Wine Spirits Inglewood’ dated 

16/06/2020, [14]. 

21 Liquorland (Australia) Pty ltd v Director of Liquor Licensing [2021] WASC 366 (“Liquorland v 

DLL”), [108]. 
22 Ibid, [106] and Woolworths Ltd v Director of Liquor Licensing [2013] WASCA 227, [52], [69] – [79] 

and [84]. 
23 Ibid, [15]. 

24 Liquorland v DLL, [134]. 



 

 

packaged liquor requirements the Applicant has completed research, engaged 
various experts and conducted community consultation, including: 

(a) engaging Planning Solutions to provide planning and demographic data 
for the locality; 

(b) undertaking research and analysis of data on alcohol-related harm and 
health, alcohol purchasing habits and social issues in the locality; 

(c) engaging Painted Dog Research to design and conduct an online 
community survey with residents in the locality; and 

(d) undertaking a review of other packaged liquor outlets in the locality. 

 

 

 

 

 

 

 

 
Part 2 of  this PIA addresses the requirements of the public interest test and 
the new packaged liquor restrictions with reference to the various expert 
reports and data collected by Endeavour. 
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B. Locality 

This section of the report defines the locality for the purposes of this PIA. 

1 Defining the Locality 

The Licensing Authority describes the locality to be the area which is generally 
considered to be most impacted if the application is granted.25 The Licensing 
Authority locality guide specifies that if the Proposed Store is more than 15km 
from the Perth CBD but within the Metropolitan Region Scheme administer by the 
WA Planning Commission then the locality is a 3km radius from the Proposed 
Store.  

However, depending on the nature of the application, the Licensing Authority 
may determine a different locality outside of the specified 3km radius.  The shape 
and size of the locality will differ from case to case depending on factors which 
may include the: 

• topographical features; 

• accessibility of the site;  

• the spread of communities in the area; and 

• retail catchment area.26 

Ultimately, the word locality denotes an area that surrounds and is geographically 
close to the location of the Proposed Store but it does not equate to the area 
f rom which consumers would come.27 

The Locality consists of the suburbs of Hillarys, Padbury, Craigie, Beldon, 
Mullaloo, Kallaroo and part of Ocean Reef, Sorrento and Duncraig.  

A plan of the Locality is attached at Annexure D. 

The Applicant submits that this is the appropriate Locality for the Proposed Store 
for the following reasons:  

• Topographical and geographical features 

As a destination liquor store, consumers may travel from further outside 
of  the specified 3km radius to shop at the Proposed Store, however, the 
distance beyond the 3km radius is limited due to the ease of access 
being restricted by the main arterial roads, Ocean Reef Road, located 
north and Hepburn Avenue, located south of the Proposed Store and the 
Mitchell Freeway located to the east of the Proposed Store;  

 

 
25 Department of Racing, Gaming and Liquor, 'Public Interest Assessment Pursuant to section 38 of 

the Liquor Control Act 1988', Attachment 2 - Specification of 'Locality'. 
26 Liquorland v DLL, [185] – [187]. 

27 Ibid, [181]. 



 

 

• Accessibility 

The walkability of the subject site and surrounds is considered limited 
due to the emphasis on car-based infrastructure. Many of the roadways 
within the locality are considered appropriate to allow cyclists to use the 
road, but limited cycling-based infrastructure exists within the locality. A 
review of  travel times throughout the proposed locality reveals that most 
of  the locality is approximately 8 minutes from the subject site via car, 15 
minutes via bicycle and 30 minutes via walking.  Accessibility in the 
locality is dominated by car, so accordingly the 8-minutes travel time by 
car combined with the general availability of other retail services beyond 
the locality is considered an appropriate extent for the locality;28 

• Retail catchment 

The subject site is located within a retail and mixed-use centre known as 
the Whitfords Activity Centre. 

A structure plan was approved for the Whitfords Activity Centre in July 
2016. The structure plan was supported by a retail sustainability 
assessment dated October 2014, prepared by Urbis, which identified a 
primary trade area and secondary trade area.  The primary trade area is 
the area bounded by Ocean Reef Road, Mitchell Freeway, Hepburn 
Avenue and the Indian Ocean.  

Figure 4: Trade area for Whitfords Activity Centre (October 2014) 

Following an $80million redevelopment of the Westfield Whitfords City 
which completed in September 2017, an analysis undertaken by Urbis in 
2020 indicates that there is an expanded primary trade area.  

 
28 Planning Solutions Report, pg 11. 



 

 

 Figure 5: Updated trade area for Whitfords Activity Centre (2020) 

The trade area analysis relates to the Whitfords Activity Centre as a 
whole and is not necessarily indicative of the trade area of the proposed 
licensed premises. As is evident, the trade area for the Whitfords Activity 
Centre is larger than the locality for the proposed development. Westfield 
Whitfords City is a large-scale shopping centre which offers an extensive 
range of  goods and services such as specialty shopping, cinemas, 
restaurants and cafes. The Westfield Whitfords City therefore generates 
a larger retail catchment area than a standalone Dan Murphy’s store. 
While customers may be drawn to the Activity Centre by the range of 
products and services on offer in Westfield Whitford City, some of whom 
may also attend the subject premises, it is not indicative of the trade area 
of  Proposed Store by itself. 

It nonetheless is useful in that it identifies Mitchell Freeway as a barrier, 
and the 2014 analysis identified Ocean Reef Road and Hepburn Avenue 
as the north and south edges respectively of the primary trade area. It 
also establishes the Whitfords Activity Centre as a dominant retail and 
mixed-use centre at the heart of the locality and as a focus for 
investment and activity. 

• Geographic spread of the community  

The Whitfords Activity Centre is located centrally within the locality and 
the boundary of the locality forms natural edges separating the locality 
f rom other similar activity centres and community facilities.  

There are small sections of Sorrento, Duncraig and Ocean Reef 
highlighted in the Locality plan at Annexure D that lie outside the 
boundary of the main arterial roads.  The Applicant submits that these 
small sections should not be considered part of the Locality, but as they 
fall within the specified 3km radius, they have been included regardless 
to demonstrate that their inclusion or exclusion is inconsequential to the 
f indings of fact that the Applicant submits the authority can make at the 
conclusion of this Public Interest Assessment.  

 



 

 

2 Strategic Planning Framework  

2.1 Perth and Peel @ 3.5 Million 

Perth and Peel @ 3.5 Million is the overarching spatial planning framework 
applicable to the Perth and Peel regions. The document provides guidance on 
where development should occur to ensure sustainable urban growth, protecting 
the environment and heritage and making the most effective use of existing 
inf rastructure. The Perth and Peel @ 3.5 Million document sets the context for 
four sub-regional planning frameworks, including the North-West Sub-Regional 
Planning Framework, relevant to the Proposed Store. The f ramework guides infill 
development, with the aim to deliver a compact and connected city.  

The North-West Sub-Regional Planning Framework (Sub-Regional Planning 
Framework) builds upon the principles and vision articulated in the Perth and 
Peel @ 3.5 Million and is a key instrument for achieving a more integrated and 
consolidated urban form that will reduce dependence on new urban greenfield 
developments. The Sub-Regional Planning Framework provides the spatial 
f ramework which will guide local governments in achieving optimal urban 
intensif ication, appropriate and diverse land use and integrated linkages and 
green space over the long term. 

Pursuant to the Sub-Regional Planning Framework, the City of Joondalup (which 
the locality is located within) is anticipated to grow by an additional 45,000 people 
up to the year 2050, constituting an additional 20,670 dwellings.  The forecasted 
growth of the City of Joondalup supports the need for additional amenities to 
service the increasing population. 

2.2 City Planning Strategy 

The City of Joondalup Planning Strategy provides the vision and strategic intent 
for the Local Government Area and informed the development of the Local 
Planning Scheme. The planning strategy was endorsed by the Western 
Australian Planning Commission in November 2017 and will inform the strategic 
planning direction of the City of Joondalup for the next 5 – 10 years. The strategy 
identifies Whitfords as an activity centre, noting the importance of the 
employment opportunities and services the commercial centre offers to residents.  

2.3 City of Joondalup Planning Scheme No. 3 

The subject site is zoned ‘Centre (C1)’, pursuant to the provisions of the City of 
Joondalup’s (City) Local Planning Scheme No. 3 (LPS3). Clause 16(2) of LPS3 
outlines the Centre zone objective to be: 

• to designate land for future development as an activity centre. 

• to provide a basis for future detailed planning in accordance with the 
structure planning provisions of this Scheme or the Activity Centres State 
Planning Policy. 

Consideration is given to the Whitford Activity Centre Structure Plan below. 

Table 3a of  LPS3 prescribes land use permissibility for the C1 district of the 
‘Centre’ zone; a ‘liquor store – large’ is a ‘D’ use meaning the use is not permitted 
unless the local government has exercised its discretion by granting development 
approval. Such development approval has been granted. 

2.4 Whitford Activity Centre Structure Plan 

The Whitford Activity Centre Structure Plan (WACSP) was approved by the 
WAPC in July 2016. The WACSP sets out the spatial planning for the Whitford 
retail area, the key objectives are as follows: 



 

 

• respecting the existing urban context, but facilitating transition to 
contemporary urban form, diversity and density within the core. 

• creation of a transitional mixed-use area along Banks Avenue to enable 

suitable scaling down of land use intensity and built form through to the 
existing suburban hinterland. 

• enabling the improved pedestrian connection between districts and uses 

and access into the centre through means other than private car. 

• providing for improved vehicular movement through improved and new 
internal connections to the regional road network. 

• accommodating the expansion of retail services within a repositioned 
and contemporary centre which better reflects the local demography and 
current consumer expectations, whilst improving the visual amenity and 
public realm interface. 

The subject site is located within the ‘Endeavour District’ under the WACSP. The 
WACSP’s character statement for the Endeavour District is: 

The Endeavour District will become an intense and diverse urban environment 

with a focus on street based activity. It will be vibrant, well landscaped, 

pedestrian friendly and will provide a diverse range of activity to include housing, 
shops, offices and community uses. Activities that contribute to evening street 

life and provide interesting and activated frontages will be encouraged. 

Endeavour Road is envisaged as a Main Street environment with a shared 

pedestrian priority zone at the community square or plaza, with low vehicle 

speeds and on-road cycle lanes. 

The focus of the district will be the Endeavour Community Plaza which will 

connect the Retail District with the Education and Civic District; it will become a 

community meeting place for surrounding residents. The space will be activated 

by a ground floor and upper-level plaza providing a community hub and focal 

point for the Endeavour District. Retail, cafes and restaurants will activate the 

upper-level plaza creating a vibrant destination and reinforcing the connection 

between Retail and Endeavour Districts. 

The proposed premises contributes to the character sought for the Endeavour 
District – it is a retail activity that attracts residents from the locality to the site. It 
also supports BYO cafes and restaurants in the immediate vicinity. The proposed 
premises is therefore consistent with the WASCP. 

3 Demographics 

For the purpose of this section the Locality has been limited to the suburbs of 
Hillarys, Padbury, Craigie, Beldon, Mullaloo and Kallaroo (Demographics 
Locality).  This Demographics Locality covers the majority of the locality and is 
considered to most accurately depict the demographics of the locality. The 
suburbs of Ocean Reef, Sorrento and Duncraig have been excluded from the 
data, given they represent a negligible portion of the locality and their inclusion 
would not have a noticeable impact on the findings.   

The following demographic analysis has been prepared by Planning Solutions 
based on the 2016 Census data.  At the time of writing this Application, the 2021 
Census data has not been released. 

3.1 Current Population and Forecasts 

The population of the locality at the 2016 census was 39,995 people with a 
median age of 38, slightly higher than the WA average, and a relatively even 
gender distribution (49.6% male and 50.4% female).   



 

 

According to Forecast ID the population in the City of Joondalup is set to 
increase f rom 160,995 in 2016 to 181,841 in 2041. As the population of the City 
of  Joondalup increases the demand for the provision of retail outlets such as the 
Proposed Store is set to increase accordingly. These figures are also in line with 
the strategic planning for the Locality as discussed above at paragraph 2. 

The table below shows the population in each of the suburbs forming the 
Demographics Locality at the time of the 2016 Census.  

Suburb Population 2016 Portion of Locality  

Hillarys 11,348  27% 

Padbury 8,507 20% 

Craigie 6,076 15% 

Beldon 4,106 10% 

Mullaloo 6,289 15% 

Kallaroo 5,442 13% 

Total Locality  41,768 100% 

 

3.2 Age Profile  

The largest age group in the Demographics Locality is persons aged 0-19 years. 
This age group represents 26% of the total population within the locality and is 
representative of the larger number of family households in the Demographics 
Locality. By comparison, the Western Australian average for persons aged 0-19 
years is 25.3% of the population. The next largest age group is persons aged 40-
49 and 50-59 years, both age groups representing 14.4% of the total population. 
Combined, these age groups represent 28.8% of the total population within the 
locality. By comparison, the Western Australian average for persons aged 40-49 
years is 14% and persons aged 50-59 is 12.7 % of the population.  

Generally, the Demographic Locality is consistent with the averages across 
Western Australia.  However, there is a slight overrepresentation of those aged 
between 40-59 (baby boomers) and a slight underrepresentation of those aged 
60+ (aging population). 

 
Figure 6: Age Distribution Chart (Source: 2016 Census of Population and Housing)  

3.3 Household Structure 

The Demographic Locality exhibits a higher proportion of family households.  
Lone person and family households represent 18.3% and 79% of households 
respectively.  By comparison, the Western Australia average is 23.6% and 72.7% 
respectively. 



 

 

Figure 7: Household Type Chart (Source: 2016 Census of Population and Housing) 

In relation to the family structure, the Demographic Locality exhibits trends that 
generally align with the Western Australian Average. 

Figure 8: Household Type Chart (Source: 2016 Census of Population and Housing) 

3.4 Language/Ethnicity  

The Demographics Locality comprises 61% of people born in Australia, similar to 
the Western Australian average of 60.3%. The proportion of people who only 
speak English at home is 86.2%, higher than the Western Australian average of 
75.2%. 

The proportion of Aboriginal people is significantly lower than the Western 
Australian average. The proportion of Aboriginal respondents in the locality is 
0.75%, compared with 3.1% within Western Australia.   

3.5 Car ownership  

At the time of the 2016 Census, the locality comprised 15,597 dwellings. Of these 
dwellings, 2.2% did not have a motor vehicle, 23.6% had one motor vehicle and 
40.4% had two motor vehicles. For comparison, the Western Australian 
Averages were 4.9% of dwellings had no motor vehicle, 31.6% had one motor 
vehicle and 38.9% had two motor vehicles.  

This demonstrates an increased reliance on cars compared to the Western 
Australian average, which can be attributed to its outer-city location, lower levels 
of  walkability and cyclability and access to public transport when compared to 
higher density localities.   



 

 

 
Figure 9: Motor Vehicles by Dwelling Chart (Source: 2016 Census of Population and Housing)  

3.6 Education, Employment and Income 

Unemployment is lower than the Western Australian average, with an 
unemployment rate of 6.7% compared with the Western Australian rate of 7.8% 
at the 2016 census. The median weekly household income is $1,959, higher than 
the Western Australian average of $1,595. The Demographics Locality can be 
described as a relatively affluent area. 

In regard to education, a substantially higher number of people in the 
Demographics Locality have obtained a bachelor’s degree or higher at 42.3% 
compared to the Western Australian rate of 20.5%. Professional, managerial and 
clerical workers comprise 64.6% of the population of the locality; higher than the 
Western Australian rate of 45.5%  

 
Figure 10: Employment Type Chart (Source: 2016 Census of Population and Housing)  

3.7 Socio-economic status 

The index of Relative Socio-Economic Advantage/Disadvantage (IRSAD) for the 
Locality is as follows: 

 

 

 

 

 



 

 

SEIFA rankings (2016) 

Suburb 

Relative Socio-Economic 
Advantage/Disadvantage 
rank (National) 

Hillarys   10 

Padbury 9 

Mullaloo 10 

Kallaroo 10 

Beldon 7 

Craigie 7 

 

The IRSAD summarises variables that indicate either relative advantage or 
disadvantage. This index ranks areas on a continuum from most disadvantaged 
to most advantaged. An area with a high score on this index indicates a relative 
lack of disadvantage and greater advantage in general. 

All suburbs within the Locality were identified as having SEIFA rankings between 
7 and 10 out of 10, indicating that they are advantaged from a socio-economic 
perspective.  

3.8 Summary 

The Demographics Locality has predominantly an adult demographic, with a 
median age of 38. It has a higher proportion of traditional families and children 
and a lower proportion of lone person households. Further there is a high rate of 
car ownership demonstrating an increased reliance on cars and decreased 
reliance on public transport and walking as means of transport.  

The Demographics Locality is comprised of a well-educated population, with a 
high proportion of residents obtaining a bachelor’s degree or higher. Overall, it is 
a socio economically advantaged area with a higher medium weekly income than 
the State average and lower unemployment rates than the State average. 

4 Sensitive Premises 

The sensitive premises in the area are identified in part 4.4 of the Planning 
Solutions Report. 

There are 53 sensitive premises in the Locality. Three of these sensitive 
premises is located within 200m of the Proposed Store being Whitfords Anglican 
Community Church, St Marks Anglican Community School and Whitfords Family 
Centre.  

Generally, the impact of licensed premises on sensitive premises is greater 
where the licensed premises is a social facility which provides on-site drinking. 
This is due to the potential noise issues and patron behavioural problems which 
may impact on the surrounding area. Dan Murphy’s is a packaged liquor store 
and as such there will not be any drinking on the premises (other than occasional 
tastings, if permitted).  

The Proposed Store will be contained within the grounds of the Redevelopment 
and the entrance to the Proposed Store will not be easily visible from the 
surrounding sensitive premises, inhibiting any potential for those attending the 



 

 

local school, church or family centre from being directly exposed to views of the 
Proposed Store.  Dan Murphy’s also has extensive policies to prevent the sale of 
alcohol to people in a  school uniform and to help prevent secondary supply. A 
copy of these policies are available in Annexure E and Annexure F, 
respectively.       

 

 

 

  

The Locality is an advantaged residential area with strong SEIFA rankings 
and income profiles. It has a higher number of houses being purchased in 
comparison to the Greater Perth area reflecting the larger number of family 
households in the Locality. There is expected to be a very significant 
population growth in the Locality in the coming years which leads to an 
increased demand for retail amenity. This demand is recognised in local 
planning strategies.  



 

 

C. Other Licensed Premises in the Locality 

1 Licensed Premises 

To satisfy s36B(4) of the Act and the public interest test pursuant to s38(2) of the 
Act, the Applicant has prepared an analysis of the licensed premises 
predominantly involved in selling packaged liquor in the Locality.  

The following Locality plan in Annexure D shows where the existing packaged 
liquor stores are located in relation to the Proposed Store.  

There are 11 existing licensed premises in the Locality capable of selling 
packaged liquor to the public for consumption off premises. This includes five 
liquor stores, and six taverns. However, through site visits it has been confirmed 
that two of the taverns, the Mullaloo Beach Hotel and the Breakwater, do not sell 
packaged liquor for consumption off the premises.  For this reason, these taverns 
have not been included in the following analysis. 

1.1 Existing Packaged Liquor Services  

Listed below are the 9 existing licensed premises that sell packaged liquor to the 
public for consumption off premises within the Locality.  We note that only 6 of 
the 9 existing premises are within the 3km radius which is recommended by the 
Licensing Authority locality guide.   

(a) BWS Whitford City 

BWS Whitford City is a small format liquor store with a floor area of 
approximately 200m2.  It is located approximately 450m from the 
Proposed Store adjacent to the Woolworths supermarket within the 
Westf ield Whitfords City.  

BWS Whitford City offers a supermarket and liquor store combination 
providing one-stop shopping for Woolworths and Westfield Whitfords 
City customers.  This premises is more likely to accommodate the 
everyday liquor purchase needs of Woolworths and Westfield Whitfords 
City customers.  It is less likely to provide for large liquor purchases for 
events and special occasions in the same manner as the Proposed 
Store.  The range available is also not as extensive as the range that will 
be offered by the Proposed Store.  



 

 

   
Figure 11: BWS Whitford City shop front 

(b) Whitfords Brewing Company 

Whitfords Brewing Company is located approximately 500m from the 
Proposed Store, within the restaurant area of Westfield Whitfords City. 
This premises is a ‘brewpub’ involving a bar and restaurant space which 
focusses on beers brewed on site.  The sale of packaged liquor 
exclusively includes beer brewed on site.  The sale of the very limited 
range of  packaged liquor for consumption off site is not the predominate 
of fering of this premises.  They are not a dedicated packaged liquor 
store.  This premises is different in type and nature to the Proposed 
Store and offers more specialised products as opposed to meeting the 
general needs of residents purchasing liquor.   

 
Figure 11: Whitfords Brewing Company shop front 

(c) Northshore Tavern and Bistro 

The Northshore Tavern and Bistro is located approximately 1.2km from 
the Proposed Store.  The premises is predominantly a tavern with a 
small format liquor store providing drive-through liquor sales.  The small 



 

 

format liquor store has an approximate floor area of 150m2 and has 
limited offerings for all liquor types.   

The Northshore Tavern and Bistro is located adjacent to the Westfield 
Whitfords City and is more likely to accommodate the everyday liquor 
purchase needs of Westfield Whitfords City customers and Northshore 
Tavern and Bistro customers.  It is less likely to provide for large liquor 
purchases for events and special occasions in the same manner as the 
Proposed Store. 

 
Figure 12: Drive-through liquor store attached to Northshore Tavern and Bistro 

(d) BWS Kallaroo 

BWS Kallaroo is a small format liquor stores with a floor area of 
approximately 240m2.  It is located approximately 1.8km from the 
Proposed Store.  While this premises is likely to accommodate the 
everyday liquor purchase needs of consumers in the immediate 
surrounding neighbourhood, the premises product range is not as 
extensive as the range that will be offered by the Proposed Store.  It is 
less likely to provide for large liquor purchases for events and special 
occasions in the same manner as the Proposed Store. 

 
Figure 13: BWS Kallaroo shop front 

 



 

 

(e) Liquor Barons Hillarys 

Liquor Barons Hillarys is a very small format liquor store with an 
approximate floor area of 60m2.  The range offered by Liquor Barons 
Hillarys is limited due to the size of the store.  It is located approximately 
2.4km f rom the Proposed Store within the Hillarys Shopping Centre, 
which also accommodates a Coles Supermarket.   

This premises offers a supermarket and liquor store combination 
providing one-stop shopping for Coles and Hillarys Shopping Centre 
customers.  This premises is more likely to accommodate the everyday 
liquor purchase needs of the Coles and Hillarys Shopping Centre 
customers.  It is less likely to provide for large liquor purchases for 
events and special occasions in the same manner as the Proposed 
Store.   

 
Figure 14: Liquor Barons Hillarys shop front 

(f) Cellarbrations Mullaloo 

Cellarbrations Mullaloo is a small format liquor store with an approximate 
f loor area of 200m2.  It is located approximately 2.6km from the 
Proposed Store within the Mullaloo Shopping Centre, which also 
accommodates an IGA Supermarket. 

This premises offers a supermarket and liquor store combination 
providing one-stop shopping for IGA and Mullaloo Shopping Centre 
customers.  This premises is more likely to accommodate the everyday 
liquor purchase needs of the IGA and Mullaloo Shopping Centre 
customers.  It has a limited product offering and it is less likely to provide 
for large liquor purchases for events and special occasions in the same 
manner as the Proposed Store. 



 

 

 
Figure 15: Cellarbrations Mullaloo shop front 

(g) Beldon Tavern 

Beldon Tavern is located approximately 3.3km from the Proposed Store, 
adjacent to the Beldon Shopping Centre, which also contains a 
Woolworths Supermarket.  The premises is predominantly a tavern with 
a small format liquor store providing drive-through liquor sales.  The 
small format liquor store has an approximate floor area of 150m2 and 
has limited offerings for all liquor types. 

This premises offers a supermarket and liquor store combination 
providing one-stop shopping for Woolworths and Beldon Shopping 
Centre customers.  This premises is more likely to accommodate the 
everyday liquor purchase needs of the Woolworths and Beldon Shopping 
Centre customers.  It has a limited product offering and it is less likely to 
provide for large liquor purchases for events and special occasions in the 
same manner as the Proposed Store. 

 
Figure 16: Thirsty Camel shop front attached to the Beldon Tavern 

 



 

 

(h) Liquorland Padbury 

Liquorland Padbury is a small format liquor store with an approximate 
f loor area of 270m2.  It is located approximately 4.2km from the 
Proposed Store within the Padbury Shopping Centre, which also 
accommodates an IGA Supermarket. 

This premises offers a supermarket and liquor store combination 
providing one-stop shopping for IGA and Padbury Shopping Centre 
customers.  This premises is more likely to accommodate the everyday 
liquor purchase needs of the IGA and Padbury Shopping Centre 
customers.  It has a limited product offering and it is less likely to provide 
for large liquor purchases for events and special occasions in the same 
manner as the Proposed Store. 

 
Figure 17: Liquorland Padbury shop front 

(i) Craigie Tavern 

Craigie Tavern is located approximately 4.4km from the Proposed Store, 
opposite the Craigie Plaza Shopping Centre, which also contains an IGA 
Supermarket.  The premises is predominately a tavern with a small 
format liquor store providing drive-through liquor sales.  The small format 
liquor store has an approximate floor area of 100m2 and has limited 
of ferings for all liquor types. 

Given the proximity to the Craigie Plaza Shopping Centre, this premises 
is more likely to accommodate the everyday liquor purchase needs of 
the IGA and Craigie Plaza Shopping Centre customers.  It has a limited 
product offering and it is less likely to provide for large liquor purchases 
for events and special occasions in the same manner as the Proposed 
Store. 

 
Figure 18: Drive-through liquor store attached to Craigie Tavern 



 

 

As shown above, 8 of the 9 existing liquor offerings within the Locality are small 
format liquor stores mostly located in close proximity to a supermarket.  These 
stores provide the convenience of one-stop shopping for consumers in the 
immediate vicinity of the premises.  These stores are limited in the  range and 
number of liquor products they can provide to consumers within the Locality. 

The 9th existing liquor offering, being the Whitfords Brewing Company, is 
fundamentally different in type and nature to the Proposed Store and offers more 
specialised products as opposed to meeting the general needs of residents 
purchasing liquor. 

Accordingly, the Proposed Store offers a service that is not currently being 
provided for in the Locality - a destination liquor store which provides a wider 
range of  standard and premium products at competitive prices and also caters for 
customers wanting to make large liquor purchases for events and special 
occasions.   

The current packaged liquor offerings in the Locality are also not comparable in 
size to the liquor offering that will be available at the Proposed Store. The below 
table demonstrates the offerings of a standard BWS compared to the offerings of 
a standard Dan Murphy’s.  

Product Type BWS Dan Murphy’s 

White wine 308 731 

Red wine 314 1054 

Sparkling wine 111 346 

Other wines (Rose, Fortified, Low Alcohol, 

Sake etc) 
90 247 

Mainstream beers 

221 

340 

Craft/boutique beers 170 

Mainstream ciders 

116 

90 

Craft ciders 64 

Mainstream spirits 

285 

844 

Craft spirits 100 

Premixed spirits/ RTDs 146 230 

Total estimate 1,591 4,216 

 
The closest large scale liquor store to the Proposed Store, that would provide a 
comparable service and product offering is Dan Murphy’s Joondalup, which is 
6.9km by car from the Proposed Store.  Dan Murphy’s Joondalup is located north 
of  Ocean Reef Road, an arterial road that acts as a barrier to north-south 
movements, and east of the Mitchell Freeway, an arterial road that carries 
approximately 108,000 vehicles on average per weekday and is therefore a 
major barrier to access.   



 

 

1.2 Summary  

The Applicant submits that it has provided probative evidence which allows the 
licensing authority to make findings of fact as to what packaged liquor services 
are currently provided by the existing packaged liquor premises in the Locality.  

The Applicant submits that the facts show that:  

• The existing licensed premises in the locality tend to provide a one-stop 
service for customers of co-located supermarkets and are less likely to 
cater to large liquor purchases for events and special occasions and 
which do not offer the same broad range of liquor products that will be 
available in the Proposed Store.  

• There is no oversupply of one type of licence, with a diverse and equal 

type of licences situated within the locality. The number of licences 
corresponds to the urban form of the locality, which can be described as 
low-density residential with concentrated commercial areas. 

• The Proposed Store will offer a convenient and wide range of packaged 
liquor to the Locality, noting that the next store with a comparable 
of fering, Dan Murphy’s Joondalup is located North of Ocean Reef Road, 
a barrier to north-south movements, and east of the Mitchell Freeway, a 
major barrier to access.  

• The proposed licensed premises will provide for the consumption of 

liquor off-premises only. While there are venues which provide a similar 
service (taverns and small format liquor stores) the Proposed Store 
of fers its own unique level of service for the locality, providing a 
destination shopping service catering to purchases for events and 
special occasions, in addition to providing a broader range of liquor 
products in one convenient location. 

The Applicant submits that analysis of the existing licensed premises satisfies 
s36B(4) by identifying that the local packaged liquor requirements cannot be met 
by the existing packaged liquor premises in the Locality.  

The Applicant further submits that the Proposed Store satisfies the public interest 
test pursuant to s38(2) of the Act. It meets the objective of catering for the 
requirements of consumers for liquor and related services, with regard to the 
proper development of the liquor industry.  
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D. Consumer Requirement and the Proper 

Development of the Industry 

1 Australian Liquor Market 

1.1 Changes in the way that we shop 

One of  the primary objects of the Act is to cater for the requirements of 
consumers for liquor and related services, with regard to the proper development 
of  the liquor industry, the tourism industry and other hospitality industries in the 
State. 

It is submitted that ensuring that licensed venues keep up with contemporary 
standards and consumer requirements is an important element of this objective.  

Roy Morgan Research in 2015 reported on the factors that both men and women 
consider important in purchasing alcohol.29 The top answer was 'good value'.  

More recent reports from IBISWorld, indicate that health consciousness is an 
increasingly important factor for consumers in choosing what type of alcohol to 
buy. A marketing report done by Return highlighted two key trends that 
consumers consider when buying alcohol.30 Firstly, younger customers are more 
likely to experiment with new alcohol, as opposed to brand-loyal older drinkers. 
Secondly, younger customers are increasingly interested in micro and macro 
environmental factors such as brand identity and ethical considerations. This 
indicates that consumers, particularly millennials, value liquor stores where they 
can browse a range of brands that market more than a tasty and affordable 
drinks. Specifically, the research indicated that the younger audience look for the 
“experience” when making a purchase and place value on a brand’s narrative 
and story. 

The next most popular answer provides some insight into where people like to 
purchase liquor. For both men and women the location of the store 'close to 
home' was important. This indicates that consumers value liquor stores which are 
conveniently located.  

The Australia Food & Drink Report also indicates that Australian consumers of 
alcohol are increasingly favouring quality over quantity.31 The wine sub-sector in 
Australia was predicted to experience the most growth in sales through to 2021 
driven by the trend towards premium products.32 Beer is still the most widely 
consumed alcoholic drink with consumption rising over the past five years.33  The 
beer industry has seen a halt in sales of economy brands, with growth being 
driven by the premium end products. For example, the craft beer sector has 
experienced double-digit growth in recent years and emerged as the product with 

 
29 Roy Morgan Research, (2015) 'Shopping for a drop: what Aussies like in their liquor store' – 

accessed at http://www.rovmorgan.com/findines/6093-what-aussies-like-in-their-liquor-stores-

201502260413 

30 Return, (2019) ‘Alcohol Purchasing Decisions’, pg 9, 20. 

31 Business Monitor International (2017) 'Australia Food & Drink Report Q1 2018, pg 16. 
32 Ibid, pg 15. 

33 IBISWorld (December 2, 2021) ‘Recent Trends - Total Alcohol Consumption’ – accessed at 

https://www.ibisworld.com/au/bed/total-alcohol-consumption/25048/. 



 

 

the highest increase in sales in the past year.34 This was confirmed in a recent 
report by The Shout which found that 

 ‘[t]he major category growth stories have been in premium or imported 
beers, and spirits, both of which fit with a longer-term trend away from 
larger quantities of basic products and towards smaller quantities of 
premium products.” 

 
Figure 19: Number of Australians 18+ who consumed major drink categories in average 4 week 

period (‘000s) 

Alcohol retailers had a boom year during the pandemic, experiencing a 26.7% 
increase in retail sales in 2019. However, this figure does not necessarily 
translate into a boom of alcohol consumption for two reasons.35 First, people 
might not have been drinking more than previous years, rather drinking differently 
as the option to go out and drink at bars or restaurants was simply not available 
or restricted. Second, consumers moved towards premiumisation, with a 
significant part of the population choosing to drink less but spend more on higher 
quality products. 

 
Figure 20: Alcohol Consumption in Australia – Long Term Trends 

 
34 Ibid, pg 17. 
35 Roy Morgan Research (2021) ‘Roy Morgan shares evidence-based insights about alcohol 

consumption with liquor industry leaders’ – accessed at 

https://www.roymorgan.com/findings/8654-liquor-industry-wrap-up-for-2020-202103090651. 



 

 

1.2 Dan Murphy’s Customers 

Dan Murphy’s liquor stores provide an opportunity for wine enthusiasts to browse 
a large array of  different wines with a wide range of price points. However, 
enthusiasts are now also expanding their interests to browsing niche and craft 
liquors. Dan Murphy’s customers have recently shown a strong preference for 
purchasing Australian-made spirits and craft beer as well as low or no-alcohol 
drinks.  The Australian liquor industry is witnessing a trend towards consumers 
choosing to browse through a number of options in a particular drink segment 
rather than being influenced purely by price.36 52% of Australians have said that 
they enjoy browsing in liquor stores.37 Research indicates that people who 
browse are 25% less likely to spend as little as possible than those people who 
do not browse.38 Further, 57% of Dan Murphy’s customers reported purchasing 
for planned restocking occasions.39 This reflects the increasing trend towards 
Dan Murphy’s destination style stores where customers have a large range of 
products to peruse. These ‘browsers’ place importance on the atmosphere of the 
liquor store, as well as the product range and expert staff.40 Almost two thirds of 
these ‘browsers’ said that Dan Murphy’s was one of the best liquor stores.41 

The preference of Dan Murphy’s customers to value quality over price is also 
supported by the average spend per customer in 2020. The average customer 
spent $65.80 per visit in WA, as opposed to the average spend of $38.19 per 
customer per visit for BWS stores. 

Dan Murphy’s caters to the demand from consumers for a destination type of 
shopping experience. The typical Dan Murphy’s customer is purchasing mid-high 
priced products and often purchases larger amounts of alcohol for a function or 
for consumption over a longer period of time.42  

This customer profile in Western Australia is expanding as the Dan Murphy’s 
brand becomes more popular and well-known. However, despite this broadening 
of  Dan Murphy’s customer base in Western Australia a large portion of 
customers are still drawn from the 35- to 74-year-old age bracket. In 2015, 70% 
of  Dan Murphy’s customers in Western Australia were aged between 35 - 74 
years of age. Only 7% of customers are young adults (who are considered an at 
risk group) aged between 18-24 years of age.43 

Dan Murphy’s attracts mid to high income earners, who in 2015 made up 47% of 
Western Australian customers.44 Customers are mostly older singles or couples, 
older families and retirees.   

The main occasion customers come to Dan Murphy’s for is to stock up on liquor, 
with Customers choosing Dan Murphy’s for the convenience, range and value.45 
Customers of Dan Murphy’s will buy larger amounts of alcohol in a single 
transaction but they shop less often.46  Over two thirds of Dan Murphy’s 

 
36 Business Monitor International, Australia Food & Drink Report Q4 2015, pg 71. 

37 Sophie Langley, 'Australians browsing more in bottle shops for specials but then spend more 

anyway’, Aus Food News, 6 January  2014. 

38 Ibid. 
39 Statement of Karen Sheppard 2021, Annexure 2. 

40 Sophie Langley, 'Australians browsing more in bottle shops for specials but then spend more 

anyway', Aus Food News, 6 January 2014. 

41 Ibid. 
42 Statement of Karen Sheppard 2022, Annexure 2. 

43 House of Brands 2015 pg 5. 

44 House of Brands 2015 pg 6. 
45 Statement of Karen Sheppard 2022, Annexure 2. 

46 Statement of Karen Sheppard 2022, Annexure 2. 



 

 

customers are customers that seek out mid and premium or higher priced 
products.47    

  
This customer analysis is extremely important, as it supports the information put 
forward in the PIA that Dan Murphy’s environmental features discourage at risk 
drinkers from purchasing their alcohol at Dan Murphy’s. Dan Murphy’s customers 
are generally higher income earners who want to sample different products or 
are catering for an event. 

2 Community Survey 

The Applicant engaged Painted Dog Research to conduct an online survey with 
residents of the Locality. A total of 1,780 surveys were collected by Painted Dog 
Research between 7 February and 27 February 2022. All respondents were 
screened to ensure they were 18 years of age or over.  

A wide range of age groups were interviewed with the gender divide being well 
balanced. 

A wide range of household compositions were surveyed, the most common were 
mature families. This a fair ref lection of the Locality based on the demographics 
of  the area. 

A summary of the results can be found below and a full copy is attached at 
Annexure G. 

2.1 The Results 

(a) Strong Support 

Overall, more than 3 in 4 of surveyed residents (76%) are in support of 
the Proposed Store in the Locality. This means the stated level of 
support is nearly six times the stated level of opposition to the Proposed 
Store (13%). 

Approximately 1 in 8 (11%) residents have no opinion either way.  If  this 
group were forced to make a choice, over 4 in 5 (81%) said they would 
support the Proposed Store, rather than oppose it, bringing the overall 
level of  support to 85%. 

 
47 Statement of Karen Sheppard 2021, pg 5. 



 

 

Figure 22: Do you support, oppose, or have no opinion either way regarding the 
proposed Dan Murphy’s liquor store at the former Bunnings Warehouse premises in 

Hillarys? Base: All Respondents (n=1782) 

(b) Why is it a good idea? 

7 in 10 residents say they would be likely to purchase from the Proposed 
Store if  it were to open and 61% of these say they would be very likely. 
Likelihood to purchase from the Proposed Store is highest for empty 
nesters and weekly liquor purchasers. Much like support though, 
likelihood to purchase is high across the majority of demographic groups. 
Over three quarters of residents (77%) agree that the Proposed Store 
will improve the retail amenity for residents in Hillarys. Agreement with 
the sentiment is significantly stronger for those in support of the 
Proposed Store (94%). 

This highlights again that at present there is an uneven distribution of 
liquor stores in the Locality and a lack of access to existing liquor stores 
with adjoining supermarkets from the site of the Proposed Store. Overall 
improved convenience/location was a major theme of the participants 
responses.  

Dan Murphy’s competitive pricing and weekly specials is the most 
appealing feature to 1 in 5 residents and over half (53%) rank it in their 
top 3. 

The convenience of having a Dan Murphy’s store nearby (36%) and the 
broad product range (35%) are ranked as the top 3 appealing features 
by over one third. 

These results indicate that there is a consumer requirement for the 
Proposed Store to provide a local, more convenient destination liquor 
shopping experience. When asked which of the features of the Proposed 
Store are most appealing the following responses ranked in the top three 
for residents:  

• the convenience of having a Dan Murphy’s store near to where 
the resident lives;  

• access to competitive pricing and weekly specials; 



 

 

• having a broad range of brands, products and styles to choose 
f rom;  

• that it will be a Dan Murphy’s; 

• being easier to get to and more conveniently located than other 
existing liquor stores; 

• the availability of free on-site parking; 

• access to a store that offers a hand-picked range of highly rated, 

top-seller, trending and local favourite products; and 

• being in a safe environment to shop. 

(c) Any Concerns 

When all respondents were asked if they have any concerns regarding 
the Proposed Store, the majority had no concerns (74%) with the 
Proposed Store.  

(d) Current shopping trends 

The survey results show that Dan Murphy’s Joondalup (58%) and BWS 
Whitfords City (37%) are the top two places where residents currently do 
their liquor shopping. Of those respondents that have purchased liquor in 
the last 12 months, 30% have purchased liquor f rom Dan Murphy’s 
Joondalup. 

These results indicate that the uptake of the new Dan Murphy’s in 
Hillarys by local residents will be high, driven by the convenience and 
benef its of a Dan Murphy’s located closer to where they live.  

Those who make a specific trip to buy liquor are significantly more likely 
to purchase from the Proposed Store, demonstrating a need for a 
destination liquor store in the Locality. 

Additionally, four in f ive residents (83%) have purchased from a large 
format liquor store in the past 12 months.  Seven in ten of these 
residents mention reasons relating to the broad product range or best 
pricing as the main reasons for purchasing from a large format store. 

Those who have purchased from a large format liquor store provided the 
following comments: 

 

 

 

 

 

 

 

 

“They have the best range and I can usually find what I want at 
better prices than other places.  They often have drinks that other 
smaller places don’t” 

 

“They have a wider selection of product to choose from, plus there 
is more space to stop and study the history of the wine, either for 
buying it or the curiosity factor.  Also, have to say the layout is 
better!” 

 



 

 

(e) Proposed Store 

Consistent with the overall support for the Proposed Store, almost 8 in 
10 (78%) of  the total respondents said they are likely to shop at the 
Proposed Store.  

Individuals further away from the Proposed Store (3km or more) are less 
likely to purchase from the Proposed Store compared to those closer to 
the Proposed Store.   

Those who are likely to use the Proposed Store provided the following 
reasons why:  

 

 

 

 

 

 

 

 

  

“It is very close and accessible to my residence. It would be 
much more convenient and will provide a larger product range 
than I currently can access without having to travel to the next 
Dan murphy's (Dan Murphy's is my preferred place to buy 
liquor).” 

 

“It would provide a large format store with a good range of 
wine, spirits and craft beer that you simply can't get in the 
Hillarys area at the moment. Currently, I go mostly outside the 
Hillarys area to access that range, either to Dan Murphy's in 
Currambine, Joondalup or Balga.” 

 

“Proximity to my house, not having to go into the main 
Whitfords shopping centre, the broad range (including non-
alcoholic beers which are hard to find in many other shops) and 
member specials.” 

 



 

 

E. How does the proposal address the minimisation 

of harm and ill health? 

Harm minimisation is one of the primary objects of the Act. In that regard, it is 
important to note a number of established principles. 

First, harm minimisation is not a more important or fundamental object than the 
primary object of catering for the requirements of consumers of liquor and related 
services with regard to the proper development of the liquor industry, the tourism 
industry and other hospitality industries in Western Australia. Harm minimisation 
is not the primary regulatory object or consideration of the Act. 

Secondly, the primary object in s 5(1)(b) of the Act is to "minimise'' harm or ill-
health, not to prevent harm or ill-health. The word "minimise" is consistent with 
the need to weigh and balance all relevant considerations.48 

Thirdly, it is necessary to determine the likelihood of harm or ill-health occurring, 
and to weigh that matter against the other objects which the licensing authority 
f inds may be promoted by the grant of the application.49 

As the Court of Appeal was moved to observe in Woolworths Ltd v Director of 
Liquor Licensing at [52]: 

"On the proper construction of the Act (in particular, s 5(1), s 5(2), s 
16(1), s 16(7), s30A(1), s 33 and s 38(2)), the Commission was obliged 
to take into account the public interest in: 

(a) catering for the requirements of consumers for liquor and related 
services with regard to the proper development of the liquor 
industry in the State (s5(1)(c)); and 

(b) facilitating the use and development of licensed facilities so as to 
reflect the diversity of the requirements of consumers in the 
State (s 5(2)(a))". 

Fourthly, in order properly to assess matters related to harm minimisation the 
licensing authority is required to make findings about the likely degree of harm to 
result f rom the grant of the liquor application in contrast to the existing degree of 
harm.50 

Fif thly, the licensing authority's findings must be made by a rational evaluation of 
the probative evidence on its merits. The licensing authority must act judicially 
and apply provisions of the Act to its findings and conclusions of the evidence.51 

 
48 Executive Director of Public Health v Lilly Creek International Pty Ltd  (2000) 22 WAR 510, [20]. 

49 Executive Director of Public Health v Highmoon Pty Ltd  [2002] WASCA 77, [10].  

50 Carnegies Realty Pty Ltd v Director of Liquor Licensing  [2015] WASC 208, [46]. 

51 Woolworths v Director of Liquor Licensing  [2013] WASCA 227, [55], [59], [62] and [63]. 



 

 

1 Current Alcohol Consumption Trends in Australia and 
Western Australia  

It is important to outline current trends in alcohol consumption in Australia and 
Western Australia to provide background information on the likelihood of harm or 
ill-health occurring.  

1.1 Australia  

Alcohol consumption in Australia has been on a steady decline for more than 40 
years with consumption per capita in 2017-2018 continuing its decade on decade 
decline as ‘moderate consumption becomes the norm in Australia’.52 

There has however been an increase in alcohol consumption during 2020 – 2021 
which is believed to be attributed to the Covid-19 pandemic. Studies show that 
the increases have been broad-based with the leading types of alcohol including 
beer, wine and spirits all trending higher.53 Notwithstanding this trend, studies 
show that an increased focus on health and wellness has resulted in health-
conscious consumers opting for low and no-alcohol options as we shift towards 
“mindful drinking”.54 

The Australian Institute of Health and Welfare has released the following data 
which highlights the trends in risky alcohol behaviour in Australia55:  

• Nearly half (47.1) of participants said their consumption of alcohol 
[during the Covid-19 pandemic] stayed the same. 14.4% reported an 
increase in alcohol consumption. 

• 21% of Australians aged 14 and over reported being a victim of an 
alcohol-related incident, which has declined from 26% in 2013. 

• 66% of 14-17 year olds had never consumed a full standard drink, which 
is an increase from 28% in 2001. 

The National Alcohol Strategy 2019-2028 provides as follows:  

“Australia’s overall consumption of alcohol (on a per capita basis) has been in 
decline for the past 40 years, and the percentage of people reporting abstinence 
from alcohol has either increased or remained stable between 2009 and 2016. 
Significant improvements have also been observed in abstinence over the same 
period among younger Australians. …. This is in spite of the fact that some 
research indicates that alcohol has become more readily available and affordable 
in Australia over the last decade.”56 

 
52 Wine Australia (22 October 2019) ‘Trends in other alcoholic beverages’ - accessed at 

https://www.wineaustralia.com/news/market-bulletin/issue-179; Australian Bureau of 

Statistics(09/09/2019) ‘4307.0.55.001 ‘Apparent Consumption of Alcohol, Australia, 2017-18’ - 

accessed at 

https://www.abs.gov.au/ausstats/abs@.nsf/Latestproducts/4307.0.55.001Main%20Features62017

-18?opendocument&tabname=Summary&prodno=4307.0.55.001&issue=2017-18&num=&view=; 

Business Monitor International (2017) 'Australia Food & Drink Report Q1 2018, pg 16. 
53 Roy Morgan Research (2021), ‘Australian alcohol consumption increases during 2021 – wine, 

beer, spirits and RTDs all up on a year ago ’ - accessed at 

https://www.roymorgan.com/findings/8844-alcohol-consumption-november-2021-202111230352.  

54 Play Market Research ‘the biggest alcohol trends for 2020’ - accessed at 

https://www.playmr.com.au/blog/the-biggest-alcohol-trends-for-2020. 
55 Australian Institute of Health and Welfare ‘Alcohol, tobacco & other drugs in Australia’ (Last  

updated January 2020) - accessed at https://www.aihw.gov.au/reports/alcohol/alcohol-tobacco-

other-drugs-australia/contents/drug-types/alcohol  

56 Department of Health ‘National Alcohol strategy 2019-2028’, pg 19. 

https://www.wineaustralia.com/news/market-bulletin/issue-179
https://www.abs.gov.au/ausstats/abs@.nsf/Latestproducts/4307.0.55.001Main%20Features62017-18?opendocument&tabname=Summary&prodno=4307.0.55.001&issue=2017-18&num=&view=
https://www.abs.gov.au/ausstats/abs@.nsf/Latestproducts/4307.0.55.001Main%20Features62017-18?opendocument&tabname=Summary&prodno=4307.0.55.001&issue=2017-18&num=&view=
https://www.roymorgan.com/findings/8844-alcohol-consumption-november-2021-202111230352
https://www.playmr.com.au/blog/the-biggest-alcohol-trends-for-2020
https://www.aihw.gov.au/reports/alcohol/alcohol-tobacco-other-drugs-australia/contents/drug-types/alcohol
https://www.aihw.gov.au/reports/alcohol/alcohol-tobacco-other-drugs-australia/contents/drug-types/alcohol


 

 

The National Drug Strategy Household Survey 2019 results57 also emphasises 
the decline in risky alcohol behaviour in Australia: 

• The proportion of people exceeding the single occasion risk and lifetime 
risk guidelines has reduced from 26% to 25% for single occasion risk 
and from 17.2% to 16.8 % between 2016 and 2019. 58 The proportions 
have decreased significantly since the National Health and Medical 
Research Council guidelines were introduced in 2009.59 

• There has been an increase in 14 -17-year old’s who have never 

consumed a full standard drink from 28% in 2001 to 66% in 2019.60  

• The proportion of young people who drink alcohol at risky levels fell 
between 2001 and 2019. In 2001, 40% of 14-19 year olds exceeded the 
single occasion risk guidelines but this fell to 20% in 2019. Over the 
same period, the proportion who exceeded the lifetime risk guidelines fell 
from 19.8% to 6.0%.61 

The increase in alcohol consumption and sales since the 2019 national studies 
were conducted is widely attributed to the Covid-19 pandemic. More recent 
studies determine that an increase in retail sales was the result of consumers 
rushing to stock up on alcohol in the early stages of lockdown. The 2021 IWSR 
drinks market analysis states that as the novelty of lockdowns and business 
closures wore off, consumers began drinking in moderation and increased 
disposable income aided the sale of premium liquor.62 The report forecasts that 
the growth in the sale of liquor will not be sustained as a return to on-premises 
work and the re-opening of businesses will leave people with less time and 
money to spend on drinking at home. 

The IWSR report also predicts that from 2022 onwards, the pre-pandemic trends 
will continue, which include a return to preferences for light and refreshing drinks 
and a focus on individuality, authenticity and provenance. Traditional mass-
market brands and categories are expected to struggle as overall alcohol 
consumption continues to decline. 

1.2 Western Australia 

In Western Australia the following data was found in the National Drug Strategy 
Household Survey between 2001 and 2016:  

• The percentage of lifetime risk drinkers has declined by 3.3%;  

• The percentage of single occasion risk drinkers has declined by 
4.4%. 

Since 2010 the proportion of WA people aged between 15-24 who drink at risk of 
long-term harm from alcohol has halved, from 30% in 2010 to 15% in 2019.63 
However, West Australians sit above the national average on both metrics.64 

 
57 Australia Institute of Health and Welfare, National Drug Strategy 2019 In Brief, - accessed at 

https://www.aihw.gov.au/reports/illicit-use-of-drugs/national-drug-strategy-household-survey-

2019-in-brief/contents/summary. 

58 Ibid, Key Findings. 

59 Ibid, pg 11. 
60 Ibid, Key Findings. 

61 Ibid, pg 22 

62 IWSR, ‘Executive Summary Report 2021 Australia’, pg 6. 
63 Ibid. 

64 Ibid. 

https://www.aihw.gov.au/reports/illicit-use-of-drugs/national-drug-strategy-household-survey-2019-in-brief/contents/summary
https://www.aihw.gov.au/reports/illicit-use-of-drugs/national-drug-strategy-household-survey-2019-in-brief/contents/summary


 

 

 The National Drug Strategy Household Survey 2019 also found that in Western 
Australia:  

• There has been a significant decrease in the number of people drinking 
weekly (-6%); and  

• There has been a significant increase in those abstaining from alcohol 
(4.9%). 

In 2021, Alcohol Think Again Australia published the following statistics showing 
a general decrease in the proportion of Western Australians aged 14 years and 
over who drink at-risk of harm. 

Figure 23: Proportion of Western Australians aged 14 years and over who drink  

2 Alcohol Related Harm  

The Applicant has analysed publicly available data to provide an insight into 
alcohol-related harm in the Locality. 

2.1 Hospitalisation, Mortality and Alcohol Consumption rates 

Firstly, the Applicant reviewed the Drug and Alcohol Office’s report on the North 
Metro Health Region (North Metro Area). The North Metro Area covers an area 
of  3,027 square kilometres and had a population of 969,100 in 2011. It includes 
the suburb of Hillarys.  

Data published by the Drug and Alcohol Office indicates that the rate of alcohol-
related hospitalisations in the North Metro Area for the period from 2007-2011 
was significantly lower for both males and females than the corresponding State 
rates.65 In the 2014 report, the rate of treatment episodes where alcohol was the 
primary drug of concern decreased by 12.7% since 2009.66 

Trends show that overall, the mortality rate for all alcohol-related conditions in the 
North Metro Area was significantly lower (0.89 times) than the corresponding 
State rates from 2007 to 2011.67  

 
65 Drug and Alcohol Office WA and Epidemiology Branch of Department of Health WA (2014) 

‘Alcohol-related hospitalisations and deaths in Western Australia. Regional Profile: North Metro’,  

pg 6. 
66 Drug and Alcohol Office WA Annual Report 2014/15, pg 13. 

67 Ibid, pg  10. 



 

 

The North Metro Area also recorded a lower proportion of alcohol-related police 
attended fatal and hospitalisation required motor vehicle accidents between 2006 
and 2013 than other States.68 

The percentage of people on the North Metro Area who engage in single risky 
drinking (more than four standard drinks in one instance) is comparable to State 
levels.69 The trend with respect to this behaviour in the North Metro Area is 
stable, being 12.5% in 2006 and 11.2% in 2013.70 Similar results can be 
observed in relation to lifetime risky drinking patterns (more than two standard 
drinks on any one day) in the North Metro Area.71 

Additionally, the per annum pure alcohol intake for people aged 15 years and 
over is lower in the North Metro area (12.16 litres) in comparison to State figures 
(12.37 litres).72 

2.2 VicHealth Study  

In December 2011 VicHealth73 published the results of a detailed study which 
tested the availability of alcohol, measured as the number of beverages stocked 
in the closest store out of a possible 70 items audited, and its relationship to 
harm. The study concluded that there was no evidence to support an association 
between the availability of alcoholic beverages in stores and drinking at levels 
associated with levels of harm74. It also interestingly found: 

"some limited evidence that increased availability of a range of alcoholic 
beverages in the stores closest to the respondents' homes actually 
reduced the risk of consuming at levels associated with long-term 
harm."75 

The study also concluded that elevated risk (of drinking at levels associated with 
short-term harm, at least weekly) lies with 8 or more outlets within a one-
kilometre walking network area.76 

In relation to this Application, there are only two liquor stores within a 1km 
distance from the Proposed Store; a BWS and a Bottlemart. Both are contained 
within the adjacent Whitfords shopping centre. According to this research, the 
opening of the Proposed Store would not reach the threshold point. The following 
tables demonstrate the odds of consumption at levels associated with short-term 
harm (weekly & monthly) by number of stores (within 1 kilometre network 
distance) compared to no stores. 

 
68 Ibid, pg 15. 
69 Ibid, pg 5-6. 

70 Ibid. 

71 Ibid, pg 7. 
72 Ibid, pg 8. 

73 Kavanagh A and Krnjacki L (December 2011) 'Accessibility to alcohol outlets and alcohol 

consumption: Findings from VicLANES', Victorian Health Promotion Foundation (VicHealth) 

Carlton, Australia.  

74 Ibid, pg 16. 
75 Ibid, pg 20. 

76 Ibid, pg 16. 



 

 

 
Figure 24: Odds of consumption at levels associated with short-term harm (weekly) by number 

of stores (within 1-kilometre network distance) compared to no stores  

 
Figure 25: Odds of consumption at levels associated with short-term harm (monthly) by 

number of stores (within 1-kilometre network distance) compared to no stores 

2.3 Crime Rates 

A report produced by the Applicant titled "The operating experience of BWS 
Stores – alcohol related crimes" noted: 

"It is the strong view of Woolworths (supported by the evidence in this 
document) that there must be something "atypical" in a specific location 
that causes deterioration in alcohol related crime. There is no evidence 
of any correlation between:- 

• a new BWS PLL [packaged liquor licence] opening in a suburb 
(i.e. of itself) on the one hand; and 

• more people behaving poorly (or the frequency in which a 

person behaves poorly increasing), on the other. 

This is clearly evident by the information in this document."77 

 
77 Woolworths (2 November, 2015) 'The operating experience of BWS stores - alcohol related 

crimes', [3]. 



 

 

The Applicant's report analyses crime data following the opening of four BWS 
stores in New South Wales in 2009, 2010 and 2012. As reported by the 
Applicant: 

"The combined evidence is substantial and undeniable. It shows that the 
introduction of the 4 BWS stores had no adverse impact on alcohol 
related crime (either at an LGA or a suburb level). This is despite the fact 
that those populations have either: (a) a significant number of over 
represented at-risk indicators; (b) disadvantage through the SEIFA 
indices (see Tables 1 and Table 2); (c) elevated levels of crime; (d) high 
outlet density; or (e) a combination of the above." 

"It is powerful evidence that no matter where a Woolworths retail liquor 
store is placed in NSW, that there has been no credible evidence 
provided to the Authority by anyone (that we are aware of) that 
contradicts the above position." 

There is no equivalent data currently available in Western Australia or specifically 
for Dan Murphy’s stores however the Applicant submits that the data is equally 
relevant to Western Australia and Dan Murphy’s as the liquor licensing conditions 
and the cultures of Western Australia and New South Wales are very similar.  

Research of general crime rates conducted in the suburb of Hillarys also shows a 
downward trend in all selected offences:78 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
78 Western Australia Police Force, ‘Crime in Western Australia’ - accessed at 

https://www.police.wa.gov.au/crime/crimestatistics#/.  

https://www.police.wa.gov.au/crime/crimestatistics#/


 

 

 
Figure 26: Hillarys Offences per Financial Year 
 

2.4 Community Safety 

Dan Murphy’s has a number of policies and campaigns to promote responsible 
drinking including: 

(i) using a responsible buying charter, which, among other 
requirements, does not permit the supply of alcoholic products 
that suggest association with anti-social behaviour, encourage 
immoderate levels of intake, or imply that health benefits can be 
achieved through consumption; 

(ii) community education initiatives, such as the 'Don't Buy It For 
Them' campaign, which seeks to inform adults of the dangers of 
providing alcohol to youths; and 

(iii) stringent policies which prohibit the supply of alcohol to 
intoxicated patrons or minors such as the ID25 policy. 

These initiatives help to educate the community that the consumption of alcohol 
should be done responsibly and that underage drinking is illegal and can be 
extremely harmful. This type of broad education is important in reducing the 
impact of alcohol-related harm in the community.  



 

 

3 Harm Minimisation Management 

3.1 Effective management 

A number of studies have shown that well managed environments for the sale 
and consumption of alcohol contribute to reducing alcohol related harms.79 An 
independent review of the Act states that: 

"Well managed premises and the responsible service of alcohol are seen 
as important tools in changing Western Australia's drinking environment 
and providing consumers with safer, more responsible venues that are 
committed to practising harm-minimisation techniques."80 

The Licensing Authority has previously recognised that Dan Murphy’s liquor 
outlets are well managed and have adequate, well documented and entrenched 
harm minimisation policies.81 

Dan Murphy’s have strong policies relating to each of these practices, which will 
be implemented at the Proposed Store. These policies are discussed in more 
detail below. 

3.2 Management practices, staff training and RSA 

Dan Murphy’s takes a best practice approach to RSA and management policies, 
whereby the most onerous liquor licensing obligations and requirements in each 
state are imposed and then applied nationwide. 

Dan Murphy’s places strong emphasis on effective management. The new Dan 
Murphy’s store will have full-time managers. These managers include a Store 
manager and an Assistant Store manager. One or both of these managers will 
always be on duty at the store so that staff are supported should any issues 
arise. These managers are people who are looking for a career with Endeavour 
and are motivated to comply with and enforce Endeavour’ RSA policies. 

The Management Plan for each Dan Murphy’s store sets out the RSA 
procedures for the store. An approved manager must be present at the premises 
at all times. Endeavour encourages its staff to be aware of what is taking place 
both inside and outside the store. This is an important part of monitoring 
customers who may consume alcohol bought at the premises on site.  
Endeavour provides its staff with guidelines for assessing whether a customer is 
intoxicated and should be refused service. Endeavour requires that the staff 
member ask the person to leave the premises. If any issues arise the staff 
member should ask for assistance from the store manager and contact the police 
if  necessary. Staff must refuse to serve any alcohol to the intoxicated person and 
may refuse to admit any person to the store who has previously been asked to 
leave. 

Endeavour also enforces strong policies regarding evidence of age and 
preventing service to juveniles. If a juvenile enters the store and is not 
accompanied by a responsible adult, the staff members on duty should ask the 
juvenile to leave the store. The ID25 policy is strictly applied and staff must ask 
for proof of age identification from anyone who looks under 25 years old. If  the 
person is unable to produce identification, the staff member must refuse service. 

Each Dan Murphy’s store contains an incident register which is required to be 
used consistently and checked on a daily basis. The staff members at the store 

 
79 Ministerial Counci l on Drug Strategy, (2004), ‘The Prevention of Substance Use, Risk and Harm 
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should ensure that responsible service posters are displayed throughout the 
store to promote the responsible consumption of alcohol. All staff members are 
required to complete RSA training within 4 weeks of commencing employment 
and are required to participate in induction training. The induction covers:  

(a) company policies, such as employee conduct; 

(b) the requirement that the employees promote responsible drinking; 

(c) the refusal of service to intoxicated persons; 

(d) the refusal of service to juveniles; 

(e) employee benefits and conditions; 

(f ) loss prevention issues and theft; 

(g) safety and health policy and practices; 

(h) hazards to be aware of in the store; 

(i) reporting an accident; 

(j) f irst aid; and 

(k) selling regulated products, such as liquor. 

A copy of the Dan Murphy’s harm minimisation policies is attached at Annexure 
H and a copy of the RSA Policy at Annexure I. 

Endeavour also has a dedicated National RSA and Licensing Manager, who 
provides advice and direction on all aspects of liquor compliance and responsible 
service of alcohol to assist in the management of risk. The National RSA and 
Licensing Manager liaises with licensing and police in all states and territories 
and has been involved in many liquor forums and accords working together to 
develop initiatives that the benefit the community.  

3.3 Environmental factors: Crime prevention through environmental 
design 

The Australian Institute of Criminology has outlined risk factors that affect the 
likelihood of alcohol related harm at licensed premises.82 These include the 
capacity of the venue, the atmosphere and decor, and the culture of the 
premises. Dan Murphy’s has a strong commitment to Crime Prevention through 
Environmental Design (CPTED). 

(a) Surveillance and lighting 

All Dan Murphy’s stores are designed to minimise the risk of crime. The 
cash registers are located near the public entrance to the store to ensure 
visual surveillance. Bright lighting is also used throughout the store. 
External and security lighting will operate during non-trade hours. A high 
quality CCTV system will be installed inside and outside the store with 
numerous cameras to reduce crime.  A duress alarm will also be 
installed for use when a serious security breach occurs and staff and/or 
customer safety is at risk.  

 

 
82 Australian Institute of Criminology, December 2009 'Key Issues in alcohol-related violence', pg 5. 



 

 

(b) Territorial reinforcement 

The Proposed Store will be clearly branded with Dan Murphy’s branding. 
Dan Murphy’s staff are all highly trained and wear uniforms. Effective 
internal design of the stores limits the opportunities for concealment. 
External areas are maintained and kept tidy and clear from litter. 

(c) Access control 

The Proposed Store will only have one entrance for everyday use by 
customers which will help limit access and allow for easier monitoring of 
customers by staff. 

3.4 Responsible buying 

Dan Murphy’s complies with the Endeavour Responsible Buying Charter 
(Responsible Buying Charter) to ensure that internal purchasing and ranging 
decision making processes comply with best practice guidelines for retailers and 
drinks manufacturers worldwide. The Responsible Buying Charter is designed to 
help ensure that Dan Murphy’s adds value to the community rather than adding 
harm. The Responsible Buying Charter is a guideline to ensure that only 
products which are appropriately branded are stocked at Endeavour Drinks 
Group stores. It prohibits Dan Murphy’s stores from stocking products that appeal 
to minors, encourage inappropriate drinking practices, or make inappropriate 
associations, such as associations with illicit drugs. 

A copy of the Responsible Buying Charter is attached at Annexure J.  

The Responsible Buying Charter requires that any products sold do not: 

(a) have the potential to appeal to minors; 

(b) have the potential to lead to confusion with confectionary or soft drink; 

(c) have an appearance that may lead to confusion about the alcoholic 
nature and strength of the product; 

(d) draw any association with drug culture; 

(e) encourage illegal or immoderate consumption; 

(f ) suggest association with violent, dangerous, aggressive or anti-social 
behaviour; 

(g) suggest consumption could lead to sporting, social or sexual success or 
popularity; 

(h) feature imagery or language that could be offensive on cultural, religious, 
ethnic or gender grounds; or 

(i) suggest any physical or mental health benefit can be obtained by 
consumption. 

Each new product that is sold in the stores must meet these requirements, which 
are aimed at minimising the potential for alcohol marketing to encourage 
consumers to drink in ways that could be potentially harmful. 



 

 

3.5 Community education 

The Independent Review endorses community education as the key to reducing 
the impact of alcohol related harm in Western Australia.83 Dan Murphy’s runs 
several community education campaigns in its stores, including: 

(a) the 'Don't Buy It For Them' campaign, which seeks to inform adults of the 
dangers of providing alcohol to youths; 

(b) the 'Look For The Standard Drink Icons' campaign, which seeks to 
inform people of the different volumes equating to a standard drink for 
each drink category; and 

(c) the 'It is safest not to drink alcohol while pregnant' campaign in 
conjunction with Drinkwise Australia, which seeks to inform women and 
their partners of the importance associated with understanding all the 
facts about alcohol and pregnancy. 

These campaigns are all prominently displayed in-store and also on the Dan 
Murphy’s website. 

3.6 Community involvement 

Dan Murphy’s is committed to participating in relevant community education 
programs in the local communities where its stores are located. Dan Murphy’s 
also supports local organisations and charities, and the following campaigns: 

(a) the Alcohol Beverages Advertising (and Packing) Code Scheme which is 
a combination of industry, advertising and government representatives 
who administer complaints about alcohol advertising; 

(b) Jawun which forms partnerships to benefit corporate, government and 
Indigenous Australia; and 

(c) Drinkwise Australia which aims to educate consumers on the harmful 
ef fects of alcohol abuse. 

These policies make Dan Murphy’s one of the most responsible liquor retailers.  

4 Impact on Specific at Risk Groups 

4.1 At risk groups 

The Licensing Authority guidelines in respect of the PIA identify the following at 
risk groups: 

(a) children and young people; 

(b) Aboriginal people and communities; 

(c) people from regional, rural and remote communities; 

(d) families; 

(e) migrant groups from non-English speaking countries; 

(f ) people in low socio-economic communities; 
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(g) mining communities or communities with a high number of itinerant 
workers; and 

(h) communities that experience high tourist numbers. 

A number of factors, such as demographics and the size of the Locality will have 
an impact on the level of alcohol related harm in a particular Locality.84 

(i) Children and young people 

The proportion of people aged 10-14 (6.5%) is  similar to the standard 
proportion of this age group throughout the State (6.1%). The proportion 
of  those aged 15-19 (6.3%) is also similar to the standard proportion of 
this age group throughout the State (6.1%).The median age of the 
locality (38) is slightly higher than the WA average (36).  It is therefore 
considered that as the proportion of young people in the locality is 
consistent with the state averages, there is no perceived increased risk 
to this group within the community.85  

(j) Aboriginal people and communities 

The proportion of the Locality population identifying as Aboriginal is 
lower (0.75%) than the proportion throughout the State (3.1%).86 

(k) People from regional, rural and remote communities 

The Locality is not a regional, rural or remote community.87 

(l) Families 

The locality contains similar family composition statistics when compared 
against the West Australian averages. There is therefore no increased 
risk for families when compared against the rest of the state.88  

(m) Migrant Groups from Non-English-Speaking Countries 

The locality is occupied by a standard proportion of people born 
overseas (61%) when compared to the proportion throughout the State 
(60.3%).  There is however a higher proportion of these families that only 
speak English at home (86.2%) when compared to the proportion 
throughout the State (75.2%).89  

(n) Low socio-economic groups 

The key indicators of socio-economic status include income and 
employment status. The locality has a lower unemployment rate 
compared with the Western Australian average. By contrast, the locality 
has a slightly higher number of full-time and part-time workers compared 
with the Western Australian average. In terms of income, the locality 
ranks higher by individual, by family and by households compared with 
the Western Australian average. The household income is approximately 
15% higher than the Western Australia average and the area may 

 
84 Ministerial Council on Drug Strategy, (2004), 'The Prevention of Substance Use, Risk and Harm 
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therefore be described as having a higher socio-economic status. As 
such, the locality is not considered to be at risk from people in low socio-
economic areas.90 

All suburbs, including those partially within the locality, have a SEIFA 
ranking between 7 and 10 out of 10, indicating they are advantaged from 
a socio-economic perspective.91 

(o) Mining communities 

The locality is comprised of inner-city suburbs and is not a mining 
community.92  

(p) Tourist Numbers 

The locality is generally not a known tourist destination. Hillarys Boat 
Harbour is considered a tourist destination but is on the periphery of the 
locality and is not within walking distance thus it will have little impact on 
the proposed premises.  The liquor store is intended to cater for 
residents and therefore should not experience high numbers of tourists.93  

 

 

 

 

 

 
90 Ibid, [4.6.6]. 

91 Ibid. 
92 Ibid, [4.6.7]. 

93 Ibid, [4.6.8]. 

 
The Locality is an advantaged area. The grant of the Application is highly 
unlikely to result in a material increase in harm in contrast to the existing 
degree of harm. The benefits of the Proposed Store far outweigh any risk 
of  harm. There are no significant concerns in relation to at-risk groups in 
the Locality. The Applicant has strict management practices and policies 
to minimise harm and to satisfy the objectives of the Act.  
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F. Other Factors 

The public interest test also requires that the Licensing Authority considers the 
factors outlined in section 38(4) of the Act. The f irst of these relates to harm and 
ill health, which was discussed above. The three remaining parts of section 38(4) 
are considered below. 

1 The amenity, quiet or good order of the Locality - 
Section 38(4)(B) 

Whether the amenity, quiet or good order of the locality in which the licensed 
premises, or proposed licensed premises are, or are to be, situated might in 
some way be lessened. 

1.1 Retail Amenity 

The Planning and Amenity Analysis Report describes the site location as being 
within the suburb of Hillarys, surrounded by a variety of commercial, civic, 
education and residential land uses. The overall locality is low-density residential 
setting with corresponding urban amenity in relation to the majority residential 
land use.94 Given the area’s coastal location 20km north of the Perth city centre, 
and development when travel by car was the dominant form of transport, the 
population is relatively affluent. The coastline and other smaller centres provide 
multiple commercial and recreational hubs around the Whitford city centre. 
 
In the Locality there is a slight overrepresentation of people aged between 40 – 
59,95 which group form a high percentage of alcohol purchasers in Western 
Australia. The City of Joondalup Planning Strategy, which provides the vision and 
strategic intent for the area, identifies the Whitfords city centre as a secondary 
centre and notes the importance of the employment opportunities and services 
the centre offers to residents.96 This is particularly important in an area that is 
distanced from the main Perth city centre where access is predominantly by 
vehicle due to public transport shortage.97 
 
The Whitford Activity Centre Structure Plan describes the district as: 
 
“vibrant, well landscaped, pedestrian friendly and will provide a diverse range of 
activity to include housing, shops, offices and community uses. Activities that 
contribute to evening street life and provide interesting and activated frontages 
will be encouraged”.98 
 
The proposed side contributes to the character sought for the district given it is a 
retail activity that aims to attract residents from the locality and beyond. It would 
also support upcoming BYO cafes and restaurants in the area. 
 
In addition, the Proposed Store will sell liquor for consumption off the premises 
which will mainly be bought and collected by customers arriving by car. The 
Applicant submits that customers are not likely to cause noise or anti-social 

 
94 Ibid, [2.4]. 

95 Ibid, [2.6.1]. 

96 Ibid, [2.8.2]. 
97 Ibid, [2.7]. 

98 Ibid, [2.9.3]. 



 

 

behaviour in the vicinity given it is intended they leave the premises after 
purchasing. 

1.2 Destination shopping  

The Proposed Store will be built as part of a new development on a former 
Bunnings Warehouse premises. It will provide a destination shopping experience 
for local residents as well as consumers looking to purchase specific and 
premium items that are not available at existing nearby liquor stores. 

Australian consumers expect a large product range and premium choices when 
attending a destination liquor store. This is reflected in the Return report which 
determined that the product value for a new-age drinker is found in a product’s 
brand, experience and associations, rather than just its quality and price.99 This is 
also ref lected by the Dan Murphy’s report which found that over two thirds of Dan 
Murphy’s customers seek out mid and premium or higher priced products. 100As 
opposed to convenience liquor stores that are attached to supermarkets, Dan 
Murphy’s customers shop less regularly but purchase more.  

Dan Murphy’s product range was one of the top three most appealing features in 
the Applicant’s community survey. Three in four residents responded in support 
of  the Proposed Store and 78% of residents indicated they would be likely to 
purchase from the new store if it were to open. One third of respondents 
disagreed that their requirements are currently being met by the existing liquor 
stores in the area and 73% agreed that the new store would provide them with a 
better product range than they current receive. These findings support the desire 
of  consumers in the location for a destination store that carries wide-ranging 
products, premium choices and competitive pricing. 

The respondents noted the following about Dan Murphy’s stores:  

“Wide selection to choose from at a good price. Store layout is working 
well…Nobody beats Dan’s price. Very important!” 

“The range is incredible. Member discounts are good. I order by phone 
and collect it at the counter which is convenient…” 

“Dan Murphy’s is always cheaper, they have a massive range of 
products in all different types of alcohols…” 

It can reasonably be inferred from the data that there is a strong requirement for 
a destination-style liquor store in the area. 

1.3 Physical amenity 

The Proposed Store forms part of the redevelopment of the previous Bunnings 
building that has been vacant since September 2020. The buildings will all be 
new, modern facilities with well-designed landscaping.  
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2 Offence, annoyance, disturbance or inconvenience 

Whether offence, annoyance, disturbance or inconvenience might be caused to 
people who reside or work in the vicinity of the proposed licensed premises. 

2.1 Trading hours 

The Proposed Store will open at the following times: 

• Monday to Saturday:   0900 – 2100 

• Sunday:    1000 – 1900 

• ANZAC Day:   1200 – 2100 

• Good Friday/ Christmas Day: Closed 

2.2 Traffic 

The Redevelopment will utilise the existing parking which previously 
accommodated the customers of the Bunnings store,  providing adequate access 
and parking facilities from the main surrounding roads.  

2.3 Noise 

The Dan Murphy’s is to be located on one of the main civic boulevards of the 
suburb of Hillarys with a predominant commercial land use with civic uses 
interspersed, it is unlikely to cause any issues with additional noise to 
surrounding premises. 

2.4 Security and management 

As discussed above, Dan Murphy’s has established responsible service of 
alcohol policies. CPTED policies are used in the design of all Dan Murphy’s 
stores to ensure that a safe and secure environment is provided to customers.  
All Dan Murphy’s stores are recognised for being well managed and are staffed 
by well, trained, passionate people.  Moreover, the Redevelopment will help 
reduce the risk of antisocial behaviour, noise, vandalism, litter and criminal acts 
in the Locality as the currently vacant site will be occupied by tenants, including 
Dan Murphy’s, who will provide additional passive surveillance to the immediate 
street f rontage. 

3 Tourism, or Community or cultural matters  

Any effect the granting of the application might have in relation to tourism, or 
community or cultural matters 

The Locality is not a tourist area. The granting of the Application will improve the 
retail amenity for the local community. 



 

 

 

 
  

 
The Proposed Store will have a positive impact on the Locality by 
improving retail amenity. The Proposed Store will cater to the requirements 
of  the local residents and satisfy the City of Joondalup’s objectives for the 
area. The Proposed Store will provide the local residents with a well-
managed and safe environment for destination liquor shopping. 

As the Proposed Store will be located within the Redevelopment of the 
previous Bunnings site it is unlikely to have any further impact in terms of 
noise or traffic. 



 

 

 
 
 

H.  CONCLUSION 

The Applicant submits that it has provided substantive evidence throughout its 
Public Interest Assessment to support the grant of the Application. 

Granting the application for Dan Murphy’s Hillarys is in the Public Interest 

The Applicant submits that the granting of the Application is in the public interest 
pursuant to s38(2) of the Act and meets the primary and secondary objects of the 
Act. 

The Proposed Store will implement strong harm minimisation policies and 
procedures in accordance with the s5(1)(b) of the Act. The Applicant is an 
experienced and responsible liquor store retailer with proven operational 
capabilities. 

The Proposed Store will provide a destination shopping experience for residents 
which does not currently exist in the Locality. The local community has indicated 
in the Applicant’s community survey that there is 76% support for the Proposed 
Store and that 78% are likely to purchase from the store. These numbers indicate 
a strong consumer requirement for the Proposed Store. 

Moreover, the population of the Locality continues to grow which increases the 
demand for retailers and service providers in the Locality, such as convenient 
and ef fective liquor retailers. 

The Applicant therefore submits that the Proposed Store will cater for the 
requirements of the current and future consumers of liquor within the Locality in 
accordance with s5(1)(c) of the Act and further the proper development of the 
liquor industry by providing a modern, local and convenient destination shopping 
experience. 

The local packaged liquor requirements cannot reasonably be met by 
existing packaged liquor premises in the locality 

The Applicant further submits pursuant to s36B(4) that it has provided probative 
evidence upon which the licensing authority can make findings of fact that:  

• there is a requirement for a large format packaged liquor store in the 
Locality; and 

• the packaged liquor services provided by the existing packaged liquor 
premises do not reasonably meet the local packaged liquor requirements 
for a destination liquor store which provides a broader range of products 
including low/ no alcohol products in one location; 

The requirement for local packaged liquor is not limited in its scope to the 
physical item or product of packaged liquor.101  As Part D of the application 
highlights, there is a strong requirement for consumers to be able to receive good 
value liquor close to home.  There is also an increasing trend for consumers to 
favour quality over quantity.   The results of the community survey undertaken by 

 
101 Liquorland v DLL, [108]. 



 

 

residents in the Locality, demonstrate that there is also a consumer requirement 
in the Locality for local, more convenient destination liquor shopping experience.  

Part C of  this Application addresses each of the existing packaged liquor stores 
in the Locality.  None of the existing stores offer a destination liquor shopping 
experience.  This clearly demonstrates that the requirement for a local, more 
convenient destination liquor shopping experience cannot reasonably be met by 
the existing liquor stores in the Locality.  The Proposed Store would meet this 
requirement. 

Granting of the Application supports the objectives of the Act 

The Application requires the licensing authority to undertake a weighing and 
balancing exercise between the primary objectives of the Act. That is, between 
s5(1)(b) in relation to the minimisation of harm and ill-health and s5(1)(c) in 
relation to catering for the requirements of consumers of liquor and related 
services with regard to the proper development of the liquor industry, the tourism 
industry and other hospitality industries in the State. The Applicant reiterates that 
the Locality: 

(a) is an advantaged area; 

(b) has a low-level of at-risk groups; 

(c) has low rates of alcohol-related harm and ill-health; 

(d) has a population that is growing that will sustain the Proposed Store in 
the Locality; and 

(e) has demonstrated strong community support for the Proposed Store. 

The Applicant therefore submits that there is little tension between the 
characteristics of the Proposed Store and the objects of the Act. The likely 
degree of harm as a result of the Application being granted is minimal, due to the 
demographics of the Locality and the operational capabilities of the Applicant. 
The Applicant further submits that the weight of the public interest evidence 
favours the grant of this Application 
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I.  FURTHER INFORMATION 

The Applicant reserves the right to supplement this PIA and accompanying 
submissions if required in order to satisfy the public interest test under the Act. 
The Applicant would also welcome the opportunity to discuss the application with 
the Licensing Authority if further information or further consideration of any 
aspect of this PIA is needed. The Applicant may be required to amend this PIA 
subject to any specific issues that are identified by the Licensing Authority or any 
interveners or objectors to this application. 

The contents of this publication are subject to copyright. It may not be 
reproduced, stored in a retrieval system or transmitted other than in connection 
with bona fide use by the parties and the Licensing Authority in the application, 
without written permission. Enquiries should be addressed to Jessica Kelly of 
King & Wood Mallesons, Level 30, 250 St Georges Terrace, Perth.  
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Annexure A Site Plan 
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Annexure B Statement of Anthony Smith 
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Annexure C Statement of Karen Sheppard 

 



 

© King & Wood Mallesons 
56446401_9 

PIA - Dan Murphy’s Hillarys  

 

 

 

Annexure D Locality Plan 
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Annexure E Endeavour Group School Uniform 
Policy 

 



 

© King & Wood Mallesons 
56446401_9 

PIA - Dan Murphy’s Hillarys  

 

 

 

Annexure F Endeavour Group Secondary 
Supply Policy 
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Annexure G Community Survey 
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Annexure H Harm Minimisation Policies 
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Annexure I RSA Policy 
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Annexure J Responsible Buying Charter 

 

 

 



ENDEAVOUR GROUP LIMITED 

AS LICENSEE OF PREMISES KNOWN AS 

DAN MURPHY’S HILLARYS AND SITUATED AT 
37 ENDEAVOUR ROAD HILLARYS WA 6025 

 
 

HOUSE MANAGEMENT POLICY 
 

 

▪ Our aim is to operate this liquor store in a friendly and 
 

professional  manner,  with  our  customers  experiencing 

quality service and facilities. 
 

▪ Customers will be treated with sincerity and respect and 
served in a responsible, friendly and professional manner. 

 

▪ Our responsible promotion of liquor will ensure harm or ill 

health to customers is minimised. 
 

▪ Team Members will not sell or supply liquor to: 
 
 

o juveniles 
 

o to persons who display signs of intoxication or 
 

o to persons who attempt to purchase liquor on behalf 

of a juvenile. 
 

▪ Management will take all steps to ensure this liquor store 

is operated in a fashion supportive of the amenity, quiet 
and good order of the surrounding locality.



CODE OF CONDUCT  

ENDEAVOUR GROUP LIMITED 

AS LICENSEE OF PREMISES KNOWN AS 

DAN MURPHY’S HILLARYS 

AND SITUATED AT 37 ENDEAVOUR ROAD HILLARYS WA 6025 
 

 
 

1.  We will at all times conduct our business: 
 

• With integrity and in a professional manner; 
 

• In accordance with the laws of the State of Western Australia as 
applicable to the operation of this liquor store; and 

 

• In accordance with industry standards and community expectations. 
 
2.  We acknowledge and confirm our obligations to the surrounding locality and in 

particular: 
 

• Minimisation of disturbance to the locality, amenity, quiet or good 

order by patrons. 
 

• In a manner supportive of social adhesiveness and discouraging of 
anti-social conduct. 

 

• Receiving residents in a respectful manner with a view to speedy 
resolution of grievances. 

 
3.  We fully support team members in upholding liquor laws which require: 

 

• Withholding sale or supply of liquor to intoxicated persons. 
 

• Refusing liquor service to juveniles and persons suspected of 
purchasing alcohol on behalf of a juvenile. 

 

• Provision on request of approved identification by persons suspected 
of being a juvenile. 

 
4.  We promote responsible liquor service practices through: 

 

• Employing team members of good character, maintenance of proper 

team member training including all team members completing the 
Responsible Service of Alcohol course and encouragement of their 
development. 

 

• All team members knowing and carrying out their responsibilities under 
the Liquor Control Act 1988. 

 

• Recognising the dangers associated with misuse of liquor. 
 

• Encouraging   the   consumption   of   liquor   in   moderation   and   in 

combination with non-liquor products. 
 

• Promoting liquor in accordance with the Department of Local 
Government, Sport and Cultural Industries Responsible Promotion of 

Liquor Policy.
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ENDEAVOUR GROUP LIMITED 
 

 

MANAGEMENT PLAN 
 
 
 

1.       PURPOSE 
 

Inform all team members of Endeavour Groups policies and procedures regarding the sale 
of liquor products and to strictly abide by the Liquor Licensing Laws contained within the 
Liquor Control Act 1988 and the Liquor Control Regulations 1989. 

 
 

2.       SCOPE 
 

This Management Plan applies to all team members of Endeavour Group Ltd with regard to 
the Endeavour Group Limited owned and operated liquor stores in Western Australia i.e. 
BWS and Dan Murphy’s. 

 

 

3.       REFERENCE DOCUMENTS 
 

Liquor Control Act 1988, as amended from time to time, Liquor Control Regulations 1989 and 
Policy Directions made by the Director of Liquor Licensing, particularly the Harm 
Minimisation Policy (amended 19 December 2018). 

 
 

4.       LIQUOR STORE LICENCE 
 

Under the Liquor Control Act 1988, the Licensee of a liquor store licence is authorised to keep 
open the licensed premises and sell packaged liquor on and from the premises to any person 
for consumption off the licensed premises. 

 

 
 

5.       OBJECTS OF THE LIQUOR CONTROL ACT 1988 – SECTION 5 
 

1)        The primary objects of the Liquor Control Act 1988 are: 
 

a)        to regulate the sale, supply and consumption of liquor; and 
b) to minimise harm or ill health caused to people, or to any group of people, 

due to the use of liquor; and 
c)        to cater for the requirements of consumers for liquor and related services, 

with regard to the proper development of the liquor industry, the tourism 
industry and other hospitality industries in the State. 

 
2) In carrying out its functions under this Act, the licensing authority shall have regard 

to the primary objects of this Act and also to the following secondary objects – 
 

a) to facilitate the use and development of licensed facilities, including their use 
and development for the performance of live original music, reflecting the 
diversity of the requirements of consumers in the State; and 

b) to provide adequate controls over, and over the persons directly or indirectly 
involved in, the sale, disposal and consumption of liquor; and 

c)         to provide a flexible system, with as little formality or technicality as may be 
practicable, for the administration of this Act. 

 
Harm Minimisation has been introduced into the Liquor Control Act 1988 as a consequence 
of the impact of alcohol abuse upon the community.
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6.       APPROVED MANAGERS 
 

 
Section 100 of the Liquor Control Act 1988 states that the conduct of business under a licence 
is always the responsibility of the licensee and shall be personally supervised and managed 
by a natural person. In accordance with this section - A natural person must be approved by 
the Director of Liquor Licensing to be an Approved Manager. 

 
There is provision in the Liquor Control Act to nominate several Approved Managers at 
each licensed premises. 

 
Section 100 states that an Approved Manager must be present at the premises at any 
time when business is conducted at those premises. 

 
The Approved Manager for a liquor store must hold an Unrestricted Approval.  Section 102B 
of  the Act states that the Director may approve a person as an Approved Unrestricted Manager 

for  a  period  of  5  years.     The  applicant  must  successfully  complete  the  Course  in 
Management  of  Licensed  Premises (MLP1)  to  obtain  this  approval.    A  Guide  on  the 
Approved Manager Application Process is available on BWS/Dan Murphy’s Central. 

 

 
 

7.       TRADING CONDITIONS 
 

As per section 98D of the Liquor Control Act 1988, the standard trading hours for a Liquor 
Store Licence are Monday to Saturday 8.00am to 10.00pm. For metropolitan stores only - 
Sunday 10.00am to 10.00pm, otherwise no trade permitted.  No trade is permitted on Good 
Friday and/or Christmas Day.  On Anzac Day (provided not a Sunday) liquor may be sold 
12.00 noon to 10.00pm. 

 
Liquor must not be consumed on licensed premises other than for an authorised tasting. 
Permission to conduct authorised tastings must be granted by the Director of Liquor 
Licensing.  Where permission has been granted, it will be noted on the liquor store licence 
along  with  any conditions  in  regard to  tastings.    An  Approved  Manager  or  nationally 
accredited RSA team member must be present on the licensed premises at all times during 
a tasting. 

 
The sample of liquor is free of charge and the product served must be from the liquor store 
licensees stock.   Liquor store licensees are required to  provide drinking water free of 
charge when conducting a tasting on the premises. 

 

 
 

8.       LIMITATIONS AS TO LIQUOR ON UNLICENSED PREMISES 
 

 
A person who consumes liquor in any place or on any premises, including any park, 
reserve, without the consent of the occupier, or of the person or authority having control, of 
that or those premises commits an offence – Penalty: $2,000. (s.119(1)). 

 
Pursuant to s.65 of the Liquor Control Act 1988, liquor served for consumption off licensed 
premises is not to be consumed in the immediate proximity of the licensed premises. 
Immediate proximity includes a place nearby where there is frequent drunkenness, disorderly 
conduct by persons resorting to licensed premises or persons habitually gather for the 
purpose of consuming liquor on or from licensed premises.   Endeavour Group encourage 
our team members to be aware of what is taking place both inside and outside our liquor 
stores.
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9.       SALE OR SUPPLY OF LIQUOR TO INTOXICATED PERSONS 
 

9.1      It  is  an  offence  under  the  Liquor  Control  Act  1988(s.115  1)  to  serve  an 
intoxicated person. 

 
"Drunk etc. people, offences as to, refusal of entry to etc" 

 
1)        Where a licensee, whether personally or by an employee or agent – 

a)        permits - 
i)         drunkenness; or 
ii)          violent, quarrelsome, disorderly or indecent  behaviour 

 
To take place on the licensed premises; or 

 
b) permit any reputed thief, prostitute or supplier of unlawful drugs to remain on 

the licensed premises; or 
c) permits or suffers to be conducted on the licensed premises any gaming or 

betting  which  contravenes  Section  110(1)  of  the  Gaming  and  Wagering 
Commission Act 1987 or any other activity which contravenes a provision of 
another written law, 

 
that licensee, and the employee or agent concerned, commits an offence. 

 

 
 

Penalty: In the case of the licensee or manager $10,000, in the case of an employee 
or agent $4,000. 

 

 
 

“A person shall not, on the licensed premises or regulated premises 
a) sell or supply liquor, or cause or permit liquor to be sold or supplied, to a drunken 

person; 
b)        allow or permit a drunken person to consume liquor; 
c) obtain or attempt to obtain liquor for consumption by a drunken person; or 
d) aid a drunken person in obtaining or consuming liquor" 

 
Penalty for an offence on licensed premises: In the case of the licensee or manager 
$10,000, in the case of an employee or agent $4,000, and in any other case $2,000. 

 

 
 
 

9.2      SIGNS OF INTOXICATION 
 

 
 

Section 3A of the Liquor Control Act 1988 defines the meaning of "drunk". 
 

1)        A person is "drunk" for the purposes of this Act if – 
 

a)        the person is on licensed or regulated premises; and 
b) the person's speech, balance, co-ordination, or behaviour appears to be 

noticeably impaired; and 
c) it is reasonable in the circumstances to believe that the impairment results 

from the consumption of liquor" 
 

2) If an authorised officer or a person on whom a duty is imposed under section 115 
decides, in accordance with subsection (1), that a person is drunk at a particular 
time, then, in the absence of  proof to the contrary, that person is to be taken to be 
drunk at that time.
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9.3      LIQUOR AND INTOXICATION 
 

Not all people will be affected by alcohol in the same way. Several factors, such as the amount 
of alcohol consumed, general state of health, gender, weight, age, medications and food 
intake affect the rate at which a person becomes intoxicated. 

 
There are many noticeable signs that a person may display as they become intoxicated. As 
blood alcohol levels rise, differences can be noticed in coordination, appearance, speech and 
behaviour. 

 
An intoxicated person may show the following signs: 

 
 

All team members should be aware of our ‘Intoxication Policy’ which can be found 
on BWS/Dan Murphy’s Central. 

 

 
 

9.4      REFUSAL OF LIQUOR SERVICE 
 

It is the Licensee and team member’s responsibility to ensure a drunken (intoxicated) 
person (where possible) is prevented from entering or remaining on the licensed premises. 
Steps that can be taken to help prevent further intoxication are 

 
• Ask the drunk person to leave the premises immediately upon that person coming to 

the attention of the team member on duty. 
 

• If  this  request  is  not  complied  with  or  the  customer  becomes  aggressive,  call  for 
assistance from the Store Manager.  It may be necessary to contact a police officer for 
assistance in removing the person from the premises. 

 
•   Refuse to serve the person any alcohol after becoming aware that the person is drunk. 

 
• Liquor store team members must be clear about their responsibility of others on the 

licensed premises. 
 

REMEMBER:  If you believe the customer is drunk, politely but firmly refuse service! 
 

• The Licensee or a team member may at any subsequent time or from time to time, 
refuse to admit into the licensed premises a person who has been turned out previously 
from the licensed premises.
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• A person who has been required to leave the licensed premises shall do so upon being 
requested by the Licensee, a team member or a member of the police. 

 
• If a person will not leave the premises upon this request, it may cause the person to be 

liable to a penalty under the Liquor Control Act 1988. 
 

Alcohol Facts 
 

•   A “standard drink” is defined as a serving that will always contain 10 gms of alcohol or 
12.5ml of alcohol within each drink. 

 
Usually this measurement equates to “a middy of regular strength beer (285ml), a can 
or stubby of mid strength beer (375ml), a glass of wine (100ml), a nip of spirits (30ml) 
or a glass of fortified wine (60ml)”. 

 
• When a person drinks, alcohol is absorbed into the blood stream through the walls of 

the stomach and intestine.  As a person drinks more alcohol the amount of alcohol in 
the bloodstream increases, this is known as Blood Alcohol Concentration and is used 
as a measure of impairment.   The liver removes alcohol from the blood stream and 
does this at a rate of about one standard drink per hour. 

 
• Sobering up takes a long time and even after a person stops drinking, the concentration 

of alcohol in the blood can rise and remain high.   External factors such as fresh air, 
exercise, cold showers or coffee will not sober a person up. 

 
 

10.     SALE OR SUPPLY OF LIQUOR TO A JUVENILE 
 

10.1    It is an offence under the Liquor Control Act 1988 (s.121 1) to sell or supply 
liquor to a Juvenile - A Juvenile is a person under the age of 18 years. 

 
Subject to the Act, where liquor is sold or supplied to a juvenile on licensed premises – 

 
a)        the licensee; 
b) the manager who is supervising and managing the licensed premises at the 

time the liquor is sold or supplied: and 
c)        any other person by whom the liquor is sold or supplied; and 
d)        any person who permits the sale or supply. 

 
each commit an offence. 

 
Penalty: In the case of the licensee or manager $10,000, in respect of the sale or 
supply by any other person $4,000, and in any other case $2,000. 

 

(s121 3) – Where a person, acting at the request of  a juvenile on licensed premise, 
purchases or obtains liquor on behalf of the juvenile on licensed premises, that person and 
the juvenile each commit an offence. 

 
Penalty: $2,000 

 

10.2    JUVENILES ON LICENSED PREMISES 
 

It is an offence under the Liquor Control Act 1988 (s.121 4) for a juvenile to enter 
or remain on any part of the licensed premises. 
Fine of up to $10,000 for licensee or manager and $4,000 for employee or agent, in 
the case of the juvenile $2,000.
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The above does not apply – 
a)        to a juvenile who is – 

i) accompanied by, and under the supervision of, a responsible adult; or 
ii) on the premises for the purpose of obtaining a meal; 

b)                    to the presence on a part of the licensed premises of a juvenile at a time at 
which - 

i)  entertainment is, with the approval of the Director under section 126A, 
provided on that part of the premises solely for juveniles; and 

ii) liquor is not sold, supplied or consumed there; 
c) to a juvenile engaged in a training course approved by the Director, when so 

present in accordance with the requirements of that course: 
d)        to the presence of a juvenile employed on the premises, otherwise than in the 

sale or supply of liquor, even if the place where the juvenile is present is a 
place which has for the time being been declared to be out of bounds to 
juveniles; or 

e)        if section 120 applies. 
 

• If juveniles are not accompanied by a responsible adult, the juvenile or juveniles should 
be politely asked to leave. 

 
10.3    EVIDENCE OF AGE 

 
Extreme care must be taken by all team members to ensure that all persons wishing to 
purchase liquor are 18 years of age or over. 

 

 
 

All team members must follow our ID25 policy (available on BWS/Dan 
Murphy’s Central) that states all persons appearing to be under 25 years 
of age will be asked to produce acceptable proof of age identif ication. Full 
details on acceptable forms of identif ication are available on Central in the 
ID Checking Guide. 

 

 
 

REMEMBER:  When serving always ask yourself – “Could this person be under 25 
years of age?”.  If yes, ask for identification. 

 
If  any  doubt  exists  about  a  person’s  age  and  upon  request  they  cannot  produce  an 
approved form of proof of age they MUST NOT BE SERVED. 

 
When presented with evidence of age identification, the server must 

 
• Check the date of birth on the identification to make sure the person is 18 years of age 

or over 
• Check the photo clearly resembles the person presenting it (eg nose, chin, freckles, 

moles, glasses, beard etc) 
•   Check that the identification is authentic and not fraudulent (ie not tampered with) 

 
TWO SIMPLE RULES TO FOLLOW 

 
“IF IN DOUBT, DONT!!!” AND “NO PROOF NO PURCHASE!!!”
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11.      DOCUMENTS AND REGISTERS TO BE KEPT ON LICENSED PREMISES 
 

11.1    Documents to be displayed etc. at premises and produced. 
 

Section 116 (4) of the Liquor Control Act 1988 states – a licensee shall cause to be displayed  
in  a  readily legible  condition  and  in a  conspicuous  position  in  the  licensed premises – 

 
a)  a copy of the licence: and 
b)  If section 100 (2a) applies in relation to the premises – a notice displaying the name of 

each person who is supervising and managing the premises and identifying every such 
person as a manager. 

 
Penalty:         $2,000 

 
If you require a copy of your liquor licence please contact 
liquorlicensing@woolworths.com.au A template for the Approved Manager sign to be 
displayed at the registers is located on BWS/Dan Murphy’s Central. 

 
A notice in a form approved by the Director of Licensing must be displayed in a readily legible 
condition and in a conspicuous position at or near the front entrance to the licensed premises, 
showing – 

 
a)        any name approved under subsection (3); 
b)        the class of the licence; 
c) the name of the licensee, followed by the word "Licensee" 

unless the Director otherwise approved. 

Penalty: $2,000 
 

If you require a copy of the above entry sign, please contact 
liquorlicensing@woolworths.com.au 

 

Section 116 (1) of the Liquor Control Act 1988 states - A Licensee must ensure a copy of 
 

•   any permit that relates to the licence; and 
• the plans of the premises as approved by the Licensing Authority showing the definition 

of the premises; and 

•   The House Management Plan; and 

•   The House Policy; and 

•   The Code of Conduct; and 

•   RSA Policy WA 
 

are to be kept on the licensed premises, in the RSA Training Register, at all times unless 
the Director otherwise approves. 

 
If you require a copy of your store plan of any of the above documents please 
contact liquorlicensing@woolworths.com.au 

 
11.2        Incident Register to be kept on licensed premises 

 
A licensee must keep and maintain a register of incidents that take place at the licensed 
premises (refer section 116A of the Liquor Control Act and regulation 18EB of the Liquor 
Control Regulations 1989).  The Regulation states the type of incidents and the information 
that must be recorded in the incident register.

mailto:liquorlicensing@woolworths.com.au
mailto:liquorlicensing@woolworths.com.au
mailto:liquorlicensing@woolworths.com.au
mailto:liquorlicensing@woolworths.com.au
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A licensee must at the request of an authorised officer, make the register available for 
inspection by an authorised officer. 

 
Penalty: $5,000 

 
Our RSA Incident Register, which has been approved by the Director of Liquor Licensing, is 
available from Pegasus – Reference No. 730944. 

 
10.      MAINTENANCE OF LICENSED PREMISES 

 

Section 99 of the Liquor Control Act 1988 stipulates that every licence is subject to the 
conditions that the licensee maintain the licensed premises at a standard that is reasonable 
having regard to the class of licence, the locality and the expectations of the public and to 
keep the premises and all f itting and fixtures in the premises thoroughly cleansed, in a 
hygienic condition and in good repair. 

 

 
 

11.      RESPONSIBLE SERVICE PRACTICES 
 

11.1    PRACTICE 
 

Managers  and  team  members  have  an  obligation  to  ensure  that  liquor  is  sold  and 
consumed in a responsible manner.  This means they have a pivotal role in preventing the 
supply of liquor to underage, the sale of liquor to a person purchasing liquor on behalf of an 
underage person, intoxicated persons and in the responsible consumption of liquor by their 
customers. 

 
The education of consumers to minimise harm or ill health caused, or due to the use of liquor 
can be encouraged by managers and team members by:- 

 
•   Displaying company initiatives such as ‘ID25’ and ‘Don’t Buy it for them’. 

 

•   Supporting  the  Department  of  Local  Government,  Sport  and  Cultural  Industries 
Responsible Promotion of Liquor Policy. 

 
 

11.2    MANDATORY TRAINING 
 

It is a requirement of the Liquor Control Act 1988 that any person engaged in the sale, supply 
and service of liquor on licensed premises in Western Australia must complete responsible 
service of alcohol training. 

 

The Licensee and Approved Manager are required by law to complete an accredited liquor 
course  providing  them  with  an  acceptable  level  of  knowledge  of  Liquor  Licensing 
Legislation and Responsible Server Practices (MLP1 course).   All team members must 
complete the Responsible Service of Alcohol course. 

 

If you require team members to complete RSA training or managers to complete the 
MLP1 course, please submit a request via Success Factors. 

 

 
11.2a  Responsible Service of Alcohol Training Register 

 

i) A licensee must keep and maintain a register that records, in respect of a team 
member or person engaged for the purposes of supervising or service of liquor at 
the licensed premises, the information contained in the Liquor Control Act, section 
103A(b) and regulation 14AG of the Liquor Control Regulations. 

 
 

ii) The licensee must also keep a copy of the RSA certif icate and other qualif ication 
such as MLP1 certif icate of all team members working in the liquor store.  The RSA
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training register form must be located at the front of the register and all sections of the 
form completed for all team members working who hold an RSA certif icate and work 
in the liquor store. The register must be available for inspection as requested by an 
authorised officer. 

 
Penalty:  $5,000 

 
11.3    COMMUNITY CHARTER & RSA POLICIES 

 
Our goal is to be Australia’s most responsible drinks retailer by encouraging responsible 
drinking practices. As community members, we are totally committed to the wellbeing and 
safety of our neighbours. 

 
Our Community, Our Commitment is a charter that outlines to our customers what we’re doing 
as a business to be Australia’s most responsible drinks retailer. 

 
A number of RSA Policies have been developed to assist team members with service to 
customers in our liquor stores.  The following policies are available for Team members to 
view on BWS/Dan Murphy’s Central: 

 

-    ID 25 - Intoxication - Regulator Visits 
-    School Uniform - Secondary Supply  

-    Approved Manager Responsibility 
 
12.      IN-HOUSE TRAINING 

 
All team members who are employed by BWS/Dan Murphy’s undertake “Induction” before 
and after they commence working in our stores. 

 
“Induction” covers the following areas 

 
•   Company Policies e.g. employee conduct, safety awareness 

•   Employment   Benefits   and   Conditions   e.g.   Team   discount   card,   Training   and 
Development 

• Loss Prevention Issues e.g. Internal and External Theft. What to do in a  security 
emergency. 

•   Safety and Health Policy and Practices e.g. company safety code, risk management 

•   Hazards e.g. What hazards to be aware of, Personal and Store hazards 

•   Reporting an Accident 

•   First Aid 

•   Selling Regulated Products 
 

Reminders are delivered to all team members twice yearly regarding their responsibilities 
relating  to  the  Responsible  Service  of  Alcohol  as  well  as  communications  from  the 
Licensing Team notifying stores of legislation changes as they arise. 

 

 
 

13.      CUSTOMER COMPLAINTS 
 

The procedure for responding to a customer complaint is: 
• Attend to complaint immediately. Where possible complaint to be dealt with at store 

level, by either team members or the store manager. 

•   If the complaint cannot be dealt with at store level, then the Area Manager or Regional 
Manager must be notif ied immediately. 

• At all times the customer must be notif ied of the action taken in relation to the complaint 
and must be kept informed of the progress of the complaint until it has been completed.



MANAGEMENT PLAN RECORD  

 

 
 

 

EMPLOYEE NAME AND NUMBER 
 

SIGNATURE 
 

DATE 

   

   

   

   

   

   

   

   

   

   

   

   

   

   

   

   

   

   

   

   

   

   

December 2019



MANAGEMENT PLAN RECORD 
 

 

 
 
 

 

EMPLOYEE NAME AND NUMBER 
 

SIGNATURE 
 

DATE 

   

   

   

   

   

   

   

   

   

   

   

   

   

   

   

   

   

   

   

   

   

 

 

December 2019 



 

STATEMENT OF ANTHONY SMITH 

BUSINESS DEVELOPMENT MANAGER, ENDEAVOUR DRINKS GROUP 

WOOLWORTHS LTD, 1 WOOLWORTHS WAY, BELLA VISTA  NSW  2153 

IN RELATION TO AN APPLICATION FOR GRANT OF A LIQUOR STORE LICENCE FOR DAN 

MURPHY’S HILLARYS 

 

 

1 Introduction 

1.1 I am the Business Development Manager Licensing at Endeavour Group Limited 

(EGL). . 

1.2 EGL is a newly listed Australian Public Company. Formerly a wholly owned subsidiary 

of Woolworths Group Limited, EGL encompasses Woolworths’ previous retail and 

specialty drinks businesses (which was known as Endeavour Drinks Group (EDG) and 

included Dan Murphy’s, BWS, Langton’s and Cellarmasters, etc.) and the former  

Australian Leisure and Hospitality Group Limited’s hotel businesses. The demerger  of 

EGL from Woolworths took place early in 2020 and EGL was listed on the Australian 

Stock Exchange on 24 June 2021. 

1.3 This statement is provided by me to support the application to the WA liquor 

licensing authority (Application) for the grant of a liquor store licence for a Dan 

Murphy’s to be located at 37 Endeavour Road, Hillarys (the Proposed Store).   

1.4 The information identified in this statement is within my personal knowledge and 

belief, certain of which have been provided to me through EGL’s Head Office in 

Sydney. 

2 Position and experience 

2.1 I have over 40 years’ experience in the retailing industry.  In particular, I have 

significant experience in the retail packaged liquor industry with both Liquorland and 

predominantly Woolworths – now EGL, having managed licensed premises and being 

responsible for large numbers of licensed premises through Area Management.  



 

Further I have had experience in buying and marketing and more recently have been 

responsible for liquor licensing matters at a national level.  

2.2 I have been employed by Woolworths since 1989 and moved to Endeavour Group 

Limited as part of the demerger.  In my current position I am responsible for making 

applications for new licences and removing existing packaged liquor licences in the 

states of Western Australia and New South Wales. 

2.3 Through my current role and past experience I am well familiar with the retail liquor 

industry and how it operates. 

2.4 I am also familiar with the site of the Proposed Store and the retail packaged liquor 

outlets in Hillarys.    

3 About the Store 

3.1 The Proposed Store will be located within the redevelopment of building, previously 

occupied by a Bunnings Warehouse, on the corner of Endeavour Road and Whitfords 

Avenue.  Trading under the “Dan Murphy’s” brand, the Proposed Store is a 

destination, browse style liquor store.  It is well located as it is within the Whitfords 

Activity Centre opposite the Westfield Whitford City Shopping Centre.  It will be a key 

tenant within the redevelopment and will help attract customers to the site, where 

there is ample on-site parking for approximately 174 vehicles.  

4 Dan Murphy’s 

4.1 Dan Murphy’s is Australia’s leading retail liquor brand.  It is a large format 

“destination” styled store that provides a unique matrix of different services and 

facilities, focused on the best range, the best price and the best customer service.  

Market research by Woolworths and independent agencies consistently reveal that 

Dan Murphy’s: 

(a) is the preferred liquor store of choice by consumers; and 

(b) is the market leader in meeting functional customers needs such as: 

(i) providing good value for money; 

(ii) offering consistently low prices; 



 

(iii) delivering quick and efficient service; and 

(iv) providing the liquor of choice. 

4.2 Most recently Dan Murphy’s won the Roy Morgan Liquor Store customer satisfaction 

award for 2018.1 

4.3 Dan Murphy’s is completely different in nature and style to the average liquor store, 

including all the existing retail packaged liquor stores in the Hillarys area.  Customers  

generally go to a Dan Murphy’s liquor store to purchase products not available at 

other outlets (such as premium, uncommon or rare wines); to take advantage of Dan 

Murphy’s competitive prices; or to purchase larger quantities of liquor to stock up or 

cater for an event. 

4.4 Dan Murphy’s caters for all tastes, offers the best and broadest product range of any 

retail liquor outlet in Australia.  This range includes products sourced from all over 

the world, as well as from all the major geographical regions of Australia.   

4.5 The Proposed Store will offer approximately 4,200 products.  The range will be 

similar to the existing Dan Murphy’s Joondalup store and will include the following: 

Product type Estimated number to be stocked 

White wine 731 

Red wine 1054 

Sparkling wine 346 

Other wines (Rose, Fortified, Low Alcohol, 

Sake etc) 

247 

Mainstream beers 340 

Craft/boutique beers 170 

Mainstream ciders 90 

 

1
  http://www.roymorgan.com/findings/7611-csa-results-april-2018-liquor-stores-201805310630 

http://www.roymorgan.com/findings/7611-csa-results-april-2018-liquor-stores-201805310630


 

Craft ciders 64 

Mainstream spirits 844 

Craft spirits 100 

Premixed spirits 230 

Total estimate 4,216 

4.6 The above range will include: 

(a) products from around Australia, including lesser known regions (such as the 

Eden Valley (SA) and The Grampians (VIC); 

(b) international products; 

(c) local products; 

(d) craft products; 

(e) brands exclusive to Dan Murphy’s; 

(f) Cellar-release wines; 

(g) rare and collectable products; and 

(h) new and emerging styles of products, including low and no alcohol products. 

4.7 Over 50% of the estimated range will be wine and will include approximately 230 

Western Australian wines, 1,680 Australian wines and 282 international wines. 

4.8 The Proposed Store will offer an extensive range of products not available at any 

other outlet in the Locality.  Quite simply, customers will be spoilt for choice and 

there will be something for everyone, from the customer who wants a nice bottle of 

wine for dinner or beer for a barbeque, to a liquor enthusiast who wants to try a new 

variety or style of liquor product, to the wine connoisseur or collector looking for 

something old or rare.  As an example, a standard Dan Murphy’s store will usually 

offer around 450 different types of whisky, sourced from all over the world.  At 

standard liquor stores, such as BWS, a customer is only likely to find around 40 



 

different brands at best.  Currently the most expensive whisky available at Dan 

Murphy’s is a 50 year old Glenfiddich Scotch Whisky priced at $44,000. 

4.9 In addition to an extensive product range, Dan Murphy’s provides exceptional 

customer services to educate customers.  These services provide extensive free 

information about different liquor products, styles and food matching.  Below is a 

snapshot of some of the information available on the Dan Murphy’s “Dan’s Daily” 

webpage. 

 

 

 



 

 

4.10 All Dan Murphy’s staff are fully trained and have extensive product knowledge.  Each 

store also has dedicated specialist staff to provide specific advice and assistance to 

customers. 

4.11 The success of Dan Murphy’s in Western Australia, and throughout Australia as a 

whole, has been driven by customer demand.  Consumers like what Dan Murphy’s 

has to offer. 

4.12 Modern day consumers of packaged liquor want, and expect, diversity and choice in 

packaged liquor.   A statement by Karen Sheppard, Customer Insights Senior Business 

Partner, Endeavour Group Limited, is annexed to the Application for the Proposed 

Store.  Ms Sheppard’s statement demonstrates there are specific consumer 

segments and purchasing preferences.  It should be observed that a large number of 

consumers have a preference for large format or destination liquor stores such as 

Dan Murphy’s. 

 

5 Existing retail packaged liquor services and facilities in Hillarys 

5.1 In its report for the Application, Planning Solutions has identified that there are 11 

existing licensed premises in the Locality that are licensed to sell packaged liquor to 

the general public.  This includes five liquor stores and six taverns.   Planning 

Solutions confirmed through site visits that two of taverns do no sell packaged liquor 

for consumption off the premises and one, Whitfords Brewing Company, where the 

sale of packaged liquor exclusively includes beer brewed on site.  The other 8 existing 

licensed premises are convenience based, small format packaged liquor outlets.  



 

5.2 The existing licensed premises do not provide the same product range as the 

Proposed Store and form part of, or are nearby, a supermarket and are designed to 

offer one stop shopping convenience.  That is, customers of the respective 

supermarkets can purchase packaged liquor at the same time as they do their 

grocery shopping at the supermarket. 

5.3 By and large, apart from geographic location and branding, all of the existing stores 

offer similar services and facilities.  That is, they are focused on providing 

convenience services and offer a product range of up to approximately 1,600 

products that are predominantly mainstream and popular products.   

5.4 The closest large scale liquor store to the Proposed Store, that would provide a 

comparable service and product offering is Dan Murphy’s Joondalup, which is 6.9km 

by car from the Proposed Store.   

 

6 Dan Murphy’s Harm Minimisation 

6.1 If the Application is approved, EGL’s comprehensive harm minimisation measures 

and management practices and procedures will be put in place to ensure that the 

Proposed Store is effectively controlled.   

6.2 EGL, currently and previously as part of Woolworths, is a market leader in the 

responsible service of alcohol.  It has a demonstrated and long-standing track record 

that has been recognised by the WA Licensing Authority and other authorities and 

stake-holders throughout Australia.  It is committed to operating its stores to a high 

standard.  Internal audits are regularly carried out to ensure each store and staff are 

complying with the requisite standards and all applicable laws.   Further details on 

EGL’s responsible service of alcohol policies are provided in the Application and a 

copy of EGL’s standard harm minimisation documents are annexed to the 

Application. 

6.3 Standard safety and security measures that will be installed in the Store as a Dan 

Murphy’s will include the following: 

(a) Bright lighting throughout all areas of the store. 



 

(b) A high quality colour CCTV system (refer further details below). 

(c) A “back to base” security alarm system. 

(d) “Duress buttons”, for staff safety. 

(e) Controlled entry point into the store that has automatic barriers.  

(f) Only one public entry/exit point.  Roller shutters will be installed at this point.   

These shutters will be connected to an alarm system so if breached when 

closed, the alarm goes off.  

6.4 The CCTV system will include numerous cameras installed throughout the Store in 

strategic positions.  In particular cameras will be positioned to capture images as 

persons are entering/exiting the store.  High quality CCTV display monitors will be 

installed making it obvious to any customer when they enter that they are under 

surveillance.  This has proven to be a very effective deterrent to adverse behaviours 

as people are aware they are being watched.  Live feed CCTV images from the store 

are displayed on the main CCTV display monitor and are stored for 30 days. 

6.5 The layout of a Dan Murphy’s store is designed in a manner to minimise shop lifting, 

with the cash desks strategically located to ensure there is visual surveillance at all 

times. 

6.6 Numerous staff will be on duty during all trading times of the Store. 

7 Dan Murphy’s Management and Staff 

7.1 As a Dan Murphy’s the Store will have a dedicated store manager, who will be 

supported by a management team, comprising of several department managers  and 

assistant managers.  All managers are suitably qualified and experienced. 

7.2 In addition to the store management, a Dan Murphy’s State and Area Manager will 

oversee the operation of the Store.  A key responsibility of the State Manager is to 

lead and manage each of the stores within his/her state.  This includes monitoring 

and assessing: all aspects of the operational side of the business; compliance with 

EGL’s management policies and procedures and the liquor licensing legislation; and 

security and safety issues.  The State Manager is also responsible for ensuring EGL’s 

policies, decisions and strategies are implemented and complied with.  There are 



 

both informal and formal reporting systems and structures in place to ensure 

management can closely monitor what is going on at each store and how the stores 

compare overall.  In line with EGL’s management procedures, incidents of theft will 

be reported to the police. 

7.3 Significant resources within EGL are devoted to pro-active systems and processes in 

identifying risk and taking action.  For instance, we monitor our theft report data 

base, obtain statistics from Police to identify trends in criminal activity and then 

assess these risks and take immediate action.  Each liquor store is equipped with an 

in-store Central Monitoring Station to stream-line information on incidents.  This 

allows a more effective and quick response to resolving incidents with direct 

communication to policing departments.  We constantly review anti-social activity 

hot-spots to ensure we are focused on taking action when required.  Representatives 

of EDG also consult with the Police and ensures targeted approaches are in line with 

Police priorities, for instance, juvenile offending and crime cycles.  

7.4 EGL also has a dedicated Risk and Safety Specialist who is responsible for 

Endeavour’s retail operations. This person constantly reviews all relevant data; 

communicates with local area managers regularly on current issues and hotspots; 

and liaises with relevant statutory authorities (such as the Police).  

7.5 All staff are fully trained in the responsible service of alcohol and must undertake 

regular refresher courses.  Further details on EGL’s responsible service of alcohol 

policies are provided in the Application. 

8 External advertising 

8.1 As a Dan Murphy’s there will be no external product advertising on the shopfront of 

the Store.      

8.2 In 2013 EDG signed the Alcohol Beverages Advertising Code.2 The principles are 

closely aligned to those set out under the Alcohol Advertis ing Review Board Code.  In 

short, EDG ensures that its alcohol advertising: 

(a) is socially responsible; 

 

2
 Further details on the Alcohol Beverages Advertising Code can be found at https://www.abac.org.au/about/thecode/  



 

(b) encourages responsible consumption of alcohol; and  

(c) does not encourage young people to drink.  

9 Working with stakeholders and the local community  

9.1 EGL is committed to working with relevant stakeholders, such as the local police, the 

local authority, the Health Department and the local community in the operation of 

its stores. 

9.2 Any issues that arise as a result of the trading of a store are dealt with promptly and 

appropriately.  An essential part of a store manager’s job is to report back on any 

actual as well as perceived potential issues and there are comprehensive protocols 

and procedures in place that ensure these are addressed.  

10 Practical Impacts arising from the opening of the Proposed Store 

10.1 In my experience, in areas where there are existing packaged liquor outlets, the 

introduction of a new liquor store merely changes consumer habits.  That is, 

consumers change where they shop as more choice and competition becomes 

available.  It is not the case that consumers will buy more because there is a new 

store to buy from.  It is like any other retail store.  If for example you opened a new 

supermarket in a suburb where there already was a supermarket, it doesn’t mean 

the people in that suburb are going to buy more bread and milk than what they 

normally do.  It just means that they have a choice as to where they can buy it from.  

In short, like any mature competitive retail consumer market (such as packaged 

liquor), as new product choices and new competitors enter the market, consumers 

can change their buying patterns. This is particularly so when new outlets open that 

offer services and facilities which may better appeal to, or better suit, an individual’ s  

particular consumer requirements.  It is equally the case that the existing outlets can 

still appeal to the consumer for the specific services and facilities they offer (e.g. 

convenience, personalised service, etc).  

10.2 Analysis by EDG of the impact of the opening of a new liquor store where there are 

existing outlets confirms the above.  Attached as Annexure 1 are the results of the 

analysis.  In short, it shows that when a new liquor store outlet commences trade, 

regardless of the size or stock holding of that store, a redistribution of the market 



 

share occurs, as consumers adjust their purchasing patterns in line with the 

increased choice available.  A new licence does not create more liquor drinkers nor 

mean that people buy or consume more.   

11 Conclusion 

11.1 Dan Murphy’s is a premium liquor retailer.  There is no other liquor retailer in the 

Locality that offers a similar or comparable range of packaged liquor services and 

facilities.  Introduction of Dan Murphy’s into the Loaclity will improve an existing 

business precinct and provide locals with greater diversity and choice in retail 

packaged liquor services and facilities. 

__________________ 

Anthony Smith 

 

 

 

__________________ 

Date 
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STATEMENT OF KAREN SHEPPARD 

HEAD OF CUSTOMER INSIGHTS, ENDEAVOUR GROUP LIMITED 

LEVEL 2, 26-32 WATERLOO STREET, SURRY HILLS, NSW 

 

 

1 Introduction 

1.1 I am the Head of Customer Insights at Endeavour Group Limited (EDV). 

1.2 EDV is a newly listed Australian Public Company. Formerly a wholly owned subsidiary of 

Woolworths Group Limited, EDV encompasses Woolworths' previous retail and specialty 

drinks businesses (which was known as Endeavour Drinks Group (EDG) and included Dan 

Murphy's, BWS, Langton's and Cellarmasters, etc.) and the former Australian Leisure and 

Hospitality Group Limited's hotel businesses. The demerger of EDV from Woolworths 

took place early in 2020 and EDV was listed on the Australian Stock Exchange on 24 June 

2021. 

1.3 This statement is provided by me to support EDV's liquor licence applications in Western 

Australia. 

1.4 The information provided in this statement is within my personal knowledge and belief, 

certain of which has been provided to me through EDV's Head Office in Sydney. 

2 Position and experience 

2.1 I have over 20 years of experience working in market research and insights. I have 

worked for several market research agencies (including Kantar TNS, Harris Interactive 

& Jigsaw Strategy & Research) where I undertook qualitative and quantitative market 

research for Fast Moving Consumer Goods, Retail and Healthcare clients. I have also 

worked in a research, insights and analytics capacity for blue chip companies, including 

GSK Consumer Health, British American Tobacco and now EDV. 

2.2 I have been employed by EDV/Woolworths since July 2018. 

2.3 In my current position I am responsible for the customer insights team at EDV (and 

prior to the corporate restructure, EDG). My team works across all of our business 

to support from an insights, customer research and analytics perspective. 
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3 Market Research 

3.1 EDV (and previously in the name of EDG) carries out regular, extensive market 

research to obtain insights into consumer purchasing patterns, motivations and 

trends in retail packaged liquor. This research also obtains information on the 

profile of liquor consumers; the different types of consumer segments that exist; 

what consumer expectations and preferences are within each consumer segment; 

and how consumers rate the features of different retail liquor brands. It is essential 

for EDV's strategic planning and to ensure the products and services it offers are 

relevant to consumer needs and requirements. 

3.2 EDV usually commissions professional market research companies to complete 

general research on its behalf. This is to ensure that the research findings are 

independent, robust and completed in accordance with industry standards. 

3.3 The Insights team also completes its own analysis of consumer data captured by 

EDV. EDV Insight team members are qualified and experienced in market 

research and consumer insight techniques, analysis and methodologies. 

4 Research Findings about Dan Murphy's 

4.1 One of the retail liquor store brands owned and operated by EDV is Dan Murphy's. 

Dan Murphy's is a large format, "destination" style liquor store that provides an 

extensive and unparalleled product range, the best prices and the best customer 

service. In the 52 weeks ending 30 June 2021, Dan Murphy serviced over 71 million 

customers nationally, including approximately 7.6 million in Western Australia. 

4.2 We have identified that around three quarters of all packaged liquor consumers in 

Australia visited a Dan Murphy's liquor store to purchase their packaged liquor over 

the last 12 months. In the 52 weeks ending 28 July 2020 1,048,035 customers visited 

a Dan Murphy's store in Western Australia. 

4.3 EDV research attached as Annexure 1, has identified that, when only allowed to 

choose one liquor retailer, 43.8% of respondents choose Dan Murphy’s as their 

preferred store.  The next most popular store is BWS at 21.7%.    

4.4 Attached as Annexure 2 is a report (Dan Murphy's Report) which has been compiled 

from data and analysis completed by EDV to obtain insights on who Dan Murphy's 

customer are; what they buy; why people choose to go to Dan Murphy's liquor store and 

other relevant information. This information has been sourced from a variety of sources 
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as set out in slide 15 of the report. Similar to the Report a compilation is necessary as 

the source market research is highly commercial-in-confidence. 

4.5 Key insights revealed by the Dan Murphy's Report include: 

(a) Over two thirds of Dan Murphy's customers are customers that seek out mid 

and premium or higher priced products. 

(b)  The main occasion customers come to Dan Murphy’s for is to stock up on liquor, 

with Customers choosing Dan Murphy’s for the convenience, range and value. 

(c) Compared to BWS liquor stores, which is EDV's convenience liquor store 

brand with stores usually attached to supermarkets, Dan Murphy's 

customers go to Dan Murphy's less often, but buy more per visit. In contrast 

BWS customers shop more regularly but buy less. 

(d)  The features of Dan Murphy's that appeal most to consumers of packaged 

liquor are its product range (large/variety/good selection) and good 

prices. 

(e) Over half (57%) of Dan Murphy's customer purchases are based on planned 

re-stocking occasions. 

4.6 The above together with the findings of the Report confirms that Dan Murphy's 

liquor stores service particular consumer needs and requirements.  

4.7 I am happy to provide any further information in relation to the market research 

carried out by EDG/EDV and the reports referred to in this statement if required by 

the Licensing Authority of WA. My email contact address is: 

karen.sheppard@edg.com.au. 

 

 

Karen Sheppard 

20 July 2022 

 

Annexure 1: EDV Research  

Annexure 2: Dan Murphy's Report dated July 2020 
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ANNEXURE 1 

EDV Research 
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ANNEXURE 2 

Dan Murphy’s Report dated July 2020 



Prepared for Susan Nicholson 

July 2020

Dan Murphy's WA liquor licence 

application

Customer & Category Insights Team



1.      Customer profile of a Dan Murphy’s customer (nationally). 

2.      Customer profile of a Dan Murphy’s customer (Western Australia). 

3.      What proportion of all packaged liquor consumers in Australia visit a Dan Murphy’s store.

4.      The shopping patterns of Dan Murphy’s customers 

5.      Why consumers choose to go to Dan Murphy’s 

Information Requested



Over two thirds of Dan Murphy’s customers (both nationally and in WA) come from Mainstream & 

Premium customer segments*.  Almost half of Dan Murphy’s customers are Older Singles & Couples 

and Older Families.

Affluence DM National DM WA Lifestage DM National DM WA

Budget 26% 32%
Young Singles 

Couple
8% 7%

Mainstream 42% 39%
Mid-Age Singles 

Couple
9% 10%

Premium 32% 29% Older Singles Couple 30% 30%

*internal segmentation methodology based on 

customer buying behaviour across categories & 

price bands.

Budget = lower priced products

Mainstream = mid price products

Premium = higher priced products

New Families 5% 5%

Young Families 14% 15%

Older Families 19% 19%

Retirees 15% 15%

% of sales by affluence % of sales by lifestage

Source: Quantium data, 52w to 23 June 2020



Whilst Dan Murphy’s has less visits per customer compared to 

BWS, Dan Murphy’s customers spend more

Dan Murphy’s BWS

Source: Quantium data, 52 weeks  to 28 July 2020

Lifestage DM National DM WA

Customer Count 9,488,942 1,048,035

AVG Spend per Cust $531.47 $468.21

AVG Item Units per 

Cust
24.00 22.00

AVG Visits per Cust 7.42 7.31

AVG Spend per Visit $71.58 $64.06

AVG Item Units per 

Visit
3.23 3.01

Lifestage BWS National BWS WA

Customer Count 12,607,799 1,440,788

AVG Spend per Cust $376.94 $341.93

AVG Item Units per 

Cust
18.17 16.04

AVG Visits per Cust 9.89 8.67

AVG Spend per Visit $38.11 $39.42

AVG Item Units per 

Visit
1.84 1.85



Regular habitual store choice is the overwhelming driving 

factor for customers choosing Dan Murphy’s

Source: Dan Murphy’s National Voice of Customer (June 2020 6 month rolled)

W hy are they shopping?

Reasons why WA 

customers are 
choosing Dan 

Murphy’s were 
consistent with the 

national scores



Source: Liquor Tracker, Perceptions, Base: Aware of brands. May-Jul 2019

Relative to major competitors, Dan Murphy’s stands out in consumers’ minds for 

things like a ‘great range’, ‘best prices’ and ‘leading the way’

This analysis looks at how strongly each brand is linked with each statement,in shoppers’ minds, and shows where links are stronger 
or weaker than average (relative to all other brands and all other statements). E.g. Dan’s is famous for ‘Store is clean and tidy’, but 
what if every other brand is too? This shows us that Dan’s is linked with that statement more strongly (+14 relative index) than other 
brands. 

Dan’s is heavily associated with phrases like ‘store is clean and tidy’, ‘has 
unique and exciting things to buy’, and ‘I get the quality for the price I pay’. 

This is related to being chosen more often by shoppers when gifting, 
stocking up or looking for great value for money.



Over half of Dan Murphy’s customers purchases are based 

on planned restocking occasions

Source: Dan Murphy’s National Voice of Customer (June 2020 6 month rolled)

W hy are they shopping?

Same day

37%

Planned / home

57%

Ad hoc

6%

Occasions among 

WA customers 
were consistent 

with the national 
scores



Value for money is overwhelming the most important factor 

when shopping at Dan Murphy's

Source: Dan Murphy’s National Voice of Customer (June 2020 6 month rolled)

W hat is important to them?

Occasions among 

WA customers 
were consistent 

with the national 
scores



Over half of Dan Murphy's customers purchase at their 

‘main’ store

Source: Dan Murphy’s National Voice of Customer (June 2020 6 month rolled)

W hat is important to them?

Store shopping 

behaviour among 
WA customers were 

consistent with the 
national scores



Australians are rarely loyal to one liquor retailer only; instead having several 

retailers within their annual repertoire

Source: Gal Kal, Project Elixir 2019

Three quarters of 

liquor shoppers 

claim to have 

shopped at Dan 

Murphy’s in the 

past year



Australians can shop on a variety of different shopping ‘missions’ when buying 

alcohol, most often to ‘stock up’ or when buying for an immediate need

Source: Gal Kal, Project Elixir 2019



Destination liquor stores attract large spend than other retailers 

Source: Gal Kal, Project Elixir 2019

This correlates with previous 

points:

- Dan Murphy’s has a higher 

proportion of ‘Premium’ 

shoppers than average

- Dan Murphy’s shoppers 

skew towards bigger 

‘stock-up’ missions



The customer’s store choice on any given shopping mission is a 

combination of rational and emotional drivers

Source: Gal Kal, Project Elixir 2019



Range, Good Prices & the team experience are why customers will 

recommend Dan Murphy’s

Reasons why I recommend Dan Murphy’s

Dan’s promoters 
almost exclusively 

mention the range or 
price as reasons why 

they  recommend.

Source: Liquor Tracker



This document has been prepared by Endeavour Group Limited (EGL) based on information from independent market 

research commissioned by EGL and analysis and research completed by the insights (market research) section of EGL.

Quantium Checkout is a web-based platform which provides access to Woolworths and EDG store sales and Woolworths 

Rewards customer information. All customer data is collect by Woolworths through its point of sale systems.

Voice of Customer (VOC) survey data. This is ongoing market research amongst My Dans (loyalty) customers.

Quantitative Usage & Attitudes Study, Gal Kal. n=1522 off premise liquor shoppers, July 2019

Liquor Tracker (Ergo Strategy & Research), n=800 a month liquor customers 

Sources



 

 



 



School Uniform Policy

Endeavour Drinks believes alcohol should only be consumed by adults, which is why
we won’t serve young people in School Uniform as they could be buying alcohol for
someone under age.

Scope
This policy applies to every person who works for Endeavour in Australia and
overseas.

Policy Summary
Recently, we have had issues regarding the sale of alcohol to young persons in
school uniform.

● We have had to deal with a complaint through Liquor Licensing where a
customer watched a group in school uniform walk into our store, select
products and have one of them purchase the product while the rest of the
group waited outside the store. This customer believed that we were serving
under age persons.

Policy Principles
● Serving young persons in school uniform gives the store and its team

members a poor community image and heightens concerns over secondary
supply. School students are frequently in the company of other school
students and we have no way of knowing if the alcohol will be passed to
students who may be minors.
If there is a high school near your store, you should contact the school
principal and ask for their cooperation in enforcing this policy. Let the principal
know that we would appreciate it if they would let all their students know that
regardless of whether they are 18 years old, the store will not serve them
alcohol if they are wearing school uniform

If you have young customers in school uniform come into your store to purchase
alcohol, even if they are over the age of 18, you must inform them that you will not be
serving them alcohol. Explain to them that it is company policy and you will be happy
to serve them if they come back in normal street wear and can produce an approved
form of identification to prove they are over the age of 18.

Questions & Answers
○ What if the young person is in a school sports uniform?

This document is not to be copied or edited in any way. There is no requirement to print this document; it should be
viewed online as required to ensure it is the most recent version. Last updated April 2021

Page 1 of 2



We still will not serve a young person in a school sports uniform even over the
age of 18. Please repeat the statement above regarding normal street wear.

○ What if the young person comes into the store on the weekend in school
uniform?
This policy is effective during all hours the store trades.

○ What if the young person gets upset at the refusal of service and believes we
are discriminating against them?
Explain again that you will be happy to serve them if they come back in normal
street wear. It may also assist you to ask the young person for the school
principal’s phone number, who you will ring while they are in the store to ask if
they are happy for you to serve the young person wearing the school’s uniform.
If they want to take the issue further please provide the customer with the
contact details of the Customer Hub who can assist in explaining our policies
further.

○ What about adults accompanied by children in school uniform?
Our secondary supply guideline still applies, we should not refuse service to an
adult if accompanied by their children.

○ What about adults who are wearing a school uniform as a fancy dress costume?
Team members are urged to use their common sense and judgement. If the
person is mature aged and it is clearly a fancy dress costume, then it is fine for
you to serve them.

● �Definitions:]
○ �Team Member means an employee of Endeavour (as defined below)]
○ �Endeavour means Endeavour Group Limited and its related entities in

Australia, New Zealand and Hong Kong]

Document changes This document may be changed at any time,
and does not form part of any team
member’s contract of employment.

Version 2

Document Owner RSA and Licensing Manager

Effective Date April 2021

Next Review Date April 2023

This document is not to be copied or edited in any way. There is no requirement to print this document; it should be
viewed online as required to ensure it is the most recent version. Last updated April 2021

Page 2 of 2



Secondary Supply Policy

One of the most difficult situations that we are asked to manage is that of Secondary
Supply. Secondary Supply is when someone who is legally entitled to buy alcohol
passes that alcohol on to a minor or to an intoxicated person.

____________________________________________________________________________

Scope
This policy applies to every person who works for Endeavour in Australia and
overseas.

Policy Summary
We want to do everything we can to prevent secondary supply, but just being in the
company of a minor is not sufficient reason to refuse service to an adult. You must
have a reasonable suspicion that the adult is going to supply the alcohol to the minor.
If you don’t hear or see anything that would suggest the purchase is for a minor, then
you can proceed to serve the customer. You can ask the customer if the purchase is
for them or for the minor. Use your common sense and evaluate each situation on its
merits.

Policy Principles
There are some circumstances where you MUST refuse service:

• If you overhear a conversation between an adult and a minor that suggests
the purchase is for the minor, e.g. where the minor is asking the adult for the
type of liquor he/she likes to drink, and/or
• You witness actions between an adult and a minor that suggest the
purchase is for the minor e.g. where the minor picks out the type of liquor
he/she wants and takes it to the counter or gives the adult the money to
purchase the liquor he/she has picked out.
• If a group of young people enters the store you should request ID from all of
them - not just those making a purchase. If one or more of the group cannot
produce ID you must refuse service.

It’s not possible to forecast every scenario where this may occur so it’s important to
exercise your judgement and if you are in doubt talk to your manager, area manager
or the licensing team.

This document is not to be copied or edited in any way. There is no requirement to print this document; it should be
viewed online as required to ensure it is the most recent version. Last updated April 2021

Page 1 of 2



If you have to refuse service then this should be done as discreetly as possible. If you
have more than one staff member at the counter you should take the customer aside
and explain that you are unable to serve them, indicating the ‘don’t buy it for them’
signage that should be displayed in your store.

Always remember to enter all refusal of service incidents including secondary supply
situations in the RSA incident Register!

● �Definitions:]
○ [Team Member means an employee of Endeavour (as defined below)]
○ [Endeavour means Endeavour Group Limited and its related entities in

Australia, New Zealand and Hong Kong]

Document changes This document may be changed at any time,
and does not form part of any team
member’s contract of employment.

Version 2

Document Owner RSA and Licensing Manager

Effective Date April 2021

Next Review Date April 2023

If you require any additional information please contact liquorlicensing@edg.com.au

This document is not to be copied or edited in any way. There is no requirement to print this document; it should be
viewed online as required to ensure it is the most recent version. Last updated April 2021

Page 2 of 2
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Key Insights

Three in four (76%) residents 
support the proposed Dan 

Murphy’s in Hillarys while 11% 
currently have no opinion either 
way. The stated level of support 

(76%) is six times that of the stated 
level of opposition (13%).

Additionally, 81% of those who 
have no opinion either way would 
choose to support the proposed 
Dan Murphy’s if they needed to 

decide, increasing the overall NET 
support level to 85%.

While support is high across all 
demographic groups, residents 

aged 25-34, weekly liquor 
purchasers and those who make a 
specific trip just to buy liquor are 

the most supportive.

Community Support Store Convenience 

and Amenity

Store AppealLikelihood to 

Purchase

Store Concern

Three in four residents (74%) did 

not raise any concerns or issues 

with the proposed Dan Murphy’s.

For those that had concerns, the 

main issues were related to its 

location (50%), particularly its 

proximity to local schools (33%).

Too many liquor outlets in the area 

(32%), not being needed (15%) 

and the potential increase in 

undesirable people / behaviour 

(13%) were also some issues 

raised by those residents with 

concerns.

In line with the levels of support, over 

three quarters (78%) of residents 

indicate they will be likely to 

purchase from the new Dan 

Murphy’s store if it were to open.

Residents aged 25-34 years, weekly 

liquor purchasers and those who 

make a specific trip to buy liquor are 

most likely to purchase from the 

proposed store compared to their 

counterparts.

Naturally, likelihood to purchase 

decreases for those further away 

from the proposed store. Residents 

3km or more away from the store are 

significantly less likely to purchase 

from the store compared to those 

located closer.

The convenience of having a Dan 

Murphy’s store nearby, Dan 

Murphy’s competitive pricing and 

their broad product range round out 

the top three most appealing 

features of the proposed store. 

In addition, the broad product 

range and low prices are also key 

reasons why many residents 

already purchase from a large 

format store.

The leading reasons for why 

residents are likely to purchase 

from the proposed Dan Murphy’s is 

due to the convenience / location 

(68%) and the wide product range 

available (39%).

Half of residents (52%) believe that 

the current options available in the 

area sufficiently meet their 

purchasing requirements. This is 

significantly higher for those who 

oppose the proposed store 

however (96% oppose vs. 41% 

support).  However, 30% disagree 

that their current needs are being 

met.

Positively, seven in ten agree that 

the proposed Dan Murphy’s will 

make purchasing liquor more 

convenient (77%), provide a better 

product range (73%) and will make 

purchasing liquor more efficient in 

the local area (69%). Also, half 

(52%) agree that the proposed 

store will provide them with better 

customer service.
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Background & Approach
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Endeavour Group plans to open a Dan Murphy’s liquor store as part of a new mixed 

development to be constructed on the former Bunnings Warehouse premises at 37 

Endeavour Road, Hillarys WA.

In accordance with the Liquor Control Act 1988, Endeavour Group is required to 

obtain public input when applying for new liquor store licences. To satisfy the 

Licensing Authority the grant of the application must be seen to be in the public 

interest and in doing so must conduct market research to consider, and address, all 

issues relevant to the application. In particular, Endeavour Group must demonstrate 

that the proposed new store will satisfy local packaged liquor requirements that are 

currently not being met by existing packaged liquor premises in the local area. 

This document presents the findings from the community consultation with residents 

regarding the application for a proposed new Dan Murphy’s store in Hillarys.

Background
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The proposed Dan Murphy’s will form part of a new mixed development to be 

constructed on the former Bunnings Warehouse premises at 37 Endeavour Road, 

Hillarys WA. The site will be divided into several tenancies, including the proposed 

Dan Murphy’s.

The proposed Dan Murphy’s will offer a compelling and relevant offering to suit the 

Hillarys neighbourhood. It will offer a curated range handpicked with the local 

customer in mind. Many products will be highly rated, a top seller, trending, or a local 

favourite. The new Dan Murphy’s store will introduce a level of product range and 

service that is not currently available in Hillarys.

The Proposed Dan Murphy’s

Proposed 

store
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The overall strategic aim is to assist Endeavour Group in the liquor licensing 

application process as well as planning future liquor store developments.

To deliver on the aim, this research addressed the following objectives:

Strategic aim & objectives

1. Understanding the requirements of consumers in the local area for retail packaged 

liquor including usage, attitudes, habits and preferences with regards to packaged liquor 

purchase and different format liquor stores (including large format; small format; drive-thru; 

freestanding; attached to shopping centre, etc.)

2. Determining the extent to which these requirements are met by existing retail 

packaged liquor premises in the local area by identifying potential market gaps, brand 

preferences and how store proximity to other existing liquor stores impacts the key drivers 

of store choice preference and needs.

3. Identifying the extent to which the proposed store meets consumer requirements 

for retail packaged liquor by determining the most appealing liquor store features that 

drive visitation and store preference, as well as identifying features of the proposed store 

that would be of benefit.

4. Understanding consumer support for the new liquor licence application and their 

rationale including the extent to which the proposed new store meets their requirements 

for retail packaged liquor; and the extent to which the new store will be utilised if it opens.
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The research was conducted from Monday 7th to Sunday 27th of February 2022 

using a target catchment area opt-in census approach.

Overall approach

Target Area Opt-In Online Survey

• A 5km radius around the proposed Dan Murphy’s store location was used as 

depicted opposite.

• The area contains 32,270 households including “No Junk Mail” letterboxes and all 

households were eligible to participate.

• One member of the household aged 18 years+ was eligible to complete the survey.

• Each letter contained a unique survey ID preventing multiple completions. 

• A prize draw incentive (2 x $500 GiftPay Vouchers) was included to encourage 

participation.

• A total of n=1,780 participants completed the survey (5.52% response rate) which 

has a maximum margin of error of + 2.29%, so we can place a high degree of 

confidence in the achieved sample and resultant data.

Resident Catchment Area
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Significance & Interpreting results

• All figures shown are percentages unless otherwise indicated. 

• Not all figures will add to 100% - either due to rounding (where results may add to 

99% or 101%); or due to a question allowing multiple responses (where 

respondents select as many options that apply to them). 

• Significance is tested at the 95% confidence interval.

• Differences between sub-groups are indicated by stars:

= Significantly higher

= Significantly lower

Representativeness

• After the data was collected, post weighting by age, gender and suburb was applied 

to the target area opt-in census population to reflect ABS census statistics for the 

catchment area. 

• Bases indicated throughout the report are the unweighted base.
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The key strength of the opt-in Census approach is that all eligible households are provided the 

opportunity to participate.

The envelope design clearly states the topic of the research, the invitation to participate and to 

“have their say”. The enclosed letter provides more specific detail regarding the purpose of the 

research, the location of the proposed liquor store and details regarding how to participate in 

the research and the duration of the fieldwork period.

Participation rates for general community surveys of this type can be expected to fall within a 

range of between 3% and 12%. A person’s desire to participate in market research can be 

influenced by many factors including availability, general interest in the subject matter and an 

inherent desire for their opinion to be canvassed.  If people choose not to participate, we can 

broadly assume that their sentiments regarding the research topic are not sufficiently strong 

(either positive or negative) for them to feel the need to contribute a response.

All potential methodologies including the opt-in census approach used here, Telephone and 

Door-to-door, provide self-selecting random samples willing to provide their views. The latter 

two approaches represent sampling-based approaches (i.e. not all eligible households are 

provided the opportunity to participate), unlike the opt-in census approach, which provides 

either all, or a far greater proportion of households the opportunity to participate. 

Survey invitation
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The opt-in census approach has provided a reliable sample that is spread across 

genders, age groups and life stages.

The data is weighted to ABS Census 2016 suburbs Ocean Reef, Heathridge, 

Joondalup, Beldon, Mullaloo, Craigie, Woodvale, Kallaroo, Hillarys, Padbury, 

Kingsley, Sorrento, Duncraig.

Sample Profile

Base: All Respondents (n=1782)

49

51

12

15

17

19

18

19

24

19

26

23

5

3

49

17

16

8

7

5

4

1

2

4

Male

Female

18-24 years

25-34 years

35-44 years

45-54 years

55-64 years

65+ years

SINKS / DINKS

Young Families

Mature Families

Empty Nesters

Other

I'd prefer not to answer

Working - full time

Retired

Working - part time

Self-employed

Student (University and/or Tafe)

Home Duties

Working - casual

Unemployed

Volunteer

I'd prefer not to answer

Gender

Age

Employment Status

Life Stage



12

Data was collected within the 5km radius around the proposed Dan Murphy’s and 

participation provided a reliable evaluation from all nearby residents.

Sample Profile - Location

D3. The invitations to this survey were distributed to all households within the area defined by the largest circle. In which of the following 20 areas defined by the circles do you live? Base: All Respondents (n=1782)

24

22

20

11

22

21

31

37

11

Within 1km

Within 1-2km

Within 2-3km

Within 3-4km

Within 4-5km

NW

NE

SE

SW

Location by Radius

Location by Direction
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Community Opinion 
Regarding the Proposed 
Dan Murphy’s
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However, one third (30%) disagree that their requirements are currently being met 

and this disagreement is significantly higher among those living in closer proximity 

(within 3km of the proposed store) compared to those who live further away – an 

initial sign of a desire and need for a store at this locale.

Unsurprisingly, 96% of those oppose the proposed Dan Murphy’s outlet agree that 

their liquor purchasing needs are sufficiently met by existing local options.

One half of the residents in the 
catchment area believe the existing 
local options sufficiently meet their 
takeaway liquor purchasing needs.

Q2. To what extent do you feel the existing local options in your area sufficiently meet your takeaway liquor purchasing needs? Base: All Respondents who have purchased liquor in the past 12 months (n=1724)

181911 23 29

0-2

Completely disagree

3-4 5 8-10

Completely agree

6-7

NET: 

Disagree

NET: 

Agree

5230

Resident Location:

Within 1km: 45%

Within 1-3km: 36%

Within 3-5km: 13%

Support proposed store: 

41%

Oppose proposed store: 

96%
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The following information was provided to respondents:

Now we’d like to give you some more information about the proposed new Dan 

Murphy’s liquor store at Hillarys. The proposed new Dan Murphy’s will form part of a 

new mixed development to be constructed on the former Bunnings Warehouse 

premises at 37 Endeavour Road, Hillarys WA. The site will be divided into several 

tenancies, including the proposed new Dan Murphy’s.

The proposed Dan Murphy’s will offer a compelling and relevant offering to suit the 

Hillarys neighbourhood. It will offer a curated range handpicked with the local 

customer in mind. Many products will be highly rated, a top seller, trending, or a local 

favourite. The new Dan Murphy’s store will introduce a level of product range and 

service that is not currently available in Hillarys.

Response to the proposed Dan 
Murphy’s
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Three in four (76%) residents in the catchment area support the proposed Dan 

Murphy’s store and an additional 11% have no opinion either way. 

Only one in eight (13%) residents oppose the new Dan Murphy’s.

Support for the Proposed Dan 
Murphy’s

Q10. Do you support, oppose, or have no opinion either way regarding the proposed Dan Murphy’s liquor store at the at the former Bunnings Warehouse premises in Hillarys? Base: All Respondents (n=1782)

76%

13%

Support

No opinion 

either way

Oppose

11%
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Younger residents, particularly 25-34 year-olds, are the most supportive of the 

proposed store. Frequent liquor purchasers (weekly) and those who prefer to 

purchase liquor on a specific trip just to buy liquor also report significantly higher 

support. 

In saying that, overall support is generally high across almost all demographic 

groups.

Support for the Proposed Dan 
Murphy’s: Demographic Profile

Q10. Do you support, oppose, or have no opinion either way regarding the proposed Dan Murphy’s liquor store at the at the former Bunnings Warehouse premises in Hillarys? Base: All Respondents (n=1782)

% SUPPORT

76 77
74

81
85

73
69

75 73

86

78

54

80
76 74 74 75

79 79
75

70
67

74
81

Total Male Female 18-24 

years

25-34 

years

35-44 

years

45-54 

years

55-64 

years

65+ Weekly Fortnightly / 

monthly

Less 

often 

than 

monthly

SINKS/ 

DINKS

Young 

Families

Mature 

Families

Empty 

Nesters

Within 

1km

Within 

1-2km

Within

2-3km

Within 

3-4km

Within 

4-5km

When I do 

my 

grocery 

shopping / 

all in one 

trip

Part of 

another trip 

to / from 

somewhere

else

A specific 

trip just to 

buy liquor

Gender Age

Frequency of Liquor 

Purchase Household Structure Proximity to Dan Murphy's

n=1782 n=938 n=838 n=65 n=184 n=319 n=362 n=402 n=450 n=602 n=876 n=246 n=350 n=323 n=478 n=509 n=438 n=403 n=357 n=200 n=384 n=274 n=446 n=1004

Liquor Purchase 

Occasion
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• Roughly one in eight (13%) residents hold no opinion either way regarding the proposed 

Dan Murphy’s store. This assures us that the research approach has captured an all-

inclusive sample (i.e. those with positive, negative and neutral opinions regarding the 

proposed Dan Murphy’s) and provides statistically reliable results.

• If this group were forced to make a choice either way, four in five (81%) of them say they 

would support the stores inclusion, rather than oppose it, bringing the overall NET level of 

support across the total sample to 85%. 

• Encouragingly, half (47%) of the residents in this ‘no opinion either way’ group say they 

are likely to purchase from the store if it were to open and a further 27% say they’re 

unsure at this stage. Only a quarter (25%) say they would be unlikely to purchase from the 

new store.

• Residents in this group are significantly more favourable towards the proposed Dan 

Murphy’s compared to those who oppose of the new store. They are significantly more 

likely to agree that the proposed new Dan Murphy’s will make purchasing liquor more 

convenient (45% vs. 11%), more efficient (38% vs. 6%), provide a better product range 

(45% vs. 7%) and offer better customer service (25% vs. 2%).

The ‘No Opinion Either Way’ group 

Q10b. If you had to make a call one way or the other, would you lean more towards supporting or opposing the proposed Dan Murphy’s liquor store at the at the former Bunnings Warehouse premises in Hillarys? Base: Those who had no 

opinion (did not support or oppose) or didn’t know their opinion (n=214)

Forced response to proposed Dan Murphy's

Support

81%
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Almost four in five (78%) residents say they would be likely to purchase from the 

proposed Dan Murphy’s store if it were to open. Further, over three in five say they 

would be very likely to purchase to purchase from the new store.

Likelihood to Purchase from the 
Proposed Store

Q17. How likely would you be to purchase liquor from the Dan Murphy’s liquor store at the at the former Bunnings Warehouse premises in Hillarys if it were to open? Base: All Respondents (n=1782)

Not at all likely Not very likely Unsure at this stage Very likelyQuite likely

NET: 

Unlikely

NET: 

Likely

769 17 61 7815
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In line with their level of support, residents aged 25-34, frequent liquor purchasers 

(weekly or more) and those who make a specific trip to buy liquor are significantly 

more likely to purchase from the proposed store compared to their counterparts.

Unsurprisingly, individuals further away from the Dan Murphy’s (3km or more) are 

less likely to purchase from the proposed store compared to those closer to the store.

Likelihood to Purchase from the 
Proposed Store: Demographic Profile

Q17. How likely would you be to purchase liquor from the Dan Murphy’s liquor store at the at the former Bunnings Warehouse premises in Hillarys if it were to open? Base: All Respondents (n=1782)

% VERY / QUITE LIKELY

78 78 78
83 85

77
74

79 77

88
81

60

84
78

75
78 79

83 83

75
70

73
78

83

Total Male Female 18-24 

years

25-34 

years

35-44 

years

45-54 

years

55-64 

years

65+ Weekly Fortnightly / 

monthly

Less 

often 

than 

monthly

SINKS/ 

DINKS

Young 

Families

Mature 

Families

Empty 

Nesters

Within 

1km

Within 

1-2km

Within

2-3km

Within 

3-4km

Within 

4-5km

When I do 

my 

grocery 

shopping / 

all in one 

trip

Part of 

another trip 

to / from 

somewhere

else

A specific 

trip just to 

buy liquor

Gender Age

Frequency of Liquor 

Purchase Household Structure Proximity to Dan Murphy's

n=1782 n=938 n=838 n=65 n=184 n=319 n=362 n=402 n=450 n=602 n=876 n=246 n=350 n=323 n=478 n=509 n=438 n=403 n=357 n=200 n=384 n=274 n=446 n=1004

Liquor Purchase 

Occasion
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Around three quarters of residents agree the proposed Dan Murphy’s will make 

purchasing liquor more convenient (77%) and will provide them with a better product 

range than they currently receive from existing liquor stores (73%).

A similar proportion agree the new store will make purchasing liquor more efficient in 

their local area (70%), while just over half of residents believe it will provide them with 

better customer service (51%).

The majority of residents think the 
new Dan Murphy’s store will improve
their liquor purchasing experiences in 
the area.

Q13; Q14; Q15; Q16. To what extent do you agree or disagree that the proposed Dan Murphy’s liquor store to be constructed on the former Bunnings Warehouse premises in Hillarys… Base: All Respondents (n=1782)

8

10

13

25

3

3

4

6

12

13

14

17

13

13

19

19

64

60

51

32

0-2

Completely 

disagree

3-4 5 8-10

Completely agree

6-7

NET: 

Disagree

NET: 

Agree

77

73

70

51

15

16

18
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Will make purchasing liquor more convenient in your local area

Will provide you with a better product range than you currently have from 

other existing liquor stores in your local area

Will make purchasing liquor more efficient in your local area

Will provide you with better customer service than you currently experience 

from other existing liquor stores in your local area 
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Importantly, residents who are in support of the proposed store are 

significantly more likely to find all core features specific to Dan Murphy’s 

important or essential, compared to those who oppose the new proposed 

store. Levels of agreement naturally declines with levels of support.

Improvements to the local area
- By level of support 

Q13; Q14; Q15; Q16. To what extent do you agree or disagree that the proposed Dan Murphy’s liquor store to be constructed on the former Bunnings Warehouse premises in Hillarys… Base: All Respondents (n=1782)

Will make purchasing liquor more convenient in your local area 94 45 11

Will provide you with a better product range than you currently have from other existing liquor stores in your 

local area
89 45 7

Will make purchasing liquor more efficient in your local area 85 38 6

Will provide you with better customer service than you currently experience from other existing liquor stores 

in your local area 
65 25 2

Support No opinion either way Oppose% Net Important
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What features of the 
proposed store are the 
most appealing?
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The convenience of having a Dan 
Murphy’s nearby, Dan Murphy’s 
competitive pricing and a broad 
product range are the most 
appealing features of the proposed 
store in Hillarys. 
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The convenience of having a Dan Murphy’s store nearby is the #1 most appealing 

feature to a fifth of residents (20%) followed closely by Dan Murphy’s competitive 

pricing and broad product range.

Over half (53%) mention Dan Murphy’s competitive pricing in the top 3 most 

appealing features and two in five mention the convenience of having a Dan 

Murphy’s nearby (42%) and their broad product range (43%).

Appealing Features

Q11. Which of the following features of the proposed Dan Murphy’s Hillarys liquor store appeal most to you? Base: Those who support (n=1498)

20

19

15

9

6

5

4

3

3

3

3

2

2

2

2

1

1

42

53

43

17

17

21

14

19

14

8

11

9

9

5

7

6

4

The convenience of having a Dan Murphy's store near to where you live

Dan Murphy's competitive pricing and weekly specials

A broad product range (which includes a broad range of brands, products and styles to choose from)

It will be a Dan Murphy's

Being easier to get to and more conveniently located than other existing liquor stores

The availability of free on-site parking

A store that offers a hand-picked range of highly rated, top-seller, trending and local favourite products

A store that is well organised into sections so you can easily browse for what you want

Ability to use store loyalty cards / rewards programs

Being in a safe environment to shop

Being more easily accessible by car than other existing liquor stores around you

Friendly, high quality customer service

Access to knowledgeable and well-trained staff who know the products and can provide information, advice and tasting notes

Access to the Dan Murphy's brand

Being able to use Click and Collect (online purchase, collect in-store)

Access to shopping trolleys to carry my purchases in store

Responsible service of liquor

Those who do not oppose the proposed Dan Murphy’s Ranked #1Ranked Top 3
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These appealing features are why 
many residents have bought from 
large format liquor stores in the last 
12 months.
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72

60

7

5

4

3

69

50

15

6

14

14

6

6

5

3

Over four in five (83%) residents have purchased from a large format liquor store in 

the past 12 months.

Seven in ten of these residents mention reasons relating to the broad product range 

or best pricing as the main reasons for purchasing from a large format store.

Reasons for purchasing from a large 
format liquor store

Q6. You mentioned purchasing from a large format liquor store in the past 12 months (e.g. Dan Murphy’s; First Choice Liquor, etc). What are the main reasons that you buy from large format liquor stores?  Base: Those who have purchased 

from a large format liquor store in the last 12 months (n=1,241); Note: Responses under 3% not shown

NET: Product range | variety

Largest range / selection

Always stock / lots of stock

Stocks favourite brands

Stocks rare / craft / unusual / novel lines

Good selection of wines

Net: Pricing

Lowest / best price

Good specials / deals

Competitive / reasonable prices

NET: Convenience

Location / convenient outlet / close to home or work

NET: Additional Benefits

Membership | Loyalty Program Benefits

NET: Store Experience

Knowledgeable / polite / helpful staff

Those who purchased from a large format liquor store in the last 12 months

% Purchased from a large format liquor store

83%
of residents have 

purchased from a 

large format liquor 

store in the last 12 

months
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Reasons for purchasing from a large 
format liquor store…

““
“

““They have the best range and I 

can usually find what I want at 

better prices than other places. 

They often have drinks that other 

smaller places don't.

– Female, 52 years

They have a wider selection of 

product to choose from, plus there 

is more space to stop and study 

the history of the wine, either for 

buying it or the curiosity factor. 

Also, have to say the layout is 

better!

- Male, 75 years

Wide range of choices 

across the board ranging 

from inexpensive to special 

occasion purchases.

– Female, 53 years

Awesome pricing and 

customer service. Along 

with great alcohol choices 

and a store that is always 

easy to navigate.

– Female, 18 years

Wider selection of products 

and prices are most often 

better than other outlets. The 

store is well laid out, spacious 

and staff are always helpful.

– Male, 73 years

Q6. You mentioned purchasing from a large format liquor store in the past 12 months (e.g. Dan Murphy’s; First Choice Liquor, etc). What are the main reasons that you buy from large format liquor stores? Base: Those who have purchased 

from a Dan Murphy’s store in the last 12 months (n=1002); Note: Responses under 4% not shown
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These reasons are also consistent 
with why residents shop at Dan 
Murphy’s in particular.

In their own words…

““
“

““Dan Murphy’s is always cheaper, 

they have a massive range of 

products in all different types of 

alcohols. They have member deals 

and always have the drinks I’m 

looking to buy. I find Dan Murphy’s 

to always be welcoming as well.

– Female, 19 years

Wide selection to choose from at 

a good price. Store layout is 

working well. Love the friendly 

helpful staff. Plenty parking 

available. Did I Mention the 

lowest price available? Nobody 

beats Dan' price. Very important!

- Male, 62 years

Store layout is good easy to 

find what you are looking for. 

The staff are friendly and 

there’s loads of choices!, 

Great specials

– Male, 48 years

They offer really good details 

and always experience great 

customer service when I visit 

the stores located in Joondalup 

and Currambine.

- Male, 20 years

The range is incredible. Member 

discounts are good.  I order by phone 

and collect it at the counter which is 

convenient. They have good gift 

packs that I often send for presents to 

family/friends interstate - they are 

always good quality and reliably 

delivered.

- Female, 62 years

Q7. You mentioned purchasing from Dan Murphy’s in the past 12 months. What are the main reasons that you buy from Dan Murphy’s? What appeals to you about Dan Murphy’s over other liquor stores?



30

Being closer to home is the leading 
reason why most residents are likely 
to purchase from the new Dan 
Murphy’s if it were to open. 



31

68

29

28

13

11

7

39

32

4

3

3

3

26

22

3

15

9

Over two thirds (68%) mention the increased convenience as a reason for 

purchasing from the proposed Dan Murphy’s. The variety and product range is also 

a reason for a third of residents (32%), while one in five (22%) mention the lower 

prices as an appealing reason to purchase from the new store. These reasons again 

align with the most appealing features of having a Dan Murphy’s store nearby.

Reasons for Purchasing from the 
proposed Dan Murphy’s

Q18. Why would you be likely to consider purchasing liquor from the proposed Dan Murphy’s liquor store if it were to open? Base: Those who are likely to purchase from the proposed Dan Murphy’s (n=1379); Note: Responses under 3% not 

shown

NET: Convenience

More Convenient

Close to home / On the way home

One-stop shop / will combine in one trip with groceries

Closest Dan Murphy's

Easier to access / get to

Net: Product Range

Better variety | Good range

Stocks favourite lines / brands

Good variety / range of beer and cider

Stocks unique brands / products not found elsewhere

Good selection of wines

NET: Pricing

Better / best / low prices

Good offers / deals / specials

NET: Brand / Service

Preference / like Dan Murphy's

Those who are likely to purchase from the proposed Dan Murphy’s
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Why would they buy from the new 
Dan Murphy’s? In their own words…

“
“ “

““Because of the variety of 

product choice. Also, I just 

like Dan Murphy's stores and 

the others are quite some way 

from where I live.

- Female, 55 years

It is very close and accessible to 

my residence. It would be much 

more convenient and will provide 

a larger product range than I 

currently can access without 

having to travel to the next Dan 

murphy's (Dan murphy's is my 

preferred place to buy liquor).

– Female, 19 years

Proximity to my house, not 

having to go into the main 

Whitfords shopping centre, 

the broad range (including 

non-alcoholic beers which are 

hard to find in many other 

shops) and member specials.

- Male, 33 years

I currently have to drive to 

Edgewater Dan Murphy's to 

purchase alcohol. It is out of 

the way, difficult to get in and 

out of the parking or find 

parking. Whitfords will be 

closer and provide a better 

designed car park.

- Female, 40 years

It would provide a large format 

store with a good range of wine, 

spirits and craft beer that you 

simply can't get in the Hillarys 

area at the moment. Currently, I 

go mostly outside the Hillarys 

area to access that range, either 

to Dan Murphy's in Currambine, 

Joondalup or Balga.

-Male 54 years

Q18. Why would you be likely to consider purchasing liquor from the proposed Dan Murphy’s liquor store if it were to open? 
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Features residents believe the new 
Dan Murphy’s will provide (i.e., broad 
product range, competitive pricing 
and convenience / being close to 
home) are all almost universally 
important to liquor purchasers.
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Availability of free-onsite parking (96%), having a broad range of brands and 

products (95%), access to competitive pricing (95%) and a store that will organized 

(95%) are among the most important features when it comes to purchasing take-

away liquor. 

Importance of Liquor Store Features

Q9. How important are the follow aspects of purchasing takeaway liquor to you? Base: Those who have purchased take-away liquor in the past 12 months (n=1724)

3

3

4

4

4

4

5

7

7

9

1

1

2

1

2

1

2

1

2

3

20

38

35

37

41

28

39

44

32

45

76

57

60

58

53

66

54

48

60

43

NET: 

Important

96

95

95

95

94

94

94

92

91

87

Availability of free on-site parking

Having a broad range of brands, products and styles to choose from

Access to competitive pricing & weekly specials

A store that is well organised into sections 

so you can easily browse for what you want

The convenience of having a store near to where I live

Being easily accessible by car

Convenient trading hours

Receiving high quality customer service

Being in a safe environment to shop

Access to the particular retailer brand(s) that you prefer

Those who have purchased liquor in the past 12 months

Not at all important Not that important Absolutely essentialImportant, but not 

absolutely essential

P
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Meanwhile, being located where you can do your grocery shopping, the option to use 

click and collect and the ability to sample products in-store are the least important 

features when it comes to purchasing take-away liquor.

Importance of Liquor Store Features 
(cont.)

Q9. How important are the follow aspects of purchasing takeaway liquor to you? Base: Those who have purchased take-away liquor in the past 12 months (n=1724)

13

16

16

18

18

21

21

37

33

42

4

4

4

4

6

5

6

9

15

17

32

41

50

48

47

50

37

44

35

31

51

39

30

29

29

24

36

11

16

10

Not at all important Not that important Absolutely essentialImportant, but not 

absolutely essential

NET: 

Important

83

80

80

78

76

74

73

54

51

41

Responsible service of liquor

An exclusive range of wines, beer and spirits

A store that offers a hand-picked range of highly rated, 

top-seller, trending and local favourite products

Access to knowledgeable and well-trained staff who know the 

products and can provide information, advice and tasting notes

Ability to use store loyalty cards / rewards programs

A well-lit, modern stylish outlet

Access to shopping trolleys to carry your purchases in store

Located where you can do your grocery shopping

The option to use click and collect (online purchase, collect in-store)

Ability to sample products in-store, attend tasting sessions or masterclasses

Those who have purchased liquor in the past 12 months
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Importantly, residents who are in support of the proposed store are significantly more 

likely to find several of the core features specific to Dan Murphy’s important or 

essential, compared to those who oppose the new proposed store.

Importance of Liquor Store Features
- By level of support 

Q9a. How important are the follow aspects of purchasing takeaway liquor to you? Base: Those who have purchased take-away liquor in the past 12 months (n=1724)

Having a broad range of brands, products and styles to choose from 99 96 73

A store that is well organised into sections so you can easily browse for what you want 98 97 74

Access to competitive pricing & weekly specials 98 92 73

Access to the particular retailer brand(s) that you prefer 92 84 63

A store that offers a hand-picked range of highly rated, top-seller, trending and local favourite 

products
85 71 52

Access to knowledgeable and well-trained staff who know the products and can provide 

information, advice and tasting notes
81 74 58

Support No opinion either way Oppose% Net Important
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Do residents have any 
concerns?
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Three quarters (74%) of residents had no concerns around the proposed store. Of 

those who did have a concern, the main issues are related to its location (50%) and 

specifically being too close to schools (33%). 

A third of concerns are around there being too many liquor outlets in the area already 

(32%), while some comments about it potentially increasing undesirable behaviour 

and being unnecessary were also mentioned.

Concerns with the Proposed Store

Q12. Do you have any concerns with the proposed Dan Murphy’s liquor store at the at the former Bunnings Warehouse premises in Hillarys? Base: All Respondents (n=1782). 

Base: Those who have concerns with the proposed Dan Murphy’s (n=457).

50

33

11

7

4

39

32

11

28

13

8

6

5

18

15

4

NET: Location Concerns

Too close to schools

Traffic congestion concerns

Sufficient parking needed

Need to have security / ensure safety

NET: Alcohol outlet concerns

Too many liquor outlets in the area already

Prefer to shop / support local businesses

NET: Socio-cultural concerns

Increase in undesirable people / antisocial behaviour

Encourages more drinking

Will make alcohol easily accessible to young people

Will increase crowds / already very busy area

NET: General Opposition

Not needed / Unnecessary

Strongly against the proposal

% No Concerns

74%
of residents have 

no concerns with 

the proposed Dan 

Murphy’s store in 

Hillarys
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Current Shopping 
Behaviour
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How do residents usually 
purchase liquor?



41

Dan Murphy’s Joondalup is currently the main liquor store purchased from in the last 

12 months (58%), followed by BWS Whitfords City (37%) and First Choice Liquor 

Duncraig (29%). 

Liquor Shopping Location

Q3. And over the past 12 months, where have you purchased any takeaway liquor from? Base: Those who have purchased take-away liquor in the past 12 months (n=1724) *Results below 8% not shown

Those who have purchased take-away liquor in the past 12 months

58

37

29

18

18

17

16

13

13

12

11

10

10

8

8

8

1

Dan Murphy's Joondalup, 75 Joondalup Dr, Edgewater

Including…

Dan Murphy’s Carine – 9%

Dan Murphy’s Currambine – 5%

BWS Whitfords City, Cnr Marmion and Whitfords Avenue, Hillarys

First Choice Liquor Duncraig, 197 Warwick Rd, Duncraig

Liquor Barons Hillarys, Hillarys Shopping Centre, 17B Flinders Ave, Hillarys

Liquorland Padbury, Shop 1 Padbury Shopping Centre, Warburton Ave, Padbury

BWS Kallaroo, 1 Adalia St, Kallaroo

Cellarbrations Mullaloo, 11 Koorana Rd, Mullaloo

Bottlemart Whitfords, 66/470 Whitfords Ave, Hillarys

BWS Seacrest, Shop 1 Seacrest Village 7 Harman Rd, Sorrento

BWS Sorrento, 136A West Coast Dr, Sorrento

BWS Kingsley, Kingsley Village Shopping Centre Shop 7a 100 Kingsley Drive, Kingsley

Liquorland Beldon, 36 Gwendoline Dr, Beldon

Thirsty Camel Beldon Shopping Centre, Marmion Ave and Gunter Grove, Beldon

Bottlemart Heathridge, Shop 9/89 Caridean St, Heathridge

Craigie Tavern Bottlemart, 111 Eddystone Ave, Craigie

Liquorland Woodvale, 1 Trappers Drive, Woodvale

Don't know / Can't remember

Other

19%
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Those who have purchased take-away liquor in the past 12 months

Similarly, Dan Murphy’s Joondalup is where a third of residents (30%) purchase most 

of their takeaway liquor from. 

Given this, and the focus residents have on convenience and the perceived benefits of 

a Dan Murphy’s located closer to where they live, uptake of the new Dan Murphy’s 

store is expected to be high, as evidenced in previously shown data.

Most Purchased Liquor Location

Q4. From which of these would you purchase most of your takeaway liquor from? Base: Those who purchase liquor ‘About once per week-to-Once or twice only’ (n=1674) *Results below 2% not shown

30

9

8

6

5

5

4

3

2

2

2

2

2

9

Dan Murphy's Joondalup, 75 Joondalup Dr, Edgewater

First Choice Liquor Duncraig, 197 Warwick Rd, Duncraig

Liquorland Padbury, Shop 1 Padbury Shopping Centre, Warburton Ave, Padbury

BWS Whitfords City, Cnr Marmion and Whitfords Avenue, Hillarys

Cellarbrations Mullaloo, 11 Koorana Rd, Mullaloo

BWS Kingsley, Kingsley Village Shopping Centre Shop 7a 100 Kingsley Drive, Kingsley

BWS Sorrento, 136A West Coast Dr, Sorrento

Thirsty Camel Beldon Shopping Centre, Marmion Ave and Gunter Grove, Beldon

Other outlet not listed above

BWS Kallaroo, 1 Adalia St, Kallaroo

Liquor Barons Hillarys, Hillarys Shopping Centre, 17B Flinders Ave, Hillarys

Bottlemart Heathridge, Shop 9/89 Caridean St, Heathridge

BWS Seacrest, Shop 1 Seacrest Village 7 Harman Rd, Sorrento

Liquorland Beldon, 36 Gwendoline Dr, Beldon
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Over the past 12 months, three in five (63%) residents have purchased takeaway 

liquor at least once per fortnight, with a third (34%) doing so on a weekly basis.

Frequency of Liquor Purchase 

Q1. Over the past 12 months, on average, how often have you purchased takeaway liquor from any bottle shop, liquor store, drive through or online, to be consumed at home or elsewhere? Base: All Respondents (n=1782) 

2 4 11 21 29 34

About once 

per fortnight

About once 

per month

A few times, but 

less often than 

once per month

Once or 

twice only

Never About once 

per week

63%
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Around half of residents either purchase takeaway liquor to drink over the next week 

or so (53%) or for a specific event / social gathering (50%). A similar proportion 

purchase liquor for special occasions or to restock (46% for both).

Reasons for Liquor Purchase

Q5. For what reasons do you buy takeaway liquor? Base: Those who have purchased take-away liquor in the past 12 months (n=1724) Note: this question allowed multiple responses and therefore does not add to 100%

53
50

46 46

37
32

27

I buy to drink over
the next week or so

I buy for a specific
event / dinner party /

 social gathering

I buy for special
occasions /

gifts / presents

I buy to restock I buy when products
 are on special

I buy to drink on the
 day of purchase

I buy for other people
in my household

Other reasons – 1%

Those who have purchased take-away liquor in the past 12 months



45

Aligned with Dan Murphy’s Hillarys’ offering as a standalone liquor store, the majority 

of residents in the area either purchase their take-away liquor during a specific trip 

just to buy liquor (60%) or as part of another trip (25%). Meanwhile, only one in 

seven (15%) do so as part of their grocery shopping trip.

Main Purchase Occasion

Q8. When do you mainly buy takeaway liquor? Base: Those who have purchased take-away liquor in the past 12 months (n=1724)

60%
A specific trip just 

to buy liquor

When I do my 

grocery shopping / 

do it all in one trip

As part of another 

trip to or from 

somewhere else

15%
25%

Those who have purchased take-away liquor in the past 12 months
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Overall, more than four in five (85%) residents purchase their take-away liquor during 

a specific trip or as part of another trip. This is significantly higher among males, 18-

24 year olds, SINKs/DINKs and mature families.

Main Purchase Occasion: 
Demographic Profile

Q8. When do you mainly buy takeaway liquor? Base: Those who have purchased take-away liquor in the past 12 months (n=1724)

% NET: SPECIFIC TRIP / AS PART OF ANOTHER TRIP

85 88
83

97

84 86 85 83 81
87 85 83

89
84 87

80 78
85 88 89 89

Total Male Female 18-24 

years

25-34 

years

35-44 

years

45-54 

years

55-64 

years

65+ Weekly Fortnightly / 

monthly

Less often 

than 

monthly

SINKS/ 

DINKS

Young 

Families

Mature 

Families

Empty 

Nesters

Within 

1km

Within 

1-2km

Within

2-3km

Within 

3-4km

Within 

4-5km

Gender Age

Frequency of 

Liquor Purchase Household Structure Proximity to Dan Murphy's

n=1724 n=909 n=810 n=65 n=178 n=305 n=350 n=391 n=435 n=602 n=878 n=246 n=342 n=315 n=457 n=501 n=414 n=397 n=347 n=194 n=372
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About Painted Dog Research
We have completed well over 1,500 projects in our 15-year history and provided strategic

advice to many iconic brands across industries and sectors in a variety of geographic

locations, from the big blue chip commercial companies to government organisations and not-

for-profits.

Established in 2007, Painted Dog Research is a leading market research and strategy

company in Western Australia, with a national capability. We have 26 full time staff and 12

casual employees across offices in Perth and Melbourne.

Painted Dog is privately owned by three senior market research consultants, with more than

70 years combined marketing research experience in both Western Australia and the Eastern

States. The Principals have a hands-on approach and vested interest when it comes to

ensuring all clients are 100% happy.

Painted Dog prides itself on focussing on quality, innovation, personable service and value for

money. Offering a wide range of research services, techniques and high level analyses it is

positioned at the ‘thinking’ end of the research industry and is capable of handling a wide

variety of strategic projects.

Painted Dog continues to grow year-on-year and constantly challenges itself to keep abreast

of the latest research techniques and challenging the market on how it thinks.

Our name is based on the actual ‘Painted Dog’ or African Wild Dog – the most successful and

efficient wild predator in Africa. Painted Dogs are highly strategic and adaptable – they have

excellent teamwork, intellect and communication skills. They embark on challenges and are

relentless in their pursuit. Importantly, they are more caring and sociable than many other

wild animals and these dogs are our inspiration.
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Chris Batini, Principal

Chris Batini joined Painted Dog Research as a Principal and owner of the company in 2008, 

after holding the Managing Director position at TNS Perth for seven years.  His research 

experience spans 30 years working across areas of academia, government and private 

industry. 

Chris’ experience covers a broad range of areas in consumer, social and corporate markets. 

His areas of research specialisation include the development of communication strategies, the 

evaluation of communication campaigns (including continuous tracking), social and attitudinal 

research; customer satisfaction measurement and customer experience evaluation, new 

product development, as well as  product and advertising concept testing.  

Chris has an Honours degree in Psychology from Murdoch University; is a full member and 

former committee member of the Australian Marketing and Social Research Society (WA 

division) and was one of the first in Australia to receive the QPMR (Qualified Practicing Market 

Researcher) accreditation when it launched in 2000.

About the Authors
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James Strickland, Senior Account Manager

James joined the team at Painted Dog at the beginning of 2019 after working as an academic 

and industry researcher for a number of years. 

Prior to working with Painted Dog, he was responsible for coordinating the national evaluation 

activity for the suite of programs run under the National Diabetes Services Scheme (NDSS). 

James has over 8 years experience in academic, market and social research, including in 

both commercial and government sectors. His expertise in qualitative and quantitative 

research techniques and his passion for finding rich and meaningful insights makes him a 

well-rounded consultant who aims to provide the best possible service to clients.

About the Authors
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Ivan Zhang, Account Executive

Ivan Zhang joined Painted Dog Research in March of 2020 after completing his Honours and 

Master of Research at The University of Western Australia.

Ivan gained an extensive understanding and passion for strategic marketing and marketing 

research at university and tutored Applied Marketing Research and Marketing Management 

during his time at UWA. Ivan is bringing his experience in academic research, quantitative and 

qualitative methodologies and data analysis.

Ivan continues to develop his knowledge surrounding research techniques and is excited 

about the exposure to a range of innovative qualitative and quantitative projects and methods 

at Painted Dog.

Ivan has managed and reported on a broad range of projects and has applied his skills 

developed throughout academia to assist with both primary and secondary research, survey 

programming and analytical techniques.

About the Authors
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ENDEAVOUR GROUP LIMITED 
AS LICENSEE OF PREMISES KNOWN AS 

       DAN MURPHY’S ALBANY 
AND SITUATED AT  LOT 29, 159-197  

STIRLING TERRACE, ALBANY WA 6330 

HOUSE MANAGEMENT POLICY 

Our aim is to operate this liquor store in a friendly and 

professional manner, with our customers experiencing 

quality service and facilities.

Customers will be treated with sincerity and respect and 

served in a responsible, friendly and professional manner.

Our responsible promotion of liquor will ensure harm or ill 

health to customers is minimised.

Team Members will not sell or supply liquor to:

o  juveniles

o to persons who display signs of intoxication or

o to persons who attempt to purchase liquor on behalf 

of a juvenile.

Management will take all steps to ensure this liquor store 

is operated in a fashion supportive of the amenity, quiet 

and good order of the surrounding locality. 



 

CODE OF CONDUCT 

ENDEAVOUR GROUP LIMITED 

AS LICENSEE OF PREMISES KNOWN AS 

DAN MURPHY’S JOONDALUP 
AND SITUATED AT  93 JOONDALUP DRIVE,EDGEWATER. WA. 6027. 

 

1. We will at all times conduct our business: 

 With integrity and in a professional manner; 

 In accordance with the laws of the State of Western Australia as 
applicable to the operation of this liquor store; and 

 In accordance with industry standards and community expectations. 

2. We acknowledge and confirm our obligations to the surrounding locality and in 
particular: 

 Minimisation of disturbance to the locality, amenity, quiet or good 
order by patrons. 

 In a manner supportive of social adhesiveness and discouraging of 
anti-social conduct. 

 Receiving residents in a respectful manner with a view to speedy 
resolution of grievances. 

3. We fully support team members in upholding liquor laws which require: 

 Withholding sale or supply of liquor to intoxicated persons. 

 Refusing liquor service to juveniles and persons suspected of 
purchasing alcohol on behalf of a juvenile. 

 Provision on request of approved identification by persons suspected 
of being a juvenile. 

4. We promote responsible liquor service practices through: 

 Employing team members of good character, maintenance of proper 
team member training including all team members completing the 
Responsible Service of Alcohol course and encouragement of their 
development. 

 All team members knowing and carrying out their responsibilities 
under the Liquor Control Act 1988. 

 Recognising the dangers associated with misuse of liquor. 

 Encouraging the consumption of liquor in moderation and in 
combination with non-liquor products. 

 Promoting liquor in accordance with the Department of Local 
Government, Sport and Cultural Industries Responsible Promotion of 
Liquor Policy. 
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ENDEAVOUR GROUP LIMITED 
 

 MANAGEMENT PLAN 
_____________________________________________________________ 

 
1. PURPOSE 
 

Inform all team members of Endeavour Groups policies and procedures regarding the sale 
of liquor products and to strictly abide by the Liquor Licensing Laws contained within the 
Liquor Control Act 1988 and the Liquor Control Regulations 1989. 

 
2. SCOPE 
 

This Management Plan applies to all team members of Endeavour Group Ltd with regard to 
the Endeavour Group Limited owned and operated liquor stores in Western Australia i.e. 
BWS and Dan Murphy’s. 

 
3. REFERENCE DOCUMENTS 
 

Liquor Control Act 1988, as amended from time to time, Liquor Control Regulations 1989 
and Policy Directions made by the Director of Liquor Licensing, particularly the Harm 
Minimisation Policy (amended 19 December 2018). 
 

4. LIQUOR STORE LICENCE 
 

Under the Liquor Control Act 1988, the Licensee of a liquor store licence is authorised to 
keep open the licensed premises and sell packaged liquor on and from the premises to any 
person for consumption off the licensed premises. 
 
 

5. OBJECTS OF THE LIQUOR CONTROL ACT 1988 – SECTION 5 
 
1) The primary objects of the Liquor Control Act 1988 are: 
 

a) to regulate the sale, supply and consumption of liquor; and 
b) to minimise harm or ill health caused to people, or to any group of people, 

due to the use of liquor; and 
c) to cater for the requirements of consumers for liquor and related services, 

with regard to the proper development of the liquor industry, the tourism 
industry and other hospitality industries in the State. 

 
 2) In carrying out its functions under this Act, the licensing authority shall have regard 

to the primary objects of this Act and also to the following secondary objects –  
 
 a) to facilitate the use and development of licensed facilities, including their use 

  and development for the performance of live original music, reflecting the  
  diversity of the requirements of consumers in the State; and 

 b) to provide adequate controls over, and over the persons directly or indirectly 
  involved in, the sale, disposal and consumption of liquor; and 

 c) to provide a flexible system, with as little formality or technicality as may be 
  practicable, for the administration of this Act. 

 
Harm Minimisation has been introduced into the Liquor Control Act 1988 as a consequence 
of the impact of alcohol abuse upon the community. 
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6. APPROVED MANAGERS 
 
  
 Section 100 of the Liquor Control Act 1988 states that the conduct of business under a 

licence is always the responsibility of the licensee and shall be personally supervised and 
managed by a natural person. In accordance with this section - A natural person must be 
approved by the Director of Liquor Licensing to be an Approved Manager. 

 
 There is provision in the Liquor Control Act to nominate several Approved Managers at 

each licensed premises. 
 
 Section 100 states that an Approved Manager must be present at the premises at any 

time when business is conducted at those premises.   
 

The Approved Manager for a liquor store must hold an Unrestricted Approval.  Section 102B 
of the Act states that the Director may approve a person as an Approved Unrestricted Manager 

for a period of 5 years.  The applicant must successfully complete the Course in 
Management of Licensed Premises (MLP1) to obtain this approval.  A Guide on the 
Approved Manager Application Process is available on BWS/Dan Murphy’s Central. 
 
 

7. TRADING CONDITIONS 
 

As per section 98D of the Liquor Control Act 1988, the standard trading hours for a Liquor 
Store Licence are Monday to Saturday 8.00am to 10.00pm. For metropolitan stores only - 
Sunday 10.00am to 10.00pm, otherwise no trade permitted.  No trade is permitted on Good 
Friday and/or Christmas Day.  On Anzac Day (provided not a Sunday) liquor may be sold 
12.00 noon to 10.00pm. 
 
Liquor must not be consumed on licensed premises other than for an authorised tasting.  
Permission to conduct authorised tastings must be granted by the Director of Liquor 
Licensing.  Where permission has been granted, it will be noted on the liquor store licence 
along with any conditions in regard to tastings.  An Approved Manager or nationally 
accredited RSA team member must be present on the licensed premises at all times during 
a tasting. 
 
The sample of liquor is free of charge and the product served must be from the liquor store 
licensees stock.  Liquor store licensees are required to provide drinking water free of 
charge when conducting a tasting on the premises. 
 
 

8. LIMITATIONS AS TO LIQUOR ON UNLICENSED PREMISES 

 
 A person who consumes liquor in any place or on any premises, including any park, 
reserve, without the consent of the occupier, or of the person or authority having control, of 
that or those premises commits an offence – Penalty: $2,000. (s.119(1)). 
 
Pursuant to s.65 of the Liquor Control Act 1988, liquor served for consumption off licensed 
premises is not to be consumed in the immediate proximity of the licensed premises.  
Immediate proximity includes a place nearby where there is frequent drunkenness, 
disorderly conduct by persons resorting to licensed premises or persons habitually gather 
for the purpose of consuming liquor on or from licensed premises.  Endeavour Group 
encourage our team members to be aware of what is taking place both inside and outside 
our liquor stores. 
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9. SALE OR SUPPLY OF LIQUOR TO INTOXICATED PERSONS 
 

9.1 It is an offence under the Liquor Control Act 1988(s.115 1) to serve an 
intoxicated person.   
 
"Drunk etc. people, offences as to, refusal of entry to etc" 
 
1) Where a licensee, whether personally or by an employee or agent –  
 a) permits  - 

  i) drunkenness; or 
 ii)  violent, quarrelsome, disorderly or indecent  behaviour 
 
 To take place on the licensed premises; or 
 

b) permit any reputed thief, prostitute or supplier of unlawful drugs to remain on 
the licensed premises; or 

c) permits or suffers to be conducted on the licensed premises any gaming or 
betting which contravenes Section 110(1) of the Gaming and Wagering 
Commission Act 1987 or any other activity which contravenes a provision of 
another written law, 

  
 that licensee, and the employee or agent concerned, commits an offence. 
 

 
Penalty: In the case of the licensee or manager $10,000, in the case of an employee 
or agent $4,000. 

  
 

“A person shall not, on the licensed premises or regulated premises  
a) sell or supply liquor, or cause or permit liquor to be sold or supplied, to a drunken 

person; 
b) allow or permit a drunken person to consume liquor; 
c) obtain or attempt to obtain liquor for consumption by a drunken person; or 
d) aid a drunken person in obtaining or consuming liquor" 
 
Penalty for an offence on licensed premises: In the case of the licensee or manager 
$10,000, in the case of an employee or agent $4,000, and in any other case $2,000. 
 
 
 
9.2 SIGNS OF INTOXICATION 
 
 
Section 3A of the Liquor Control Act 1988 defines the meaning of "drunk".   
 
1) A person is "drunk" for the purposes of this Act if – 
 

a) the person is on licensed or regulated premises; and 
b) the person's speech, balance, co-ordination, or behaviour appears to be 

noticeably impaired; and 
c) it is reasonable in the circumstances to believe that the impairment results 

from the consumption of liquor" 
 

2) If an authorised officer or a person on whom a duty is imposed under section 115 
decides, in accordance with subsection (1), that a person is drunk at a particular 
time, then, in the absence of proof to the contrary, that person is to be taken to be 
drunk at that time. 
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 9.3 LIQUOR AND INTOXICATION 
 

Not all people will be affected by alcohol in the same way. Several factors, such as the 
amount of alcohol consumed, general state of health, gender, weight, age, medications and 
food intake affect the rate at which a person becomes intoxicated. 
 
There are many noticeable signs that a person may display as they become intoxicated. As 
blood alcohol levels rise, differences can be noticed in coordination, appearance, speech 
and behaviour. 
 
An intoxicated person may show the following signs: 

 
 
All team members should be aware of our ‘Intoxication Policy’ which can be found 
on BWS/Dan Murphy’s Central. 

 
 

9.4 REFUSAL OF LIQUOR SERVICE 
 
It is the Licensee and team member’s responsibility to ensure a drunken (intoxicated) 
person (where possible) is prevented from entering or remaining on the licensed premises.  
Steps that can be taken to help prevent further intoxication are 
 

• Ask the drunk person to leave the premises immediately upon that person coming to 
the attention of the team member on duty. 

 

• If this request is not complied with or the customer becomes aggressive, call for 
assistance from the Store Manager.  It may be necessary to contact a police officer for 
assistance in removing the person from the premises. 

 

• Refuse to serve the person any alcohol after becoming aware that the person is drunk. 
 

• Liquor store team members must be clear about their responsibility of others on the 
licensed premises. 

 
REMEMBER:  If you believe the customer is drunk, politely but firmly refuse service! 
 
• The Licensee or a team member may at any subsequent time or from time to time, 

refuse to admit into the licensed premises a person who has been turned out previously 
from the licensed premises. 
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• A person who has been required to leave the licensed premises shall do so upon being 
requested by the Licensee, a team member or a member of the police. 

 

• If a person will not leave the premises upon this request, it may cause the person to be 
liable to a penalty under the Liquor Licensing Act. 

 
Alcohol Facts 
 

• A “standard drink” is defined as a serving that will always contain 10 gms of alcohol or 
12.5ml of alcohol within each drink. 
 
Usually this measurement equates to “a middy of regular strength beer (285ml), a can 
or stubby of mid strength beer (375ml), a glass of wine (100ml), a nip of spirits (30ml) 
or a glass of fortified wine (60ml)”. 
 

• When a person drinks, alcohol is absorbed into the blood stream through the walls of 
the stomach and intestine.  As a person drinks more alcohol the amount of alcohol in 
the bloodstream increases, this is known as Blood Alcohol Concentration and is used 
as a measure of impairment.  The liver removes alcohol from the blood stream and 
does this at a rate of about one standard drink per hour. 

 

• Sobering up takes a long time and even after a person stops drinking, the concentration 
of alcohol in the blood can rise and remain high.  External factors such as fresh air, 
exercise, cold showers or coffee will not sober a person up. 

 
10. SALE OR SUPPLY OF LIQUOR TO A JUVENILE 

 
10.1 It is an offence under the Liquor Control Act 1988 (s.121 1) to sell or supply 
 liquor to a Juvenile - A Juvenile is a person under the age of 18 years. 

   
 Subject to the Act, where liquor is sold or supplied to a juvenile on licensed premises – 
  
 a) the licensee; 
 b) the manager who is supervising and managing the licensed premises at the  

  time the liquor is sold or supplied: and  
 c) any other person by whom the liquor is sold or supplied; and 
 d) any person who permits the sale or supply. 
 
 each commit an offence. 
  
 Penalty: In the case of the licensee or manager $10,000, in respect of the sale or 

supply by any other person $4,000, and in any other case $2,000. 
 
 (s121 3) – Where a person, acting at the request of a juvenile on licensed premise, 

purchases or obtains liquor on behalf of the juvenile on licensed premises, that person and 
the juvenile each commit an offence. 

   
 Penalty: $2,000  
 
10.2 JUVENILES ON LICENSED PREMISES 
 

It is an offence under the Liquor Licensing Act (s.121 4) for a juvenile to enter or 
remain on any part of the licensed premises. 
Fine of up to $10,000 for licensee or manager and $4,000 for employee or agent, in 
the case of the juvenile $2,000. 
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 The above does not apply – 
 a)  to a juvenile who is – 
          i)  accompanied by, and under the supervision of, a responsible adult; or 
         ii)  on the premises for the purpose of obtaining a meal; 
 b)              to the presence on a part of the licensed premises of a juvenile at a time at 
   which - 
         i)   entertainment is, with the approval of the Director under section 126A,  
   provided on that part of the premises solely for juveniles; and 
         ii) liquor is not sold, supplied or consumed there; 
 c)  to a juvenile engaged in a training course approved by the Director, when so  
  present in accordance with the requirements of that course: 
 d)  to the presence of a juvenile employed on the premises, otherwise than in the  
  sale or supply of liquor, even if the place where the juvenile is present is a  
  place which has for the time being been declared to be out of bounds to   
  juveniles; or 
 e) if section 120 applies. 
 

• If juveniles are not accompanied by a responsible adult, the juvenile or juveniles should 
be politely asked to leave. 

 
10.3 EVIDENCE OF AGE 
 

 Extreme care must be taken by all team members to ensure that all persons wishing to 
purchase liquor are 18 years of age or over.   

 
  

All team members must follow our ID25 policy (available on BWS/Dan 
Murphy’s Central) that states all persons appearing to be under 25 years 
of age will be asked to produce acceptable proof of age identification. Full 
details on acceptable forms of identification are available on Central in the 
ID Checking Guide. 

 
 
REMEMBER:  When serving always ask yourself – “Could this person be under 25 
years of age?”.  If yes, ask for identification. 
 
If any doubt exists about a person’s age and upon request they cannot produce an 
approved form of proof of age they MUST NOT BE SERVED. 

  
When presented with evidence of age identification, the server must 
 

• Check the date of birth on the identification to make sure the person is 18 years of age 
or over 

• Check the photo clearly resembles the person presenting it (eg nose, chin, freckles, 
moles, glasses, beard etc) 

• Check that the identification is authentic and not fraudulent (ie not tampered with) 
 

TWO SIMPLE RULES TO FOLLOW 
 

“IF IN DOUBT, DONT!!!” AND “NO PROOF NO PURCHASE!!!” 
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11. DOCUMENTS AND REGISTERS TO BE KEPT ON LICENSED PREMISES 
 
 11.1 Documents to be displayed etc. at premises and produced. 
 

 Section 116 (4) of the Liquor Control Act 1988 states – a licensee shall cause to be 
displayed in a readily legible condition and in a conspicuous position in the licensed 
premises – 
 
a) a copy of the licence: and 
b) If section 100 (2a) applies in relation to the premises – a notice displaying the name of 

each person who is supervising and managing the premises and identifying every such 
person as a manager. 
 

Penalty: $2,000 
 
If you require a copy of your liquor licence please contact 
liquorlicensing@woolworths.com.au A template for the Approved Manager sign to be 
displayed at the registers is located on BWS/Dan Murphy’s Central. 

 
A notice in a form approved by the Director of Licensing must be displayed in a readily 
legible condition and in a conspicuous position at or near the front entrance to the licensed 
premises, showing – 
 
a) any name approved under subsection (3); 
b) the class of the licence; 
c) the name of the licensee, followed by the word "Licensee" 
  

 unless the Director otherwise approved. 
 

Penalty: $2,000 
 
If you require a copy of the above entry sign, please contact 
liquorlicensing@woolworths.com.au 
 
Section 116 (1) of the Liquor Control Act 1988 states - A Licensee must ensure a copy of  

 

• any permit that relates to the licence; and 

• the plans of the premises as approved by the Licensing Authority showing the definition 
of the premises; and 

• The House Management Plan; and 

• The House Policy; and 

• The Code of Conduct; and 

• RSA Policy WA 
 

are to be kept on the licensed premises, in the RSA Training Register, at all times unless 
the Director otherwise approves.   
 
If you require a copy of your store plan of any of the above documents please 
contact liquorlicensing@woolworths.com.au 

 
11.2        Incident Register to be kept on licensed premises 
 
A licensee must keep and maintain a register of incidents that take place at the licensed 
premises (refer section 116A of the Liquor Control Act and regulation 18EB of the Liquor 
Control Regulations 1989).  The Regulation states the type of incidents and the information 
that must be recorded in the incident register. 
 

mailto:liquorlicensing@woolworths.com.au
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A licensee must at the request of an authorised officer, make the register available for 
inspection by an authorised officer. 

 
Penalty: $5,000 
 

 Our RSA Incident Register, which has been approved by the Director of Liquor Licensing, is 
available from Pegasus – Reference No. 730944. 

 
10. MAINTENANCE OF LICENSED PREMISES 
 

Section 99 of the Liquor Control Act 1988 stipulates that every licence is subject to the 
conditions that the licensee maintain the licensed premises at a standard that is reasonable 
having regard to the class of licence, the locality and the expectations of the public and to 
keep the premises and all fitting and fixtures in the premises thoroughly cleansed, in a 
hygienic condition and in good repair. 
 

 
11. RESPONSIBLE SERVICE PRACTICES 
 

11.1 PRACTICE 
 
Managers and team members have an obligation to ensure that liquor is sold and 
consumed in a responsible manner.  This means they have a pivotal role in preventing the 
supply of liquor to underage, the sale of liquor to a person purchasing liquor on behalf of an 
underage person, intoxicated persons and in the responsible consumption of liquor by their 
customers. 
 
The education of consumers to minimise harm or ill health caused, or due to the use of 
liquor can be encouraged by managers and team members by:- 
 

• Displaying company initiatives such as ‘ID25’ and ‘Don’t Buy it for them’. 

• Supporting the Department of Local Government, Sport and Cultural Industries 
Responsible Promotion of Liquor Policy. 

 

11.2 MANDATORY TRAINING 
 
It is a requirement of the Liquor Control Act 1988 that any person engaged in the sale, 
supply and service of liquor on licensed premises in Western Australia must complete 
responsible service of alcohol training.  

The Licensee and Approved Manager are required by law to complete an accredited liquor 
course providing them with an acceptable level of knowledge of Liquor Licensing 
Legislation and Responsible Server Practices (MLP1 course).  All team members must 
complete the Responsible Service of Alcohol course.   

If you require team members to complete RSA training or managers to complete the 
MLP1 course, please submit a request via Success Factors. 

 

11.2a Responsible Service of Alcohol Training Register 

i) A licensee must keep and maintain a register that records, in respect of a team 
member or person engaged for the purposes of supervising or service of liquor at 
the licensed premises, the information contained in the Liquor Control Act, section 
103A(b) and regulation 14AG of the Liquor Control Regulations. 

 
ii) The licensee must also keep a copy of the RSA certificate and other qualification 

such as MLP1 certificate of all team members working in the liquor store.  The RSA 
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training register form must be located at the front of the register and all sections of 
the form completed for all team members working who hold an RSA certificate and 
work in the liquor store. The register must be available for inspection as requested 
by an authorised officer. 

 
Penalty:  $5,000 
 
11.3 COMMUNITY CHARTER & RSA POLICIES 
 
 Our goal is to be Australia’s most responsible drinks retailer by encouraging responsible 
drinking practices. As community members, we are totally committed to the wellbeing and 
safety of our neighbours. 

 
Our Community, Our Commitment is a charter that outlines to our customers what we’re 
doing as a business to be Australia’s most responsible drinks retailer.  

 
A number of RSA Policies have been developed to assist team members with service to 
customers in our liquor stores.  The following policies are available for Team members to 
view on BWS/Dan Murphy’s Central:   

 
- ID 25    - Intoxication   - Regulator Visits 
- School Uniform   - Secondary Supply     
- Approved Manager Responsibility   

 
12. IN-HOUSE TRAINING 

 
All team members who are employed by BWS/Dan Murphy’s undertake “Induction” before 
and after they commence working in our stores.   
 
“Induction” covers the following areas  
 

• Company Policies e.g. employee conduct, safety awareness 

• Employment Benefits and Conditions e.g. Team discount card, Training and 
Development 

• Loss Prevention Issues e.g. Internal and External Theft. What to do in a security 
emergency. 

• Safety and Health Policy and Practices e.g. company safety code, risk management 

• Hazards e.g. What hazards to be aware of, Personal and Store hazards 

• Reporting an Accident 

• First Aid 

• Selling Regulated Products 
 
Reminders are delivered to all team members twice yearly regarding their responsibilities 
relating to the Responsible Service of Alcohol as well as communications from the 
Licensing Team notifying stores of legislation changes as they arise. 

 
 

13. CUSTOMER COMPLAINTS 
 
The procedure for responding to a customer complaint is: 

• Attend to complaint immediately. Where possible complaint to be dealt with at store 
level, by either team members or the store manager. 

• If the complaint cannot be dealt with at store level, then the Area Manager or Regional 
Manager must be notified immediately. 

• At all times the customer must be notified of the action taken in relation to the complaint 
and must be kept informed of the progress of the complaint until it has been completed. 
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RSA Policy - WA

The liquor store ‘RSA POLICY’ is a reflection of our community charter � Our
Community Our Commitment. As community members we are totally committed to
the wellbeing and safety of our neighbours. Our team members are trained to provide
responsible service of alcohol and to ensure that our licensed stores are operated in
a way that does not result in a negative impact on the communities that we serve.
__________________________________________________________________________________________
Scope
This policy applies to every person who works for Endeavour Group in Western
Australia.

Policy Principles
This policy should be a constant reminder to all team members of their obligations
and they must always:

● Ensure that persons under 18 years of age do not purchase liquor or have
liquor purchased on their behalf.

● Follow our “ID 25” policy.  Acknowledge and greet the customer, make eye
contact, engage in conversation, assess the customer.  Always ask yourself
“Does this person look under 25? � If yes ask for I.D.  REMEMBER ‘DON’T
GUESS, ASK’.

● Ensure all team members are aware of the following:
○ what approved forms of identification are acceptable in your state or

territory
○ what features to check when presented with proof of age identification

to ensure the person is 18 years or over and that it is genuine and has
not been tampered with

○ if the person cannot produce an approved form of proof of age
identification, then the sale must be refused.  REMEMBER ‘NO PROOF
NO PURCHASE’.

● Ensure that liquor is not sold or supplied to a person who is in a state of
intoxication.  Follow our ‘Intoxication’ policy. In assessing whether a person
may be intoxicated, as a guideline the following should be considered;

○ whether their speech is slurred or slow
○ whether their breath smells of alcohol
○ whether they have difficulty walking, standing, with their co‐ordination

or moving
○ whether they have difficulty understanding you, answering questions

or asking for their intended purchase.
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● If you believe the person is intoxicated, you must ask the person to leave the
premises.

● Be conscious of Secondary Purchase situations.  Follow our ‘Secondary
Supply’ policy � Don’t Buy for Them. Be alert to groups of young persons both
inside and (where possible) outside the licensed premises, for the purpose of
preventing the supply of liquor by an adult to underage persons.    Secondary
Supply also applies to an adult supplying alcohol to an intoxicated person.

● Follow our ‘School Uniform’ policy.    Young people wearing school uniform in
our store should be politely refused service even if they can demonstrate they
are over 18.  This policy relates to community image and heightened concerns
over secondary supply.

● Ensure that all team members who work in the Liquor Store are properly
trained in responsible service of alcohol and hold an RSA certificate.  A copy
of their RSA certification must be held in the RSA Training Register on the
premises.

● Ensure that there is an Approved Manager on the premises at all times the
store is trading.

● Ensure that the RSA incident register is maintained. Consistent use of the
register shows that our team members understand their responsibilities.

● Ensure that all required regulatory signage is prominently displayed at all
times.

● Ensure that only persons 18 years of age or over sell or supply liquor.
● Ensure that liquor is not consumed on the licensed premises except during an

authorised and supervised tasting.
● Ensure that liquor is not sold or displayed outside the licensed premises.
● Ensure that a range of low alcohol and non–alcoholic products are available for

purchase.
● Ensure that potential problems are identified and steps taken to avoid serious

situations.

● �Definitions:]
○ �Team Member means an employee of Endeavour Group (as defined

below)]
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○ �Endeavour Group means Endeavour Group Limited and its related
entities in Australia, New Zealand and Hong Kong]

Document changes This document may be changed at any time,
and does not form part of any team
member’s contract of employment.

Version 1.1

Document Owner RSA and Licensing Manager

Effective Date 03/02/2022

Next Review Date February 2024
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ID25 Policy

Endeavour Group has numerous obligations to ensure and facilitate the Responsible
Service of Alcohol (RSA) which includes not selling or supplying alcohol to people
under the age of 18. There can be serious personal and business consequences for
non-compliance with RSA obligations and related internal processes.

The ID25 Policy was introduced to assist teams in screening a wider range of people
because some minors (people under the age of 18� look older than they really are. It
is also about educating our customers that they will be asked for identification if a
team member thinks they are under the age of 25.

Scope

This policy applies to:
● every person who works for Endeavour Group;
● every customer, every time they enter into one of our stores;
● every delivery driver, every time they enter into one of our stores to collect a

customer order; and
● every purchase of alcohol, ‘alcohol-like’ products and purchases of tobacco.

‘Alcohol-like’ products
As customers' drinking habits change we have seen an increase in non-alcoholic
beverages. For the purposes of this policy, we consider these to be ‘alcohol-like’
products as they are often similar in type, name, brand and/or packaging to a product
containing alcohol. Examples of these products include (but not limited to)
non-alcoholic wine, beer and spirits. ‘Alcohol-like’ products do not include products
such as soft drinks, mixers and snack products i.e nuts and chips. Endeavour Group
takes its commitment to the community seriously and as such will not sell an
‘alcohol-like’ product to any person who is under the age of 18.
___________________________________________________________________________________

Policy Principles � Customers

If you believe a customer looks under the age of 25, you must ask for identification.
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Record the ID check either through:
- The point-of-sale �POS� if the check is completed at time of purchase; or
- in the RSA Incident Register if the check is completed on the shop floor and/or

when there is a group of young people.

REMEMBER� If a customer cannot provide you with acceptable identification to
prove they are not under the age of 18, you must refuse to serve them - NO ID, NO
Purchase.

Always enter all refusal of service incidents in the RSA Incident Register.

For more guidance on applying ID25 and checking ID, see the ID Checking Guide
available here.

Policy Principles � Online Delivery Drivers

As with customers, if you believe a delivery driver picking up an online order looks
under the age of 25, you must ask for identification.

If a delivery driver cannot provide you with acceptable identification to prove they
are not under the age of 18, you must refuse to hand over the online order. If the
driver is able to produce their ID (i.e. they retrieve it from their car and return to the
store), hand over the order to the driver once the driver’s age has been verified.

Always enter all refusal of service incidents in the RSA Incident Register.

Note:
● You are only required to ask for ID from a delivery driver if they look under the

age of 25, otherwise follow the process of requesting the driver app to
validate that the order number matches.

● Where refusal to hand over the order has occurred, you must rebook delivery
for the customer via the Customer Hub on 1300 722 720 �Option 2�. It is
important to minimise the impact to online customers in these instances.

___________________________________________________________________________________

This document is not to be copied or edited in any way. There is no requirement to print this document; it should be viewed
online as required to ensure it is the most recent version. Last updated 29 June 2021

Page 2 of 3

https://docs.google.com/document/d/1IlUtq0zB7xkH8qfKQQYviHykg6cO2ilxSxWpg6M2k4Q/edit?usp=sharing


The ID25 Mystery Shop Program
The ID25 Mystery Shop Program is intended to give stores a moment in time example
of how the ID25 Policy is being applied and to ensure team members are following
the ID25 Policy.

● Each brand within Endeavour Group has their own process for managing
in-store ID25 Mystery Shop results. These can be located internally through
your brand's Learning Library.

● A similar mystery shop program is also completed for our online channels with
delivery partners assessed to ensure ID25 is applied at the point of delivery.

Document changes This document may be changed at any time,
and does not form part of any team
member’s contract of employment.
Version 5.0

Document Owner RSA and Licensing Manager

Effective Date June 2021

Next Review Date June 2023

___________________________________________________________________________________
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Buying Charter Principles – “Here’s what we sell”

We pride ourselves on our range and the quality of what we have on sale. But there’s some drinks and products we won’t stock.

Endeavour Group acknowledges that the sale and consumption of alcoholic beverage products brings with it considerable responsibilities. 
While we believe that alcohol consumption is ultimately an issue of individual responsibility, as a responsible retailer of alcoholic beverages, 
we abide by a strict buying charter which provides guidance to our buyers and our suppliers when they are making ranging decisions. Our 
aim is to lead the industry, beyond legal compliance, to a position of best practice self-regulation and to ensure that our business adds 
value to communities rather than creating harm. 

Any alcoholic, alcohol branded, and alcohol-like products (e.g non-alcoholic spirits) submitted for ranging must first be benchmarked 
against the Buying Charter. The following guidelines will help you to understand the principles of the Charter. If you have any doubts about 
whether a product is compliant, the decision should be referred to the Head of Merchandising and Customer Value  in the first instance, and 
if it cannot be resolved, escalated to the EGL Head of Sustainability and External Affairs.

Some parts of the country also impose additional restrictions due to licence conditions or local liquor accords. Please contact the EGL 
Licensing Support team for more information.

mailto:liquorlicensing@edg.com.au
mailto:liquorlicensing@edg.com.au


Unacceptable Product Examples
Principle Relevant Questions Example Unacceptable Products

Principle 1: Appeal to Minors

The product should not have the potential to 
appeal to minors. [It may still have broad appeal 
to the population, but cannot have strong 
and/or specific appeal to children]

• Does it use illustrations or cartoon 
characters?

• Does it use child-related names?
• Does the packaging feature childish fonts, 

themes or design motifs?
• Does it feature real or fictional people 

associated with children?
• Does it play on special children's events, 

celebrations, or sporting activities?

Principle 2:  Looks like a non-alcoholic product

The product should not have an appearance 
that could potentially lead to confusion with 
confectionary, soft drinks, or other 
non-alcoholic beverages.

• Does it feature images of fruit or lollies?
• Does it leverage branding traditionally 

associated with confectionary?
• Does it use confectionary or soft drink 

intellectual property for packaging e.g. 
replicate the soft drink bottle shapes?

• Does it use the names for soft-drink, tea, or 
other non-alcoholic products without strongly 
signalling its alcoholic nature?

Aurora Fairy 
Floss Vodka

Juicebox 
IPA

Lemon Ed 
Lemonade

Little Fat 
Lamb 
Cider



Unacceptable Product Examples
Principle Relevant Questions Example Unacceptable Products

Principle 3:  Unclear Description

The product should not have an appearance 
which may lead to confusion about its alcoholic 
nature or strength.

• Is it immediately obvious that it contains 
alcohol?

• Does it clearly use words associated with 
liquor such as beer, wine, vodka or whiskey?

• Does it imply that it is less intoxicating than 
other similar products?

Principle 4:  Drug Association

The products should not draw any association 
with drug culture, narcotics or other illicit drugs 
or drug paraphernalia.

• Does it imply a drug association through 
name, packaging or use of imagery?

• Does it mimic containers or shapes 
associated with drugs e.g. syringes or other 
paraphernalia?

• Does it trade off drug related cultural 
references e.g. slang names for drugs?

The Holiday 
Hangover

Heavy Water 
(subsequently ranged 

after modifications 
were made)

Crack Ice 
RTD

Bong VodkaBeer Bong

Jelly Belly Draft 
Beer



Unacceptable Product Examples
Principle Relevant Questions Example Unacceptable Products

Principle 5:  Irresponsible Consumption

The product should not encourage excessive 
or immoderate consumption such as binge 
drinking, drunkenness or drink-driving.

• Does it promote itself as a ‘party’ drink?
• Does it reference drinking games?
• Does it trade on its intoxicating effect?
• Does it suggest that it’s safer for drivers?
• Does it encourage rapid consumption?
• Is it an ‘all in one go’ product?
• Does it encourage constant ‘topping up’?

Principle 6:  Promotion of violence or 
anti-social behaviour

The product should not suggest any 
association with dangerous, violent, 
aggressive, or anti-social behaviour.

• Does it use imagery or names associated 
with the military, explosives or weaponry?

• Does it use cultural references associated 
with violence or gang culture?

• Does it encourage, either through names or 
language the suggestion of challenging, 
bravado or daring behaviour?

Test 
Tube 
Shots

Killer
Tommy Gun 

Vodka
Kalashnikov 

Vodka

Beer 
Bands

Drunk 
Fish 
Beer

Bacchus 
Shot 

Bucket



Unacceptable Product Examples
Principle Relevant Questions Example Unacceptable Products

Principle 7:  Misleading Messages

The product should not suggest that 
consumption can lead to social, work, sporting 
or sexual success or popularity.

• Does it imply that consumption might  
improve social status?

• Does it trade off an ingredient that has an 
association with sexual or sporting 
performance?

• Does it feature sporting or sexual images?

Principle 8:  Offensive Material

The product should not feature imagery or 
language that could be deemed offensive on 
cultural, religious, ethnic or gender grounds.

• Does it show images that play to a 
stereotyped perception?

• Does it show or use images that could be 
considered demeaning to women or a 
particular group of people?

• Does it discriminate a person’s age, disability, 
employment, gender, marital status, physical 
features, political beliefs, race, religion, or 
sex?

Sexual 
Chocolate 

Beer

Bitch 
Wine

Mad 
Housewife

Skinny Blonde 
Beer

Good 
Times 
Beer

Suck & 
Blow 
Shots

Turn On



Unacceptable Product Examples
Principle Relevant Questions Example Unacceptable Products

Principle 9:  False Benefit

The product should not suggest that any 
therapeutic, physical or mental health benefit 
can be obtained by consumption.

.

• Does it make claims in relation to certain 
ingredients?

• Does it contain stimulants?
• Does it contain herbal ingredients?
• Consider statements of fact vs. promotion of 

claims
•What proof is provided for any claims made?

‘V’ RTD
Magnum 

Tonic 
Wine



How to use the Buying Charter
Suppliers are encouraged through our supplier portal to firstly self-assess their product ahead of submission: https://partnerhub.woolworthsgroup.com.au/s/ , however, 
merchandisers/buyers should still assess each product submission against the principles of the Buying Charter.

In principle, if you believe that the product being evaluated would constitute a major breach of any of these guidelines it should not be ranged in EGL stores or online.  
However, we do appreciate that many areas can be interpreted subjectively which is why this charter is designed to guide common sense decision-making rather than 
serve as a definitive rulebook. 

When a product is submitted for ranging you need to evaluate it against the charter.  Take a close look at the branding, colours, fonts, packaging, marketing collateral 
and ingredients. 

It is important that you do not use precedents of products currently or previously ranged in order to make your decision.  A product ranged with a competitor does not 
automatically make it suitable for our business.  If you take a decision to range a product without consultation, you should be aware that this charter will still apply, 
which may result in some products being delisted if they are deemed to breach the guidelines. The final arbiter of any ranging disagreement will be the Managing 
Director, Endeavour Group Limited.

This Buying Charter is consistent with the ABAC Responsible Alcohol Marketing Code (http://www.abac.org.au/) to ensure that products and their marketing is in line 
with prevailing community standards. It is recommended that all packaging is submitted and receives approval from ABAC. 

Administrative Process

It is increasingly important for us to have a clear, traceable and documented process for any decision based on ethical assumptions. 

Business teams should ensure that all product submissions are checked against the charter.  

Any new line submissions rejected as a result of the charter need to be logged and provided to the EGL Licensing Support team for sharing and to improve learnings 
across the Group. 

Merchandisers and Buyers should also be aware that Australia operates under 8 different liquor licensing regimes, has a number of high-risk designated areas, and local 
liquor accords, which also regulate product ranging. In nearly all instances, this Buying Charter will cover those requirements, but please contact the EGL Licensing 
Support team if you need further guidance.

https://partnerhub.woolworthsgroup.com.au/s/
http://www.abac.org.au/
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