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ADVERTISING
SERVICES

the use of this contract, as demonstrated by the WALGA Member 
savings achieved which have exceeded $1.7 million per annum for 
the past three years.  

Advertising undertaken by Local Governments is critically important 
to help keep people informed and updated on what’s happening 
in and around their local communities. The advertising can vary 
significantly in nature ranging from small local notices on roads, 
rubbish collections and libraries, and statutory notices, right through 
to large integrated campaigns around destination marketing. 

Due to the ever-changing media landscape, it is vital Local 
Governments make informed decisions on their channel placement 
in a cost-effective manner.

As demonstrated by the services profiled in this Buyers Guide, the 
range of media available are both extensive and integrated.

The major benefits of the media agency services arrangement with 
Marketforce are:

•	 �Using the full potential of the sector’s collective advertising spend 
to negotiate preferential rates and terms with media outlets.

•	 �Delivery of significant discounts in advertising rates to Members. 
From 2015 - 2019, these savings were around $4 million.

WALGA  
GROUP

Following a rigorous tender 
process, WALGA is pleased 
to continue our strong 
relationship with Marketforce. 
Their knowledge of the Local 
Government sector and its 
advertising requirements 
is second to none and we 
look forward to evolving the 
contract over this new term to 
achieve the greatest benefit for 
WALGA Members. 

The aim of the tender is to 
maximise the value of the 
Local Government sector’s 
total annual advertising spend 
through collective purchasing. 
The ability to secure whole of 
sector media rates predicated on 
the collective Local Government 
spend is heavily influenced by 

WALGA is pleased to partner  
with Marketforce for a new  
generation of Local Government  
Group Advertising Services. 



??? 3

In
 t

h
is

 g
ui

de
•	 �Access to media discounts 

to support whole of sector 
promotional and advocacy 
campaigns.

•	 �Allocation of an in-kind 
contribution of free media 
space for the sector, which 
can be used for initiatives 
such as the monthly WALGA 
President’s Column in The 
West Australian newspaper.

All Members have access to the 
discounted local government 
advertising rates available across 
media channels detailed in this 
Guide. In order to receive a quote 
on any advertising request, 
whether it be a one-off insertion 
or a fully planned campaign, local 
government staff are encouraged 
to login to Marketforce’s online 
booking system (ADSplus). 

INTRODUCING MARKETFORCE	 4

DIGITAL ADVERTISING	 6
PRESS ADVERTISING
Seven West Media	 12
Community Newspaper Group	 14
Perth Suburban Newspapers	 16
West Regional Newspapers	 18
WA Regional Press Network	 19

ONLINE RECRUITMENT ADVERTISING
SEEK	 20
Indeed	 21
LG Assist	 21
LG Net	 21
Careerone	 21

RADIO ADVERTISING
Nova 93.7	 22
Hit 92.9	 23
Mix 94.5	 23
96FM	 24
6PR	 24

TV ADVERTISING	 25
OUT OF HOME ADVERTISING
Large Format / Billboards	 26
Transit / Bus	 27
Airport	 28
Rail / Train Stations	 29
Bus Shelters	 30
Retail / Shopping Centres	 31
Ads on Wheels	 32
CINEMA ADVERTISING	 33
OTHER ADVERTISING	 34
ADSPLUS	 35

Your assigned Account 
Manager will access these local 
government rates and provide a 
detailed cost estimate itemising 
the media involved, insertion 
dates, sizes of adverts as well 
as the rates involved. All quotes 
are provided to Members for 
approval prior to the booking and 
placement of the advertising.

Members are encouraged  
to contact WALGA’s Business 
Development Manager,  
Andrew Blitz, with any  
questions about the contract 
on (08) 9213 2046 or by email: 
ablitz@walga.asn.au

WALGA invites all Members 
and Associate Members to take 
full advantage of the benefits 
that are available for the unity 
and strength at whole of Local 
Government sector level, leading 
to the impressive outcomes that 
this Contract offers.

   WALGA INVITES ALL MEMBERS  
	    AND ASSOCIATE MEMBERS 
       TO TAKE FULL ADVANTAGE 
                 OF THE BENEFITS THAT 
    ARE AVAILABLE THROUGH OUR   
          ARRANGEMENT WITH 
                 MARKETFORCE AND OMD. 

NICK SLOAN 
CHIEF EXECUTIVE OFFICER 

WALGA



WELCOME TO 

Your Local Government Marketing Agency
Marketforce offers all WA local councils a comprehensive 
marketing service that delivers results every time.

Over the past 20 years, Marketforce have been the preferred 
supplier for WA Local Government in the provision of 
advertising and marketing services. 

MARKETFORCE SERVICES:
•	Strategic Planning

•	Design & Artwork 
Production

•	Social Media Management

•	Content Marketing & 
Production (Flare)

We have a dedicated team to service and support all Local 
Government councils. People who know and understand 
the specific requirements of Local Government.

In July 2019, Marketforce was successful in its re-
appointment as the agency responsible for managing 
and administering the WALGA Group Advertising 
Services contract. This contract is an integral part of the 
Marketforce relationship with WA Local Government as all 
councils are encouraged to plan and buy their advertising 
through this centralised arrangement. 

All WALGA members enjoy special discounted local 
government advertising rates and various benefits from 
state, local and regional media channels that provide 
genuine value for money. These advertising channels 
include newspaper, television, radio, cinema, online and 
outdoor media.

Where required, Marketforce works closely with media 
buying partner OMD, to deliver comprehensive media 
planning and buying solutions across all channels. In 
addition to this, Marketforce offers discounted rates on a 
comprehensive range of creative and production services 
for any marketing initiatives. These services include:

•	strategic planning 
•	design and artwork production
•	digital development including websites 
•	social media management and 
•	a dedicated content marketing division known as Flare.

For more information on the range of services available 
through Marketforce, please contact your Marketforce 
team member detailed on the following page.

MARKETFORCE
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THE MARKETFORCE TEAM

MARKETFORCE CLIENT SERVICES DIRECTOR  
9216 2023 
bhaseldine@marketforce.com.au

SENIOR CLIENT  
COORDINATOR  
9216 2015 
yrayner@marketforce.com.au

CLIENT COORDINATOR  
9216 2005 
itranchita@marketforce.com.au

OPERATIONS MANAGER  
9216 2014 
hjennings@marketforce.com.au

BRAD HASELDINE

YESSY RAYNER ISABELLA TRANCHITA

HELEN JENNINGS

SAMANTHA MARX-KUMAR 
DIGITAL ACCOUNT MANAGER

TAHLYA BROWN 
DIGITAL ACCOUNT EXECUTIVE

DIXIE MARSHALL 
HEAD OF FLARE

CRAIG SADLER 
HEAD OF OPERATIONS

THERESE HARRIS 
FINANCE SUPERVISOR

MICHAEL BARRATT 
SENIOR FINISHED ARTIST

BRANDON CALDER 
FINISHED ARTIST

CHRIS ANDRAWES 
DIGITAL LEAD

BEN DERHAM 
LEAD FRONT END DEVELOPER

JUSTIN BORROMEI 
ART DIRECTOR

BRANDON PIGGOTT 
COPYWRITER

 5



DIGITAL  
ADVERTISING

SOCIAL
A significant portion of the population 
are using social media platforms every 
day, with Facebook and Instagram 
being the two largest platforms used. 
These platforms can capture users’ 
data, which is used to more accurately 
target audiences with paid ads that 
are more relevant to them.

These ads can come in various types 
of formats to suit the campaign, 
including video, static posts and 
carousels (multiple images you swipe 
through). These ads then show up 
in people’s newsfeeds and allow the 
user to click through to a website or 
microsite.

Depending on the type of ad and the 
targeting overlayed, social media can 
help to provide awareness, engage 
the audience, maintain brand affinity 
and loyalty and help boost website 
traffic. 

These ads are bought on a variable 
cost-per-click, cost-per 10 second 
video view, or a cost per thousand 
impression basis (depending on the 
campaign objective). 

WE OFFER A VARIETY OF DIGITAL ADVERTISING SOLUTIONS FOR 
CLIENTS OF A BROAD RANGE, ALLOWING THESE CLIENTS TO 
REACH CONSUMERS WHOSE ONLINE BEHAVIOURS CAN BE QUITE 
FRAGMENTED ACROSS MULTIPLE PLATFORMS. 
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SOCIAL MEDIA MANAGEMENT
At Marketforce we appreciate the role paid 
social media plays in gaining new followers, 
increasing reach and engagement. We believe it 
is important to mirror your marketing strategy 
and brand elements in your social media, to give 
a consistent message and to grow an engaged 
audience. 

We offer different management packages  
and we can tailor to suit your needs as well.  

Based on different business objectives and 
budgets we can offer the following services, 
although not limited to:

- Auditing current social media platforms

- �Creating and implementing a social media 
strategy

- Preparing a content plan 

- Scheduling posts

- Responding to comments / messages online

- Reporting analytics

- Social media training

We are happy to be your social media team, 
lead your social team, work with your social 
team or give a session on best practice.

WE FOCUS ON REACHING THE CORRECT TARGET AUDIENCE THROUGH MANY TYPES OF  
TARGETING LIKE DEMOGRAPHIC, BEHAVIOURAL, CONTEXTUAL, PURCHASE BASED AND 
COMPETITOR TARGETING. IN ADDITION, WE ALSO OFFER RETARGETING TO CONSUMERS, 
DEVELOPING CUSTOM AUDIENCES AND IMPLEMENTING LOOKALIKE MODELLING. OVER  
THE FOLLOWING PAGES ARE SOME OF THE MANY WAYS WE CAN HELP REACH YOUR AUDIENCE.

DIGITAL ADVERTISING 7

LinkedIn screen 
shot to come
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SEARCH
Search is the #1 online source of information. Paid 
Search ads appear above organic search results 
and are accessible through Google AdWords. 
They look very similar to organic search results, 
so are often clicked on and viewed as a trusted 
source of information.

The main objective of paid search is to be present 
when people are actively searching for more 
information, so it works by bidding on keywords that 
are likely to be searched by the target audience.

Through careful selection and categorisation of 
search terms relevant to your business we can 
grow your website traffic while also geo-targeting 
down to a 1-mile radius. This ensures your ads are 
only shown to the relevant audience.

There is no minimum spend on search ads and 
they’re bought on a variable cost-per-click basis, 
so you are only charged when someone clicks on 
your ad. However, the cost per click does vary by 
industry, competitors and keyword type.

PROGRAMMATIC
Within the digital world programmatic is 
becoming more widely used. Programmatic 
activity focuses on targeting an audience 
rather than a site or network, meaning that 
we’re able to target people with specific 
behaviours and attributes as they interact 
online. Through programmatic buying we are 
not limited to serving ads on specific sites 
but rather have access to thousands of sites, 
which allows us to reach users wherever they 
are. Below are multiple types of programmatic 
activity that we can implement.

Location Behaviour Gender Keywords/
Interest

Age

THE MAIN OBJECTIVE OF PAID SEARCH IS TO BE 
PRESENT WHEN PEOPLE ARE ACTIVELY SEARCHING 
FOR MORE INFORMATION, SO IT WORKS BY 
BIDDING ON KEYWORDS THAT ARE LIKELY TO BE 
SEARCHED BY THE TARGET AUDIENCE.



DISPLAY
Display advertising primarily works to deliver 
awareness, making its main objective simply to be 
viewed. However, display ads can also be a great way 
to deliver website traffic as they’re clickable and often 
include a strong call to action. 

Online display advertising comes in several forms; banner 
ads, rich media or interactive ads, and short or long-form 
video. These ads aren’t limited to any one website as they 
can be bought to target an audience and not just the 
placement (or website). 

Online video can run as skippable ads on platforms 
such as YouTube, but also as non-skippable ads 
on various websites prior to a user viewing other 
video content. We can target these ads contextually, 
demographically, geographically and behaviourally, 
including retargeting. 

These ads are bought on a cost per thousand 
impressions or a cost per completed view basis. While 
there’s no minimum spend for this type of media, we 
generally do not recommend a spend of under $1,000. 

Homepage Takeover

DIGITAL ADVERTISING 9

DISPLAY ADVERTISING PRIMARILY 
WORKS TO DELIVER AWARENESS, 
MAKING ITS MAIN OBJECTIVE SIMPLY TO 
BE VIEWED.

LEADERBOARD

MREC

HALF PAGE



NATIVE/SPONSORED
These ads run on popular news sites and 
leverage the publications’ trustworthiness 
to promote your content or brand. 

These ads can be targeted contextually, 
behaviourally, geographically and 
demographically, and can direct the user  
to a landing page, content article, blog,  
or website.

Native ads are bought on a variable cost-
per-click, usually ranging between $1-$3 
per click. 

DIGITAL MANAGEMENT FEES
Digital planning fees are charged on top 
of media spend, to cover the time required 
to set up, track, optimise and report on all 
campaigns.

Planning hours are charged at an additional 
$150 per hour – to be quoted upon campaign 
briefing and dependant on scope of work.

NATIVE ADS MIMIC THE LOOK AND FEEL 
OF EDITORIAL CONTENT, BLENDING 
ADVERTISING AND CONTENT IN A 
NATURAL WAY TO DELIVER HIGHER 
CONSIDERATION AMONG CONSUMERS.

10 ADVERTISING BUYERS GUIDE
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DIGITAL ADVERTISING

thewest.com.au & PerthNow combined is the number one WA online 
news destination, expanding on the reach, influence and audience 
profile of The West Australian & The Sunday Times mastheads.

Via its extensive product portfolio, both sites reach qualified 
prospects quickly and cost-effectively, keeping people connected to 
what matters most to them, anywhere, anytime and across any device. 119,445

DAILY UNIQUE 
BROWSERS (AVERAGE)²

MILLION
7.7
MONTHLY PAGE 
IMPRESSIONS¹

1,567,465
MONTHLY UNIQUE 
AUDIENCE¹

Sources: ¹Nielsen Digital Content Ratings 
(Monthly Tagged),  October 2019, People 2+   
²Nielsen Digital Content Ratings (Average Daily 
AU: October 1-31, 2019)

DIGITAL ADVERTISING 11

2,549,278
MONTHLY UNIQUE 
AUDIENCE¹

256,379
DAILY UNIQUE 
BROWSERS (AVERAGE)²

MILLION
22.8
MONTHLY PAGE 
IMPRESSIONS¹
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PRESS 
ADVERTISING

	 SEVEN WEST MEDIA IS WESTERN AUSTRALIA’S BEST PERFORMING  
NEWS-MEDIA NETWORK. THE COMBINED STRENGTH OF THE WEST AUSTRALIAN,  
        THE SUNDAY TIMES, THEWEST.COM.AU AND PERTHNOW REACHES A TOTAL OF  
		  3.4 MILLION PEOPLE EACH MONTH, INCLUDING 8 IN 10 WEST AUSTRALIANS.

Driving the daily news agenda and informing public opinion, through 
a Western Australian lens.

The West Australian offers local government advertisers high 
volume, high value audiences, flexibility, and speed to market.  
The West Australian is a proven performer with the agility and 
resources to create, execute and effectively deliver time sensitive 
campaigns to the public domain.   

The Sunday Times is Australia’s best performing metropolitan 
newspaper and the only metro masthead to increase readership 
over the past year. The Sunday Times offers a relaxed, weekend 
reading environment with  in-depth coverage of the latest news and 
events, plus lifestyle features and sections.

SEVEN WEST MEDIA

West Australians trust advertising in newspapers ahead of any other 
media, and advertising in digital news-media is the most trusted of 
any digital channel.
ADTRUST study. Ipsos 2019 Base: Users of each media. 

MILLION
3 4
PEOPLE READ AT LEAST 
ONE EDITION OF THE 
WEST AUSTRALIAN.

EVERY WEEK

336,000
READERS EVERY 
SUNDAY

+20,000
READERS YEAR- 
ON-YEAR.
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STRONG CONTEXTUAL TARGETING WITH REGULAR WEEKLY SECTIONS
 

Daily (Mon-Fri) Sport, Today, West Business, Employment, West Classifieds

Monday Today, Your Money, Market Place, The Game (seasonal) 

Tuesday Today (including Fashion and Health + Fitness), Ed! (during school terms), Puzzle lift out 
Wednesday Today (including Health + Fitness and Out & About), West Wheels, West Real Estate,  

West Property 

Thursday Today (including Food and Travel)
Friday Today (including Home and Outdoors), Pre Game (seasonal) 

Saturday Play Magazine, Travel, West Real Estate, New Homes, West Wheels, Sport,  
West Business, West Classifieds, Employment, Professional Appointments

 
Sunday STM Magazine, The Sunday Times Guide, Sport, Body & Soul, ReadersMart,  

Motoring, Escape
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COMMUNITY NEWSPAPER GROUP

Local advertising makes sense because residents look to 
Community News platforms for news and advertising that 
affects them personally. The wide scope of Community 
News offers a position of power to local governments, 
who see value in being able to advertise in or across 
publications in order to directly target households within 
their local council boundaries.  

Community News Group has significantly revamped  
their distribution to better service readers and local 
government advertisers. Council news is a key reason 
people read their local Community News platforms, so 
Community News has improved editorial hyper-locality 
aligned with council areas.

Community News occupies a unique position within 
Perth’s media market with their direct connection with 
local residents. It is a highly trusted voice 
and source of information for the people 
of Perth.  

By providing community news that is 
immediately relevant to locals, they 
differentiate themselves from other 
mainstream media outlets because they 
are valued for covering local issues, 
events and news that really matter to 
communities.

The targeted sections provide readers 
with the advertising they’re looking for. 
Early general news provides exposure 
in the front pages of the publications 
alongside the community news that 
residents rely on. What’s On promotes 
local events to encourage community 
engagement and Workplace targets 
receptive jobseekers, with 9 out of 10 
readers surveyed agreeing that they prefer to work 
close to home.

Community News also reach readers anywhere and at 
any time in a portable and user-friendly digital format on 
communitynews.com.au. These digital editions make their 
papers a convenient, accessible and enjoyable read for 
people on the go.

Community News offers targeted distribution in valued 
and locally relevant publications. Speak directly to your 
residents with the mastheads readers trust.

GET TARGETED LOCAL ADVERTISING WITH 
COMMUNITY NEWS PRINT AND DIGITAL  
MASTHEADS ACROSS PERTH. 

LOCAL ADVERTISING MAKES 
SENSE BECAUSE RESIDENTS LOOK 

TO COMMUNITY NEWS GROUP FOR 
NEWS AND ADVERTISING THAT 

AFFECTS THEM PERSONALLY.
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TIMES
1. 	� JOONDALUP TIMES  

Thursday

2.	� STIRLING TIMES   
Thursday

3.	� WANNEROO TIMES   
Thursday

WESTERN	  

4.	� WESTERN SUBURBS WEEKLY  
– CAMBRIDGE & STIRLING  
Thursday

5.	� WESTERN SUBURBS WEEKLY	
Thursday

REPORTER	  

6.	� EASTERN REPORTER  
– BAYSWATER & BASSENDEAN	
Thursday

7.	� EASTERN REPORTER  
– VINCENT & STIRLING 
Thursday

GAZETTE (EAST)	 
8.	� CANNING GAZETTE	 Thursday

9.	� SOUTHERN GAZETTE	Thursday

GAZETTE (WEST)	  
10.	�COCKBURN GAZETTE	

Thursday

11.	� FREMANTLE GAZETTE	
Thursday

12.	�MELVILLE GAZETTE	 Thursday

SOUTH COAST	  
13.	�COASTAL TIMES	  

Wednesday

14.	�SOUND TELEGRAPH*	
Wednesday

*�Managed by  
West Regional Media	  
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PERTH SUBURBAN NEWSPAPERS

Perth Suburban Newspapers are independent of any 
national or multinational media organisations; their 
editorial content is not influenced by any vested 
interests. Their newspapers are owned and operated 
by West Australians who live and work in their 
circulation areas. They have their fingers on the pulse 
of local issues as they happen. They pride themselves 
on this independent approach rather than promoting 
a generic “look” based on style rather than content.

Because of this difference, they have very high, 
loyal readership within their distribution boundaries. 
This high loyal readership is delivered directly to 
advertisers in a credible environment.

Suburban newspapers are increasingly becoming 
important to people who want to know what is 
happening in their own backyards.

Echo Newspapers  
Saturday

Canning Examiner  
Wednesday

Fremantle Cockburn Herald  
Saturday

Melville Herald  
Saturday

Subiaco Post  
Saturday

Voice News  
Saturday

Weekend Examiner  
Thursday

FEDERAL MEMBER FOR BURT
MATT KEOGH MP

A strong voice for 

Perth’s south-east

Unit 2/2808 Albany Hwy, Kelmscott
Ph: 9390 0180         Matt Keogh   

matt.keogh.mp@aph.gov.au
Authorised Matt Keogh MP, Australian Labor Party, Kelmscott
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9KG GAS REFILL $20.00
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11.7.19SEE OUR AD  
ON PAGE 20

Are you considering downsizing, right sizing or a  
lifestyle change to retirement village living?   
•  Conveniently situated close to shops, transport & 

medical facilities 
• Various styles available incl. 1, 2 & 2 1/2 bed options
• Air conditioned comfort provided to all homes.
• Secure parking available
• Tranquil open spaces with BBQ facilities to enjoy

12 Coombe Ave, Armadale   
Monday-Friday  

9497 3200
www.dalecottages.com.au   
  vma@dalecottages.org

We may have just what you’re looking for! To discuss the options 
or to book your obligation free private inspection and Village tour 
please contact us and ask for Caroline or Jessica 9497 3200

Dale Cottages has homes to suit almost every budget, from an affordable $115,000 to $315,000  
under a lease for life arrangement as independent living for 55’s and over in a retirement living setting.

1 BEDROOM 
RENOVATED 
APARTMENT 
$115,000

(example floor plan)

 GST
STAMP DUTYFREE 

Homes Open  
Wednesday  

11am to 2pm

  Celebrating 60 years in 2019   	

W
E11.7.19

A chance encounter with a homeless 
man in the Perth city centre last year 
prompted two sisters to spring into 
action and make hundreds of hand-
made items for those sleeping rough 
on our streets. 

Deb Woods and Linda Skerry drew 
on the skills they learnt in their home 
economics classes in school and 
bought all of the materials needed 
to make a staggering 203 handmade 
bags for homeless people within the 
Armadale district.

The bags have been filled with 
hand made woollen scarves, beanies 
and pillows made by the ladies and 
other items such as a coffee mug, 
toiletries and sanitary items that 
have been donated by friends, fami-
ly and local businesses.

Ms Woods said they are now 
reaching out to local organisations 
to help them distribute the bags to 
those who are really in need in the 
community. 

“The support we have received 

through social media has been phe-
nomenal,” she said. 

“We are so grateful to all that have 
helped us out, especially Marlene 
Pereira who taught me how to sew 
and Rachel Payet for giving me a 
sewing machine after mine broke 
down.”

Member for Armadale Tony Buti 
said homelessness is an issue in 
many areas of Perth and Armadale 
is not excluded from the problem. 

“Twenty years ago there was no 
visible homelessness in Armadale 
and there is obvious visible home-
lessness in Armadale now, or people 
that are close to the brink,” he said.

“It is a very complex issue that I 
think governments of all persuasion 
have to work together to try and rec-
tify. 

“Everyone should have a roof over 
their heads.”

The sisters will be visiting Memo-
rial Park tonight to distribute the 
bags with the assistance of not-for-
profit organisation Street Chaplains. 

• By Chloe Vellinga 

Sisters Deb Woods and Linda Skerry with their homemade donations for the 
homeless. Photograph — Aaron Van Rongen.

Saviour
sisters
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Rossmoyne resident, Professor Phil Bland, along 
12 researchers and engineering students from 

Curtin University, have accomplished a rare 
feat, building their own pocket-sized 

satellite.
The mini satellite will go on two 

missions and the Space Science 
and the Technology Centre 
is preparing for a sub-orbit-
al launch from the United 
States of America in the next 

few months.
It will also be launched on a 

re-supply rocket to the Inter-
national Space station to be re-
leased into orbit next year.

It is known as a ‘CubeSat’ 
which is  a common type of 
mini satellite that has been 
used exclusively in low 
Earth orbit for more than 
15 years.
Professor Phil Bland has 

an extensive amount of ex-
perience in the fi eld and he 
continues to work in science 

teams for a number of space 
missions. 

According to Bland, the mini satel-
lite has limited capabilities in space 
and some power constraints but min-
iaturisation helps with this to some 
extent. 

“They’re usually used for one specifi c job, with 
one payload, “he said.

“Having everything on a single circuit board means 
there is more room for what the satellite is carrying.

“Which in this case will be a camera that will cap-
ture beautiful images of Australia taken from orbit.” 

Bland and his team want to focus on developing 
the right technology for capable mini satellites rath-
er than building much larger (100kg) satellites.

“Anything in space is very high profi le,” he said.
“So you can have a very visible success or failure.
 “I think even aiming at a space capability gives 

folks a bit of a boost.”
Professor Bland said he had a wonderful experi-

ence working with the students and the team consid-
ering this is Curtin’s fi rst spacecraft.

“Personally I’m really chuffed from the point of 
view of the students.

“Students can come to Curtin to do engineering 
and know that they might end up working develop-
ing space craft as part of their degree.”

The project is part of a larger program called ‘Bi-
nar’ after the Noongar word for ‘fi reball’, which 
aims to advance both WA industry and research.

The aim is to build up the State’s space engineering 
capabilities and eventually fl y a WA mission to the 
Moon. 

Curtin University Vice-Chancellor Professor Deb-
orah Terry congratulated SSTC Director Professor 
Phil Bland and his team on the achievement.

“The fact that a major international space explora-
tion organisation, such as the European Space Agen-
cy, has agreed to partner with Curtin on this project 
is a tremendous endorsement of the high calibre of 
scientifi c expertise we have at our Space Science 
and Technology Centre,” Professor Terry said. 

Curtin University’s Space Science and Technology Centre (SSTC) Director Profes-
sor Phil Bland with the mini satellite. Photograph — Richard Polden.

• By Geraldine Alphonse

Our very own 
rocket man

G.X.R Plumbing & Gas
FOR ALL YOUR PLUMBING NEEDS CHECK OUT OUR AD ON PAGE 7
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 T&T JEWELLERS since 1983
Jeweller on Premisess

Watch Batteries Fitted
Rolex Omega Repairs

Shop 27 Park Centre
789 Albany Highway
East Victoria Park
Ph: 9355 1692
We are near Kmart

Jewellery Custom Design

CANNINGTON DENTAL CENTRE

Unit 5, 1341  
Albany Highway 
Cannington, WA, 6107

P: (08) 9458 8646
F:(08) 9458 8656 

Darren Chai B.D.Sc(WA)  
Barry Daniel B.D.Sc(WA) Tessa La Mela B.D.Sc(WA)
May Lam B.D.Sc(WA)  Kevin Yeow B.D.Sc(WA)

YOUR VALUED APPOINTMENT/S 
HAVE BEEN RESERVED  RAY 

CANNINGTON  
DENTAL

Cannington Dental on 
(08) 9458 8646

 

ALBANY HWY

Evening Dental  Appointments • Fr iendly Dental  Staff

Unit 2, 1341 Albany Hwy Cannington, WA 6107

P. (08) 9458 8646 I F: (08) 9458 8656

Darren Chai B.D.Sc. (WA)

Jeffrey Yong B.D.Sc. (WA)

Elisabeth Staer B.D.Sc. (WA)

Grace Gilbert B.D.Sc. (WA)

Vanessa Ho B.D.Sc. (WA) 
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Byford Skin 
Cancer Clinic

All skin checks bulk-billed

For an appointment ring
9525 1133

Byford Medical Centre
4 Clifton Street, Byford

Dr Buters has accreditation as a Skin Cancer Doctor

W
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170 Great Eastern Highway, MIDLAND
Ph 9274 5699   Fax 9274 0682

www.engelworld.com.au

• SALES • SERVICE 
• PARTS • REPAIRS

Engel MR40F
38 Litre Eclipse Portable

Fridge/Freezer
Reliability, performance, efficiency & quality at an  
affordable price. The Sawafuji Swing Motor in a 

polypropylene 38 litre cabinet. Features include Built-in 
Tri-Voltage 12/24 volt DC and 240 volt AC. Reversible lid. 

Comes complete with both DC and AC cords.
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Greg’s

SAME FRIENDLY TEAM, 
GREAT NEW OFFERS
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LENNARD GARDENS

RAILWAY PARADE

GREAT EASTERN HIGHWAYGreg’s  
Discount  

Drug Store 
Midland

243 Great Eastern Hwy, Midland
PH: (08) 9274 1455

gregs@gregsmidland.com.au
OPEN 7 DAYS - 7:30am to 9pm
Including all Public Holidays

PREVIOUSLY GREG’S DISCOUNT CHEMIST MIDLAND

Call Paul or Aaron on 0412 900 145 or 9454 5762

email: paul@reticland.com.au

• CABLE LOCATION SERVICE
• DESIGN
• INSTALLATION
• MAINTENANCE

• PUMPS • SALES • SERVICE • MAINTENANCE

BORES
INSTALLATION
& SERVICE

36 years experience
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9295 0955
10 Wandeara Crescent, Mundaring Trade Centre

•  New car servicing
•  Fuel injection service
•  All mechanical repairs
•  Brakes & clutch
•  Lube servicing

AutomotivesROHAN FOX
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LIAM DUCEY

TWO major Swan Val-
ley organisations have 
backed the City of 
Swan’s plan to change 
the local planning 
scheme of the Swan 
Valley Rural Zone, a 
change that will effec-
tively place a ban  on 
roadhouses, taverns and 
places of worship.

The move comes as 
one of the  ercest oppo-
nents to the change took 
aim at Swan Valley/
Gidgegannup council-
lor and chairman of the 
Swan Valley Planning 
Committee, Charlie 
Zannino.

At Wednesday night’s 
agenda forum, four 

deputations were made 
on the item, with Swan 
Valley Ratepayers and 
Residents Association 
president Howard Daw-
son and Swan Valley 
Tourism Alliance vice 
chairman Alain Gaudet 
speaking in favour of 
the move.

Mr Gaudet said the 
Swan Valley was at 
breaking point and 
needed immediate pro-
tection.

“This is long over-
due,” he said

“Adopting the recom-
mendation of the Ko-
belke Report will allow 
the council to align itself 
with the Swan Valley 
Planning Committee and 
also Western Australian 

Planning Commission. 
“Proposed develop-

ments that do not have 
traditional rural activi-
ties such as agricultural, 
viticultural, horticul-
tural or equine pursuits 
need to be curtailed im-
mediately.

“Times have changed 
and the pressure on 
the Valley has reached 
breaking point, the 
number of proposed 
large developments…
is considerable and our 
members have made 
it quite clear the un-
fettered approach to 
approving stand-alone 
enterprises needs to be 
contained.

“This proposed 
amendment is an excel-
lent way to help main-
tain the Valley’s integ-
rity.”

Mr Dawson did not 
speak directly to plan-
ning but rather to the 
amenity of the region 
the residents and rate-
payers he represents 
enjoy.

He expressed disap-
pointment the item was 
deferred at the March 
council meeting, how-
ever said the SVRA was 
nevertheless pleased 
with the leadership 
shown by council with 
the proposal.

“You’re looking at 

something that is going 
to be for many many fu-
ture generations.

“It is very trite to say 
but it’s true, once you 
lose land for develop-
ment… it’s gone forev-
er.

“It was very interest-
ing in the Kobelke re-
view, 83 per cent of re-
spondents said the main 
reason for the Swan 
Valley was its rural am-
bience so let’s not get 
hung up on viticulture 
or horticulture or animal 
husbandry, it’s rural am-
bience that needs to be 
protected.

“There’s a great op-
portunity to provide 
leadership in this re-
gard.”

Despite these en-
dorsements from two of 
the most important or-
ganisations in the Swan 
Valley, there is still op-
position from religious 
groups and those repre-
senting religious groups.

Cornerstone Legal di-
rector Tim Houweling 
and practice principal 
Bronwyn Waugh are 
representing religious 
organisation Radha Soa-
mi Satsang Beas (RSSB) 
in a State Administrative 
Tribunal case against the 
City and spoke against 
the proposal.

In his deputation, Mr 

Houweling urged the 
council not to embar-
rass itself by passing 
the amendment, stating 
there were other options 
available – such as pass-
ing an amendment that 
the permanent removal 
of vines require a devel-
opment application.

He also said he spoke 
to Mr “Zannini” openly 
and candidly about the 
Swan Valley Planning 
Act and had a less than 
subtle dig at the Swan 
Valley Planning Com-
mittee chair, using print-
outs of Google Earth im-
ages as a reference.

“I did a little bit of 
research and I found 
there’s a number of plac-
es within the Swan Val-
ley that have removed 
vines. 

“A resident who lives 
at 352 Lennard Street, 
this is the vines that was 
on the property in 2004.

“The land was a mul-
ti-title lot, it was sub-
divided and this is the 
way the vines appear 
today.  

“Why would the resi-
dent at 352, who would 
be so concerned about 
matters of vines, want to 
clear those vines?

“Because the neigh-
bouring property, which 
was sold, has a very 
large house being built 

on it.”
Cr Zannino, who is 

the resident who lives 
at 352 Lennard Street, 
asked Mr Houweling 
to provide evidence of 
when the property was 
subdivided.

Mr Houweling said 
the neighbouring prop-
erty was part of the orig-
inal lot and was sold last 
year, however Cr Zanni-
no told Mr Houweling 
he was categorically 
wrong, and the neigh-
bouring property was 
not part of the total lot.

City CEO Mke Foley 
told Echo News there is 
no record of any recent 
subdivision on the prop-
erty located at 352 Len-
nard Street. 

“It is also worth not-
ing Council does not 
approve subdivisions; 
they are approved by the 
West Australian Plan-
ning Commission,” he 
said.

If council endorses 
the change to the LPS 
next week, it will be put 
out for public consulta-
tion before returning to 
council.

Ultimately, Planning 
Minister Rita Saf oti 
will have the  nal say 
on the proposal.

The City is not alone 
in its attempt to prohibit 
churches in a rural area, 
with the City of Gosnells 
also making an attempt. 
Swan not alone, 
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Arson attack

Locals back council on Swan Valley ban
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A tiny outlay of $3000 could 
prove whether or not sand 
scoured from metro beaches 
is being lost forever in a huge 
hole dredged off the coast.

This is the view of Cottesloe 
geologist Peter Schwann, 
who believes that sand being 
dredged from the ocean fl oor 
to make cement is the cause of 
shrinking beaches.

“The problem is not the 
erosion – that happens every 
year – it is where the sand has 
gone,” Mr Schwann said.

Cottesloe beach is retreating 
at an average of 1-2m a year.

“It’s not global warming – that 
sand has gone somewhere,” Mr 
Schwann said.

If it was established that the 
sand was being captured by the 
dredged hole, the beach sand 
loss could be stopped, he said.

But despite high-level meet-
ings he has attended with 
Cockburn Cement Ltd, which 
commissioned the dredging, the 
Department of Transport and 
Fremantle Ports, the testing 
has not happened.

Cockburn Cement says the 
opinion of consultants is that 
it is “extremely unlikely” 
the sand could move from 
Cottesloe beach to begin fi lling 
its dredged hole.

Mr Schwann has proposed 
that the fi rst step to a defi nite 
answer would be to retrieve 
samples of the 1.5 million 
tonnes of sediment deposited 
in the hole since 2015.

Simple geological testing 
would prove if it was beach 
sand missing permanently from 
popular beaches  from Mettams 
Pool at Trigg to Rous Head at 
Fremantle.

These beaches had been 
shrinking since a major event in 
2015, said Mr Schwann, who has 
collected aerial photos showing 
their average contraction.

Following alarming erosion 
this winter at Port Beach, car-
parks, the beachfront road and 
buildings there might have to be 
moved inland, Fremantle mayor 
Brad Pettitt said last month.

Scouring of metropolitan 
beaches is an annual winter 
event, with the sand returning 
by the beginning of October, 
but Mr Schwann said things 
changed between 2009 and 2017.

He said his measurements 
showed that the dredge hole 
began fi lling up with 1.5million 
cubic metres of sand around 
2015.

Sophisticated aerial LiDAR 
imaging shows a huge hole 
dredged in the sea fl oor of 
Success Bank, beginning 
south-west of the entrance to 
Fremantle Harbour.

The hole runs south in a rec-
tangle that Mr Schwann calls 
the Superpit, 5sq.km in area 
and eight to 20m deep.

It was left after vast depos-
its of calcium-rich sand were 
dredged and then piped to 
make lime and cement at 
Cockburn Cement’s highly 
profi table works.

By BRET CHRISTIAN

• Please turn to page 34-35
■   Erosion won’t stop Port Beach 

concerts – page 19
Aerial evidence … Geologist Peter Schwann on the steps of the Indiana at Cottesloe beach,  with a photo-

graphic image of what he has called the sea superpit. Photo: Bret Christian

Subi shuts down 
comments on flats

Public comments on a con-
troversial 10-unit development 
have been shut out by hard-line 
Subiaco council staff and an 
admin error, say a group of 
Shenton Park residents.

Neighbours of the four-storey 
development proposed to be 
built next to single houses, fl ats 
and the local kindy are crying 
out for more time to comment, 
but their council says no.

“I’ve never had anything like 
this before,” said Alisa Jones, 
of Onslow Road, a 94-year-old 
neighbour of the Californian 
bungalow now occupying the 
673sq.m development site.

She believes her home would 

be plunged into darkness by the 
proposed building on the other 
side of her fence.

“It’s a bit of a worry,” she said. 
She did not know about it until 

a neighbour, Peter McDonagh, 
knocked on her door on Tuesday 
this week, a day before the coun-
cil deadline for public comment.

A series of communication 
problems, including an ap-
parent wrong email address 
published by the council, have 
left neighbours pleading with 
the council’s admin to extend 
the comment period.

Two days were added, until 
Friday this week, but residents 
were warned that the project de-
tails and council reports about 
it would be taken off the council 
website at 5pm on Wednesday.

“That gave Alisa less than 
24 hours to read 165 pages of 
documents,” Mr McDonagh said.

Council staff told him he 
was not allowed to print the 
documents for her because of 
copyright issues, and said if he 

By LLOYD GORMAN

• Please turn to page 35

Shady … A concept illustration of 
the Evans Street fl ats.

Miner problem … Dredging 
sand from the sea floor off  Fre-

mantle. 

Sea superpit 
‘sucks sand 

from beaches’
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Call 9201 9800 or visit our North Perth office

enquiries@edisonproperty.com.au
edisonproperty.com.au

WHAT’S  YOUR
PROPERTY  WORTH?

MEMBER FOR MOUNT LAWLEY
Simon Millman

www.westerncabinets.com.au
1/9 Sundercombe St, Osborne Park
Phone (08) 9445 2677
www.instagram.com/westerncabinets/

Mon to Fri 9-5pm & Sat 10-1pm

Our 2018 Award Winners, once again shows the commitment 
to great design and quality manufacturing by Western Cabinets.

Winner: 2018 Kitchen and Bathroom Designers Institute
 Designer Medium Kitchens WA
Winner: 2018 Kitchen and Bathroom Designers Institute
 Kitchen Designer of the Year WA

Be Inspired! Visit our Award Winning showroom or 
call to speak with one of our Designers.
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by DAVID BELL

THE “bring out your 
dead” tradition in 
Vincent is headed for 
the trash pile with 
councillors voting to end 
bulk verge collections.

On Tuesday (April 
2) Vincent councillors 
unanimously supported Cr 
Josh Topelberg’s motion to 
not renew the city’s tender 
for bulk verge collection.

He cited a truckload of 
reasons to dump the system 
including: 

• Unsightly verges for 
two months a year (or even 
more since many people put 
stuff out early and that’s 
on top of the green waste 
collection months); 

• Rubbish blowing 
around neighbourhoods;

• Late-night verge 
hunters creeping around the 
neighbourhood;

• Illegal dumping on
• Continued page 2

by STEPHEN POLLOCK

GETTING underground 
power has turned into a 
class war, says Stirling 
council.

Calling for the McGowan 
government to review 
the state’s underground 
power program, the council 
says it has turned into a 

SOMEWHERE 
IN THIS 

PAPER IS A 
FAKE AD!
Find it for your  
chance to win  

one of 3 vouchers  
of $25 each for 

Braddock’s  
Dispensary

SEE COMPETITIONS  
PAGE FOR DETAILS

180 ABERDEEN STREET 
NORTHBRIDGE

A SHORT film about 
dating in your 80s kicks 
off a series of screenings 
from emerging 
filmmakers at Yagan 
Square this week.

Filmmakers from ECU’s 
WA Screen Academy are 
getting some exposure on 
the big 45-metre screen, and 

Underground resistance
commercial bidding war 
that favours the rich and 
pits councils against each 
other.

Stirling staff say they’re 
being forced to offer more 
than the usual 50 per 

cent council contribution 
just to get a look-in with 
the Underground Power 
Steering Committee, which 
is made up of members 
from WA Treasury, Western 
Power and the WA Local 

Government Association.
“Property owners in 

lower socio-economic 
areas are unlikely to ever 
be granted projects due 
to the reduced ability for 
residents to make payments, 

Stirling powers up for the poor
and this likelihood reduces 
even further when local 
governments are required 
to bid competitively against 
each other to be selected for 
a program,” officers wrote 
in a report to last week’s 

council’s meeting.
“The program now 

appears to be aimed at 
higher socio-economic areas 
where there is an ability/
willingness of property 
owners to make increased 
payments, rather than the 
initial aim of the SUPP to 
reduce risks associated with 
storm events and impact on 

• Continued page 2

Vincent 
dumps 
verge 
pickups

the first film in the lineup 
is Deighties, the tale of Phil 
(86) who lost his wife 18 
months earlier and embarks 
on a quest to find love in the 
modern dating world.

Director Mason Fleming 
said that empathy was 
always the objective when 
making Deighties. 

“I’ve noticed a collective 
blind eye turned to the 
notion of the elderly 
needing intimacy,” he said.

“I’ve always loved 
that Deighties tells an 
emotionally universal 
story. It acknowledges 
that everybody will 
age, everybody will 

feel loneliness and love, 
and everybody needs 
companionship.”

The seven short films 
will be shown on April 5, 
starting at 1pm. 

Then every Friday at 
1pm one of the films will be 
re-screened. 

Let’s make it a date

• Filch, directed by Rachel 
Fitzgerald, is the story of a 

bank heist going awry when 
the robbers get more than 

they bargained for.

• Deighties is a empathetic 
look at dating in your older 

years.
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50 Lullworth Tce, Port Coogee

QUALITY TOWNHOUSES    
     $539,500FROM

LIVE THE PORT COOGEE LIFE

driftwoodportcoogee.com.auREGISTER NOW

*Conditions apply, see website for details. Images for illustration purposes only. The product carries the Webb & Brown-Neaves endorsement of quality and built under the licence of Dale Alcock Homes Pty Ltd. BC 7309. Both wholly owned subsidiaries of ABN Group of companies.
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EXCLUSIVE SELLING AGENT ORANGE HOUSE

Call Katherine Severn

TRADIES!

Call Fiona to advertise 
your services today!

9430 2272

Your services will be  
required during the  

footy season! Households 
will need carpets and gutters 

cleaned, brickwork,  
renovations, handyman  

services, painters and more.

by STEVE GRANT

A CONTROVERSIAL 
wave park in Alfred Cove 
has been killed off by the 
McGowan government.

On Thursday lands 
minister Ben Wyatt 
informed proponent 
UrbnSurf that the state 
government would 
not allow the facility to 
encroach onto a section 
of state-controlled land, 
effectively bringing the bid 
to an end.

Mr Wyatt said UrbnSurf 
had previously indicated 
it needed the crown land 
to make the project viable, 
although it was less than 
10 per cent of the whole 
footprint.

Justify
“While I admire 

the enthusiasm of the 
developers we must 
remember that it is land 
owned by the community, 
and without local support 
it is impossible to justify 
locking future generations 
out of the space which 
was designed for public 
recreation and constant 
use,” Mr Wyatt later said.

The minister said the 
government was open to 
working with UrbnSurf to 
find a more suitable location 
that did not take up a high-
value, riverfront area.

Alfred Cove Action 
Group chairperson Margaret 
Sandford told the Herald she 
needed some good news 
after the protracted fight 
against Melville council 
over its decision to grant 
UrbnSurf a ground lease for 
Tompkins Park.

Just last weekend ACAG 

State sinks 
wave park

and Melville Bowling Club 
members were involved in 
a tense and often heated 
stand-off with council 
rangers who’d been ordered 
to pull down a large sign 
criticising mayor Russell 
Aubrey’s role in evicting the 
bowlers from their current 
premises on the park.

“You beauty,” was her 
emphatic response when 
told of the minister’s 
decision.

“This is a very wise and 
a very sensible decision of 
the state government,” Ms 
Sandford said.

“It is also in the 

developer’s benefit as well, 
because it is better to have 
the decision now than to 
go through the process of 
putting in a development 
application, which would 
have meant more expense.

“My understanding is 
that the minister had said 
the state government would 
wait until the development 
application had been 
submitted before making a 
decision.”

Federal Tangney Liberal 
MP Ben Morton’s office also 
picked up on Mr Wyatt’s 
change of heart, saying the 
decision could have been 

made last year. 
“I had the impression 

from the last state election 
that Lisa O’Malley MLA 
and the Labor party were 
committed to stopping this 
project,” Mr Morton said, 
adding that in the interim 

he’d seen nothing that 
suggested that’s what they 
would do until Thursday’s 
announcement came out of 
the blue.

Melville Bowling Club 
president Tim Smith said 
the state government 

had been listening to the 
community.

“I hope Melville council 
takes notice and realises this 
has been hard fought for by 
the community, not just the 
bowling club,” Mr Smith 
said.

The former East 
Fremantle mayor now 
wants the council to put off 
the club’s eviction and work 
with all sporting groups 
across the city to come up 
with a new plan.

“They have dodged a 
• Continued page 2

• The Fremantle Sailing Club is after a bit of attention this week, with a big open day on Sunday to hopefully recruit a 
boatload of new members. It was hard not to notice last Monday, though, when a power boat caught fire and sent up a 
thick plume of black smoke which hovered over the harbour for a couple of hours. For more info on the open day, turn 

to page 7. Photo courtesy ex-pollie Bob Kucera, whose own boat was just a couple over from the doomed Odds-On.

• UrbnSurf’s proposed $25-million wave park for Tompkins Park.
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Camillo,

Harrisdale,

Piara Waters,

Champion Lakes,
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June 2019

Alfred Cove, Applecross,
Ardross, Attadale, Bateman,
Beaconsfield, Bibra Lake,
Bicton, Booragoon, Brentwood, 
Bull Creek, Coogee, Coolbellup, 
East Fremantle, Fremantle, 
Hamilton Hill, Hilton, 
Kardinya, Leeming, Melville, 
Mt Pleasant, Munster, Murdoch, 
Myaree, North Fremantle, North 
Lake, O’Connor, Palmyra, Port 
Coogee (Nth Coogee), Samson, 
South Beach (Nth Coogee), South 
Fremantle, Spearwood, White 
Gum Valley, Willagee, Winthrop.

Coolbinia, East Perth, 
Highgate, Inglewood, 
Leederville, Maylands, Menora, 
Mt Hawthorn, Mt Lawley, 
Northbridge, North Perth, 
Perth, West Perth

Aveley, Bakers Hill, Baskerville, 
Bassendean, Beechboro, Bellevue,  
Brabham, Bullsbrook, Caversham, 
Chidlow, Darlington, Dayton, Eden 
Hill, Ellenbrook, Forrestfield, 
Gidgegannup, Glen Forrest, 
Gooseberry Hill, Greenmount, 
Guildford, Hazelmere, Helena 
Valley, Henley Brook, Herne Hill, 
High Wycombe, Hovea, Jane 
Brook, Kalamunda, Koongamia, 
Lesmurdie, Mahogany Creek, 
Maida Vale, Middle Swan, Mid-
land, Midvale, Millendon, Mt 
Helena, Mundaring, Northam, 
Parkerville, Red Hill, Sawyers 
Valley, South Guildford, Stoneville, 
Stratton, Swan View, Toodyay, 
Upper Swan, Viveash, Walliston, 
Wattle Grove, West Swan, 
Woodbridge, Wooroloo, 
Wundowie, York.

March 2019

49,998
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WEST REGIONAL NEWSPAPERS

Regional communities understand the value of having 
their own local newspaper and local businesses thrive 
by advertising successfully in their local newspapers.

With a focus on community connection, West 
Regional Newspapers are the lifeblood of the regions 
they serve each week and have a real, local connection 
with readers in regional WA. Regional newspapers are 
a powerful medium because they are still the primary 
source of local news, while radio, television and metro 
newspapers alone cannot provide the same dedicated 
coverage on local issues, events and advertising. 
Regional newspapers are a trusted source of focused, 
reliable and relevant information.

West Regional Newspapers can offer fully integrated 
business solutions: in-paper, online, features, liftouts, 
special publications, inserts and event coverage.

WITH 22% OF WA’S POPULATION 
LOCATED IN REGIONAL WA, IF YOU 
ARE NOT ADVERTISING IN REGIONAL 
NEWSPAPERS, YOU COULD BE MISSING 
OUT ON ROUGHLY A QUARTER OF YOUR 
MARKET! THE WEST AUSTRALIAN 
REGIONAL NEWSPAPER GROUP OFFERS 
19 QUALITY TITLES COVERING ALL OF 
REGIONAL WA.

www.hhg.com.au 9841 2322

Money back guarantees aren’t new.
For lawyers they are.

* Hardly any conditions apply

We believe we provide the best service and legal advice of any 
law firm in WA. In fact, we’re betting on it. Introducing the HHG 
Client Satisfaction Guarantee.* 

49 Peels Place, Albany WA 6330

Readership 19,100 A West Australian Newspapers publication

Tuesday, April 14, 2015 albanyadvertiser.com.au $1.30

Wanted Pressure 
Robbery sparks
man hunt 

Orzel reveals
burning ambition
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LandCorp is confident private 
developers will express interest in
the former Esplanade Hotel site at
Middleton Beach despite the State
Government body not having been
“overwhelmed” with enquiries
since it purchased the prime land
last November.

The State Government bought
the site for $7 million after it was
left vacant for seven years.

LandCorp chief operating 
officer Nicholas Wolff said there
had only been anecdotal interest in
the project so far.

“We haven’t been overwhelmed
at the moment,” he said.

“I think developers would be
looking … for some degree of
certainty about the planning struc-
ture for the site.

“What we’re saying at the mo-
ment is that now is the time to 
engage with us and give us some
feedback and tell us what they
would like to see developed at the
site so we can blend that with com-
munity expectations and financial
restraints of developing.”

Mr Wolff said previous barriers
for development, including the
high asking price, had been alle-
viated since the State Govern-
ment’s purchase and believed
there was a “great mood of opti-
mism” among businesses in
Albany.

“There’s more confidence in 
Albany now than there was per-

haps late last year — the new 
Anzac centre, tourism,” he said.

A public survey which closed
last month attracted 212 responses.

Results showed 90 per cent of 
respondents would support tourist
accommodation, 88 per cent a 
family restaurant, 87 per cent a
cafe, 79 per cent a tavern or bar 
and 78 per cent a fine dining restau-
rant.

The least preferred uses includ-
ed office space, multi-storey apart-
ments, townhouses and a gym.

Mr Wolff said the results were
not surprising given the site’s 
history.

“A lot of people thought there
should be some tourist facilities
there — what that is exactly 
has been left a bit open — whether
that’s a hotel, some short-stay 
accommodation or a tavern with
accommodation — those sorts of
things we have yet to investigate,”
he said.

Albany Mayor Dennis Welling-
ton agreed there had been an in-
crease in business confidence in
the city.

“The exposure we’ve got has 
renewed interest in Albany, and I
think business confidence is pretty
high … it will take some time for
people who are prepared to spend
that amount of money to show
their hand,” he said.

Tourism
facility
preferred
for site 
■ Shannon Hampton

Tell us what you think. Email
subsdesk@albanyadvertiser.com or
send us a letter.

A group of costume-clad Universi-
ty of WA Albany students injected
a touch of colour into a stormy
grey morning when they hit York
Street for their annual Prosh fun-
draiser on Saturday.

One of UWA’s oldest traditions,
Prosh has run in Perth on April
Fool’s Day since 1931, but in recent
years has made its way to Albany.

Students use the funds from the

sale of a student-made satirical
newspaper to donate to three 
charities.

Youth Futures, Diabetes WA and
Teach Learn Grow will be the bene-
ficiaries this year.

UWA Albany student body pres-
ident Caitlin Spence said about 25
students from the Crawley and 
Albany campuses were involved in
this year’s fundraising effort.

Ms Spence said funds raised 
locally would be pooled with

money raised in Perth and the total
figure was not yet known. 

She said while the weather had
been challenging, she was happy
with the level of support.

“We had a huge amount of sup-
port from Albany locals,” she said.

“It’s a lot smaller scale (than
Perth), but every little bit counts.

“It’s good to have the two cities
combine.”

Last year, Prosh raised $85,000
for charity.

Albany UWA students joined in Prosh on Saturday. Picture: Laurie Benson 

Students raise funds through Prosh sales
■ Shannon Hampton

Mines Rovers ran riot at Digger
Daws Oval, notching up a

90-point win over Kalgoorlie
to wrap up Round Two of the

Goldfields Football League.
SPORT BACK PAGE 

Picture: Mary Meagher
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Incident Fitness Class Act
Police call on
public for help
with identity

Salute to sun
and enjoy great
start to day 

Little fish get in
the swim of
school holidays
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A Laverton man owes his life to the
efforts of local emergency service
workers, after he was allegedly
stabbed in the chest with a kitchen
knife during a domestic disturb-
ance.

Police allege the 49-year-old was
stabbed during an argument with
his partner at the Wongatha Won-
ganarra community, around 1.5km
west of Laverton, in the early hours
of Saturday morning.

Laverton police were called to
the house just after midnight and
found the man with a serious knife
wound to his chest.

Officers administered first-aid,
before St John Ambulance volun-
teers transported the man to La-
verton Hospital for further treat-
ment.

Nurses at the hospital worked
over the phone with personnel
from the Royal Flying Doctor Ser-
vice to stabilise the man’s 
condition further.

WA Country Health Service
Goldfields regional director Geral-
dine Ennis praised the work of
staff, volunteers and police who
saved the man’s life.

“Laverton’s director of nursing,
who was present on the night, said
the local SJA volunteers were fan-
tastic,” he said. 

“This is a great example of initia-
tive shown by the clinical team at
our eight-bed Laverton Hospital,
but it’s by no means unusual.”

After further treatment, the 
man was flown to Perth by the
RFDS on Sunday morning and
transferred to Fiona Stanley 
Hospital.

Laverton police Officer-in-

Charge Heath Soutar said the knife
had been “very close” to piercing
the man’s heart.

He praised his officers’ quick ef-
forts to keep the man alive while
the paramedics rushed to the
scene, as well as the “always 
excellent” work of Laverton’s 
SJA volunteers.

“One officer used his hands to
keep the wound closed,” Senior
Sergeant Soutar said.

He said the man’s condition had
been “touch and go” over the
course of the weekend.

Police detained and interviewed
a 56-year-old woman, believed to be
the man’s domestic partner, in the
wake of the alleged stabbing, even-
tually charging her with unlawful
wounding.

She was released on bail, and is
due to appear in Laverton Magist-
rate’s Court on April 30. 

A Fiona Stanley Hospital spokes-
man said the man remained in a
stable condition yesterday.

Praise for
staff who
saved life
■ John Ely

This is a great
example of
initiative
shown by the
clinical team at
our eight-bed
Laverton
Hospital.

Geraldine Ennis

ARE YOU RAWLINNA READY?
• Fridges
• Compressors
• Speedy Seal Kits
• Awnings
• UHF Radios

& much more..

Proud Sponsor of the 
Nullarbor Muster

9091 4797 
2 Federal Road Kalgoorlie
Email sales@goldfi eldsoff road.com.au
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“Driving the North West”9144 1225

W O R L D  C L A S S  S E R V I C E
Your fully furnished fl exible apartment solution. 

Ideal for staff  housing and set up as a home away from 
home. These fully furnished, self-contained units are the 

perfect solution to Pilbara needs.

Please call Charmaine Edwards 
on 0447 770 755 to discuss 
your staffi  ng needs and tailor a 
package for you. Email: 
cedwards@karrathadunes.com

  Open Living
  WiFi and Foxtel
   Fully equipped Laundry, 

 Bathroom and Kitchen
    Unit-dedicated Secure 

 Storage Areas
   Balcony/Patio for all Units

    Beautiful Pool and BBQ area
    Boat Parking
    Guest Service Manager 

 available 7 days a week
    Meals by arrangement
     Safe and Sound Facility

www.karrathadunes.com 24
75

95
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The right advice

Sales 9185 2444
Rentals 9185 2180

www.raywhite.karratha.com
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9570 copies weekly to Karratha • Roebourne • Dampier • Tom Price • Paraburdoo • Onslow • Pannawonica • Point Samson • Wickham
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New year Game on
Gardeners show
community spirit

Soccer returns to
the region

On the grow
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Thai community
enjoy Songkran

Western Australia’s prison watch-
dog has revealed the details of an
escape by two prisoners from Roe-
bourne Regional Prison during 
Cyclone Christine on New Year’s
Eve in 2013.

In a report on the 70 escapes from
custody from January 2008 to Au-
gust 2014, Office of the Inspector of
Custodial Services Inspector Neil
Morgan said escapes were down to
“good luck” rather than planning.

The only registered escape dur-
ing the report period for RRP was
the flight of two inmates under the
cover of the category four cyclone,

which devastated Wickham and
Roebourne.

The report said the prison was
staffed at minimum levels and
prisoners were issued water and
food for four meals in anticipation
of the cyclone.

Electronic security systems
were “ineffectual”, mains power
was lost and the backup generator
stalled, while staff were ordered to
bunker down rather than check se-
curity alarms during the cyclone
red alert.

The medium-security prisoners,
annoyed by the rattling of their cell
door, kicked at it and felt some give
and continued bludgeoning it until

it opened. Breaking out of their
unit and climbing a roof, the report
said “other prisoners report see-
ing them being blown about by the
storm”.

According to the OICS, a count of
the prison population in the morn-
ing failed to recognise two prison-
ers had escaped and it wasn’t until
three hours later evidence of an es-
cape was found at the prison’s pe-
rimeter fence.

The prisoners were captured the
next day.

A Department of Corrective Ser-
vices spokeswoman said it had
been an opportunistic endeavour.

“Following the incident, physi-

cal security and infrastructure, op-
erational procedures and emer-
gency contingency plans at the
prison were reviewed,” she said. 

“Extreme weather conditions
meant that prison routines were al-
tered.

“Several improvements have
been made to prevent a reoccur-
rence. 

“The details of these improve-
ments cannot be disclosed due to
security and operational sensitivi-
ties.”

Mr Morgan said what was signif-
icant from the overall report was
most prisoners did the right thing
and did not try to escape even when

the opportunity presented itself.
However, he said the tightening

of policies and procedures had led
to the imposition of blanket rules
to avoid risk rather than a strategy
of risk management.

“For example, prisoners who are
being trusted to leave prison on a
daily basis to undertake work in
the community, and who have am-
ple opportunity for escape, have
been required to have a two-officer
escort, in restraints, if they need to
go to hospital,” he said. 

“This does not make sense to me
in terms of community risk or
maximising the use of scarce re-
sources.”

Report highlights jailbreak
■ Peter de Kruijff

North Pilbara
Football League
players dusted off
their boots at
Windy Ridge Oval
at the weekend as
teams travelled to
Dampier for the
annual pre-season
carnival.
REPORT PAGE 36
Picture: Peter de Kruijff

Spirits soar
as football
fever sweeps 
the region 
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Over 200 New and Used Cars Online @ www.mandurahholden.com.au

  LOU AND SHANE VAN DAELE’S   289-291 Pinjarra Road, Mandurah  WE WILL BEAT ANY GENUINE PRICE

 Mandurah Holden       
DL 22945

1800 648 77727
51

79
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Phone:
9592 4290

4/9 Day Road, Rockingham

PROMPT DELIVERY OR INSTALLATION AVAILABLE

WORKSHOP SPECIALS

Width Depth Height
1.83 x 1.85 x 1.93 $449
2.45 x 2.47 x 1.98 $599
3.07 x 3.09 x 2.03 $799

Width Depth Height
2.45 x 2.47 x 2.20 $799
2.45 x 3.73 x 2.20 $999
3.07 x 3.09 x 2.25 $999
3.07 x 3.73 x 2.25 $1199

OVER 
50 

SIZES

ALL SHEDS AND 
WORKSHOPS ARE 
FULLY FRAMED

EXTRA HEIGHT 

MEANS EXTRA 
STORAGE

Credit Cards Accepted. Subject to conditions.

Garage Door Repairs
Your local garage 
door specialists

Best prices on        Doors

Repairs • Springs/Cables
Motors/Remote Systems

Annual Service • Insurance Work
All work provided by fully qualifi ed 

technician with over 26 years experience

Phone Del or Corey
9592 8880 or 0407 383 616

Email soundgaragedoors@bigpond.com
www.soundgaragedoors.com.au

•  Stainless Steel Security
• Shower Screens
• Sliding Robe Doors
•  Commercial 

Shop Fronts
• Splashbacks
• Stacking Doors
• Pet Doors
• Mirrors

Unit 1/123 Dixon Rd, Rockingham

☎ 9527 1794
www.rockinghamglass.com.au

INSURANCE WORK
DIRECT BILLING

CALL US NOW FOR A FREE DIGITAL ASSESSMENT & QUOTE
SATISFYING CUSTOMERS FOR OVER 30 YEARS.
FAMILY OWNED AND OPERATED.
✓ We Do Data Cabling & NBN Installations
✓ Digital Antenna Installation & Fault Finding
✓ TV Wall Mounting & Cable Concealing
✓ Home Theatre Set Up and Advice
✓ Police Cleared Technicians ✓ Pensioner Discounts
LOCAL KNOWLEDGE • 5 YEAR WARRANTY ON PARTS & LABOUR, FAST SERVICE, EXPERT TECHNICIANS & QUALITY GUARANTEED

ANYTIME Huge range of Digital Antennas 
to suit all budgets and areas ANYWHERE

7AM-7PM
7 DAYS A WEEK

ALL NEW STORM 
PROOF DIGITAL 

ANTENNA SYSTEM 
AVAILABLE NOW

DON’T PUT UP WITH DIGITAL 
PICTURE & SOUND BREAKUP

SAVE 
$$$

The digital connection made easy

9584 2281
LOCAL est. 1980

GARDEN SHED
SPECIALS

FULL COLOUR SHEDS

ROCKINGHAM
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Wednesday, April 8, 2015 Established 1970
A West Australian Newspapers publication Free ($1.40 outside household

distribution areas)
facebook.com/
SoundSouthernTelegraph Smart phone soundtelegraph.com.au Connect with us online

Bridging the Gap could be forced to
close and stop helping the region’s
unemployed secure training and
jobs after the Federal Government
cut its funding last week.

After 18 years of financial back-
ing, the Department of Employ-
ment reallocated its employment
services funding to several other
organisations in Perth South, de-
nying BtG a contract for 2015-20.

BtG chief executive Colin Kerr
said he had now “lost faith” in the
Commonwealth’s concern for un-
employment.

He said the funding cut was the
final kick in the guts after it lost its
$1 million Youth Futures program
last year.

Estimating BtG had helped
about 100,000 South Metropolitan
residents in the past 30 years, Mr
Kerr said he was puzzled by the Go-
vernment’s latest move.

“I am really struggling to under-
stand why a Federal Government
would not award a contract to an
organisation which is not only the
best deliverer of that service but
has been for 18 years,” he said. 

“We have been named five-star
providers for three of the past four
years.”

A Department of Employment
spokesman said the Government
did not comment on the reasons

why individual tenderers were un-
successful, but said the process
was competitive with 184 organisa-
tions submitting more than 1400
bids.

Brand MHR Gary Gray said he
was deeply concerned the new
employment services model would
leave job seekers without the
support they needed.

“It is more than just a job train-
ing program, it’s an incubator to
get people ready for the next step in
life,” he said.

The closure would mean 80 staff
members across six offices, from
Spearwood to Mandurah, would
lose their jobs.

Mr Kerr said the options includ-
ed merging, operating a smaller 
organisation or closing. 

“It is going to be quite devastat-
ing if we can’t operate in this com-
munity and help people,” he said. 

Mr Kerr said BtG could not take
new clients, but would work with
4000 existing clients until July.

“I’m sure the Government will
say ‘it’s all good’ but I’m afraid I
can’t believe that,” he said. 

“It’s not going to support young
people and I doubt it will support
the unemployed.

“The cracks are no longer cracks
– they’re massive holes.”

Job seekers will receive advice
on which organisations will help-
them in their job search after July.

Bridging the Gap chief executive Colin Kerr fears the not-for-profit organisation will have to close its doors after the
Federal Government cut its funding. Picture: Elisia Seeber

Job quest
agency to
lose funds
■ Elisia Seeber and Hayley Goddard

GREAT SOUTHERN
Albany Advertiser – Tuesday and Thursday
Great Southern Herald – Thursday
Narrogin Observer – Thursday
The Albany Extra – Friday

GOLDFIELDS ESPERANCE
Kalgoorlie Miner – Monday to Saturday

MIDWEST
Geraldton Guardian – Tuesday and Friday
MidWest Times – Wednesday

NORTHWEST
Kimberley Echo – Thursday
Broome Advertiser – Thursday
North West Telegraph – Wednesday
Pilbara News – Wednesday

SOUTHWEST
Augusta Margaret River Times – Friday
Bunbury Herald – Tuesday
Busselton Dunsborough Times – Friday
Harvey Waroona Reporter – Tuesday
Manjimup Bridgetown Times – Wednesday
Sound Telegraph – Wednesday
South Western Times – Thursday

WHEATBELT
Countryman – Thursday



WA REGIONAL PRESS NETWORK

The newspapers provide a vital resource for their 
local areas and are unique in their coverage of 
local news and events.

This coverage enables the newspapers to deliver 
the highest readership within the State’s lucrative 
agricultural, horticultural and industrial areas. 
The newspapers circulations cover the Wheatbelt 
and grain growing districts, as well as beef, dairy, 
sheep, pigs, wool and wine growing areas. The 
papers also cater for the rapidly growing coastal 
strip between Mandurah and Augusta and the 
burgeoning South West.

THE WA REGIONAL PRESS NETWORK 
COMPRISES 9 NEWSPAPERS COVERING 
VAST AREAS OF THE STATE.

Augusta Margaret River Mail  
Wednesday

Avon Valley & Wheatbelt Advocate 
Wednesday

Bunbury Mail 
Wednesday

Busselton Dunsborough Mail 
Wednesday

Collie Mail 
Thursday

Donnybrook-Bridgetown-Manjimup Mail  
Monthly – Last Thursday of the month

Esperance Express 
Friday

Great Southern Weekender 
Thursday

Mandurah Mail 
Thursday
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ONLINE 
RECRUITMENT 

ADVERTISING

SEEK is Australia’s most visited employee website.

For over 20 years, SEEK has created world-class 
product technology solutions to address the 
needs of job seekers and hirers and facilitate the 
matching between job seekers. 

SEEK is uniquely positioned to provide hirers with 
more relevant candidates by tapping into their 13 
million profiles in Talent Search. 

Whether you want to reach more candidates 
or show case your brand, SEEK Standout and 
Premium Job Ads are perfect for when you need 
more relevant candidates faster or when you 
want to communicate your brand across devices 
seamlessly.

As Australia’s most visited employment site 
SEEK are uniquely positioned to provide 
hirers with more relevant candidates. 
Whether you want to proactively source 
your next role by tapping into SEEK’s  
13 million profiles in Talent Search or be 
confident in knowing your job ad is surfaced 
to both active and monitoring candidates, 
SEEK’s world class AI capability will ensure 
you reach the most relevant candidates. 

SEEK’s here to help 
you every step of the 
way, from actionable 
insights to quality 
connections. 

With SEEK Standout and Premium Job 
Ads you can communicate your brand 
across devices with the new header 
images, helping you communicate  
your EVP to candidates. 

Showcase  
your brand

SEEK’s Premium Ads are perfect when you need 
more relevant candidates faster. A Premium Ad 
gives you priority listing in search results, as well 
as travelling beyond the SEEK website to reach 
candidates via the top spot in targeted candidate 
emails and mobile notifications.

Jump online to SEEK’s dedicated Hiring Advice 
destination for interview techniques and guidance  
on attracting the right candidates. Alternatively, if you 
want employment market insights and trends visit 
SEEK’s Market Insight page.
Visit: https://insightsresources.seek.com.au/

Reach more 
candidates

Recruitment resources 
and market insights

Need support or training?
SEEK’s locally based customer service and training support teams are available to 
help you at any stage of your recruitment journey. 

Contact your SEEK Account Manager or wagov@seek.com.au 
to book in a session today.
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RECRUITMENT 

With over 250 million unique visitors every 
month, 4.1 million job seekers and 150 million 
total ratings and reviews worldwide, Indeed 
strives to create the best experience for both 
job seekers and hirers. 

Being the 1# job site in the world, Indeed 
gives local councils access to over 150 million 
resumes to help them find their perfect 
candidate. 

Job hirers can choose between posting their 
jobs for free or pay for sponsored posts to 
reach more candidates. Indeed understands 
the needs of different clients, and allows job 
hirers to set their own budgets for sponsored 
job posts, giving a more tailored approach to 
businesses than other online search engines.

With 70% of people worldwide choosing to 
go online to search, online job sites are a 
great opportunity for local councils to reach, 
connect and meet job seekers.

LG Assist is Australia’s largest local 
government employment network serving 
Councils throughout Australia. LG Assist is also 
the highest ranked local government job board 
in Australia and New Zealand, independently 
verified via Alexa. With more traffic than any 
other local government job board, LG Assist 
can deliver you cost-effective results. 

Assist is the most effective way to advertise 
your local government roles and get the 
widest coverage through a network of 
employment sites, at one low cost.

LG Assist has a network of hundreds of 
thousands of job seekers through a variety  
of partner boards.

LGnet provide Job and Tender Advertising 
service for Local Governments in Australia. An 
online portal for Local Government content that 
allows visitors to view jobs and tenders across 
various Local Governments rather than try to 
visit many web sites in search of a job or tender.

When you advertise on LGnet, your job will 
appear at www.lgprofessionalswa.org.au. 

CareerOne is a leading digital employment 
brand offering a unique job hunting experience 
and innovative corporate solutions for 
candidate sourcing, talent management, and 
employer branding. 

CareerOne is launching a new jobs platform 
with a hyper-personalised experience layered on 
unprecedented match score technology, such 
as capturing rich information and job matching 
technology between employees & employers.

ONLINE RECRUITMENT ADVERTISING 21



RADIO  
ADVERTISING

With a contemporary music format and 
core target demographic of People 25-54, 
Nova 93.7’s success is led by their heritage 
breakfast show Nathan Nat and Shaun. 
Together, these three are Perth’s longest 
standing Breakfast Show. They cater to a 
wide variety of Perth listeners; from parents, 
working dads, DINK’s and uni students 
through to blue collar workers and high 
income professionals. It is this core and 
longevity in the Perth market as team that 
makes them a much loved part of the Perth 
radio landscape.

Across the day you’ll catch a variety of music, 
awesome competitions and a lot of fun with 
Ross Wallman and Katie Lamb.

During the Drive home you’ll hear another 
Perth favourite show with Aussie darling Kate 
Ritchie, Perth’s own Tim Blackwell and funny 
man Marty Sheargold, also known as Kate, 
Tim and Marty.

Then in the evenings it’s Fitzy & Wippa for an 
hour from 6pm, followed by Smallzy’s Surgery 
which cements Nova’s authority on all things 
music and entertainment.

They love our coastal life style and everything 
this amazing city has to offer. The passion for 
local offerings and listeners are demonstrated 
through their involvement and partnerships 
with MANY local business and events through 
out the year. Live events and OB’s with their 
listeners are what they love.

Events such as Fringe World, City 2 Surf, 
University Open Days just to name a few. PLUS 
they have involvement with Perth sporting 
teams like the Wildcats and Scorchers.

You can also find the Casanovas out and about 
on the streets across Perth with free giveaways 
and games to play. Experiential activations for 
their listeners and product sampling for clients.
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mix94.5

Every commercial booked on mix94.5 is also aired 
on 3 x DAB+ Digital Radio stations giving clients 
additional reach and value. 

Mix94.5 is Perth’s most loved heritage radio 
station; entertaining listeners with Perth’s Greatest 
Hits - from the 80’s to now - including across the 
famous “No Repeat Workday!” on its FM, AM and 
digital radio offering.

With more than five hundred thousand listeners 
each week, mix94.5 continues to grow audiences 
with its depth of talent.

Mix94.5’s Big Breakfast with Clairsy, Matt 
andKymba is Everything Perth! From 6am to 
9am weekdays, you can tune in for topics such 
as big celebrities in town, sport that matters 
and the important local issues. During the drive 
home, mix94.5’s Rush Hour with Dave keeps you 
company on the school pick up! Enjoy your drive 
after another long day with lots of laughs, the 
important stuff and widest variety of music. 

Mix94.5 listeners are very family focused, mostly 
working full time and leading a full and busy lifestyle. 
The average age for the mix94.5 listener is 42.

• 52% are aged between 24-54

• 53% are female

• 68% are married or defacto

• 37% have children in their household

• 68% are home owners

“EVERY SPOT BOOKED ON HIT92.9 IS REPLICATED ACROSS  
THE RESPECTIVE DIGITAL RADIO STATIONS , GIVING OUR CLIENTS 

ADDITIONAL REACH AND VALUE”

hit92.9 

Every commercial booked on mix94.5 is also 
aired on 4 x DAB+ Digital Radio stations giving 
our clients additional reach and value. 

Focusing on hit music, old-school favourites and 
RNB Fridays with hit shows at Breakfast and Drive, 
Hit Perth entertains 531,000 listeners every week.

Hit92.9 has the hottest hit music, the best shows 
and the most engaging content. To get this bang-
on, they are simply into what their fans and listeners 
love. They are committed to delivering what 
moves listeners, what makes them feel alive, what 
entertains them and what they love listening to.

57% of the hit92.9 audience are aged 25-54 and 
whilst Women 40 and under is their bullseye, 
they’re also much broader than that. They deliver 
a strong Male audience and a content lineup that 
represents that. Their male presenters resonate 
with both men and women. They are not just 

females and certainly not teenagers. Hit92.9 have 
a broad and mature audience. 

Of the hit92.9 audience:

• 57% are female

• 66% are married / defacto

• 41% have children in their household

• 64% are home owners
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ADVERTISING

Each program is packed with interesting current 
affairs, news coverage as it happens, interviews 
with famous faces from around the world, 
regular topical segments, finance & sporting 
updates, quizzes and prize giveaways.

6PR offers advertisers an environment where 
they can actively engage large numbers of 
prospective customers.

THE 6PR 
OFFERING

6PR NEWS TALK RADIO 
o Commercial Schedules
o Live Reads 
o Live Crosses with Announcers
o On-Air Content Interviews 
o Sponsorships
o Outside Broadcasts
o Targeted Content Capsules

ADDITIONAL OPTIONS
o Addressable Radio
o AFL Broadcasting Opportunities March to September 
o Cricket Broadcasting Opportunities October to March 
o EDM

DIGITAL
o HPTO, Mrecs, Leaderboards & Skins 
o Video Live Reads utilising6 PR Talent 
o Social Content Placement and Boosting 
o 15 and 30 second Pre-rolls and Mid-rolls
o Longform and Shortform Podcasting Opportunities
o Video Content Series Opportunities
o Sponsored Content Articles

6PR – PERTH’S ONLY 
COMMERCIAL NEWS TALK 
RADIO, PREDOMINANTLY 
TARGETING 40 TO 54 YEAR 
OLDS, HAS SOME OF THE HIGHEST  
PROFILE PERSONALITIES IN PERTH.
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The station is male skewed, but is female 
friendly, with a consistently even split 
of males and female listeners. 96FM 
has an extremely high concentration 
of tradespeople and people who are 
self-employed with average household 
incomes exceeding 106k (higher than the 
Perth average).

With a music strategy centered around 
‘Real Music’, the talent embody this and 
bring with them, warm, welcoming and 
engaging personalities Perth can wake up 
to and spend the day with.

You’ll hear only the best in real music, 
with the likes of U2, Queen, Elton John, 
Cold Chisel, The Rolling Stones, Pink 
and more.

Everything you hear on-air and stream 
online has the station’s Real Music 
positioning at its core.

96FM HAS THE MOST LISTENERS AGED 
18+ OF ALL PERTH STATIONS, BUT THEIR 
CORE LISTENERSHIP COMES FROM ALL 
PEOPLE AGED 40-54.



These television networks can reach a very large part of the overall 
Australian population and can also be bought via catch up mediums. 

Network 10 focuses on drawing in an under 50’s network with some 
of their most popular shows including The Project, The Bachelor 
and Bachelorette and Survivor. Network 9 focuses more on family 
friendly and local content with some of their key programming 
including shows like The Block, The Voice and Married at First Sight. 
While Network 7 is skewed towards an older audience with their 
highest rating shows including Today Tonight News, Home and Away 
and Australia’s Got Talent. 

TELEVISION   
ADVERTISING

THERE ARE THREE KEY FREE-TO-AIR COMMERCIAL TELEVISION 
NETWORKS THAT REACH ALL THE CAPITAL CITIES ACROSS AUSTRALIA, 
NETWORK 10, NETWORK 9 AND NETWORK 7. 

CATCH UP TV
Catch Up TV is an extension of regular TV, allowing 
people who miss a programme to view it on demand.

Each TV station has a specific Catch Up platform and 
recently we’re seeing an increase in popularity across 
this medium. 

Some of the benefits of Catch Up TV are:

• �It generates more attention as it takes up 100% of 
the screen and is 100% viewable with no scrolling 
down the screen

As it aligns with heavily regulated TV  
programming, it appears in brand safe environments

• �As there are less ads on catch-up TV, 54%  
of people say they are likely to watch them  
more closely

• �They allow for more specific and tailored targeting 
of messaging to relevant audiences

25 TELEVISION ADVERTISING
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OUT OF 
HOME 

Large format billboards are also available at both 
the Perth Underground Joondalup train stations, 
allowing for a third of Perth’s 25-54 year old 
audience to be targeted on their daily commute. 

LARGE FORMAT / BILLBOARDS

With 64% of people believing large format 
billboards are a memorable form of advertising, 
large format billboards are a fantastic way for 
Local Governments to directly target their local 
community through an impactful format.

Located along the main arterials in Perth, large 
format are able to reach a large volume of 
people at high frequency. With 60% of people 
remembering seeing large format advertising 
at least once a week, and 43% of people seeing 
them more than 3 times a week, large format are a 
strong and proven way for Local Governments to 
successfully get their message across to audiences.
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TRANSIT ADVERTISING

Bus Advertising

Bus advertising is a cost-effective, unique format that 
speaks to a captive audience with the down-time to 
read and absorb brand messages. Ideal for tactical or 
promotional campaigns.

There are a variety of different formats available to 
local government when choosing bus advertising:

Metroback: Cost efficient and complimentary format 
providing eye level exposure to motorists and 
pedestrians.

Portrait Back: Striking portrait format providing 
eye level exposure to motorists and pedestrians, 
facilitating broad distribution and flexible campaign 
weights.

Portrait Side: High demand portrait format perfect for 
attracting attention while driving cost effective reach  
and frequency across key metro markets.

Fullback: The Full Back makes a statement at every 
turn. With its large, rear visual positioning, it creates a 
high propensity to engage with a range of vehicle and 
pedestrian traffic.

Showcase: Showcase brands boldly at scale. Speaking 
directly to large audiences, delivering the impact of a 
billboard, amplified by being on the move.

Megaside: Akin to a moving large format Billboard, 
the Megaside format boasts stature, impact, exposure 
and frequency all the while covering the CBD and key 
suburban locations.

Maxibus: Dominates the streetscape, commands  
attention everywhere it travels, ensures saliency and 
increases the perceived size, success and quality of  
your brand.

TRANSIT PRODUCES MEMORY ENCODING 
20% HIGHER THAN STATIC FORMATS, 
MEANING THE UTILISATION OF TRANSIT 
TO HELP SPREAD YOUR MESSAGE WILL 
STAY IN THE AUDIENCES MIND LONGER. 
THERE ARE VARIOUS TRANSIT OPTIONS 
AVAILABLE TO BE USED IN LOCAL 
GOVERNMENT ADVERTISING:
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AIRPORT ADVERTISING

T1 International

Housing all international flights except for Qantas, T1 targets Perth 
residents traveling overseas. With an average dwell time of 90 
minutes, between check-in and boarding, there’s ample opportunity 
for advertising along their passenger journey to be absorbed and 
engaged in. It’s also a great way for Local Government to engage 
International tourists, who are arriving into Perth looking for ideas  
on how to spend their time in the city.

T1 Domestic Virgin

T1 Domestic Virgin is the home to all Virgin Domestic and Virgin 
Regional flights. With a high proportion of younger travellers passing 
through, this terminal is ideal for targeting a younger audience who 
are either regular leisure travellers or travelling for work including 
FIFO.

T2 Regional 

T2 Regional airport is designed specifically for the regional FIFO 
Market. With a steady stream of largely males in the early to mid-
level of their career travelling from this terminal for work, it’s ideal 
for targeting high income earners who are just starting to settle 
down. 

T3 Jetstar/Qantas International & T4 Qantas

T3 and T4 are home to the rest of the domestic flights and Qantas-
run international flights. With a large proportion of travellers coming 
through these terminals including interstate and international 
travellers, the promotion of tourism is significant in these terminals. 
T3 Qantas International will continue to grow audience numbers 
as direct flights to London, Tokyo, Paris and Beijing launch in the 
coming years, making Perth Airport a pivotal stop over point for 
overseas travellers. T4 Qantas has a large volume of FIFO and 
business travellers, as well as high end flyers who prefer to travel 
with a trusted and established brand.

Regional airports

Advertising opportunities also 
exist beyond the domestic/ 
international terminals in Perth 
at various regional airports 
across WA including Newman, 
Kalgoorlie, Port Hedland, 
Geraldton, Karratha and 
Onslow. These sites can help 
your messaging target regular 
travelers into these locations.

WITH 13.7 MILLION PEOPLE 
PASSING THROUGH PERTH 
AIRPORT LAST YEAR ALONG, A 
NUMBER WHICH HAS TRIPLED 
IN THE PAST TEN YEARS, 
PERTH AIRPORT HAS BECOME 
A SIGNIFICANT ADDITION TO 
OUTDOOR ADVERTISING. WITH 
HIGH EXPOSURE RATES, AND 
A HIGH RATE OF ACTION AS A 
DIRECT INFLUENCE OF SEEING 
ADVERTS DURING TRAVELLER 
DWELL TIME, PERTH AIRPORT 
OFFERS LOTS OF OPTIONS FOR 
YOUR ADVERTISING NEEDS:
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RAIL ADVERTISING 

RAIL ALLOWS LOCAL GOVERNMENT TO  
TAKE ADVANTAGE OF PASSENGER DWELL  
TIME BETWEEN TRAINS TO PROMOTE  
THEIR MESSAGE.
Through different formats including large format 
static panels, XTrack TV and the City Link digital, 
you can target passengers moving in and out of 
CBD. With rail commuters spending an average  
of 11.9 minutes on rail platforms daily, 42% of these 
commuters read the ads time and time again, 
making it a great way to target those who aren’t 
spending as much time on the road.

The option to also book static train interior panels 
means that the Local Government can also 
take a journey with the passengers, reinforcing 
their message as they physically travel to their 
next location. This also allows for the Local 
Government to take advantage of the time that 
occurs between destinations, allowing for a high 
level of involvement to be generated.
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BUS SHELTERS 

With over 12,700 touch points, the bus shelters 
provides the Local Government with the flexibility 
of an audience-led approach, allowing them to 
reach the right consumers at the right moment 
at the right location along their daily journeys to 
where they live, work and shop. 

With digital panels expanding, Local Government 
have access to 40 digital panels across  
the CBD+, Influencer & Northern suburbs. 

Digital panels allow multuple creative change 
outs, which gives advertisers the ability to change 
content almost instantly, giving Local Government 
the ability to keep ads contextually relevant to 
their target audience. 

BUS SHELTER 
ADVERTISING OFFERS 
LOCAL GOVERNMENTS 
TARGETED OUTDOOR 
ADVERTISING SPACE 
AIMED AT THE LOCAL 
COMMUNITY WITHIN 
COUNCIL BOUNDARIES. 
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RETAIL

Coverage includes centres of 
all sizes from ‘desire’ centres for 
example Lakeside Joondalup, to 
‘need’ with Leederville Shopping 
centre and ‘want’ Ocean Keys. 
Shopping Centre panel screens 
capture 94% of the audience in 
centres and are strategically placed 
in the best positions to engage 
consumers, giving local councils  
the ability to grab their audiences 
attention on their ‘path-to-purchase’. 

Shopping centres offer the following 
channels or media opportunities:
• Shopalite
• Digital Landscapes
• Shopalives
• Banners
• Door decals
• Floor decals
• Large format and
• Experiential

THE RETAIL ENVIRONMENT 
HAS SEEN INCREDIBLE 
DEVELOPMENT IN RECENT 
YEARS WITH CENTRE 
DEVELOPMENT AND INCREASE 
IN DIGITAL PRESENCE. RETAIL 
ADVERTISING IS AVAILABLE 
ACROSS ALL METRO AND 
REGIONAL WA WITH OVER  
68 CENTRES STATE WIDE.

WA, Midland Gate, Midland



32 ADVERTISING BUYERS GUIDE

ADVERTISING

ADS ON WHEELS 

New exciting outdoor advertising
Using rear window banner advertisements, Ads 
on Wheels can spread your message to motorists, 
passengers, pedestrians and cyclists in your 
targeted area.

Target locations
Target geographical locations such as suburbs, 
freeways, highways and other local, metro or 
regional locations. You can control your whole 
campaign - where they drive, who drives the 
vehicles, and the number of drivers on the road.

Target driver
Select a demographic of drivers which are relevant 
to the business. This can be tailored based on their 
hobbies, interests and certain data points.

Brand ambassadors
Ads on Wheels educates their drivers to promote 
your brand to passengers and friends through 
social media and the use of QR codes, we can 
offer a measurable call to action.

The Ads on Wheels app
- Create profile (Find hobbies and interest) 
- �Vehicle checked to make sure it meets standards 

(SUV, hatchback & wagons preferred)
- �7 day trial so we can understand their driving 

habits
- �Screening the driver to make sure they suit the 

campaign
- Algorithms & driver score to ensure safe driving

Monitor
- Live reporting via our web portal
- Detailed heat maps
- Kilometre counter
- Minimum of 250km

Brand Ambassadors
Ads on Wheels educates their drivers on 
becoming the perfect brand ambassador. Drivers 
promote the company they advertise for to friends 
and family through unique referral systems like 
no other. Businesses can also give the drivers 
marketing material to further educate and help sell 
the product. 

- �18.7 billions kilometres travelled by Perth 
motorist each year

- �72% of Australians travel to and from work  
by road

- �Perth drivers spend 50hrs behind the wheel  
per month 

- 9/10 Australians leave their homes each day
- 74% of Australians see billboards every day 
- �Over 800,000 km Ads on Wheels active 

campaign kms travelled. That’s over 20 times 
around the world!!!
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CINEMA 
ADVERTISING

When to use it:
• �If you want to run an ad just like TV but you  

don’t have the budget or want the wastage of 
hitting areas that are irrelevant to you (i.e. you can 
buy ads at one cinema)

• �To reach local people who are out and about, 
spending money cinema is an ideal medium

• �Young people and families are heavy cinema users
• �Cinema is especially effective at reaching people who 

don’t read local papers/respond to fliers
• �You can buy cinema by locations (CINEads), by 

demographic (MAP - Movie Audience Preferred) 
or choosing a particular movie (Follow Film)

• �Cinema is one of the few media channels with a 
growth in spend over the past 12 months

7 out of 10 people travel less than 10kms to see 
a movie so it is a very effective local advertising 
medium.

8 out of 10 people shop at the same shopping 
centre where they go to the movies

Cinema
• �70% Australians go to the movies! Cinema is the 

most popular cultural activity in Australia
• �Cinema has a captive and attentive audience with 

very low ad avoidance (average 15 min dwell time 
before advertised start time)

• �Cinema provides heightened audio/visual intensity 
unlike any other medium and can be especially 
effective in making Community message 
communication easier to remember (Research 
proves cinema has 6 x recall of TV )

• �Cinema makes your message more memorable. 
Research shows cinema to increase main message 
cut through (i.e. recall of ad content) to be 156% 
higher than using TV or online video alone

• �Proven performance, many councils use their 
local cinema/s as part of their ongoing awareness 
campaigns. www.cineads.com.au/categorylist/
councils.

Production 
• �CINEads specializes in creating low cost digital 

motion graphic commercials.

CINEMA ADVERTISING  33
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OTHER 
ADVERTISING 

Through the WA local government advertising contract, 
there are a variety of other media alternatives available to 
Local Government in helping get messages out to the local 
community. These alternative advertising solutions include 
the following:

• �H3 Hummer (a 3 sided, 24 
sheet mobile billboard)

• Smart Cars

• Infiltration ads (walking 
billboards)

• Hotels & pubs

• Universities

• Car parks

• Caravan Parks

• Roadhouses

• Shopping Centres

• Airport Terminals

• Sports and Leisure Centres

• Surf Life Saving Watch 
Stations (Beach ads)

SOLUTIONS

SMARTADS

EVOLUTION ADS

BEACH ADS

LIFT ADS

AVIATION ADS

FITNESS ADSDECAL ADSROADHOUSE ADS

INFILTRATION ADS

PARKING ADS

BOOM ADS

CENTRE ADS

VENUE ADSCAMPUS ADS



OTHER ADSPLUS IS THE ONLINE BOOKING AND 
PLACEMENT SYSTEM USED TO CENTRALISE 
AND STREAMLINE THE ADVERTISING 
PLACEMENT PROCESS. 
ADSplus saves councils time and money by 
simplifying the submission of advertising orders and 
ad production into a single streamlined online process.

ADSplus helps councils centralise all advertising 
activity by acting as an online filing system, 
whereby they can track, sort and search current 
and previous orders. Through the provision of  
24-hour, 7-day-a-week login access, ADSplus helps 
local government officers manage their advertising 
requests through media placement guidance, 
deadline timeframes and financial budgeting.

Importantly, Marketforce have never forgotten 
that whilst online solutions are great tools to  
have, they never remove the need for personal 
support from our client service team. Along 
each step of the process, the Marketforce team 
are reviewing, confirming, offering advice and 
processing every order.

Marketforce conducted a survey with all local 
government clients in January 2019 to gain 
feedback regarding ADSplus. Key Insights  
from the survey were:

72% of respondents use ADSplus to 
submit advertising requests

83% of respondents say that ADSplus  
is easy or very easy to use

90% of respondent say that ADSplus 
improves efficiency of their advert 
submission process

This direct assessment from WALGA members 
demonstrates how important ADSplus remains in the 
day-to-day advertising process for local governments 
and the high regard users place on its efficiency.

In 2020, Marketforce will be rolling out an upgrade 
to ADSplus with improvements to the backend 
functionality and ordering/placements screens. These 
changes will enhance a system that has a proven 
reputation with local government while making the 
user experience more streamlined. It will include new 
functionality with personalised landing pages for each 
WALGA member along with additional information such 
as media updates and relevant industry news. 

To arrange an ADSplus login, please contact your 
Marketforce Client Coordinator.

ADSplus benefits
•  �One system providing artwork, media booking,  

archive and ad costing
•  �Discounted production rates
•  �Workflow management from: ad creation,   

media booking, final approval and invoicing
•  �Ensure brand consistency across project sites, 

departments, offices and states
•  �Fast turnaround times on ads
•  �Create your own PDF proofs within minutes instead  

of hours
•  �Make alterations to your ad quickly & easily
•  �Full archive of previous adverts lodged through  

the system

•  �Accessible 24 hours a day

ADSplus features:
•  �Ad production
•  �Media bookings
•  �Complete client control
•  �Instant proofs
•  ��Online alterations  

and approval

•  � Order tracking
•  � Cost estimates
•  � Online archive database
•  � Consistent branding

ADSPLUS
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FURTHER INFORMATION

WALGA Business Solutions 
170 Railway Parade, West Leederville WA 6007 
08 9213 2505 
preferredsupplier@walga.asn.au 
www.walga.asn.au

MARKETFORCE 
1314 Hay Street, West Perth WA 6005 
08 9488 9488 
info@marketforce.com.au 
www.marketforce.com.au


